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Fashion. Beauty. Business. 

Chanel traveled to Kyoto, Japan, to present its latest high jewelry collection, pieces from which are seen here,  
and the inspiration for the late jewelry studio director Patrice Leguéreau was a blend of  

that location's iconic crafts with Gabrielle Chanel's time spent in Hollywood in the late '20s and early '30s.  
The result lived up to the collection's name: "Reach for the Stars." For more, see pages 6 and 7.
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CEO Matt Beall on  

why today, "off-pricers 

rule the world."
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Fast Car
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A Bergdorf's JV?
Saks Global is said to  

be exploring a joint  

venture to help expand 

Bergdorf Goodman.
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  Saks is said to be exploring 
joint venture opportunities  
to expand Bergdorf amid  
its broader luxury reset.

BY EVAN CLARK

The reinvention at Saks Global might 

be about to touch the Bergdorf Goodman 

business. 

Sources said the company has had 

“preliminary discussions about potential 

joint venture opportunities” for the uber 

luxe retailer.

Exactly what kind of deal those 

discussions could lead to remains 

uncertain, but there would certainly 

be any number of players that could be 

interested in at least thinking more about 

partnering up with Bergdorf’s.

Financial sources have been buzzing 

that Saks was shopping Bergdorf’s to 

Middle Eastern funds interested in trophy 

retail properties, looking to quickly raise 

roughly $1 billion to shore up its liquidity. 

“Phone calls have been made, it’s in play,” 

one source said.

But Saks said not so fast and threw cold 

water on the speculation.

Marc Metrick, chief executive officer of 

Saks, told WWD: “We’re not selling the 

business. It’s core to our strategy — it’s the 

data, it’s the brand positioning, it’s part of 

our story. It’s not something we would do.”

Metrick is in the process of “resetting” 

luxury multibrand retailing in the U.S., 

integrating Neiman’s into Saks, setting up a 

storefront on Amazon, extending payment 

terms on vendors and more. 

Along the way there have been partners 

of all kinds. Amazon, Salesforce and G-III 

Apparel Group all contributed to the 

Neiman’s deal. 

Saks also linked with Jamie Salter’s 

licensing giant Authentic Brands Group to 

form Authentic Luxury Group. Initially, 

that joint venture included Authentic’s 

Barneys New York, Judith Leiber 

Couture, Hervé Léger and Vince brands, 

which could get more exposure in Saks 

properties. The group is also expected to 

keep an eye out for other designer brands 

that could play a similar role. 

Authentic Luxury Group is also said to 

be working with Centric Brands to put Saks 

Fifth Avenue-branded men’s in Costco. 

Partnering is the name of the game at 

the moment and Bergdorf’s is jumping in. 

For now, Metrick has some financial 

breathing room to push his reset. 

Last week Saks lined up a $300 million 

FILO credit facility as well as a $50 million 

secured term loan, both of which are 

expected to close by June 30 and are from 

SLR Credit Solutions.

That sets the company up to have $700 

million in liquidity by the end of the 

month — enough to fund $240 million in 

bond interest payments this year, the $275 

million in past-due bills owed to vendors 

and other expenses. 

“Saks is in it and we’re going to do 

something great,” Metrick said after 

securing the financing. “The most 

important thing to me is reestablishing the 

credibility that we have with our partners 

and [realizing] synergies [between 

Neiman’s and Saks] well ahead of plan.”

  Arnaud and Thierry Gillier will 
revamp the Poiray brand with 
an eye to a younger customer 
with aspirational positioning.

BY RHONDA RICHFORD

PARIS — Thierry and Arnaud Gillier, 

cofounders of fashion label Zadig & 

Voltaire, have acquired storied French 

jewelry and watch house Maison Poiray, 

as well as fine and costume jewelry brand 

Aurélie Bidermann.

The acquisitions were made 

through their holding company, Iéna 

Investissements, and mark a strategic 

expansion of the brothers’ footprint in the 

accessible luxury space beyond fashion.

The brands were part of a package deal, 

purchased from Jean Paul Bize’s private 

equity firm AMS Group. Financial terms 

were not disclosed.

AMS Group took a majority stake in the 

Bidermann brand in 2016 and Bidermann 

herself stepped into the creative director 

role of Poiray at that time. She departed the 

house in 2018, which has been operating 

without a design head since then.

The flagship boutique on Paris’ Rue de la 

Paix is slated for a revamp and expansion 

as one of the first priorities post-acquisition 

and international expansion is in the cards 

longer term. The Gilliers will also embark 

on a search for a new creative director in 

due time.

“We just closed last week, so we need 

a short time to have reflection and to 

develop a real strategy,” Thierry Gillier 

told WWD. “This is a long-term project to 

build the house.”

He emphasized Poiray’s heritage. “The 

opportunity came to the table and we 

thought about [the house’s] 

story, and wanted to come 

into that story,” he said. “It’s 

an old house and the idea to 

‘re-pimp’ the house was very, 

very interesting.”

Founded in 1975 by François 

Hérail and Michel Ermelin, 

Poiray was named as a tribute 

to French couturier Paul Poiret. 

The brand is known for its 

signature interlaced heart motif 

and its Ma Première watch with 

interchangeable bracelets, as 

well as interchangeable stones 

on rings and other key pieces.

The Gilliers see opportunity 

to revitalize the brand by 

targeting a younger audience 

with an edgier, accessible 

luxury approach.

“This brand could be rock ’n’ 

roll too,” said Gillier, drawing parallels with 

Zadig & Voltaire’s positioning. “It’s a strong 

brand that is already working well. It is 

profitable, but we just have to, maybe, add 

some rock ’n’ roll into that and renew [it].”

He acknowledged that Poiray’s current 

clientele skews older, and a key goal 

is to revamp the brand’s appeal while 

preserving its heritage. “Luxury is in the 

midst of a big reshuffle,” said Gillier, and 

Poiray is uniquely positioned to appeal to 

aspirational younger customers who value 

storytelling.

In 1986, Nathalie Hocq, daughter of 

former Cartier chairman Robert Hocq, who 

also served as Cartier president of general 

development and design lead, joined Poiray. 

“As a result of her early work with the 

house, [Poiray and Cartier] share some of 

the same DNA,” Gillier said.

Positioning in an accessible luxury space 

will be key to the new owners’ strategy. 

For example, a small gold interlaced heart 

pendant retails for 850 euros, while a large 

rose gold and diamond version is priced 

at 13,190 euros. Watches range from 1,500 

euros to more than 11,000 euros, with an 

average price point around 5,000 euros.

The brand’s fundamentals are strong, 

with growth of 20 percent year-over-year, 

the team said.

“We are not running after expanding 

[immediately],” Gillier said. “We are 

concentrating on organization, high quality, 

and design” as first priorities.

Poiray currently operates four 

standalone stores in Paris and has corners 

in key department stores Le Bon Marché, 

Printemps and Samaritaine Paris, in 

addition to being sold in multibrand jewelry 

boutiques throughout France.

Both Maison Poiray and Aurélie 

Bidermann will operate independently from 

ZV Holding, which oversees Zadig & Voltaire 

and cashmere label Pellat-Finet.

Thierry Gillier will continue to serve as 

artistic director of Zadig & Voltaire. Sales of 

that brand are projected to hit 450 million 

euros in 2025. Including fragrance revenue 

through a licensing deal with Shiseido, total 

brand sales are expected to reach about 700 

million euros, the duo said.

“The fragrance is really performing,” 

Gillier said, emphasizing that Zadig & 

Voltaire has morphed into a lifestyle 

brand and will continue to expand in 

other categories.

In 2021, Zadig & Voltaire stated its 

ambition to grow its footprint in China to 

60 stores by 2025, but has now shuttered 

all stores there. After buying out its former 

partner in the country in 2020, the Gilliers 

are now seeking a new partner and 

anticipate a deal by the end of 2025.

Elsewhere, growth in South America has 

been “a great success” in recent quarters, 

Gillier said. Zadig & Voltaire currently 

operates around 400 stores worldwide.

Outside of fashion and jewelry, the 

Gilliers also operate Parisian boutique 

hotel Château Voltaire through a separate 

hospitality company.

BUSINESS

Saks Eyes Bergdorf Goodman Expansion

The Brioni window at the Bergdorf Goodman men's store. 

The Poiray flagship on Rue de la 

Paix near Place Vendôme in Paris. Arnaud and Thierry Gillier

BUSINESS

Zadig & Voltaire Founders Acquire 
Maison Poiray, Aurélie Bidermann
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  CEO J.K. Symancyk says  
the jeweler’s turnaround 
strategy giving outsized focus 
to the Kay, Jared and Zales 
divisions is gaining traction.

BY DAVID MOIN

Signet Jewelers, reporting sales gains for 

the first quarter and displaying confidence 

in its transformation efforts, saw its share 

price spike 12.5 percent on Tuesday.

Net income was $33.5 million, or 78 cents 

per diluted share for the quarter ended May 

3, when results were pulled down by tax 

changes and restructuring charges totaling 

46 cents per share. A year ago, earnings 

stood at $52.1 million, or 90 cents.

Adjusted operating income, which the 

company considers a clearer indication 

of its financial performance, increased to 

$70.3 million from $57.8 million.

Sales rose 2 percent to $1.54 billion from 

$1.51 billion, while comparable-store sales 

increased 2.5 percent. The average unit retail 

price increased approximately 8 percent.

The results, as well as a slightly elevated 

outlook on sales for 2025, pushed shares 

up $8.32 to $75.13 on Tuesday.

“We really saw balanced growth across 

all categories,” chief executive officer  

J.K. Symancyk told WWD.

He attributed much of the sales gain 

to bridal jewelry, which has continued 

to show growth since the fourth quarter, 

and fashion jewelry, where there has been 

“early wins” in jewelry priced between 

$250 to $500, a range that Signet in the 

past did not emphasize enough.

During the interview, the CEO 

characterized the consumer as “resilient 

and smart.…They are making choices, 

but if the design and value proposition 

are right, and you are connecting in the 

right emotional ways as a brand, we see 

the consumer willing to invest and spend. 

But we certainly recognize it’s a dynamic 

environment. We don’t take that for 

granted.”

Symancyk also gave WWD a progress 

report on Signet’s “Grow Brand Love” 

transformation strategy, which was 

completed in the first quarter and involved 

some reduction in staff size and the 

elimination of some layers of management. 

The headcount reduction was not 

disclosed because, as Symancyk said: “It 

wasn’t big enough. It was more about being 

more efficient and effective and really 

aligning our structure behind the strategy.” 

He also said the reorganization enables 

management to “speed the clock on how we 

make decisions, particularly when you speak 

about being relevant in trend and fashion,” 

and brings the teams across the Signet 

portfolio of brands closer to the consumer.

As part of the transformation, Symancyk 

said he sees fewer than 200 stores across 

the entire Signet portfolio closing this year.

Another aspect of the strategy calls for 

the company to be innovative “in three 

ways,” Symancyk said. 

  Developing more design-led 

assortments that are on-trend and 

convey greater newness. 

  “Dimensionalizing the customer 

experience” across the brands and no 

longer taking a standardized approach 

to store operations. 

  Elevating the marketing. “You will 

see different personalities for each 

brand,” said Symancyk, adding that 

the company’s marketing spend grew 

by 2 percent last quarter, helping drive 

impressions up 30 percent.

Overall, the strategic plan is intended 

to accelerate growth in several ways 

after the company experienced a difficult 

2024. Also on the agenda: expansion into 

new categories such as gifts, building 

brand loyalty and creating compelling 

experiences for customers including new 

store designs. Among the best-performing 

collections last quarter were Unspoken at 

Jared, and the Stellar Allure and Whimley 

collections at Zales.

In his prepared statement, Symancyk 

said: “While we’re in the early innings of 

Grow Brand Love, our strategy is already 

driving growth in both bridal and fashion.

“We delivered positive same-store 

sales growth each month of the quarter, 

and into May, by bolstering our offerings 

at key price points and continuing the 

evolution of our assortment. Our three 

largest brands — Kay, Zales and Jared — all 

saw sequential comp sales improvement 

from the fourth quarter on higher margins, 

highlighting the impact of our outsized 

focus on our larger brands.” Signet also 

operates Banter by Piercing Pagoda, 

Diamonds Direct, Blue Nile, JamesAllen.

com, Rocksbox, Peoples Jewellers, H. 

Samuel and Ernest Jones.

Joan Hilson, chief operating and financial 

officer, said in her prepared statement: 

“Our renewed promotional strategy and 

inventory management delivered both 

gross merchandise margin and adjusted 

operating margin expansion in the quarter 

with sales improvement outpacing 

inventory growth. Given our positive 

performance, we are increasing the low end 

and maintaining the high end of our fiscal 

2026 operating guidance. This outlook 

reflects the current macro environment 

and current tariffs as well as on track cost 

savings initiatives. Further, we are raising 

our adjusted EPS guidance to reflect the 

repurchase of more than 5 percent of 

outstanding shares year to date.”

Signet brought up the bottom-end of its 

guidance for 2025 and is now forecasting 

$6.57 billion to $6.8 billion in sales, from its 

previous projection of $6.53 billion to $6.8 

billion in sales. Same-store sales are now 

seen ranging from down 2 percent to up 1.5 

percent, versus the previous guidance of 

down 2.5 percent to up 1.5 percent.

Adjusted operating income is seen 

ranging from $430 million to $510 million, 

versus the earlier projection of from $420 

million to $510 million. 

The total sales outlook anticipates 

a “measured consumer environment, 

providing for variability in consumer 

spending over the year,” the company 

said. Signet also indicated that it expects to 

absorb current tariffs within the adjusted 

operating income range provided, and that 

the forecast excludes any potential impact 

resulting from any new tariffs and the 

potential outcome of reciprocal tariffs.

In other first-quarter results, 

gross margin was $598.8 million, up 

approximately $26 million from the first 

quarter last year. Gross margin rate grew 

100 basis points to 38.8 percent, driven by 

gross merchandise margin expansion and 

leverage on fixed costs.

SG&A was $526 million, or 34.1 percent 

of sales, up from $515.4 million, and flat to 

the year-ago first quarter, as a percentage 

of sales.

  The eight-year-old  
Los Angeles-based brand  
now has two flagships  
and more in the pipeline.

BY DAVID MOIN

Madhappy, the contemporary brand 

known for its logo hoodies, tie-dyed 

T-shirts, collaborations and community 

spirit, has arrived in Manhattan’s NoLIta 

neighborhood.

On Saturday, Madhappy opens a two-

level, 1,800-square-foot flagship, at 207 

Mulberry Street, a sign of the brand’s 

growing interest in operating permanent 

stores versus what’s been several years 

of primarily operating temporary units 

considered long-term pop-ups.

Since Madhappy launched eight 

years ago, “We’ve done our fair share 

of seasonal stores — 20 or so pop-ups,” 

said Madhappy’s cofounder Noah Raf, 

in an interview. They’ve surfaced in 

Williamsburg and SoHo, New York; Miami, 

Aspen, Chicago and other locations.

But going forward, Raf said: “We’ve got 

about eight permanent stores in the pipeline. 

The next two will be in Tokyo this winter 

and Malibu, California in the spring of 2026.”

He characterized the NoLIta store as a 

“flagship” based on Madhappy’s “robust” 

investment in creating the store, events 

and activities that will take place there, 

and its café.

Madhappy’s only other flagship is on 

Melrose Avenue and Robinson Street in 

West Hollywood, Los Angeles. “In West 

Hollywood, we’ve been seeing 15,000 

people per month. The café is contributing 

a large portion of the foot traffic,” Raf said. 

Asked what percentage of the 

guests comes for the café versus the 

merchandise, Raf said: “It’s hard to 

monitor exactly the split, but I would 

estimate about 60 percent for the café. 

We have a lot of daily customers,” for 

the coffee, though many of them end up 

browsing the merchandise, too. “We’re 

hoping for a similar reaction in NoLIta.”

Madhappy also has a store in East 

Hampton, N.Y., that’s not considered a 

flagship because there’s no café and there 

is just a three-year lease, though Raf said 

he intends to renew it or seek another spot 

in the town.

Raf feels that NoLIta, with its mix of retail 

and food and beverage establishments is 

a good fit for Madhappy and its fashion 

boutique/café concept. He also said the 

Madhappy pop-up in SoHo, which is right 

next to NoLIta, was successful.

Besides the café, which occupies 

about a quarter of the space, the shop is 

distinguished by its 50 feet of frontage and 

big, wide windows. “We like people to be 

able to see through to the inside of the space 

as they walk by outside,” said Raf. “We don’t 

do any traditional window display.”

T-shirts and hoodies are what Madhappy 

sells mostly, and mostly to 18- to 25-year-old 

women. That demographic represents about 

70 percent of Madhappy’s customer base.

“Anything in jersey and fleece is the core 

business,” Raf said. 

Garment-dyed T-shirts, unique washes, 

knitwear, outerwear and footwear from 

third parties round out the collection. 

The majority of the product in made in 

Los Angeles. The assortment range “has 

definitely grown year-over-year,” said Raf.

The NoLIta store was designed in 

conjunction with the L.A.-based creative 

studio PlayLab Inc., building upon the 

visual language of the L.A. store with its 

signature blue dyed concrete, brushed 

aluminum, ceramic tile and douglas fir.

The café, called the Pantry, has a menu 

with offerings from local and international 

culinary partners, including Hotel Drugs, 

a café from Japan providing espresso and 

tea; Sofreh, a Brooklyn-based restaurant/

café from chef Nasim Alikhani providing 

Persian baked goods and pastries, 

and Tom’s Juice, the New York-based 

cold-pressed juice company from New 

Zealander Tom Wright.

Just for the opening, Madhappy 

has created a limited-edition line of 

merchandise themed around New York 

institutions such as the New York Yankees 

and the New York Mets, and Lucali Pizza.

Collaborating is a big part of the brand 

DNA. In May, Madhappy teamed up with 

Gigi Hadid‘s Guest in Residence on a 

limited collection of women’s apparel. And 

last summer, the Gap collaborated with 

Madhappy on a limited-edition collection 

of women’s, men’s and kids’ apparel that 

took inspiration from the Gap archive. 

Collabs and merchandise aside, “What 

makes the brand distinctive is the ethos,” 

Raf said. “We are communicating a 

very positive message in trying to raise 

awareness about mental health. One of our 

partners in the business, Mason Spector 

did have personal struggles growing up. 

He inspired us to take this journey and 

champion mental health awareness.” 

Madhappy hosts events each month, 

typically centered on panel discussions 

tackling mental health topics, with 

psychologists, artists, or others from different 

fields. Madhappy also has a magazine called 

“Local Optimist” highlighting people and 

their stories, with a focus on mental health, 

wellness and art, as well as a foundation 

raising funds for research and organizations 

involved in mental health issues. 

“We are trying to show young women 

it’s OK to talk about these things which are 

difficult to talk about,” Raf said.

BUSINESS

Signet Shares Soar as Q1 Sales Gain

BUSINESS

Madhappy’s Retail Journey 
Lands in Manhattan’s NoLIta

Zales is part of the Signet Jewelers portfolio.

The facade of the new Madhappy store.
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  The partnership includes 
team kits featuring the 
brand’s signature design and 
iconology, with the Tommy 
Hilfiger logo displayed on the 
car, driver suits and helmets,  
as well as fan merchandise.

BY LISA LOCKWOOD

Tommy Hilfiger and Cadillac Formula 1 

Team have forged a multiyear partnership 

setting the fashion brand up as the team’s 

official apparel partner.

The Hilfiger brand, which is part 

of PVH Corp., is bringing its spirit of 

“fashiontainment” to F1 at a time when the 

sport’s popularity is at an all-time high. 

Cadillac Formula 1 Team is the first new 

addition since 2016, and the team intends 

to join the Formula 1 grid in 2026.

“Two icons. One vision. A bold new era 

of American motorsport,” said Tommy 

Hilfiger. “We’re proud to continue our 

Formula 1 story alongside TWG Motorsports 

and Cadillac. We share a vision to honor 

the heritage of F1 while pushing it forward 

— celebrating where we come from and 

reimagining where we can go. As the sport’s 

presence around the globe continues to 

soar, there’s never been a better time to 

dream big and show the world what an 

American team can bring to the grid.”

In an interview Tuesday, Hilfiger said 

he’s been fascinated by racing his entire 

life, having grown up near Watkins Glen’s 

F1 racetrack. “My friends and I would peer 

over the fences, and I would watch the 

races. I became obsessed with it. It was 

such an event, it was like a rock concert,” 

said Hilfiger. He said bands would be 

playing and they’d tailgate, “It was wild.”

Over the years, Hilfiger’s company 

has sponsored Team Lotus, Ferrari and 

Mercedes-AMG, and collaborated with 

Lewis Hamilton. Hilfiger’s Mercedes Benz 

contract was expiring, and they decided 

to sponsor the Cadillac Formula 1 Team, 

an American team. “I thought it would be 

great to partner with them,” said Hilfiger.

In March, the Cadillac F1 Team received 

final approval to join the pinnacle of 

motorsport. Formed by TWG Motorsports 

and General Motors, the team brings 

together a legacy of engineering excellence 

and a shared commitment to innovation 

and performance.

“We are an American team representing 

one of the most iconic American brands of all 

time,” said Cadillac Formula 1 Team Principal 

Graeme Lowdon. “Tommy Hilfiger, too, is 

an American icon, and the brand’s legacy in 

Formula 1 is unmatched. As we bring a bold 

new vision to the paddock, this partnership 

truly reflects the spirit of what we’re building. 

Together, we’re not only racing, but driving 

innovation that will shape the future of both 

entertainment and engineering.”

Lea Rytz Goldman, global brand 

president of Tommy Hilfiger, added: 

“From the very beginning, entertainment 

and sport have been a part of our 

brand’s heritage. By doubling down in 

motorsport, we are excited to present a 

fresh expression of what’s possible when 

fashion evolves at the speed of pop culture. 

This partnership continues our legacy of 

breaking boundaries, bringing style to the 

grid, and driving the future of Formula 1.”

Hilfiger brings over three decades of 

experience in the sport, having written 

the playbook on how fashion shows up on 

the grid.

The partnership includes team 

 kits featuring the brand’s signature design 

and iconology, with the Tommy Hilfiger logo 

displayed on the car, driver suits and helmets. 

A fanwear collection will also launch.

“Tommy Hilfiger is an American original, 

and we’re proud to welcome them as our 

first official partner,” said Dan Towriss, 

chief executive officer of Cadillac Formula 

1 Team. “This collaboration represents 

the fusion of two bold, innovative brands 

— where performance meets iconic style. 

As we build a team that reflects American 

ambition on the global 1 stage, this 

partnership sets the tone for what’s ahead.”

Hilfiger said his company will be 

making team kits for the drivers, crews 

and management. The fanwear collection 

will fuse Hilfiger’s “Prep Made Modern” 

aesthetic with the performance-driven 

codes of Cadillac Formula 1. While the 

initial launch is menswear, the company 

is sponsoring F1 Academy for women, 

and they will eventually add Cadillac 

merchandise for women, he said.

Asked if he’s ever owned a Cadillac, 

Hilfiger said he had a Cadillac Escalade for 

awhile. “It’s the most luxurious American 

car, and is built very well,” he said. Hilfiger 

said he’s especially excited because the 

teams he’s sponsored in the past were all 

European, and this is the first American 

brand he’s sponsored for racing.

He noted that the company has a team 

that designs the F1 apparel as part of the 

master design team.

Hilfiger loves the affiliation with Formula 

One racing. “It’s more than a sport, it’s a 

cultural force,” he said, attributing part of 

the consumer interest to Netflix’s “Drive 

to Survive” series, which he said lifted 

interest and put it onto another level.

“The young drivers are like rock stars. 

They’re very cool and they’re in great 

shape,” he said. They come out before 

the race in cool fashion and then change 

to their uniforms. He attributed a lot of 

the hype to Hamilton and George Russell, 

who wore Tommy Hilfiger when they 

raced for Mercedes. “They were the 

leaders of it,” he said. 

Hilfiger added that the races in Miami, 

Austin and Las Vegas “are completely  

sold out.”

The Cadillac Formula 1 Team hasn’t 

revealed its drivers yet, which will happen in 

August. “They’re going after some real stars,” 

Hilfiger said. In addition, the Cadillac racing 

car will be unveiled over the next couple of 

months. Each of the 11 teams has two cars.

  “You’ll see a lot of red, blue and white  

flags being very present at the races,” 

added Hilfiger.  

Last month at Formula 1 in Miami, TWG 

Motorsports x Cadillac F1 marked the official 

global launch of the Cadillac Formula 1 

Team held inside a reimagined 1940s-style 

theater in South Beach. The venue, Queen, 

was transformed into Cadillac Club, where 

guests included Victoria Monet, Mickalene 

Thomas, Terry Crews, Jurnee Smollett, 

Sophia Bush and Camila Coelho. Janelle 

Monáe performed, followed by an electric 

DJ set from the Grammy-nominated artist.

Hilfiger is launching the APXGP 

Collection ahead of the premiere of “F1 

the Movie” in North America on June 27, 

and internationally beginning June 25. 

That collection features moto-emblazoned 

mechanic shirts, a varsity-meets-moto 

jacket in vegan leather, tailored Japanese 

denim jeans and a merino knit polo. A 

red quilted jacket modeled after the exact 

silhouette worn by Damson Idris’ character 

in the film is prominent in the lineup. Retail 

prices range from $50 to $790. The Hilfiger 

brand logo is prominently displayed on the 

APXGP car, driver’s kit and team uniforms.

Several capsule collections for the 

Cadillac Formula 1 Team will come out in 

spring 2026, around the time of the first 

race, said Hilfiger.

BUSINESS

Tommy Hilfiger Joins 
Cadillac Formula 1 Team  
As Official Apparel Partner

Tommy Hilfiger

Tommy Hilfiger has 

a long history of 

sponsoring 

Formula 1 racing. 

An archival shot of Team Lotus.
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  Sources tell WWD that the 
celebrity makeup artist is 
getting into the product game.

BY JAMES MANSO

Artistry-led makeup brands are getting 

a new entrant, WWD has learned.

Mary Phillips is said to be the next 

makeup artist getting into the product 

game with a range of her own, sources 

said. The brand’s name, debut product 

offerings and launch timing could not 

be learned, though it is rumored to be 

launching at Sephora. Phillips is also said 

to have a team in place, having tapped 

Roshini Greenwald as its president.

According to Greenwald’s LinkedIn 

profile, she spent years at Macy’s and 

L’Oréal, and is currently at a “confidential 

beauty brand launching Fall ’25,” which 

would put products on shelf before the 

all-important holiday season.

Phillips declined to comment. Sephora 

did not respond to request for comment 

by press time.

Phillips, who also recently launched 

talent management agency Highlight 

Artists with Jen Atkin and Justine Marjan, 

boasts over 2.2 million followers on 

Instagram alone — on par with her roster 

of clients that has included the Kardashian-

Jenner family, Chrissy Teigen, Hailee 

Steinfeld and Hailey Bieber, among others.

Social-savvy makeup artists to A-Listers 

have had much fanfare, and much success, 

with product offerings of their own. Mario 

Dedivanovic, founder and chief executive 

officer of Makeup by Mario, rose to fame 

as the architect behind Kim Kardashian’s 

contour. His brand, also sold at Sephora, 

had projected revenues of $150 million to 

$200 million when it hired J.P. Morgan to 

explore deal options.

Patrick Ta also falls into that cohort, 

with just shy of 4 million followers and 

his own namesake brand, Patrick Ta 

Beauty, also at Sephora. Ta’s clientele has 

included Salma Hayek and Halle Berry, 

and he’s parlayed his viral blushes into a 

full-fledged range of stock keeping units. 

In 2022, his brand was expected to hit 

$30 million, as reported; in 2023, sales 

were said to have almost tripled.

Though Sephora has won in the 

category, makeup — the largest piece of 

the U.S. prestige beauty market — has 

faced headwinds. Makeup declined 1 

percent in the first quarter in dollar sales, 

per Circana data, with key categories like 

face and eye facing headwinds. Lip color 

remained flat, while smaller segments 

such as lip oils, balms, and stick formats 

of eye shadow and foundation grew.
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  Starring Tim Heidecker and 
Julia Fox, Charlotte Ercoli's first 
comedy feature film, "Fior di 
Latte," which debuts at Tribeca 
Film Festival, aims to find out.

BY NOOR LOBAD

Charlotte Ercoli’s newest film opens 

with a scene that will likely feel familiar: 

a messy apartment and a suitcase that 

remains unpacked long after its owner, a 

New York City-based playwright named 

Mark Van Bloom, has returned from a 

vacation to Italy.

His next move — grabbing a pair of 

boxers from said suitcase and huffing 

them — may feel less familiar, though it’s 

far from the last time Van Bloom, played 

by Tim Heidecker, will repeat this 

sequence in what turn into increasingly 

desperate attempts to replicate the 

euphoria of his time in Florence. That 

euphoria, he discovers, is evoked by the 

scent of an Italian perfume that broke 

and spilled in his suitcase on the return 

journey to New York.

Like Ercoli’s film itself, debuting at t 

he 2025 Tribeca Film Festival, the 

perfume is called “Fior di Latte.” Van 

Bloom becomes convinced that smelling 

it is the key to unlocking his creative  

juices as he races to meet a fast-

approaching deadline. As his distress 

grows, he adds more antics to the 

equation: while sniffing, he plays Italian 

music in the background; enlists an 

aspiring actress he meets on a New York 

street corner, played by Julia Fox, to 

sweet-talk him in an Italian accent, and 

chomps down on his favorite Italian 

sweet bread, pandoro.

“The movie is an analogy for 

addiction,” said Ercoli, who infused 

nods to her own experiences and 

upbringing as an Italian-American 

New Yorker in the film. Ercoli’s aunt 

and mother — Robin Coe-Hutshing and 

Jennifer Coe-Bakewell, respectively — 

were the founders of Studio BeautyMix 

at Fred Segal and bespoke fragrance 

brand, Memoire Liquide, which 

operated counters at Fred Segal and 

Henri Bendel.

“Growing up, I would just smell 

perfume all day long,” said Ercoli, 

who went on to create commercials 

for fragrance brand D.S. & Durga and 

initially pitched “Fior di Latte” to the 

company as a short film. “They politely 

turned it down it down, and rightfully 

so, because it was just too big of an idea 

for a perfume ad; they encouraged me 

to develop it into a feature film.”

The protagonist’s vacation takes 

inspiration from Ercoli’s own first solo 

trip to Italy at 14 years old. “Getting 

shipped off to Italy by myself, with 20 

Italian cousins taking me to the disco; 

drinking, kissing boys, doing everything 

under the sun — it was the most life-

changing experience I’ve ever had, and 

I wanted to write a movie about a guy 

who similarly has an experience that 

is just so incredible in another country 

that, when he comes back to his city 

where he feels isolated, he’s addicted to 

huffing the smell of his clothes.”

The film stars Marta Pozzan as Van 

Bloom’s Italian love interest, and 

includes a cast of seasoned and first-time 

actors, including friends of Ercoli. “I love 

to blend the two; there’s a great alchemy 

to the way they feed off of each other.”

In tandem with the film, Italian 

fragrance brand I Profumi di Firenze is 

launching a limited-edition Fior di Latte 

perfume on June 10 at C.O. Bigelow and 

Onda Beauty in New York. Retailing for 

$150 for a 50-ml. bottle, the fragrance is 

infused with notes of vanilla, orris root 

and honeysuckle.

As for what Ercoli is most looking 

forward to while debuting the film?

“Standing in the wing of the theater 

and hear when people laugh,” she said.

BEAUTY

Mary Phillips Said to Be Launching Makeup Brand

BEAUTY

What Happens When a Playwright’s 
Perfume Addiction Goes Too Far?

Justine Marjan, Mary 

Phillips and Jen Atkin. 

Julia Fox in 

“Fior di Latte.” 

Charlotte Ercoli

  The collaboration will leverage 
NIQ’s expanded data to better 
understand shifts in consumer 
buying behavior across both 
online and offline channels. 

BY KATHRYN HOPKINS

Sephora and consumer intelligence 

firm NielsenIQ are joining forces amid a 

competitive beauty retail landscape.

They have unveiled a strategic 

collaboration to provide a more 

comprehensive view of the beauty 

landscape in North America, which will 

in turn help inform some of the beauty 

retailer’s decisions.

According to a statement Tuesday, the 

collaboration will leverage NIQ’s expanded 

omnishopper and digital purchases 

solution capabilities to better understand 

shifts in consumer buying behavior across 

both online and offline channels. 

“At Sephora, our beauty community 

is the heart of our business, and we are 

constantly seeking out forward-thinking 

partners to help us better serve our 

clients throughout their shopping journey 

with us,” said Ryan Oto, vice president, 

business intelligence and analytics at 

Sephora. “This partnership with NielsenIQ 

is a strategic leap forward in how we listen 

to our beauty consumers, elevate insights 

across every touchpoint and deliver on 

the future of beauty retail.”

The announcement comes as 

Amazon’s ongoing push into prestige 

beauty continues to ramp up pressure on 

beauty retailers, including Sephora, Ulta, 

department stores and more.

During an earnings call in April, Cécile 

Cabanis, chief financial officer of Sephora 

parent LVMH Moët Hennessy Louis 

Vuitton, said of the beauty retailer: “In 

the U.S., we have a bit less momentum 

when it comes to e-commerce, especially 

because Amazon is being very aggressive, 

and being aggressive is mostly regarding 

price. And we try to avoid this technique.”

Ulta Beauty executives said they had 

never seen such a competitive beauty 

environment, resulting in it losing market 

share for the first time in 2024.

NielsenIQ’s expanded Omnishopper, 

launched in January 2025, includes 

a 250,000-strong consumer panel. 

Through the combined Omnishopper 

and Digital Purchases lens, Sephora will 

gain insights into in-store and online 

shopping trends and preferences across 

NIQ’s comprehensive coverage of mass 

drug, specialty, e-commerce and social 

channels, the statement said.

“This data sharing partnership unlocks 

access to a new level of insight into the 

prestige beauty space, including expansive 

point-of-sale coverage of Sephora’s 

omnichannel business, increasing 

NielsenIQ’s total coverage of beauty,” added 

Jacqueline Flam, senior vice president of 

beauty, drug & OTC retail for NielsenIQ.

BEAUTY

Sephora, 
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The legacy of Leguéreau will be no less 

important.

A masterpiece in the collection was 

the Wings of Chanel necklace, a graphic 

interpretation that unfurls to frame the 

neck with a supple openwork design 

with a long hanging pendant that can be 

detached to wear as a bracelet.

The idea of flight is furthered by the 

orientation of marquise-set diamonds on 

the wing’s remiges, which are articulated 

to better espouse different bust shapes. 

A mix of folded and triangular prong 

settings further telegraph the idea of 

lightness, despite over 45 carats of fancy 

cut diamonds.

At the center of the design is a 

Padparadscha sapphire of 19.55 carats, 

a weight that felt particularly auspicious 

given the house’s numeric signifiers.

The stone’s delicate rosy-orange hue, 

evoking a glowing rising light, epitomizes 

another throughline of the collection.

Leguéreau “imagined pieces kissed by 

the light of the sun at sunset and dawn, with 

these colors that blaze on the horizon,” said 

the house. “It’s about that magical moment 

between day and night when the high 

jewelry sparkles on the skin.”

Designs duly explore a wide color 

range in metal and stone that went from 

spessartite garnets and a 20.64-carat oval 

imperial topaz in the “Sunny Days” set to a 

cascade of velvety blue sapphires from Sri 

Lanka on the After Midnight necklace and 

the black DLC-coated gold cord in “Dreams 

Come True.”

Taking pride of place among the 39 

pieces tapping this motif was a set of five 

brooches, simply titled “Five Wings.”

Each featured an intricate central 

element finely hand-painted by a Kyoto-

based lacquer artist, the scion of a dynasty 

specialized in this meticulous and rare craft.

Leguéreau had “long been fascinated 

by this idea of excellence pushed to its 

pinnacle,” recalled Grangié, and over the 

years had worked bespoke 

orders with Yūji Shihou 

Okada, a master lacquerer 

who was distinguished 

as a living treasure by the 

Japanese government, as well 

as his successor and son Yoshio Okada. 

The quintet embodied Leguéreau’s 

vision of high jewelry as “an art form, a 

language, and a legacy” as Grangié wrote 

in a note welcoming guests to Kyoto.

“It is absolutely essential that we 

transcribe the creations of Patrice 

[Leguéreau] and the studio at the highest 

level of excellence so that these pieces 

sit in a patrimony on a 20-, 30-, 50-year 

scale and that one day, when a magistral 

exhibition on Chanel in our days takes 

place, they are part of it,” said Grangié. 

“That’s a clear goal for us.”

But before these jewels get another 

museum treatment, ensuring their way 

into collectors’ hands goes through a 

crystal clear vision of what Chanel’s high 

jewelry — a bright young thing established 

in 1993 — is all about.

Already, de rigueur elements for the Rue 

Cambon house were given fresh spins that 

saw them layered and interwoven, with 

stars peppering wings and both adding 

further sparkle to lion-themed designs.

“For Chanel, it is important to always 

bring themes that constitute this living 

patrimony that will have a capital 

importance in high jewelry,” the executive 

said. “But we are still in this creation phase 

and that’s what’s different compared to 

more institutional houses who have two 

centuries of history and revisit themes that 

are their own.”

Coming after last year’s “Haute Joaillerie 

Sport,” this year’s opus was about 

“illustrating two facets of excellence such 

as we conceive it at Chanel,” said Grangié. 

“It’s about creations pushed [to their 

utmost] but with the iron discipline of 

being a pure player” in terms of craft, gem 

sourcing and execution.

It’s an approach that has served the 

house well in its bid to woo a clientele that 

spans those attracted to its fashions to high 

jewelry collectors, a highly savvy cohort 

that numbers in the hundreds worldwide 

in Grangié’s estimation.

But having a clock topped with a 

statuette of Gabrielle Chanel standing on 

a diamond-set black jade base — a dead 

ringer for an Academy Award gong — 

snapped up long before the collection’s 

unveiling is a happy byproduct.

“The priority of high jewelry is brand 

elevation, brand equity, so going higher 

and higher in terms of know-how, 

exceptional stones in service of a creation 

that will always be uniquely Chanel,” he 

said. “The top line is a consequence that 

follows, that grows, but that’s not the 

[primary focus] in high jewelry, which is 

about pulling the activity upwards.”

And turbulent times rife with headwinds 

and macroeconomic challenges call for 

adroit navigation, even when equipped 

with such gem-set wings.

“Instability is likely to persist for a good 

long while so we are very vigilant,” the 

executive continued. “But we are staying 

the course regarding launches, all the 

programs [planned] for 2026 and 2027 and 

more than ever, in terms of investment — 

there’s no change there.”

These include the development of new 

collections but also the pursuit of vertical 

integration and retail plans.

Buoying this cautious but not 

conservative approach is the even 

distribution of Chanel’s jewelry business 

between the U.S., Asia and a bloc formed 

by Europe and the Middle East but also 

the jewelry sector’s 

overall health.

“Not only is it a category that is resilient 

but it remains afloat and continues to 

generate growth,” the executive said. “I 

believe this will continue in years to come 

and the category itself is very, very, very 

positive.”

With branded luxury jewelry accounting 

for some 35 percent of the global market, 

estimated at $90.2 billion in 2025 and 

expected to grow over 5 percent annually 

according to Statista, it remains a category 

of luxury where “potential for everyone” 

remained “very significant” for Grangié. 

The presentation in Kyoto was therefore 

as much about honoring Leguéreau 

by following ideas he’d drawn up with 

Grangié as it was a celebration the rich 

chapter of Chanel’s high jewelry history 

written under his tenure.

A gala evening at the Shogunzuka 

Seiryuden temple kicked off with a drone 

show that had the title writ large across 

the sky above the former Imperial capital, 

drawing oohs and aaahs from a crowd 

that included Japanese actress Nana 

Komatsu, Thailand’s Chutimon ” Aokbab” 

Chuengcharoensukying and South Korean 

actress Kim Go-eun.

Grangié paid homage to Leguéreau 

as “the soul of the collection…gone too 

soon” while highlighting that the style 

vocabulary he imagined, along with 

Chanel’s in-house expertise in high 

jewelry crafts and stones, will “really 

build the Chanel of the future.”

“What you have here is a very, very 

important collection,” the executive said. 

“I think it will make a lot of sense 20 years 

from now, 30 years from now because 

when you think about high jewelry, only 

the long term prevails.” ■

“Dream Comes 

True” earrings.

“Follow 

Your Heart” 

necklace.

The white gold 

structure of a  

“Five Wings” brooch.

“Full Swing” earrings.

“Follow Your 

Heart” cuff 

bracelet.

“Embrace Your 

Destiny” 

necklace.

The “Dreams Come 

True” masterpiece 

necklace.
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the needle in a significant way, very, very 

quickly towards a model that’s much 

more similar to a fully branded retailer 

like a Marshalls or a T.J. —  even Ross has 

tremendous brands. So we’ve got all the 

brands, and we’re continuing to work 

on getting more. But there are a couple 

of divisions that are behind. I would say 

men’s is very strong in terms of brands. 

Ladies is really the area that’s made a 

tremendous amount of progress. The area 

where we have the most work to do would 

be home. That is currently something that 

the merchants are working very hard on 

to increase the brand penetration and 

quality of the product that’s going to be 

a major step towards our future. When 

you’ve got a full-line store, you can’t have 

one division that looks different than the 

others. It’s got to be cohesive. And so I’ve 

really challenged our chief merchant and 

our president to really step up their game. 

So that’s what’s coming over the next 

several quarters.

WWD: How much of your business is 

home versus apparel and accessories?

M.B.: Apparel is the majority of our chain. 

We’re also about 20 percent penetrated 

in footwear in Bealls Florida, but only 8 

percent in Bealls. Just to clarify, we’ve 

always had Bealls Outlet and Bealls 

Department Stores, but we’ve gone through 

this dramatic rebrand and transformation, 

and we are becoming one Bealls. That’s our 

strategy. The acronym is BOB: Becoming 

One Bealls. And my dad’s name was Bob, 

and he was our last family leader. We’re 

also going from Burkes Outlet to Bealls so it 

should be very simple for everybody.

WWD: Is there a difference between 

Bealls and Bealls Florida?

M.B.: Bealls Florida is really just a coastal 

chain. We’ve got 600 stores that are called 

Bealls and 50 that are called Bealls Florida. 

It’s a larger box store, but it’s still a Bealls. 

That chain too, is value-oriented. It’s not 

high and low. It’s not mark the stuff up high 

and run sales and sell it at a discount. We’re 

over that game, that is dead.

WWD: Have you seen a difference in 

your ability to secure product these 

days, with fewer department stores 

and struggles at retail in general?

M.B.: No. I think that the vendor community 

has really embraced the partnership 

that they have with Bealls. We’ve got a 

tremendous merchant team that loves 

the vendor community, and the vendor 

community loves Bealls. They see us 

as an underdog: the last remaining big 

family regional retailer out there. And 

as their accounts continue to dwindle, 

Bealls becomes more important for them. 

I remember starting my career in 2004 

and everybody had so many accounts. 

You think about what it’s like today versus 

then, and we are very valuable to the 

vendor community. They know that we’re 

financially responsible and that we’ve been a 

good partner for decades, and they want us 

to be around and to survive. And as we move 

toward one Bealls, that also is super helpful 

from a sourcing standpoint, and opening 

up new accounts that maybe they hadn’t 

worked with in the past. That has really been 

a net positive.

WWD: Do you offer any private label 

and how big a business is that for you?

M.B.: In total, it’s much bigger for Bealls 

Florida than it is for Bealls. But in total, it’s 

about 8 percent or 9 percent of the total 

business. Our biggest exclusive brand is 

Reel Legends, and that’s really a Bealls 

Florida brand. It’s Florida’s number-

one fishing brand, and it’s been a great 

brand for us since 1997. It’s performance 

fabrications at real value pricing and the 

quality and fit are fantastic. Coral Bay is also 

a big traditional, mature brand on the ladies 

side that we source direct. It’s an exclusive 

brand for Bealls Florida. On the Bealls side, 

Silver Bait is a big brand from an outdoor 

fishing brand standpoint.

WWD: When you buy national brands, 

is it leftover product or current season?

M.B.: It’s both.The bigger we get, the easier 

it is to do upfront buys. We still like to make 

it a treasure-hunt environment, so we’re not 

placing huge orders with vendors. You’re 

not going to see 12 of the same style, color 

and size on a rack. It’s going to be smaller 

lots. But it’s not necessarily leftovers, it might 

be cancellations. When business is tough, 

retailers make some cancellations, and we 

snap them up, and there’s no time lost in 

the supply chain. It just goes from them to 

us, and we’re buying it at a better price. And 

we pass that value along to the guest. It’s a 

scrappy merchant team, they’re scouring the 

market every day, all day, to bring the best 

value and brands to the stores.

WWD: How do you differ from a T.J. 

Maxx, Marshalls or Ross?

M.B.: If you compare us to a Ross, we 

are going to be more in stock. And you’re 

not greeted with a security guard. You’re 

greeted with an actual human being when 

you walk into the store that says “hello” 

and “how are you,” and that hopefully 

cares about your shopping experience. 

We pride ourselves on guest service and 

we attempt to to employ people that 

embody our values culture. But purely 

from a product standpoint, we are going 

to be a bit more of a family atmosphere 

where Ross is all about cheap. They’ve got 

great brands, don’t get me wrong, but it’s 

all about, let’s be $1 or $2 cheaper than 

everybody else. And TJX is more about 

being fashionista, specifically on the female 

side of the business. Bealls is really about 

being a family business. We want to have 

everybody in your family covered, and we 

want you to enjoy coming to our stores and 

shopping. We’ve got the same brands as 

T.J. Maxx and Marshalls, and we’re priced 

between a Ross and a T.J. store. Ross is 

working on very, very low IMU [initial 

markup], and they can do that because 

their turn is so fast and they’re more in 

metropolitan markets. We’re more in core 

markets. So it’s just a slightly different 

business model, although we’re working 

hard to improve our turn and to get better 

brands and to decrease our markup.

WWD: You mentioned a treasure hunt. 

Because the content changes so fast in 

the stores, how do you navigate that on 

digital?

M.B.: That’s the challenge, right? We were 

one of the first companies in America to 

get on the e-commerce bandwagon with 

Bealls Florida. I think it was 1996. Now, 

everything’s e-commerce and I think 

that’s huge part of the reason department 

stores are dying. And nobody’s reading 

newspapers anymore, so it’s much 

more difficult to connect with a guest 

on weekly sales and ads. Everything’s 

digital. Everything’s on your phone. So 

everybody’s fighting for those few seconds 

that they can put their stuff in front of your 

face while you’re looking at your phone. 

We use digital for our marketing. We do 

some direct mail too, but it’s primarily 

digital advertising. We’ve launched an 

ambassador program for Bealls and we’ve 

got over 900 people in just a couple of 

months. The influencer thing is not cost 

effective and it’s much more challenging 

than it is to have ambassadors. We reward 

our ambassadors through our loyalty 

program. We’re about to roll that out 

to Bealls Florida as well. They’ve really 

reconnected with our guests and let them 

know about our product offering and great 

brands and prices. Over the last three 

months or so, it has really created a nice 

bump in our sales trend.

WWD: Now that you’re celebrating 

110 years, what does the future 

hold for you? Where are the growth 

opportunities?

M.B.: It’s certainly more stores. It’s 

certainly better brands. It’s to be the best 

brick-and-mortar retailer that we can be. 

It’s about looking inward and becoming 

the best version of ourselves. E-commerce 

is going to be a part of our business, but 

not the vast majority. We think there’s 

always going to be that desire to get out 

and shop in an actual physical store. 

And AI is going to change everything — it 

is absolutely going to disrupt retail in a 

significant way in the next five to 10 years. 

It’s going to make shopping much easier 

to do just on your phone. But we have 

built this business over 110 years to be a 

brick-and-mortar business. That’s what 

we have so we have to embrace AI and do 

everything we can to embrace technology. 

That’s kind of what we’ve done for the last 

11 decades: embrace change and change 

right along with it. Adapt and just continue 

to push forward. We want to continue to 

outfit your family for less. That’s been our 

motto now for 100 years — nothing has 

changed. I think when you get away from 

that, that’s when you can begin to struggle.

WWD: In your spare time, you’ve also 

started a podcast. Tell me a little big 

about that.

M.B.: I’ve actually got two of them. One is 

called “Matt Beall Legacy,” and it’s about 

the legacy of our business. I interview 

people internally within the business and 

sometimes external partners. I’ve had Guy 

Harvey and Derrick Brooks on the podcast. 

Derrick Brooks is an NFL Hall of Famer 

and a charity partner that we work with. 

It’s a great way for our company to be 

aware of what’s happening and a great way 

for potential employees that are checking 

us out to learn about our culture and how 

we operate. We’ve had a lot of people that 

we’ve hired because of the podcast — they 

watch it and want to be a part of what 

we have going on. I’m having business 

meetings with people anyway, so why not 

turn on a camera and record it and put it 

out there for people to enjoy and to learn 

more about our company.

WWD: What’s the other podcast?

M.B.: The “Matt Beall Limitless” podcast. 

“Legacy” has maybe 3,000 subscribers 

across all channels. But “Limitless” has 

nothing to do with business. It’s purely 

topics that I’m fascinated with and 

explore from a personal, non-business-

related kind of place. It’s been live for a 

year and a half, the same as “Legacy,” 

but it’s got well over a quarter-million 

followers. It’s grown really fast, and it 

continues to have an upward trajectory. 

It’s not for everybody, but the people 

that do subscribe and follow it are really 

enjoying it.

WWD: What does the next 110 years 

hold for Bealls?

M.B.: We have such a talented group 

of people that work here, and a great 

culture and I feel compelled to get out 

there and talk about it from time to time, 

because it’s the people that are making the 

business special and continue to hopefully 

spread joy. We’re attempting to make a 

difference. Of course, we want people to 

shop and get great product at great prices 

and save their money for other stuff. But 

we were also want to make a difference 

in the world and spread positivity while 

we’re here. That’s our goal. ■

Matt Beall in his podcast studio with 

Tiffany Coble, senior visual merchandise 

manager and a 37-year Bealls veteran.

A Bealls Florida storefront. 
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  “Past as Prologue” will be 
staged in San Francisco until 
early January.

BY ROSEMARY FEITELBERG

In the legions of design power 

couples, Ray and Charles Eames were as 

accomplished as they come.

As a sign of their lasting influence on 

several disciplines of design and their 

potential to inspire more generations of 

practitioners, the Eames Institute of Infinite 

Curiosity will unveil “Past as Prologue: 

The Last Decade of Furniture Design by 

Ray and Charles Eames (1968-1978)” in San 

Francisco later this week. The exhibition 

will zero in on the husband-and-wife 

team’s final decade of their collaboration. 

Furniture, graphic design, fabric design, 

films, architecture and exhibition design 

were their skills accelerated.

In 1946, Ray and Charles Eames were 

among the winners in a fabric design 

competition that was organized by 

the Museum of Modern Art and some 

department stores that culminated with a 

group exhibition the following year. After 

marrying in 1941, the couple joined forces 

on a multitude of projects until Charles 

Eames’ death in 1978. Before Ray Eames 

died 10 years later, she planned for some 

legacy building and her family has carried 

that out.

Debuting during San Francisco Design 

Week, the exhibition will be housed in the 

William Pereira-designed Transamerica 

Pyramid that has been revitalized by SHVO 

and Foster + Partners. This will be the 

Eames Institute’s first public installation 

beyond the Eames Archives and it is part 

of a broader collaboration with SHVO and 

the Transamerica Pyramid to magnify 

the Bay Area’s design power through a 

weeklong program of events.

Known to work well beyond what most 

would consider normal workday hours, 

the Eames were said to have worked 

six or seven days a week finessing their 

techniques and refining their design 

process to meet current and emerging 

needs. “Past a Prologue” will draw 

attention to new furniture that the duo 

created in their last decade of teamwork, 

as well as some pieces that have seldom 

been shown publicly. Those who won’t be 

traveling to San Francisco this year have 

the option of one of the Eames Institute’s 

online showcases. “Past as Prologue” is 

slated to be on view through early January.

From 1968 to 1978, the Eames preferred 

to refine earlier iconic furniture pieces 

with new materials and more-of-the-

moment concerns like how ergonomics 

could be put to use to help sedentary 

office workers. The Institute’s chief 

curator, Llisa Demetrios, who is Ray and 

Charles Eames’ granddaughter said, “As an 

often-overlooked era of my grandparents’ 

designs, it felt imperative to uncover some 

ephemera that isn’t always highlighted….”

Visitors will be able to pick up some 

memorabilia, thanks to The Eames 

Institute partnering on two retail spaces in 

the Transamerica Pyramid. There will be 

new and vintage merchandise, including 

furniture, books and home items in the 

lobby outpost. There will also be a gift 

shop in the gallery space with exhibition 

catalogues, current books on the Eames 

legacy and gift items.

With thousands of artifacts, The Eames 

Collection showcases the pair’s creations, 

methodologies and far-ranging interests. 

The namesake institute aims to introduce 

more people to the Eameses’ outlook and 

to inspire others to use creative problem 

solving to shape the world in a positive 

light. Somehow they made it look easier 

than it was, as Charles Eames liked to say, 

“the blood never shows.”

  Fashion shows, a film 
screening and modeling 
tips will be part of the 
programming out at sea.

BY ROSEMARY FEITELBERG

Cunard has tapped Christian Siriano, 
Bob Mackie and Coco Rocha for the return 

of its Transatlantic Fashion Week voyage.

The style-minded trio won’t set sail 

aboard the Queen Mary 2 until October, 

but they spoke of their plans — and by 

Siriano’s own admission — with a trace of 

trepidation. The weeklong voyage from 

New York to Southampton, England will 

be the first one that has been held since 

the pandemic. It will feature two runway 

shows featuring a selection of Siriano’s 

designs from the past 16 years, including 

looks that were worn by actresses and 

musicians. Guests will be able to catch 

a screening of the documentary “Bob 

Mackie: Naked Illusion,” and listen to a 

Q&A with the storied designer. And Rocha 

will be offering travelers a sampling of her 

signature model camp with primers about 

poise, modeling and fashion.

Having always wanted to do a show 

on a boat — as in a yacht — Siriano was 

game, when the prospect of a cruise was 

presented. Five hundred people will be 

able to sit and watch each of the two 

shows. Excited about joining Mackie and 

Rocha at sea, the designer said, “We want 

to make everything fabulous and get 

people inspired. What’s cool, too, is that 

everybody gets dressed up for dinner and 

tea. It’s a very fashionable kind of cruise — 

old-school style.”

Siriano, who recently closed his 

Westport, Conn. store, is scouting New 

York City locations. He just launched a 

fashion boot camp for aspiring designers 

— a two-day crash course in sketching, 

draping and sewing for 80 people that is 

being held in his studio once a month in 

June, July and August. The current crop 

ranges in age from 15 to 65. He said his 

idea riffs on Rocha’s model camp.

Rocha said she already told Siriano that 

she wants to be fully dressed in multiple 

outfits from morning, noon and night so 

travelers will see next-level fashion.

Having been on a Cunard cruise before 

with a Julien’s Auction tie-in, Mackie said, 

“It’s just magical. You feel like you’re 

leading another life, and that’s not bad.”

Siriano told him, “I want one dress from 

Cher to wear. Don’t forget it.”

When the designer, who has never been 

on a cruise before, heard that Mackie’s 

other crossing involved the captain 

informing him that they were passing “the 

final resting place of the Titanic,” Siriano 

piped up, “We do not need to know that. 

I’m so excited. I can’t wait. I already 

picked out three things in the gallery. I’ll be 

spending more money than I will make.”

The designer will be offering sketching 

classes on board, too. “We’re just bringing 

fantasies to people, who can’t always see a 

fashion show. That’s what’s special about 

this cruise. People, who may never get to 

see a fashion show in New York or any other 

city, will get to see it. And this is for all walks 

of life, and all different types of people.”

Siriano added, “And it’s in October with 

the icebergs and we’re all going to make it 

out alive.”

As for the current state of fashion, 

Mackie praised the Cannes Film Festival’s 

ban on “naked” dressing. “Everyone 

thinks I should say, ‘That’s terrible.’ I think 

it’s perfect. They’ve gone way overboard to 

the point of horrible.”

New York City’s street style isn’t much 

better, according to Mackie. “Here on the 

streets, I’ve seen things that I never want 

to see. I don’t know where it’s coming 

from. Even last week in the Berkshires, 

the shorts were shorter than short and 

everything is hanging out in the wrong 

places. It’s really terrifying.”

Accustomed to being asked by strangers 

to evaluate their appearances, Mackie 

said, “That’s a hard one. A lady, who was 

going to a wedding in London and had to 

wear a hat, held up a picture of the one 

she planned to wear and asked if that was 

a good choice. I said, ‘No, it looks like a 

flowerpot.’ She was kind of a full woman, 

[gesturing with his arms for effect,] so the 

scale was completely off. And I told her.”

His foul-proof advice for anyone is, 

“’Invest in a three-way mirror.’ Nobody 

ever looks in the back. You go to the 

airport early in the morning and you just 

want to shoot yourself, it’s so scary.”

Before flying back to his home in 

California, Mackie was hosting the 

opening of “Bob Mackie: From Sketches to 

Spotlight,” an exhibition at the Soho Grand 

Gallery that will be on view this summer.
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  The chief marketing officer 
shares excitement about 
the future of AI, bringing 
Samsung’s partnerships to 
life and advice for young 
professionals.

BY ALEXANDRA PASTORE

As chief marketing officer and vice 

president of corporate marketing at 

Samsung Electronics America, Allison 

Stransky is at the helm of the mega brand’s 

marketing strategy, driving initiatives 

for the company’s visions for the future 

of connected homes and its broader 

sustainability mission.

Prior to stepping into her role at Samsung, 

Stransky honed her skills starting in beauty 

and personal care before veering into tech 

and has experience at global companies 

including Google, L’Oréal, Unilever and 

Johnson & Johnson. At Samsung, she told 

WWD she sees the future being created.

As reported by WWD, Samsung has had 

a longstanding commitment to fashion, 

with the understanding that technology 

and fashion go hand in hand. The 

company has partnered with like-minded 

designers, including a recent collaboration 

with LaQuan Smith during the Met Gala, 

and media organizations to inspire people 

to pursue creative passions.

Most recently, Samsung unveiled a 

partnership with Ashley Furniture with a 

modern retail experience that showed how 

to create a smarter, more functional home.

Here, Stransky, talks to WWD about her 

daily routine, her career and the tech she’s 

excited about today.

WWD: What is the first thing you do in 
the morning?
Allison Stransky: You’d think  

because I work for Samsung I go straight 

for my phone, but I intentionally do  

not. I try to ease into the day with a 

clear head. Over coffee I’ll do a quick 

email scan to make sure nothing urgent 

came through overnight — Samsung is 

headquartered in South Korea, so our 

nights are their days — but then I’ll put it 

away so I can focus on my other job  

as mom.

I am also obsessed with health and 

wellness tracking and have gone all-in 

on wearables. My Galaxy Ring is with 

me always, and I love to geek out on my 

personal data — especially my stress levels. 

I look at my trends from the day prior 

and can set an intention for the new day. 

Having perspective on my overall health 

and wellness is really powerful.

WWD: What is a wellness routine that’s 
a must for you?
A.S.: Sleep. I’ve learned that I can’t  

pour from an empty cup, and everything 

— my energy, mood, even decision-making 

— is better when I’ve had a good night’s 

rest. I track how I’m sleeping with my 

Galaxy Ring — not for just the data but  

to hold myself accountable to wind  

down at night. And I have an automated 

wind-down routine in my Samsung 

SmartThings app.

At 10 p.m. the lights dim, we close  

the shades and change the thermostat 

to our preferred sleeping temperature. 

When my space tells me it’s time to relax, 

it’s time to stop scrolling and switch to a 

book or a podcast. 

WWD: What is a retail/tech trend that 
you’re excited to see coming to life 
right now?
A.S.: AI-powered personalization in 

consumer tech and how it intersects with 

all facets of our lives. AI is a game changer 

and we’re realizing its ability to optimize 

everything. Our mobile devices are 

becoming our very own AI companions, 

helping you live healthier, work more 

efficiently and even care for loved ones.

From a brand and marketing perspective, 

we have an abundance of rich data and can 

leverage AI to drive an experience that is 

deeply intuitive and practical for people’s 

real lives. Not only that, but we can reach 

them with hyper relevant and personalized 

messages at different points in their journey. 

WWD: What is the best advice you 
would give someone starting out in 
their career today?
A.S.: Bring your whole self to what you do. 

Because in bringing your whole self, you’re 

also bringing what’s most unique about 

you, and when you hone your uniqueness, 

that can become your superpower. Live 

in that. I think real value is added when 

you understand what makes you and your 

perspective unique — and you find the 

confidence to share it.

The other advice I share with people, 

whether it’s someone on my team 

or a mentee, [is that] you have to get 

comfortable with the uncomfortable. 

That’s where you grow and often where 

greatness comes through.

WWD: Looking throughout your 
career, what is something that you are 
most proud of?

A.S.: My career started in beauty and 

personal care and veered into tech. I 

have had the privilege of working at some 

incredible companies over the years, but I 

have to say, my first CES with Samsung in 

2024 was a truly exceptional moment in 

my career. To announce new SmartThings 

and AI capabilities, we livestreamed 

a cooking demo with Martha Stewart 

from the floor of the Samsung booth at 

the Las Vegas Convention Center. It was 

operationally complex, but a showstopper. 

When we pulled it off, we looked back and 

said, “Wow. We are creating the future at 

Samsung, and people are so excited for it.”

I’ve had a few other seminal moments 

along the way. At L’Oréal, one of my favorite 

roles was running the U.S. Garnier Haircolor 

business. At this time, we were really 

starting to understand the importance and 

power of digital marketing and knowing it 

can be tricky to pick the right shade of hair 

color. I think this was the beginning of me 

getting bitten by the digital bug that led to 

my next couple of opportunities.

WWD: What is your ideal shopping 
retail experience?
A.S.: I’m definitely a hybrid shopper. I’ll 

often start online, scrolling for inspiration 

and getting a sense of what’s out there. 

Filling a cart that I may or may not ever 

buy. But I do love shopping IRL. Curated 

displays, touching and feeling products. 

Getting into a store is a luxury these days 

because time is hard to come by. I really 

appreciate the retail experience, because it’s 

where brands can bring their stories to life.

In fact, I’m very excited about 

Samsung’s partnership with Ashley 

Furniture. This partnership is all about 

seeing how furniture and electronics come 

together in a seamless way to create a 

smarter, more functional home. This kind 

of integration makes the retail experience 

feel modern, relevant and fun because 

shoppers can experience something 

unique in store that can’t be replicated the 

same way online.
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The week after the opening of “Goddess” 

at the Public Theater, the musical’s lead 

Amber Iman was busy as ever. A cofounder 

of Black Women on Broadway, Iman was in 

final meetings and preparation in the days 

leading up to the initiative’s fourth annual 

award ceremony. This year’s event, which 

took place on Monday, honored LaTanya 

Richardson Jackson, LaChanze and Khaila 

Wilcoxon. “ I’m a pretty busy girl in the 

daytime,” Iman says in the lead up the event.

Recently, she’s also been pretty busy in 

the evenings. Iman is in the last stretch of 

performances for the New York debut of 

“Goddess,” closing out a well-received run 

at the off-Broadway theater. “The Public 

is such a New York institution. It’s been 

a dream of mine to work at the Public 

forever,” Iman says. “It’s the house that 

built ‘Hamilton’ and ‘Hell’s Kitchen’ and 

so many others. New York audiences, they 

come to listen and be engaged and to be 

able to feel that energy is so wonderful.” 

“Goddess” also marks Iman’s first time 

leading a musical, 13 years after she first 

moved to New York from Atlanta. “I and 

the entire cast and the crew, we’ve poured 

so much into getting the show to New 

York City,” says Iman, who also starred 

in the show’s world premiere at Berkeley 

Repertory Theatre in California in 2022. 

“There have been so many times we were 

supposed to be here and the timing, for 

whatever reason, we’re here now, and I’m 

just super proud.”

Iman, who last year received a Tony 

nomination for her featured role in 

“Lempicka” on Broadway, has been involved 

with “Goddess” for eight years. She was 

brought onboard by playwright, and fellow 

Black Women on Broadway cofounder, 

Jocelyn Bioh. Bioh collaborated with show 

creator and director Saheem Ali — of 2023’s 

“Fat Ham” — on the show’s book, but 

stepped away from the creative team project 

shortly before previews at the Public started.

“ She is a dear, close friend. She was 

like, ‘I’m working on this show called 

“Goddess,” and I think you should be the 

Goddess,’” Iman recalls. “I have developed 

wonderful relationships with folks in 

theater, and when I know their track record 

and they have a reputation for doing work 

that is compelling, that is challenging, 

shows women — especially Black women, 

especially dark-skinned Black women — as 

fully thought out, I just say yes.”

Many years in the making, “Goddess” 

has emerged on the stage as an exuberant, 

energetic musical that delivers big dance 

numbers and powerful vocal performances 

from the ensemble cast. The show is 

inspired by the myth of beautiful music 

goddess Marimba, who takes the form 

of Nadira in the show, played by Iman. 

In an attempt to skirt her mother’s evil 

expectations for her, Nadira takes up 

residence on Earth within the Moto Moto 

jazz nightclub in Mombasa, Kenya. There, 

she meets the young son of a politician 

family, who attends the club in secret 

disobedience of his father. 

“ I only work on new musicals. I’ve never 

worked on a revival, so it’s all I know,” Iman 

says. “That’s pretty cool, and that creative 

teams understand and respect me as a 

collaborator and that they invite me into the 

room,” she adds. “Because they know I have 

a point of view and I’m gonna ask questions, 

and that I am present for the collaboration 

and the build. Pretty much my entire career 

has been collaborative and building — and 

it’s hard. I don’t really get to rest.” 

Despite the demanding nature of the 

show — “it’s Olympic,” Iman says — she’s 

excited about the legacy that “Goddess” 

and her character have already created, 

adding a new female voice to the musical 

theater canon.

As the production nears the end of its 

Public Theater run, Iman calls back to her 

opening lyrics in the show.

“I sing, ‘on a night with no breeze, the 

sweat drips down my chocolate skin,’” 

she says. “And the intention of chocolate, 

meaning every woman behind me has 

to have chocolate skin, is beautiful. It’s 

making space for women who are not 

often given opportunities to lead.

“That’s one of the blessings of originating 

[this role] — this has been built on me, on 

my voice, on my body,” she adds. “I’m 5’11”. 

I’m not small. And I feel like it’s allowing 

other women of size and stature to take up 

space. And so I’m grateful to be able to be 

the builder of Nadira.”

Amber Iman in 

“Goddess.”

Amber Iman Brings 
‘Goddess’ Alive
T h e  a ct re s s  l e a d s  t h e  n ew  m u s i c a l ,  s et  i n  a n  Af ro - j a z z  c l u b  i n  M o m b a s a , Ke nya .  

BY KRISTEN TAUER 

Austin Scott 

and Iman in 

rehearsal for 

“Goddess.”
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