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Fashion. Beauty. Business. 

After 10 years, Demna bowed out of Balenciaga on a  
classy note, parading his most polished couture collection yet —  

without forsaking his experimental bent, seen here in this  
skirt suit with its pitched-forward shoulders and sculpted lapels.  

For more on the Paris shows, see pages 8 to 14.
PHOTOGRAPH BY KUBA DABROWSKI

House Proud

The Beauty  
of Rome

Fendi's latest high jewelry 

collection was inspired by the 

Eternal City's famed fountains. 
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It’s Surreal
The V&A plans a major 

Schiaparelli exhibition 

in 2026 that will feature 

more than 200 objects.
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Saks Downgrade
S&P downgraded Saks 

Global's credit rating  

as a result of the retailer's 

planned bond exchange. 
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  While the company’s  
$600 million in financing 
will help it keep up with 
vendor payments, S&P views 
a planned bond exchange as 
“tantamount to a default.”

BY EVAN CLARK

Saks Global’s new $600 million in 

financing has it better positioned to pay 

vendors and rework its business — but the 

way the luxury retailer is raising that money 

has drawn the ire of Standard & Poor’s. 

The debt watchdog downgraded Saks’ 

credit rating to “CC,” a significant drop 

from “CCC-plus,” with a negative outlook.  

Late last month, the retailer lined up 

the financing just ahead of a crucial $120 

million interest payment. It included $200 

million in commitments that are subject 

to certain conditions and a $400 million 

first-in, last-out asset-based credit facility, 

carved out of the company’s $1.8 million 

asset-based facility. 

But $100 million of the FILO facility 

included an exchange of some of the 

$2.2 billion in senior secured bonds the 

company sold in December to buy Neiman 

Marcus Group. 

S&P described the financing 

arrangement as “tantamount to a default” 

as the bondholders “will receive less value 

than they were initially promised and will 

rank lower in terms of priority than the 

new money notes.” 

The rating agency said it expects to 

lower its rating on Saks to “selective 

default” or “default” if the company goes 

through with the financing. 

When credit ratings are moved into 

default because of debt exchange, they 

often bounce back quickly. 

While going into default is not a good 

look for a company’s finances,  it is a 

distinction that lives mostly in finance 

circles and is not expected to alter Saks’ 

plans or its ability to pay vendors.  

The company’s also been finding extra 

money in operations as it integrates 

Neiman Marcus. 

“We have both significantly accelerated 

our plans for synergy capture and increased 

our expected annual cost reduction to $600 

million over the next few years,” Saks noted 

to WWD in a statement. 

The value of Saks’ bonds have already 

been re-rated in the market, where they have 

traded as low as 34 cents on the dollar in May 

and have recently been trading at 51 cents. 

But the credit rating switch is a sign of 

just how much work Saks still has to do as 

it integrates Neiman Marcus, cuts costs, 

reestablishes itself with vendors and looks 

to grow with a new shop on Amazon.

Although Saks was slow to pay vendors 

over the last couple of years, it has lately 

been said to be making its payments and is in 

the process of making good on past due bills. 

It will need to keep that flow of goods 

moving to perform its reset.

“A disruption in Saks’ inventory flow 

has led to a pronounced deterioration in 

its operating performance and liquidity 

challenges,” S&P said in its downgrade. 

“Overdue payments, borrowing base 

constraints, and seasonal inventory-building 

led to a decline in the availability under 

the company’s $1.8 billion asset-based 

lending facility to $415 million as of Feb. 1. 

In addition, Saks reported a free operating 

cash flow deficit of $517 million in 2024.”

And S&P said Saks Global’s market 

position “will weaken as competitors with 

greater financial capacity expand their 

business operations.”

“We forecast the company will report 

negative free operating cash flow over the 

next two years and continue to heavily 

rely on its ABL facility,” S&P said. “While 

Saks has real estate assets worth over $4 

billion on a net basis, it has been unable to 

monetize them in a timely manner to meet 

its financial commitments.”

Marc Metrick, chief executive officer of 

Saks, prepped vendors for the S&P switch 

in a letter on Wednesday that was obtained 

by WWD. 

“Recognizing that the media continues 

to actively cover Saks Global, I also 

wanted to take this opportunity to give 

you a preview of some developments we 

expect in the near term that may generate 

attention,” Metrick wrote. “Of the up to 

$600 million of committed financing, $300 

million was funded at the end of June. 

The next step with respect to the balance 

involves a bond exchange offer, which will 

launch in the coming days and is expected 

to be completed in August. There will be 

highly technical press releases issued at 

various times during the exchange offer, 

per legal requirements.

“As a result of the exchange transaction, 

S&P Global, a credit rating agency, recently 

issued an update on Saks Global. It is 

common and expected for S&P to issue 

an update on companies following the 

announcement of a financing transaction 

like we announced in late June. As part of 

this, S&P applies a formulaic and technical 

criteria when analyzing these transactions, 

which has led to a downgrade of Saks 

Global’s credit rating. Additionally, when 

the bond exchange closes, we also expect 

S&P to apply what the rating agency refers 

to as a ‘selective default,’ which is also 

common for transactions of this nature.”

Metrick said the company will soon 

be sharing its first-quarter results with 

bondholders and an update to its partners. 

“You can expect us to focus on the fact 

that with the bolstered liquidity that the new 

financing provides, we will be even better 

positioned to execute on our strategy and 

capture significant growth opportunities 

within the luxury market,” he said.

  Numerator’s research on  
the first two days of the 
event found that 30 percent 
of shoppers are clicking on 
apparel or footwear, tying  
with household essentials.

BY EVAN CLARK

Amazon’s mini Christmas in July has 

consumers clicking on fashion — and 

there are more apparel brands in the 

promotional mix, including vintage 

designer style from ReBag as well as looks 

from Michael Kors, Naadam and more. 

Prime Day, which extended to four days 

this year and ends on Friday, has become 

a fixture on the retail calendar, prompting 

competing deals from other retailers. 

Altogether, retailers are expected to see 

$23.8 billion in sales, or the equivalent of 

two Black Fridays, according to Adobe. 

At Amazon, the event has had a strong 

fashion start. 

Numerator is tracking the e-commerce 

giant’s Prime Day take, studying the 

activity of shoppers at 22,411 households 

and surveying 2,248 buyers during the 

sale’s first two days. 

Thirty percent of buyers snatched up 

Prime Day apparel and footwear — tying 

for the top spot with cleaning products 

and other household essentials, according 

to the data and tech company.  

But in keeping with the general sense 

of caution in the market, consumers are 

being very calculated as they spend. Fifty-

one percent of shoppers bought items that 

they’d been waiting to buy on sale and 37 

percent of shoppers bought the same items 

they typically buy on Amazon. 

Numerator pegged the average order 

size on Prime Day at $57.12 and said 51 

percent of households have made two 

or more orders, upping the average 

household spend to $126.26. 

Two-thirds of the Prime Day items have 

sold for under $20 while only 3 percent are 

over $100. 

Amazon has been steadily adding to its 

fashion mix and a company spokesperson 

pointed to the slate of fashions making 

their Prime Day debut.

For the first time, the luxury resale player 

Rebag is offering price promotions on looks 

from Alexander McQueen, Chloé, Delvaux, 

Givenchy, Jacquemus, Valentino Garavani, 

Versace and Tom Ford on Amazon.

And a host of brands have joined the 

rush this year and included select items 

in the event, such as Hervé Léger, Kate 

Barton, Calzedonia, Vans, Michael Kors 

and Naadam.

BUSINESS

S&P Cuts Saks Global’s Credit Rating to CC

BUSINESS

Prime Day 2025 Is  
Being Fueled by Fashion

Fashion is an 
increasingly important 
category for Amazon.

The Saks men’s store in Boston.
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  "Schiaparelli: Fashion 
Becomes Art" at the Victoria 
& Albert Museum will chart 
the Surrealist designs of its 
founder Elsa Schiaparelli  
and present day creative 
director Daniel Roseberry.

BY HIKMAT MOHAMMED  

AND JOELLE DIDERICH

The Victoria & Albert Museum’s next 

fashion exhibition will take a surreal turn.

“Schiaparelli: Fashion Becomes Art” will 

be staged at the Sainsbury Gallery from 

March 21 to Nov. 1, 2026.

The exhibition will chart the success 

of its founder, Elsa Schiaparelli, from the 

1920s to the present day under the current 

ownership of Diego Della Valle and the 

creative direction of Daniel Roseberry.

There will be more than 200 objects in 

the show that span across Paris, London 

and New York, as well as World Wars I 

and II, including garments, accessories, 

jewelry, paintings, photographs, sculpture, 

furniture, perfumes and archive material.

Delphine Bellini, chief executive officer 

of Schiaparelli, was joined by Daniel 

Slater, director of exhibitions at the 

V&A, and the museum’s senior curator 

Sonnet Stanfill, at a press conference on 

Wednesday at the house’s historic salon 

on Place Vendôme in Paris.

“The V&A is one of the unique museums, 

which has always tried to blend tradition 

and innovation, and this is so linked to what 

Schiaparelli used to do herself,” Bellini said.

Five years in the making, the show will 

not just build on the success of previous 

exhibitions, including a major retrospective 

at the Musée des Arts Décoratifs in Paris 

in 2022, but explore new areas including 

Schiaparelli’s relationship with the U.K. 

and her clients, such as Wallis Simpson and 

Elsie de Wolfe, known as Lady Mendl. 

“We’re adding on to the existing 

scholarship, but telling the story in a very 

new way, in a very unique way,” Stanfill 

said. “We like to describe ourselves as the 

world’s leading museum of art, design 

and performance, and in fact, all of those 

elements, plus a chapter on photography, 

will be within the exhibition.”

Slater noted that the show will also 

include works by some of the greatest 

artists of the 20th century, on loan from 

major institutions. Schiaparelli walked 

in artistic circles with the likes of Pablo 

Picasso, Jean Cocteau and Man Ray.

“What was so exciting for us is that with a 

project on Schiaparelli, you almost reverse 

what is the normal narrative of fashion in 

art museums, where you have designers 

being inspired by art. What we have with 

Elsa, which continues in the house today, is 

one of the greatest designers who is actually 

inspiring some of the greatest art of the 

20th century,” Slater said.

“This is not to redo something that’s 

formulaic. This is to entirely change the 

way in which fashion can be experienced 

in a fine art museum,” he added. “We’re 

trying to constantly build the next 

generation of creatives. And this is just yet 

another opportunity for us to do that.”

Special pieces on display include the 

Skeleton dress from 1938, which covers 

the entire body in a black silk crêpe. In a 

1939 interview, Schiaparelli said that she 

believes “in a strict neatness about both 

day and evening clothes, their simple 

lines accentuated by an original touch. 

A neck line can make or spoil a dress; 

amusing pockets can add distinction to 

the simplest jacket.”

Another standout piece that will feature 

is the Tears dress from 1938 made in 

collaboration with the Surrealist artist 

Salvador Dalí. Printed with a trompe-l’oeil 

motif, it creates the illusion of strips of 

flesh, prefiguring the punk movement by 

several decades.

Born into an aristocratic family and 

raised in the luxurious confines of Palazzo 

Corsini in Rome, Schiaparelli was separated 

from her husband by the time she arrived 

in Paris from the U.S. in 1922.

Bellini noted that the designer, who 

was self-financed at the time, opened a 

London salon in Mayfair in 1933, barely 

six years after founding her house. “It’s 

also important to see her, not only as 

an artist, but as a woman entrepreneur, 

and this is very inspiring also for today’s 

women,” she said.

Stanfill added that Schiaparelli was a 

founding member of the Fashion Group 

of Great Britain, the precursor of today’s 

British Fashion Council.

“Her clothes had a hard chic about them, 

which were in contrast to the quiet luxury 

of a lot of her contemporaries. So as a 

disruptor and as a breaker of fashion rules, 

she encouraged her clients to embrace a 

different way of dressing,” she said.

“She was the most inventive in 

terms of use of materials of any of her 

contemporaries, in the sense that she 

urged her textile producers to bring her 

their newest and their best — so that could 

take the guise of woven glass, cellophane, 

new crinkled textures. She really loved 

unusual fabrics, and that will come across 

in the garments that we can display,” 

Stanfill added.

Schiaparelli also designed costumes for 

the silver screen and stage. 

She costumed Mae West in the 1937 film 

“Every Day’s a Holiday” and borrowed 

the actor’s curvy silhouette for one of 

her perfume bottle designs. In 1952, she 

dressed Zsa Zsa Gabor in a pink gown in 

the film “Moulin Rouge.”

The designer is a recurring character in 

fashion history books. She famously feuded 

with Gabrielle “Coco” Chanel, but had to 

shut her business in 1954 after accruing 

large debts.

Schiaparelli was relaunched by Della 

Valle in 2012 and the house has spread 

the word about the history of its founder, 

starting with a book titled “Schiaparelli and 

the Artists,” published in 2017 to mark the 

90th anniversary of the brand.

The exhibition will also include a 

selection of designs by Roseberry.

“The couture collection that we 

presented on Monday is really the beautiful 

translation of how we can dive into the 

archives, but also transport them into 

the future and see how Schiaparelli’s 

contribution to fashion, art and culture 

can continue to survive through the lens 

of a new creative vision with passion and 

actually no boundaries,” Bellini said.

“The more respectful we are, and 

the more inventive we are, the more 

vibration we create outside. It’s extremely 

rewarding, and it allows us to take new 

steps,” she said.

FASHION

Schiaparelli Exhibition to Open in 2026
Designer Elsa 

Schiaparelli.

The Duchess of 

Windsor wearing a 

Schiaparelli dress. 

The Tears 

dress. 

Zsa Zsa Gabor in 

a dress by the 

designer in 

“Moulin Rouge.”
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  The California-based  
eyewear brand was founded 
by motocross enthusiast  
Jim Jannard but is now  
a part of EssilorLuxottica.

BY JEAN E. PALMIERI

It all started 50 years ago when Jim 

Jannard, a motorcycle enthusiast, started 

a company selling motorcycle parts out of 

his car at motocross events. He named this 

nascent business Oakley after his English 

setter Oakley Anne.

Soon after, he began developing his 

own products, starting with a motorcycle 

grip featuring an ergonomic cam shape 

design and an octopus tread pattern that 

he named the Oakley Grip. Five years later, 

he entered the optics business by creating 

a protective goggle for the motocross 

industry called the O Frame MX.

But the real turning point came in 

1984 when Jannard was riding along the 

Pacific Coast Highway at sunset and saw 

that the rays streamed into the side of his 

sunglasses. So he took a coat hanger, Lexan 

goggle lens and some electrical tape and 

created a prototype for a sport performance 

sunglass that he named Eyeshade.

The business thrived and in 1995, Oakley 

went public, and then in 2001, it was 

purchased by Italy’s Luxottica Group SpA 

for about $2.1 billion.

Today, the Foothill Ranch, Calif.-based 

Oakley operates as a separate division 

of what is now EssilorLuxottica. The 

company continues to be focused on 

developing innovative eyewear — its most 

recent category is a line of AI glasses 

developed in partnership with Meta 

(which, according to Bloomberg reports, 

recently invested $3.5 billion for a small 

minority stake in the Italian eyewear 

group) — and has also expanded into 

apparel, accessories and even footwear.

“Oakley is a brand known for 

innovation and the way we move sports 

and culture forward,” said Caio Amato, 

global president of Oakley and the Sports 

Performance Hub. “Our credo is: ‘We 

create for the future and deliver to the 

present.’ As much as we have been born 

out of the mountain bike and motocross 

industry, the ethos of the company has 

always been to redefine the future. It’s 

basically physics elevated to an art form.”

This weekend, Oakley is hosting editors 

at its California headquarters for a behind-

the-scenes look at the company’s past, 

present and future.

Amato claimed that over the past 

half-century Oakley has developed 

three values that set it apart from other 

brands. First is authenticity. “Since the 

beginning,” he said, “Oakley has been 

born to serve the misfits, the underdogs. 

The way we choose our athletes and our 

partners, we always want to show the 

blood, sweat and tears that their sport 

and culture bring to the table. To be 

honest, we lose business because of it:  

to be authentic means we’re not going  

to copy whatever is selling. We are going 

to create our own version of what we 

think is right.”

Second, he said, is innovation. And 

third, is the fact that it is “a disruptive 

brand. We love to do things differently.”

Amato said Oakley views itself as “very 

rebellious, but in an optimistic way. We are 

unapologetically authentic.”

The brand is still rooted in sports 

but lifestyle product has become more 

important in recent years, he said. “Sports is 

what we breathe. It’s who we are, it’s where 

we started. So every single year, we bring 

two or three innovations for sports that are 

going to resolve unsolved problems.”

One example, he said, is the company’s 

high-definition optics lenses. “Oakley 

was the first brand in history to develop 

a lens that was optically correct,” Amato 

claimed. In layman’s terms, before the 

development, lenses were all created 

from flat pieces of glass. Oakley created 

glass that followed the angle of the eye, 

effectively cutting down on eye fatigue.

The brand today is most popular in 

snow sports, cycling, surf and skate, 

Amato said. Although Oakley got its start 

in motorsports, because it’s based in 

California, it was embraced early on by 

athletes playing beach volleyball, surfing 

and skating. More recently, he said, 

the brand is seeing football as a growth 

opportunity. Oakley produces all the 

visors, or face shields, for the NFL as well 

as licensed eyewear for the league. Kansas 

City Chiefs quarterback Patrick Mahomes 

is also an ambassador.

“The NFL came to us with a problem,” 

Amato said. “That was the safety of the 

athletes, and we turned that problem into 

a solution and an opportunity.”

When athletes such as Mahomes — and 

Michael Jordan before him — became 

ambassadors, it helped Oakley cross over 

into lifestyle.

“This is the moment Oakley progressed 

outside of sports towards culture,” Amato 

said. “But we learned that to be a sports 

brand that we wanted to be, we needed to 

take the ethos that we developed for sports 

and find partners and ways to progress 

these towards culture.”

That includes Travis Scott, who was just 

named chief visionary of the company. 

Under the terms of the deal, the rapper 

and entrepreneur and his Cactus Jack 

team will work to push the brand further 

into the cultural arena. “We opened the 

door of the bunker for him because he is a 

creator,” Amato said. “He’s someone who 

envisions the future the same way we do.”

Oakley also produces prescription 

sunglasses, an area Amato termed a huge 

opportunity for the company. “We are not 

known as a prescription brand, and we 

even created a campaign two years ago that 

we still run, that says: ‘And you thought 

we only did sunglasses?’ Prescription is a 

very relevant part of our business because 

people trust Oakley as a performance 

brand. We just needed to tell them.”

Apparel is a growing part of the 

business as well. Amato said for the past 

five years, Oakley has sought to bring the 

“transformative, disruptive, innovative 

ethos of Oakley into footwear and apparel.”

Since then, the category has become “a 

substantial part of the collection,” he said, 

pointing to a recent collaboration with 

Brain Dead on footwear that “brought us 

to the epicenter of culture and subculture. 

We hope by the 2028 Olympic Games that 

it’s going to be half of our business. We’re 

bringing forward some very cool shoes 

and pieces of apparel.” That includes a 

Travis Scott collection, some of which the 

company has already begun teasing.

Amato said to expect some teams in the 

2026 Winter Olympics in Cortina, Italy, to be 

sporting Oakley apparel on the snow as well.

The company has a strong wholesale 

business with Luxottica-owned retailers, 

Sunglass Hut and Lenscrafters, as well 

as some other smaller optical retailers. 

It operates 183 of its own stores in North 

America as well as units in other countries 

where the apparel and footwear are on 

display along with the eyewear.

He said that while some of the back 

office operations of the company are 

run by Luxottica, which does not break 

out sales for its individual divisions, the 

parent company gives Oakley management 

“full autonomy to drive the brand in the 

way it should be driven.”  As a result, its 

headquarters remain in California and its 

design team is headquartered there.

The company is also free to sign 

ambassadors that are right for the brand 

such as Mahomes, Scott, NBA star Jaylen 

Brown, skier Mikaela Shiffrin, and soccer 

players Alessia Russo and Kylian Mbappé, 

among others.

Looking ahead to the next 50 years, 

Amato said the goal is to keep trying 

to create for the future and inviting 

consumers to be a part of that journey. 

He pointed to the company’s most-recent 

innovation, the Oakley Meta HSTN glasses 

collection, as an example. The glasses have 

a camera built into the frame, can play 

music and get responses using Meta AI. 

The glasses, which retail for $399 and up, 

launch on Friday.

“We always dreamed about making your 

eyewear a sort of human amplifying device,” 

Amato said. “So when we were talking with 

Meta about how to create eyewear that 

amplifies human potential, we challenged 

ourselves about artificial intelligence. Is it 

artificial? And we landed on a name that it’s 

actually eclectic intelligence.”

He said rather than using a phone to 

capture a moment, the wearer can simply 

say: “Meta, capture what I’m seeing.” Or it 

can be asked to play a certain musical artist.

In addition, in celebration of its 50th 

anniversary, the company is debuting the 

Oakley Ellipse 50th Anniversary eyewear 

collection. The glasses are shaped like 

the Oakley logo and are designed to be 

reminiscent of the brand’s history with 

the curved lines referencing the aesthetic 

of the ’90s, a stem jog inspired by today’s 

bestselling Radar EV, and a futuristic 

lens shape crafted with PhysioMorphic 

Geometry, the company said. The glasses 

are available in a Midas Fleck colorway, 

with a black lucid treatment and gold 

details, featuring Prizm 24K lenses.

“The Oakley Ellipse 50th Anniversary 

celebrates half a century of Oakley 

innovation by taking the most iconic 

bit of our branding and putting it front 

and center as a design element,” said 

Nick Garfias, Oakley’s vice president of 

design. “What’s more is it plants a flag for 

us and our fans about what lies ahead. 

Oakley designs are about progression 

and advancement, but just as things will 

continue to evolve, certain things will 

remain the same: our DNA.”

Amato summed it up this way: “We 

believe in being an enabler for you to 

express yourself and amplify what you can 

do while doing sports or in your life.”

ACCESSORIES

Sunglass Expert 
Oakley Celebrates 
50th Anniversary

Oakley is popular 

among cyclists. 

Oakley’s Fifth Avenue 

flagship in New York.
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  McCartney has designed 
the label for Avaline’s new 
summer wine, and said the 
collaboration was born from 
her long-term friendship  
with Diaz "and celebrating 
each other’s creativity."

BY SAMANTHA CONTI

LONDON – Cameron Diaz, Katherine 

Power and Stella McCartney have blended 

organic wine and fashion design with 

the creation of a limited-edition bottle of 

Avaline rosé set to debut on Thursday.

The Avaline x Stella McCartney rosé was 

made in the South of France with organic 

grapes and no unnecessary additives, such 

as sugar. Priced at $24, it will be sold at 

retailers including Whiskey & Wine Off 69 

in New York City; Sag Harbor Liquor Store 

in Sag Harbor, N.Y., and Wine Room on 

Park, in Winter Park, Fla.

“My Avaline design has this edgy, 2000s 

aesthetic that reminds me of the early 

days with Cameron,” said McCartney. “I 

love how we can always come together 

to [toast] our shared passions for nature, 

animals, and organic, vegan wine.”

McCartney has also created a limited-

edition red-and-white pouch to go with the 

bottle. It says “Cheers Bitches,” and the 

first 100 online customers will receive one, 

on the house.

Diaz and Power cofounded Avaline in 

2020 with the aim of making organic wine 

more accessible “without sacrificing taste.”

The wines are French and Spanish and 

Diaz confirmed there’s an Italian pinot 

grigio coming out soon.

They’re made from organic grapes, 

and are low in sugar and sulfites. They 

are also vegan, and free from added 

concentrates. Unlike most other wines, the 

ingredients and nutritional information are 

listed on the label, part of the founders’ 

commitment to transparency.

The rosé notes are bright, and include 

summer melon and citrus zest, while the 

label features ribbony stripes bearing the 

Stella McCartney logo in a palette of red, 

white and rose.

In a joint interview, Diaz and Power  

said partnering with McCartney was a 

natural move.

“I’ve known Stella for 25 years. We’re 

friends and I’ve always been a champion 

of her — not just her fashion design — but 

what she stands for in the fashion world. 

She’s really pushed forward cruelty-free 

fashion in the last couple of decades, and 

I’ve admired her so much for that,” said 

Diaz, a front-row fixture at McCartney’s 

fashion shows.

“We always look for ways to work 

together, and our two brands align on 

a lot. We thought it would be really fun 

to collaborate for the summer launch 

of our rosé,” added the actress-turned-

entrepreneur, and star of “The Holiday,” 

“There’s Something About Mary,” 

“Charlie’s Angels,” and “Shrek,” where 

she’s the voice of Princess Fiona.

McCartney said in a separate interview 

that she’s known Diaz “for what feels 

like a lifetime. We were — and are — true 

friends and motherhood only brought 

us closer together on a different level. 

Oh yeah, and we’re both Virgos. Today, 

we have our families and we always 

joke about all our chickens. Like, actual 

chickens we have saved.”

She added that Diaz “has always been 

a huge supporter of me as a friend and 

designer, and to have her come to my 

winter 2025 show was massive. This 

collaboration was born out of that bond 

and sisterhood, and celebrating each 

other’s creativity. It came from doing 

things for the right reasons, as well as a 

deep respect for Mother Earth and each 

other. Also, we both love food and wine 

and nature, and want to work on projects 

that we really believe in. It just made 

perfect sense.”

Power, the serial entrepreneur behind 

Merit, WhoWhatWear and Versed, said, 

“Avaline has always had a connection to 

style. It’s an important tenet of the brand, 

and we do a lot of partnerships with 

different members or brands in the fashion 

community on events or collaborations,” 

she said.

The McCartney collaboration, 

Power added, is “definitely the biggest 

partnership that we’ve done, and it’s 

really all about just celebrating summer 

with friends. It’s also a great way for us to 

bring in the fashion community and let 

everybody try this delicious wine.”

She said that McCartney had “free rein” 

with regard to the bottle design. “She 

was really was able to bring her fresh 

perspective, and so it’s a little bit rock ‘n’ 

roll and a little bit ’90s feeling. It’s definitely 

her sensibility, and we think that’s really 

exciting and a way to keep what we do 

interesting and fresh,” Power added.

McCartney described the colors on the 

label as “very Stella. It has the natural pink 

of rosé, which of course comes from red 

grape skins. I also wanted it be crisp and this 

very feminine, joyful celebration of summer. 

The red came from the dress that Cameron 

wore to my winter 2025 show and the idea 

that she’s just so naturally beautiful, but 

normally she wears so much black.

“I love how she was in this pop of red 

that kind of switched things up, and had 

this very sexy edge which really fit with 

the ‘Laptop to Lapdance’ theme. It still felt 

really natural to her personality, though, 

and I thought it was perfect and timely to 

bring into the label,” McCartney added.

Asked about the challenges of marketing 

low-sugar, organic wine, Power said things 

have been getting easier.

“Cameron and I started working on 

this project in the beginning of 2018. We 

were on a personal journey to find cleaner 

wine. We learned a lot about the process, 

and that there are over 70 additives that 

can be included in wine without any 

disclosure,” said Power.

She added that in the U.S., at the time, the 

majority of grapes were grown using harmful 

chemical pesticides, while some wines had 

been filtered with animal byproducts.

The two tried to find an alternative, but 

failed.

“We live in Los Angeles, which is the 

mecca of wellness, and we had a hard 

time, so we felt compelled to create a 

solution. We’re very discerning wine 

drinkers, so it’s absolutely quality and 

taste first. So we sought out the best 

winemaking partners across Europe to 

create the blends and the varietals that 

we knew should exist to serve the modern 

wine drinker,” Power said.

She added that finding “clean” and 

good-tasting wine has gotten a lot easier.

“Now you go into wine shops, and 

there are dedicated sections for organic, 

biodynamic and natural wines. The wines 

are now on menus, and you can see where 

they were made and whether the grapes 

were farmed organically. But it’s still really 

important for us to educate drinkers who 

might be turning away from wine because 

they think it doesn’t fit in with their ‘better-

for-you-lifestyle,’” she said.

Diaz said it was particularly important 

to cut the sugar, and to make the list of 

ingredients clear to customers.

“’No added sugar’ is a stand that we’re 

taking, which is why we put it on the 

front of the bottles. I think one of the 

more important attributes of our wine is 

transparency about what is — and isn’t — in 

the bottle. Adding sugar didn’t really make 

any sense to us, and we later found out 

that it’s not necessary,” Diaz said.

She added: “We went back to the basic 

old-world style of wine making, which 

is reverent to the grape and the land. 

Organic farming is very important in 

that aspect — the way that the grapes are 

handled from the growing to the harvest 

to the fermentation. Our wines honor that 

[process], and we don’t need to add the 

sugar — it isn’t necessary,” she said.

Avaline plans to host a founder event 

with McCartney in the Hamptons on 

Saturday. Over the next week, Stella 

McCartney will offer community samplings 

at the brand’s SoHo, Bal Harbour, and 

Costa Mesa stores.

The Stella McCartney stores will feature 

displays, free tastings, and take-home 

discount cards for the rosé. The SoHo store 

will also have a dedicated window display 

and wrapped in-store bar cart.

EXCLUSIVE

Stella McCartney, Cameron Diaz, 
Katherine Power Team on Rosé Wine

Cameron Diaz

The Avaline x Stella McCartney rosé.

Katherine Power Stella 

McCartney 
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  The firm's founder said its 
expansion is being driven by 
350 percent growth in the  
first half of 2025, versus the 
same period a year earlier.

BY SOFIA CELESTE

MILAN — Australian design firm Paloma 

Editions, which was founded in 2023 as 

an antidote to consumerist style, grew its 

sales to $10 million in just two years. The 

firm told WWD that it now has opened a 

U.S. website and is currently in talks with 

U.S. interior design partners for physical 

locations in major capitals like New York 

City and Miami.

Despite being made by skilled artisans 

on the Sicilian coast and designed in 

Sydney, the U.S. market is already one 

of its main drivers, its founder and 

interior designer Isabella Wilde said. 

“We have very strong leading indicators 

of interest in the U.S., with significant 

and growing inbound inquiries from 

U.S.-based designers and architects… 

This momentum offers an invaluable 

opportunity to strengthen our presence, 

cultivate lasting partnerships, and deepen 

our relationships with our U.S. audience.”

The firm’s business model is based on a 

direct-to-consumer business and it expects 

sales from the U.S. to represent 70 percent 

of its total revenue in the near to medium 

term. In the first half of 2025, Paloma 

Editions’ sales rose 350 percent, versus the 

same period a year earlier, Wilde said.

Wilde, who has Polish roots and spent 

much of her youth around Sydney’s Bondi 

Beach, struck a chord among design 

enthusiasts with her European design 

eye and fine materials. Paloma Edition’s 

sleek furnishings are crafted with timber 

milled and crafted in Lombardy, marble 

excavated from Carrara, Italy, and are 

covered in fabrics from upscale firms 

such as Dedar Milano and Loro Piana. 

“Our supply chain begins at the source: 

materials are selected directly from their 

origin and shaped close to where they are 

quarried, felled, or spun,” she said.

For the U.S. launch, Paloma Editions 

unveiled two new collections: Isola and 

Sky. Isola is a dining series inspired by the 

renewing nature of water and its forms. Isola 

includes four dining tables, a dining chair, 

and an artisan stool, incorporating cipollino 

marble and brushed oak. Sky is Paloma 

Editions’ first objects and vessels collection 

inspired by the ever-changing hues of the sky 

as a reflection of the world, atmosphere, and 

emotion. It includes two vases, a tray and a 

centerpiece, all made of white onyx.

Regarding exporting to the U.S. market 

amid U.S. President Donald Trump’s trade 

policy, she said that the firm remains 

steadfast with regards to its expansion 

plans. “We have taken the long-term 

view to establish a U.S. market presence 

regardless of the tariff situation; we see 

the likely eventual outcomes regarding 

tariff rates as still allowing for a fantastic 

opportunity for Paloma Editions,” she said.

  A 10-day exhibition in Paris 
will feature 90 pieces from the 
brand’s patrimonial collection.

BY LILY TEMPLETON

PARIS — Ask a design student when they 

think a Dinh Van jewel was made and the 

answer might surprise you.

“When I was a teacher at Geneva’s Haute 

École d’Art et de Design, my students all 

thought they were rather contemporary 

things, even other students’ works,” said 

jewelry historian Vanessa Cron.

It’s this perpetually of-the-now that she 

is putting front and center in her curation 

for “Dinh Van, 60 Years of Freedom and 

Creation,” a retrospective running Sept. 

3 to 13 at Christie’s in Paris to mark the 

brand’s milestone anniversary.

Through some 90 pieces, drawn from 

the brand’s patrimonial collections but 

also on loan from private collectors, the 

display is about the rich history left behind 

by founder Jean Dinh Van, a singular 

jeweler who sculpted rather than sketched 

his designs.

Born in 1927 to a father who was a 

lacquer artist at Cartier, Dinh Van studied 

drawing at the École Supérieure des Arts 

Décoratifs and joined the French jeweler as 

an apprentice in 1950, where he eventually 

worked under Jeanne Toussaint. He 

opened his atelier and launched his own 

brand in 1965.

After selling the company in 1998 to 

investors, Dinh Van concentrated on 

unique furniture pieces, among other 

personal projects. He died in July 2022.

“His vision in 1965 was extremely 

avant-garde, he wanted jewelry to come 

out of bank vaults, for women to be able 

to buy their own jewels,” said Dinh Van’s 

managing director Astrid de Montlivault, 

who joined the jeweler in January. “At a 

time where everyone was looking to flora 

and fauna, he had a very specific vision 

and that’s what we wish to share and 

explain to the wider number.”

Exhibits will take a broad view at Dinh 

Van’s life and oeuvre, alighting on the 

designs that today bear his name, which 

span from handcuffs, locks or square links to 

the barriers around the Paris Opéra Garnier; 

the decade he spent creating cosigned 

pieces for Cartier New York, and his artistic 

friendships with Pierre Cardin, Paco 

Rabanne and sculptor César Baldaccini.

“There’s a whole slice of Dinh Van’s 

history that is overlooked and is extremely 

rich,” de Montlivault said. “It goes beyond 

the handcuff — and even knowing that 

this was inspired by two keychains linked 

together carries a message of freedom 

— and those are elements that we felt 

important to tell.”

For Cron, one unexpected hurdle to 

understanding the designer’s contribution 

is the continued popularity of his work.

“The jewels are extremely timeless,” 

she said. “Proof is that they continue 

to resonate today and that’s masked 

somewhat the avant-garde side of the 

house.

“If you think [one of his] designs 

was imagined five years ago, it’s a very 

nice design,” she continued. “But 

understanding it’s 60 years old gives it a 

whole other dimension.”  

Ahead of the exhibition, a two-minute 

film produced by Falabracks will debut 

on social platforms on Aug. 25. A 190-

page book in French and English will be 

released by Flammarion, in conjunction 

with the opening.  

HOME DESIGN

Australian Luxury Design Brand 
Paloma Editions Enters U.S.

EXCLUSIVE

Dinh Van to Celebrate 60th Anniversary
Dinh Van sphere 

on a square ring.

Jean Dinh Van 

A two-pearl ring 

imagined by Jean Dinh 

Van with Pierre Cardin.

Paloma Editions
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  Delfina Delettrez Fendi  
wove a through line of  
duality into a masterpiece 
anniversary necklace,  
three sets and a trio of rings  
inspired by Rome’s fountains.

BY LILY TEMPLETON

PARIS — What’s a milestone celebration 

without an exuberant display evoking the 

idea of bursting with joy?

Fendi continued its centenary by 

unveiling “Eaux d’Artifice,” a high jewelry 

collection whose name plays on the 

French word for fireworks and which pays 

homage to Rome with designs taking their 

cues from the manifold water features of 

its hometown.

“High jewelry for Fendi is the most 

intimate voice,” Delfina Delettrez Fendi, 

artistic director of jewelry at the Roman 

house, said in an exclusive interview. “It 

expresses the most poetic and also the 

most surreal side of the brand, where 

the identities are whispered rather than 

declared.”

From this initial contrast sprang a 

through line of duality that had the 

designer and fourth-generation scion of 

the Roman family name envision pairings 

that included her desire to make the 

precision of craftsmanship to be palpable 

while honoring “those invisible hands 

behind the visible beauty”; the Eternal 

City’s ability to “choreograph elegance” 

and stage beauty, and “Roman strength 

and feminine complexity.”

The 1954 “Eaux d’Artifice” experimental 

short film by American avant garde 

filmmaker Kenneth Anger, which sees a 

mysterious feminine figure stroll in the 

fountain-filled gardens of the 16th-century 

Villa d’Este near Rome, became the main 

inspiration guiding Delettrez Fendi.

“This movie has been sitting in the 

back of my brain since always,” she said. 

“Every time I thought about illusion, about 

perspective, and the play on perspective I 

[thought] about that movie.”

Its visuals centered on water arcing 

in crystalline bursts dovetailed into her 

desire to play with the idea of controlled 

fireworks in honor of the house’s 

celebration — and the Roman fountains 

that have been part of her visual landscape 

throughout her life.

“I wanted to capture the strength inside 

of soft lines,” she continued. “And I was 

also thinking about inheritance in general; 

how water, just like my name, somehow 

flows from one generation to the next.” 

And what better form factor than a 

diamond to pack such wealth of rich 

inspirations into?

The 20.25-carat fancy vivid yellow 

one at the center of the Eaux d’Artifice 

anniversary necklace was certainly cut 

for the job, right down to its weight 

intentionally matching the milestone year.

It took pride of place on a high-collar 

architecture of metal and gemstones 

emphasizing the neck and shoulders. 

Figuring jets of water springing from pools 

turned oval by perspective, arches also 

reminiscent of its headquarters seem to 

burst to life against the skin.

In addition to the 116-carats’ worth of 

white gems, another 100 fancy vivid yellow 

pear-shaped diamonds, totaling more than 

27 carats, figured the final water drops on 

each arch, some also carrying the “hidden” 

F outline that serve as a quasi-family crest 

in the Roman house’s high jewelry.

Some of Delettrez Fendi’s ideas spilled 

over onto another three sets and a trio 

of cocktail rings that also made up the 

anniversary lineup.

“Since it’s a collection that marks 

Fendi’s centenary, there was of course 

an expectation of extravagance, so I 

wanted to somehow subvert the idea of 

extravagance — or of celebrations — as 

something super loud and colorful,” 

Delettrez Fendi said. “I wanted something 

more mysterious, more reflective, much 

like Rome also.”

Taking a monochromatic approach 

“allowed [her] to put more focus and more 

drama in the details” but also drew the eye 

to the architectural quality of the designs.

The 100 fountains of the Villa d’Este 

inspired the Cento set but their sprays 

became a 3D symmetrical frieze on the 

neck, with a sapphire gradient leading the 

eye to a 7-carat cushion-cut sapphire and 

3-carat diamond. Rock crystal cabochons 

laid over diamond-paved elements 

amplified the impression of water drops 

landing on the necklace — and made 

minute sparklers even more prominent.

Her designs leaned away from the 

figurative with the Sunset rings, their 

sizable imperial topaz, yellow sapphire 

or spinel center stones held in swirls of 

gold. Even further went the ruby-adorned 

Fortuna set, where the hypnotic flow of 

water turned abstract. With both came the 

idea of water taking colors from the sky 

and other elements, rather than keeping to 

an expected palette.

It was a reminder that for all the decades 

of history the Roman house carries, it is 

still young as a high jeweler — and that’s 

how Delettrez Fendi likes it.

“This is what Fendi is to me. It doesn’t 

want to replicate the past, it wants to 

transform it, even if it’s a collection inspired 

by Roman fountains,” she said. “I always 

say Fendi reminds me of the future.”

  The facialist on Thursday 
revealed the opening of  
his latest clinic, which is 
located in a three-level town 
house and offers a variety  
of treatments including 
exosome therapy, full body 
LED light and PEMF therapy.

BY EMILY BURNS

Pietro Simone is headed to the West Village. 

The facialist on Thursday is revealing the 

opening of his newest clinic in New York 

City located at 54 Morton Street, which 

will be open Monday through Saturday. 

Simone also maintains an outpost in East 

Hampton at 55 Newtown Lane. 

While he previously operated a location 

in SoHo in New York City, the West Village 

location is bigger and better, Simone said. 

Most notably, it is about 1,500 square feet 

larger at about 3,300 square feet, spanning 

three floors. In addition, the new space 

offers a tranquil setting in a town house 

unlike any other location Simone has 

operated, as it features a brick fireplace, a 

garden and overlooks a tree-lined street.

“[With] all the trees and green, you’re 

like, “Am I in New York right now? Am 

I really in New York City?,’” he joked, 

adding that the space provides the 

full immersive experience he’s always 

wanted to create, allowing for a variety 

of treatment rooms, space for an array 

of machines and carts and the ability to 

implement unique sound immersions in 

each room.

Aside from the setting, Simone has 

invested heavily in a slew of innovative 

treatments, many of which are layered 

in a guest’s visit. Simone’s treatment 

providers are trained by him on a weekly 

basis to stay up to date on the advancing 

technologies. For Simone, the highlight 

of the space is its exosome offering, 

which are micro vesicles that come from 

cells and when applied topically may 

regenerate the skin. With this, he has 

invented The Exosome Dome, an igloo-like 

space that offers exosome therapy, ozone 

and oxygen therapy,  full body LED light 

therapy, sound immersion and pulsed 

electromagnetic field therapy all in one. 

Together, these treatments can support 

cellular function, target inflammation, 

boost skin healing and more.

“The Exosome Dome is not just a 

treatment — it’s a world, a capsule for 

renewal crafted to fully activate the 

profound regenerative potential of 

exosomes at every level of the body and 

mind,” Simone said in a statement. He 

added that exosomes are now used in 80 

percent of his treatments.

According to Simone, he plans to create 

similar domes for exosomes and other 

treatments in the future. He also plans to 

expand his clinics to West Palm Beach and 

Montecito over the next year.

The new West Village locale will also 

offer Simone’s line of exosome-based 

products called Regenesis, which launched 

earlier this month under Pietro Simone 

Skincare after more than seven years 

of research and development. The line 

features products like the Exo-Serum, 

$1,500, which employs 2.5 trillion vegan 

exosomes, peptides and postbiotics. 

Some formulas in the line also feature 

mesenchymal stem cell-derived exosomes 

from certified genetic banks in the U.S. 

According to Simone, since launching the 

line, several clients have already stocked 

up on products to avoid running out. 

Simone plans to expand this line, as well.

While exosomes have become the 

buzziest treatment of the moment, as 

they promise more youthful-looking skin, 

Simone advises people to be cautious 

and to always ask where the exosomes 

are sourced and if they are meant to be 

applied topically.

In addition to exosomes, Simone will 

provide an array of other treatments 

including intra-oral lasers, which target 

the facial skin from the inside-out; 

Endospheres, a microvibrational body 

treatment; microneedling; skin remodeling, 

and his signature Corrective Lift Facial.

ACCESSORIES

Fendi’s Latest High Jewelry Collection 
Taps Fountains – and the Future

EXCLUSIVE

Pietro Simone Opens Skin Longevity 
Playground in the West Village

Delfina Delettrez 

Fendi wearing 

the Eaux 

d'Artifice high 

jewelry necklace, 

celebrating the 

Roman house's 

centenary. 

Pietro Simone in 

The Exosome Dome.
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  Amanda Archer's filing names 
multiple defendants, including 
Perfect Moment Ltd.

BY ROSEMARY FEITELBERG

Amanda Archer, a public relations 

executive, has filed a legal complaint 

against Perfect Moment Ltd., one 

of its investors, and several other 

entities alleging sexual assault, battery, 

harassment, and contractual breaches.

The Los Angeles-based Archer, 

who owns and runs Archer Bytes, is 

demanding a jury trial in the 65-page 

filing that was made in the Superior 

Court of California. She alleges that Reeve 

Benaron, a serial entrepreneur who is 

now co-chief executive officer of Intrivo 

Diagnostics, “raped, sexually assaulted and 

battered her, during a business trip, then 

threatened her professional standing and 

economic livelihood to coerce her silence.”

Archer claimed that the defendants knew 

of the alleged misconduct and “proceeded 

to systematically undermine” her work, 

deny her contractual rights and ultimately 

conspire to strip her rightful compensation 

for valuable business introductions and 

public relations services she had dutifully 

and competently rendered.”

In addition to Perfect Moment and 

Benaron, the other defendants are Intrivo’s 

co-CEO Ron Gutman; Media Mogul 

Technologies; Intrivo Diagnostics; Vantage19; 

Away Anand; Axis Partners; Andre Peschong; 

Ocean Street Partners, and Kahala 19.

Archer alleges that after forming a 

partnership with Benaron to form the 

company, Media Mogul, she introduced 

him to Perfect Moment and he later 

invested $6 million in the company, but 

she never received a finder’s fee. “Based 

on public filings attributed to Benaron 

with the U.S. Securities and Exchange 

Commission, Archer believes that Benaron 

beneficially owns, and the Benaron 

Enterprise owns, approximately 24.56 

percent of Perfect Moment” due to her 

introduction, according to the filing.

At or about the same time that Benaron 

Enterprise made its initial investment 

in Perfect Moment, Benaron allegedly 

invited Archer to attend the Roth Capital 

Partners Deer Valley event in Utah. Upon 

arriving on Dec. 10 at the Marriott Hotel 

Summit Watch in Park City, Archer was 

booked into a room that was adjoining 

to the one that was booked for Benaron. 

She claimed that after returning to her 

room alone following a disagreement with 

Benaron over her refusal to approve a CEO 

for Media Mogul, she was woken up after 

he allegedly “entered her room without 

her consent, screamed at her, physically 

assaulted her, and threatened to kill her 

multiple times.” 

The complaint read that, “In an effort to 

appease Benaron, Archer agreed to ‘forget’ 

their disagreement and reassured him 

that she would remain at Media Mogul. 

In response, Benaron severely beat and 

violently raped Archer.”

Attorneys for Benaron had not 

responded to requests for comment 

Wednesday afternoon.

The filing includes a photograph of a 

bruised and scraped arm that was said to 

have been taken the following day.

Asked for comment about the complaint 

and Archer’s allegations, Perfect Moment’s 

brand manager Julie Robinson said via 

email, “As recently disclosed in our 

annual report on 10-K filed with the U.S. 

Securities and Exchange Commission on 

Monday, June 30, Perfect Moment Limited 

was named as one of many defendants 

in a lawsuit filed in California by Amanda 

Archer and Archer Bytes LLC, a former 

public relations consultant for the 

company. The primary complaint against 

the company alleges breach of contract. 

We believe the claims are entirely without 

merit and intend to vigorously defend the 

matter. We will not comment further on 

ongoing litigation.”

On June 30, the luxury outerwear and 

activewear brand that was founded in 

Chamonix, France, closed its initial public 

offering.

The complaint claimed that in the 

following weeks, “Benaron continued to 

pressure and coerce Archer into sexual 

activity, ignoring her repeated requests to 

restore their relationship to a professional 

level only. Archer remained in fear for her 

life. Also, at that point, “at the insistence 

of Benaron, Gutman, Media Mogul, and 

Intrivo, and their demands that Archer and 

Archer Bytes devote all their resources to 

them, and Archer and Archer Bytes had no 

substantial means of current income but 

from the defendants, and could not afford 

to be terminated by them,” according to 

the filing.

Archer alleges that Benaron “required” 

that she take on an additional public 

relations consultant, Owen Phillips, to help 

with the Media Mogul partnership, so that 

she could work nearly full-time on Intrivo. 

Phillips declined to comment Wednesday.

Archer is seeking 25 causes of action 

including stalking, negligence and gender 

violence.

The complaint alleges that Intrivo’s 

co-CEO Gutman, whom more than 10 

million people know from his “Ted Talk” 

that is called “The Hidden Power of 

Smiling,” was allegedly terminated from 

his position as HealthTap’s CEO for “acts 

of intimidation, abuse and mistrust.” 

Archer alleges that Gutman engaged in 

“systematic gender-based harassment 

and discrimination” and “deliberately 

undermined” her work by refusing to 

read her correspondence, dismissing her 

accomplishments and creating arbitrary 

obstacles to her success.”

A DM to Gutman was not returned on 

Wednesday.

  The recent high school 
graduates were often in  
the courthouse during  
Sean Combs’ trial.

BY ROSEMARY FEITELBERG

Days after their father Sean Combs was 

acquitted of sex trafficking charges but was 

convicted of two counts of transportation 

to engage in prostitution that could result 

in up to 20 years in prison, twin sisters 

D’Lila and Jessie Combs revealed they are 

launching a fashion label.

Named 12twinty1 in honor of their Dec. 

21 birthday, the 18-year-olds revealed their 

plans via The Combs Twins’ Instagram 

with a black-and-white video of them each 

dressed in a fitted black short-sleeved shirt 

and semi-sheer black pants. The sisters 

said they had been waiting for their “entire 

lives for this moment and it’s surreal to 

finally share it with you.”

They said it “isn’t just a brand. It’s our 

story. Our bond. Our roots. @12twinty1 

was created with purpose, built from who 

we are, not just what we wear.”

The twins could not be reached for 

comment Wednesday and their father’s 

media relations team did not acknowledge 

an interview request for them. Their 

announcement clip had 52,400 views 

Wednesday afternoon. 

After picking up their diplomas from 

Sierra Canyon High School at the end 

of May, the twins made numerous 

appearances in the federal courthouse last 

month during their father’s seven-week 

trial in New York City. The pair’s mother, 

Kim Porter, died in 2018 at the age of 

47. Combs’ other biological children are 

Justin, Christian, Chance and Love. The 

news of 12twinty1’s launch comes well in 

advance of their father’s sentencing, which 

is slated for Oct. 3. The music mogul and 

Sean John founder faces two counts of 

transportation for prostitution.

Joseph H. Hancock, a professor at 

Drexel University in the fashion industry 

merchandising program, described the 

decision as “prefect timing,” because 

supporters of Sean Combs will want to 

buy their brand and advocate for them. 

“I always say, ‘Bad publicity is good 

publicity.’ There’s an awareness about 

him so their doing this now is really good, 

because it gives them a spotlight as well.” 

He added, “Also, we’re not always our 

parents. When his brand was in its heyday, 

which I am old enough to remember, it was 

perceived as a fabulous brand. He was one 

of the first Black designers to have a store 

on Fifth Avenue [with the opening of a 

3,500-square-foot Sean John store in 2004].”

Some consumers may not judge the 

Combs twins by their father and will want 

to support them and their family, Hancock 

said. “But I definitely think they are 

piggybacking off of his fame in the fashion 

industry as a mass brand.”

Acknowledging how their father “has a 

story,” Hancock said, “Any story associated 

with a brand can help the brand. In this 

time, there’s a lot of support for the Black 

community. Some people still think that 

the Black community is getting a bad rap, 

and that they’re being picked on and are 

not being supported. This is a way for 

those who may have some empathy or 

compassion to want to buy their brand.”

Hancock noted how Abercrombie & 

Fitch continues to perform well despite the 

controversy that was tied to its former chief 

executive officer Mike Jeffries, who is facing 

sex trafficking and interstate prostitution 

charges. ( Jeffries in the midst of a 

four-month evaluation, after being 

deemed mentally unfit to stand trial 

in May.) 

Sacred Heart University assistant 

professor in fashion marketing and 

merchandising David Loranger said, 

“Timing is everything, especially in 

fashion. We all know how quickly 

the news cycle runs now, so they 

may have been advised to launch 

now, since in marketing terms, 

they might benefit from the buzz 

surrounding the acquittal on the 

most serious charges.”

He speculated about how the 

number of people searching 

for “Combs” on Google, or 

the increased interest in their 

family, might have been factors. 

In addition, “a public relations 

consultant might advise that there 

is less deleterious carryover impact 

to the brand launch and that it’s 

safe to proceed before the buzz 

wanes,” Loranger said.

Sew Branded’s chief executive 

officer and chief creative officer Scott 

Woodward offered another view. He 

said, “Strategy, execution, marketing, 

differentiation, cult community and the 

team they assemble to conceive and 

launch this will be critical, even if they 

are both the joint face of the brand and 

co-chief creative officers. The twins will 

need to have fashion-level discipline, make 

the line irresistible and scale it like a media 

company. Yes, social media will play a role 

like it does today with everything.”

Woodward said, “The real question is 

what can celebrity offspring add to a brand 

category other than their name and the 

social media influencer following they may 

possess?”
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