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Fashion. Beauty. Business. 

All Abloom
Van Cleef & Arpels  

took over the gardens  

of Dumfries House  

in Scotland to showcase 

its latest collections.

Page 19

Cool Beauty
As temperatures rise, 

beauty and wellness 

brands are developing 

products to help  

keep people cool. 

Page 6

Big in Japan
Louis Vuitton unveiled 

a major exhibition in 

Osaka on its history  

and longtime cultural 

ties to Japan.

Pages 4 and 5

Either Ore
Metallics were a recurring element at the fall 2025 couture shows, and Iris Van Herpen's labor-intensive take involved 

loosely woven brass wires that were licked with flames to create reef-like patterns, and then handstitched onto a 
tailored bodysuit, also made of brass wires. For more on the trend, see pages 12 to 15.
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  The British Fashion Council   
is doubling investment in  
the guest program to bring 
more international buyers  
and press to London.

BY TIANWEI ZHANG

LONDON – Some 77 days after joining the 

British Fashion Council as chief executive 

officer, Laura Weir unveiled a string of 

major strategic updates in a bid to revitalize 

the fashion economy for British designers 

in the U.K. and globally.

Speaking at the BFC annual summer 

gathering at the Serpentine Pavilion, 

designed this year by Marina Tabassum, 

Weir said she intends to build on the 

“great foundations” of the BFC laid  

by her predecessors, notably Caroline 

Rush, former chief executive officer for 

over 15 years.

She vowed to continue to “put 

designers at the heart, to make mentoring 

and business skills central to our offer, 

and to ensure our funding models result 

in long-term impact for the British 

creative economy.”

At the same time, Weir acknowledged 

that London is losing design talent to 

Paris, Milan and Berlin because of a lack 

of infrastructure to support the designers 

to make, create, show and, importantly, to 

scale in this country.

“It is time to reset,” said Weir, as she 

unveiled a series of updates taking place 

from September.

First of all, the BFC will waive London 

Fashion Week fees for designer members 

showing physically in September. 

Historically, a brand needs to pay a listing 

fee to be shown as part of the LFW official 

calendar. Still, to maintain a BFC member 

status, a brand needs to pay between 

500 pounds to 10,000 pounds a year, 

depending on one’s annual turnover.

Weir also confirmed that the BFC will 

increase scholarship funding and has 

secured a three-year funding commitment 

from the British government department 

for Culture, Media and Sport to the 

BFC Newgen program. As reported, the 

department for Culture, Media and Sport in 

January initially committed an additional 1 

million pounds in funding for the next year.

The budget allocated to the guest 

program this fall will be doubled as well in 

order to bring in more international press 

and buyers to come to London to meet the 

designers in person.

Weir also stressed that the BFC should 

not be solely London-centric.

In a bid to decentralize and recognize 

nationwide excellence, and make the 

U.K. accessible to the world, the BFC is 

launching a creative education program 

called the Fashion Assembly.

Conceived by Sarah Mower, the BFC’s 

ambassador for emerging talent, the 

program will take designers back to their 

old schools across the country, to let 

young people outside of London envision 

themselves in this industry in the future.

Formerly executive creative director at 

Selfridges, Weir joined the BFC on April 28. 

Previously, she held various positions at ES 

Magazine, Elle UK, and Drapers.

“As I take on this role, I’m aware that 

the task ahead is herculean. I took this 

job because I care about the creative and 

commercial success of British fashion, and I 

won’t rest until my tenure has had a positive 

impact on its global reputation,” she said.

Over the past 10 weeks she’s had many 

conversations with the London creative 

industry and met with government 

representatives from Hong Kong, India and 

the Middle East.

“What strikes me is how these 

superpowers are investing in culture as 

they build their strategic positions on the 

global stage. Some are meeting me to find 

out more about London Fashion Week, 

and then their governments are investing 

millions of pounds in building their 

own. They understand that investment 

in culture leads to the commercial and 

reputational success of a nation,” she said.

At the end of her speech, Weir urged  

the BFC’s patrons, retailers, designers  

and cultural and commercial leaders to 

rise together.

“Fashion is not just about shows and 

clothes. Fashion gives us a preview of 

society’s next chapter. It’s time to write a 

new story together,” she said.

  The Italian luxury company 
has been placed under judicial 
administration over alleged 
worker exploitation, but 
the company said it "firmly 
condemns any illegal practices."

BY LUISA ZARGANI

MILAN — A Milan Court has put Loro Piana 

into a judicial administration procedure 

concerning alleged worker exploitation in 

the Italian luxury brand’s supply chain.

Loro Piana in a statement on Monday 

evening said it “acknowledges the 

notification received from the Court of 

Milan’s Preventive Measure Section today 

regarding labor practices by undisclosed 

and unauthorized subcontractors of one 

of its suppliers.”

The Italian luxury company stated that 

“in breach of its legal and contractual 

obligations, the supplier did not inform 

Loro Piana of the existence of these 

subcontractors. Loro Piana was made 

aware of this situation on May 20, and, 

as a result, the maison terminated all 

relations with the concerned supplier in 

less than 24 hours.” 

Furthermore, “Loro Piana firmly 

condemns any illegal practices and 

reaffirms its unwavering commitment to 

upholding human rights and compliance 

with all applicable regulations throughout 

its supply chain. Loro Piana is committed 

to ensuring that all its suppliers comply 

with the maison’s highest quality and 

ethical standards in line with its Code of 

Conduct. In this perspective, Loro Piana 

has been constantly reviewing and will 

continue to strengthen its control and 

audit activities.”

According to media reports, Loro 

Piana sells cashmere jackets with a price 

tag of 3,000 euros, which, through its 

subcontractors, would allegedly actually 

cost only 100 euros. The firm denied this 

claim. “The reported cost figures are not 

representative of the amounts paid by 

Loro Piana to its supplier, nor do they 

consider the full value of all the elements, 

including, among others, raw materials 

and fabrics.”

Looking ahead, Loro Piana concluded 

by stating that it “expresses its full 

willingness to cooperate with the relevant 

authorities on this matter and intends 

to provide the utmost support for any 

further investigations.”

Loro Piana is controlled by the LVMH 

Moët Hennessy Louis Vuitton and is 

helmed by chief executive officer Frédéric 

Arnault, who succeeded Damian Bertrand 

last month. Bertrand is now chairman 

of the brand and has moved to become 

deputy CEO of Louis Vuitton.

This is only the latest luxury  

brand to incur in such a probe. Dior, also 

part of LVMH, and the Giorgio Armani 

Group have also been investigated for 

allegedly using suppliers who subjected 

workers to poor conditions, including 

inadequate wages, and potentially 

misleading consumers about their 

commitment to ethical standards, labor 

practices and artisanal production. 

Both brands have seen the judicial 

administration procedures lifted after 

taking steps to improve their supply chain 

and labor practices.

In February, a Milan court ordered the 

revocation of the judicial administration 

imposed since April last year on Giorgio 

Armani Operations, a unit of the 

namesake designer’s fashion group, over 

the labor practices of its Chinese-owned 

subcontractors.

At the time, the Armani Group said in a 

statement that the decision to revoke the 

judicial administration was made because 

the company has taken all the necessary 

corrective action and “already had a 

structured and tested system of controls 

and protection of its supply chain.” The 

revocation came ahead of the one-year 

deadline initially expected, it pointed out.

The statement underscored that the 

decision was also made because the court 

recognized the group’s craftsmanship 

as Armani’s suppliers “are often to be 

identified as highly qualified artisans, 

especially regarding Italian production, 

characterized by the highest level of 

sophistication and quality.”

Last year, judges also placed an Italian 

subsidiary of Dior, which produced 

handbags for the French brand, under 

the same form of special administration, 

again for lack of control over its supply 

chain. In May, the French fashion  

house was cleared of any wrongdoing  

and said it remains “committed to 

upholding our values of transparency 

and respect throughout our supply chain. 

This further underscores the maison’s 

steadfast and historic dedication to 

pursuing both rigorous Made in Italy 

products and the highest standards of 

ethics and excellence.”

Alviero Martini was also investigated 

over alleged worker exploitation, and 

in May, a unit of Valentino specialized 

in bags was placed under judicial 

administration for a year by the Milan 

court after worker abuse was uncovered 

at subcontractors.

Following the move, Valentino said it 

had intensified its supplier evaluation 

process across its supply chain in recent 

years and would cooperate with the 

relevant authorities to “fully understand 

the circumstances that have led to the 

measures taken by the judiciary in this 

specific case.”

BUSINESS

New BFC CEO Vows to Help British Designers Scale

BUSINESS

Loro Piana Placed Under 
Judicial Oversight

Loro Piana, 

fall 2025

Laura Weir
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Beauty and wellness are feeling the heat 

and responding accordingly.

With high temperatures continuing to 

progress, companies are becoming more 

innovative to meet consumer demands for 

solutions across most categories.

According to Elizabeth Lafontaine, 

director of research at Placer.ai, since 

consumers have become increasingly 

knowledgeable across categories, they 

are now also demanding efficacious 

solutions that provide comfort in the 

midst of extreme heat. These innovations 

are taking the shape of cooling mists, 

thermoregulating clothing, ice-based  

skin care products and even changing 

outdoor activities, wellness services and 

beauty treatments.

In the middle of summer, many are most 

concerned with sun exposure because 

it’s often most noticeable, particularly a 

sunburn. However, there are several other 

effects to be concerned about when faced 

with high heat. 

“Heat actually has a lot of detrimental 

effects physiologically, including [on] 

cardiac, pulmonary, kidney, electrolytes, 

almost any system,” said Dr. Scott 

Braunstein, double board-certified M.D. 

and chief medical officer at Sollis Health. 

He emphasized that while the body can 

regulate to the proper temperature, it can 

only do so much in extreme heat. There 

are many stages of how heat negatively 

impacts the body, Braunstein said. People 

may first experience muscle cramping due 

to the sodium shifts in the body caused 

by sweating. They could also experience 

rashes due to heat exposure. On the more 

severe end, people may feel lightheaded 

or may faint. Heat exhaustion results in 

“extreme sweating, dizziness, nausea, 

fatigue.” Heat stroke, the most extreme 

result of high heat exposure, includes 

“neurologic changes, which could be 

confusion or disoriented slurred speech 

or their balance is off,” Braunstein said, 

noting this could be life threatening. 

While high heat impacts everyone, 

Braunstein said there are certain 

populations that are at an increased risk, 

including those with pulmonary issues, 

cardiac issues and those on certain 

medications like GLP-1s, which can cause 

dehydration and electrolyte loss.

Heat illness is typically a more acute 

issue, but ongoing exposure could harm 

the kidneys, particularly for those who 

are already at risk. To stay safe in extreme 

heat, Braunstein said daily preparation is 

crucial and he recommends starting with 

understanding the heat index. 

“[It] takes into account the actual 

ambient temperature plus the humidity 

percentage, and that combination gives 

you a heat index score, which is actually 

more reflective of how dangerous the heat 

is,” he explained. 

He recommends using the Osha-Niosh 

app, which showcases the heat index 

score for each hour of the day and 

provides specific advice for handling 

the heat at different levels. Additionally, 

Braunstein recommends hydrating 

before, during and after heat exposure, 

alternating between regular water and 

electrolyte-infused water, remembering 

that alcohol and coffee both dehydrate 

the body. He also said to opt for loose, 

breathable clothing with fabrics like 

cotton or linen. 

Brands like ThirdLove and Rani 

Lounge are looking to take this concept 

of breathable, cooling clothing to the next 

level. ThirdLove, in particular, recently 

launched its TempSync collection, a line 

of intimates that provides temperature 

regulation via fabric technology from 37.5 

that uses natural volcanic minerals to 

evaporate sweat. 

“It’s designed to keep you at the perfect 

core temperature,” said Ra’el Cohen, 

cofounder and chief creative officer of 

ThirdLove. “If you are outside and it’s hot, 

it anticipates when [your body is] going 

to start to sweat as your heat starts to rise 

and cools you down more rapidly than 

anything that’s breathable could ever do.” 

Meanwhile, Rani Lounge, founded by 

sisters Neelam and Serena Virani, employs 

Filium technology in its loungewear, which 

makes the fabric water resistant so that 

sweat will stay on the skin and quickly 

evaporate during sleep. 

“The fibers allow air to flow through 

it, versus polyester. It’s also going to 

absorb moisture,” said Neelam Virani. 

“[In polyester] you are going to be 

uncomfortable because you’re going to 

overheat, or it’s going to trap a lot of odor.”

According to Braunstein, this type of 

sweat evaporation is crucial for cooling the 

body’s core temperature. To further do this, 

he recommends misters that provide both a 

water spray and fan for ultimate cooling. 

In addition to these types of misters, a 

slew of products are hitting the market to 

address many heat-related concerns, most 

notably in skin care. Sun protection has 

become the most mature. Therefore, a crop 

of SPF complementary products or new 

takes on SPF are becoming more common. 

For example, there’s Zure Solaris, an 

elevated post-sun-care brand. Then there’s 

Dermalogica’s latest BioLumin-C Heat 

Aging Protector SPF 50, $79, which in 

addition to sun protection addresses “the 

damaging effects of heat and oxidative 

stress,” via a ThermaRadiance complex, 

according to Dr. Bob Bianchini, vice 

president of technology and development 

at Dermalogica.

“Rising temperatures are accelerating 

demand for climate-adaptive skincare,” he 

said. “[The] industry is developing novel 

scientifically valid solutions to meet these 

increasing challenges.”

While sun protection has become the 

most crucial category, extreme heat can 

also lead to skin damage. 

“Whenever your skin is heated up, 

it causes inflammation, and if you are 

prone and susceptible to things like 

hyperpigmentation or melasma, or if you 

have inflamed, hot to the touch, painful 

acne, that inflammation can lead to dark 

marks,” said Sofie Pavitt, acne-focused 

aesthetician and founder of Sofie Pavitt Face.

Pavitt said the main goal should be 

to keep the skin as cool as possible, a 

task many brands are trying to take on. 

For example, Sofie Pavitt Face has its 

Fridge to Face Blemish Defense Mist, 

$38, which addresses redness and cools 

the skin via a cooling agent, and its Nice 

Ice Toner Pads, $68, a frozen solution to 

reduce inflammation. Meanwhile, Ameon 

offers a variety of frozen essences for 

different skin concerns. Furthermore, 

facial mists have become one of the most 

viral categories with brands like Rhode, 

Cocokind and Eadem tapping in. 

In the face of extreme heat, it may seem 

like certain categories could take a hit, 

particularly cosmetics or heavy creams. 

But while aestheticians may recommend 

opting for lighter products in the summer, 

experts say that these categories likely 

won’t see a decline in demand. 

“Consumers want to impact their 

lifestyles as little as possible, even despite 

changing elements outside, so I can’t 

think of anything that might be negatively 

impacted,” said Lafontaine, noting  

that consumers are more likely to  

add products like cooling mists or 

additional SPFs to avoid changing the rest 

of their routine. Therefore, products like 

setting sprays, such as the viral One/Size 

On ‘Til Dawn Setting Spray, $18, which 

now also comes in an SPF version, are 

promising additive products particularly 

in the summer.

Increasing temperatures are also 

impacting how providers think about 

their services. For example, Pavitt said 

she is regularly performing her Cryo 

Recovery Facial, $265, to bring down 

the heat and inflammation. Kristyn 

Smith, aesthetician and founder of 

PractiseNYC, shared given the changing 

temperature and level of humidity “the 

skin is in a constant state of adaptation, 

which can lead to inflammation.” She 

noted that these conditions often lead to 

dehydration. Therefore, she is regularly 

using a hydrating alginate mask, which 

thermoregulates the skin’s temperature, 

and iontophoresis, a machine that uses 

electric current to deliver moisturizing 

ingredients deeper into the skin. 

Other in person services are also 

adapting to the changing climates, most 

notably wellness retreats, many of which 

are located in tropical destinations, and 

travel overall. In 2024, the Global Wellness 

predicted that climate-adaptive wellness 

would be one of the biggest trends going 

forward. Similarly, Booking.com predicted 

that “noctourism,” or nocturnal tourism 

would be one of the biggest travel trends 

of 2025. 

“There’s a huge uptick in stargazing 

programs and celestial events with 

astronomers,” said Beth McGroarty, research 

director at the Global Wellness Institute, 

adding that some offer nighttime hikes, yoga 

and more. Resorts like the Four Seasons 

Bora Bora and Zulal Wellness Resort in Qatar 

currently offer this sort of programming. 

Experts predict that as temperatures 

remain high, wellness resorts, particularly 

those located in tropical destinations will 

be forced to adjust their programming. 

For example Kokomo Private Island 

Fiji offers a massage with shells, which 

can either be heated or cooled, per spa 

director Naomi Gregory. According to spa 

director, Jessica Sanchez at The Spa at The 

St. Regis Bal Harbour Resort, providers 

are trained to detect signs of heat stroke 

amongst guests. Additionally, the Global 

Wellness Institute reports that places 

like Canada and London are becoming 

more popular travel destinations thanks 

to the more temperate weather. Indoor 

activities like pickle ball and rock climbing 

have become popular, while people are 

also returning to cooling activities like 

wild swimming, particularly with the 

reopening of the Seine.

While beauty, wellness and apparel 

are three of the most obvious categories 

responding to climate change, others 

are following suit. McGroarty pointed 

to the importance of climate-adaptive 

architecture that uses cooling materials 

and even wearables that detect and warn 

against higher temperatures.

Lafontaine added: “It’s not just typically 

traditional beauty and wellness products 

that we think of that are seeing the benefits 

of this. When we think about categories, 

home and home furnishing, like air 

purifiers, those have become a lot more 

heavily adopted, specifically in states that 

have wildfires like California.” 

As more categories, from home to 

architecture to beauty and wellness,  

aim to find solutions for the heat,  

experts say it will influence every industry 

going forward.

“Inevitably, everything is going to 

change because of the rapidly blazing, 

How Rising Temps Raise the 
Bar for Beauty and Wellness
With extreme heat, wellness and beauty brands are responding with cooling  
products, temperature regulating fabrics, nighttime activities and more.  BY EMILY BURNS

Sofie Pavitt 

Nice Ice

Beauty and wellness 

brands are responding to 

the rising temperatures. 
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There’s a new tool that aims to 

emphasize the importance of regular 

SPF use.

Called “SPF Truth Booth,” the tool was 

launched by skin analysis platform Haut.

AI and predicts how a user’s skin could 

change over time with versus without 

regular sunscreen use. Accessible via 

the Haut.AI website, the tool is powered 

by SkinGPT, the company’s tech which 

aims to provide realistic, generative 

AI-powered skin simulations.

In the case of SPF Truth Booth, the tool 

visualizes potential UV damage, showing 

users side-by-side up to 10 years in the 

future with sunscreen use and without 

it. Its launch coincides with a rise in SPF 

interest in the U.S., where international 

sunscreen brands like Beauty of Joseon 

and Naked Sundays have seen splashy 

successes thanks to their use of heavier-

duty chemical filters as consumers seek 

more effective protection.

“SPF Truth Booth is more than just 

a digital filter; it combines generative 

AI with peer-reviewed science to 

create accurate simulations that make 

the long-term benefits of daily sun 

protection unmistakably clear,” said 

Haut.AI chief executive officer Anastasia 

Georgievskaya in a statement.

Recent years have seen a rise in 

predictive beauty filters on social media; 

in 2023, TikTok’s “Aged” filter made the 

rounds as users — from tweens to Gen X 

— sought to get a glimpse into how their 

facial features may evolve as they age. 

Before that, Snapchat had introduced 

a “Time Machine” filter allowing users, 

too, to see how they might age over time.

Because SkinGPT is trained on more 

than 3 million data points to inform its 

skin analysis capabilities, the tool aims 

to bring a science-based approach to 

predictive filters while underscoring 

the significance of sun protection. 

Previously, Haut.AI, which was 

founded in 2018, has collaborated with 

beauty players including Ulta Beauty, 

Beiersdorf and more.

A New Tool 
Predicts 
How Skin 
Will Age 
Without 
SPF Use
Called "SPF Truth Booth,"  
the simulator was developed 
by SkinGPT maker Haut.AI.  

BY NOOR LOBAD

Who’s Winning the  
2025 Fragrance Game?
Findings from YipitData show that TikTok Shop and Target are neck-and-neck  
by fragrance sales; Kayali is number one at Sephora, and more.  BY NOOR LOBAD

Macy’s may be holding on to its 

longtime position as the top U.S. retailer 

by share of fragrance sales, but plenty of 

other shifts are afoot when it comes to 

who’s winning the category.

According to YipitData, Macy’s 

accounted for 31.8 percent of fragrance 

sales during the month of May, indicating 

a 14.7-point lead from the category’s 

next-biggest retailer during the period, 

Ulta Beauty. While significant, that lead 

is several points less than it was, say, 

two years prior in 2023, when Macy’s 

accounted for more than 40 percent of 

fragrance sales during the same month.

This shift is in part due to the nascent 

growth of alternative fragrance retailers 

as formidable competitors in the space.

There’s Amazon, which, per YipitData, 

accounted for 14.9 percent of fragrance 

sales in May across the platform’s first- 

and third-party sellers (tracking after 

Sephora, which accounted for 15.5 

percent during the same period).

TikTok Shop, too, wasn’t on the map 

at all in the U.S. until halfway through 

2023, yet today the e-tailer — which has 

propelled brands from Lattafa to Phlur to 

virality — goes head-to-head with Target 

in terms of share of fragrance sales, 

actually outpacing Target slightly in May.

Year-to-date, the top three fragrance 

brands at Sephora have been Kayali, 

Sol de Janeiro and YSL Beauty, in that 

order. For the month of May, Valentino 

overtook YSL for the number-three 

spot, while in April, Chanel’s Chance 

Eau Splendide Eau de Parfum was the 

retailer’s top-selling new stock keeping 

unit across the store.

On Amazon, which YipitData reports 

has gained modest but steady share in 

fragrance since 2023, winning brands 

range from value-driven to designer, a 

dynamic which the platform’s top two 

brands in May — Lattafa and Versace — 

quintessentially represent. Other top 

10 brands on Amazon include Sol de 

Janeiro, Nautica and Dior (which, like all 

brands owned by LVMH Moët Hennessy 

Louis Vuitton, does not officially sell on 

the platform).

So far in 2025, fragrance has been the 

fastest-growing category in beauty, as 

has been the case since 2021. According 

to Circana, the category grew 4 percent 

in the prestige market and 8 percent in 

mass during the first quarter of this year.

The top 10 retailers by  
share of fragrance sales in  

May 2025, per YipitData. 
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Macy’s
31.8 percent

Sephora
15.5 percent

Nordstrom
5.5 percent

Kohl’s
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Target
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Amazon
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SPF Truth Booth uses AI to imagine how 

users' skin will age based on SPF use.

Fragrance, beauty's hottest category of recent 

years, is seeing meaningful shifts at retail. 
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  The Chinese film star’s first 
campaign for the watchmaker 
is slated to drop this month.

BY LILY TEMPLETON

PARIS — Jaeger-LeCoultre has tapped Zhang 

Ziyi as its latest global ambassador, the Swiss 

watchmaker revealed Tuesday.

“What fascinates me most about 

watchmaking is its precision — and the 

almost obsessive attention to detail it 

requires,” the Chinese film star said of her 

new role with the brand known as “the 

watchmaker of watchmakers.”

It’s a feeling she is familiar with in her 

own line of work, she revealed in an 

interview accompanying the announcement 

that sees her join a roster that includes 

Lenny Kravitz, Amanda Seyfried, Nicholas 

Hoult and South Korean actor Kim Woo-Bin.

“Perhaps, my pursuit of nuanced 

acting parallels a watchmaker’s quest 

for precision,” she continued. “Even the 

briefest shot calls for absolute attention to 

detail before it becomes part of something 

truly meaningful.”

The watchmaker’s chief executive officer 

Jérome Lambert told WWD exclusively that 

Zhang’s professional journey mirrors that 

of Jaeger-LeCoultre, “rooted in discipline, 

driven by a pursuit of perfection, and 

defined by an unwavering commitment to 

authenticity and cultural relevance.”

He said her appointment gave the 

watchmaker “a strong and credible voice: 

one that speaks to speaks to dedication, 

refinement, and artistic integrity” and that 

such partnerships were “instrumental in 

cultivating the long-term value and cultural 

capital of the maison.”

Her first campaign for the watchmaker is 

slated for release in July and Zhang she said 

she hoped that “as the global ambassador, 

and as a filmmaker,” she could convey its 

“spirit of pioneering, timelessness, and 

pursuit of excellence.”

Best known for her award-winning career 

both in China and internationally, Zhang 

made her directorial debut in 2021.

While Lambert wouldn’t be drawn into 

speaking of specific projects with the Chinese 

star, he said the brand’s “relationships are 

always envisioned as evolving journeys rather 

than defined roles” and that “what excites 

[the brand] most is the creative dialogue that 

emerges over time.”

Zhang’s appointment is also about 

“celebrating women who elevate their craft 

and who represent a form of elegance that 

resonates across generations and cultures,” 

the executive continued. “Her presence 

sends a clear message: Jaeger-LeCoultre 

stands alongside those who set the standard 

— not by following trends, but by defining 

them through excellence.”

Meanwhile, Zhang put watchmaking and 

shaping a compelling character on an equal 

footing as fields in which “the process is 

always one of deep focus and refinement.”

Style-wise, she revealed a penchant for 

classic designs but said she was partial to 

the Rendez-Vous collection, which nods to 

the watchmaker’s first gem-set timepieces 

for women.

But it’s a gem-set Reverso One Duetto 

Jewellery watch, and an all-black look, that 

Zhang wore in the portraits as ambassador. 

She deemed a watch “the most defining 

part of [her] look — it’s the finishing touch 

that quietly brings everything together.”

“Subtle yet full of presence, it not only 

elevates the overall style but also reflects a 

sense of taste and character,” she added.

Known for depicting strong and 

independent characters in powerful 

performances, Zhang earned international 

acclaim over the course of the past three 

decades. Her breakthrough role was as anti-

hero Jen Yu in Ang Lee’s 2000 martial arts 

epic “Crouching Tiger, Hidden Dragon.”

Her roles with renowned directors such 

as Zhang Yimou, Wong Kar-wai, John Woo 

and Rob Marshall garnered her a raft of 

awards and nominations both in China’s 

prominent film awards and at the BAFTAs, 

Golden Globes and Cannes Film Festival. 

She also served as a jury member in Cannes 

and the Tokyo International Film Festival, 

where she was president of the main 

competition in 2017.

Other honors include her appointment as 

global ambassador for the Special Olympics 

and being inducted in France’s Ordre des 

Arts et Lettres in 2013.

In June, the actress made a highly 

anticipated return to the silver screen with 

“She’s Got No Name,” a period drama 

directed by Peter Chan Ho-Sun, which shot 

up to the top of the China box office on its 

opening weekend.

Over the years she has also lent her 

image to a number of luxury brands, most 

recently Tiffany & Co., which named her an 

ambassador in May.

  The New York-based designer 
considered the late trailblazing 
actress to be his muse.

BY ROSEMARY FEITELBERG

The Smithsonian National Museum of 

African American History and Culture 

honored B Michael and his husband Mark-

Anthony Edwards on July 9 for their gift of 

couture pieces that were worn by the late 

pioneering actress Cicely Tyson.

“It was as meaningful as it was beautiful,” 

the designer said Monday, during a joint 

interview with Edwards, who is chief 

executive officer of his namesake company. 

“You definitely do not come down from 

something like that. You decide what’s next. 

The euphoria will stay with us.”

Andrew Wright, president of Americas 

at Manolo Blahnik, toasted the designer 

for the gift that was made in honor of 

Tyson, who died at the age of 96 in 2021. 

Other guests included the museum’s 

Denise Robinson Simms, Valerie Simpson-

Ashford, Anika Noni Rose, Adrienne Arsht, 

Kay Unger, Andrew Wright, Nick Laffan, 

Myrna Colley Lee, Dawn Porter, Chris 

Hyams, Suzanne and Norman Cohn, Dr. 

Joyce F. Brown, Amna Nawaz, Bridget 

Foley, and Melba Wilson. Representatives 

from other museums were on hand too 

including Laura Mart of the Academy 

Museum of Motion Pictures, Laura 

Einstein of the Metropolitan Museum of 

Art, Kim Collins and Alexandra Deutsch 

of the Winterthur Museum, and Alex 

Delotch Davis of the Savannah College of 

Art and Design FASH Museum of Fashion 

and Film. Judith Curr of HaperOneGroup, 

which published B Michael’s “Muse: Cicely 

Tyson and Me — A Relationship Forged in 

Fashion” was also on hand.

The 17-piece trove that the designer gave 

included the dress Tyson wore when she 

became the first Black actress to receive 

an honorary Oscar at the 2018 Academy 

Awards, the hat that she donned for Aretha 

Franklin’s funeral that same year, and 

the purple frock she chose for her “Best 

Actress” win at the 2013 Tony Awards. 

Those were a few of the pieces that had 

been requested by the Smithsonian 

National Museum of African American 

History and Culture that reflected some of 

the important experiences in her life.

The Smithsonian salute was doubly 

significant since in 2003, Tyson joined 

then-President George W. Bush and her 

fellow commission members when he 

signed the legislation that authorized the 

development of the National Museum of 

African American History and Culture. 

Describing last week’s gala as “a full-circle 

experience,” B Michael said, “It’s almost 

like bringing the things back home, if you 

will, knowing that they will live beyond 

us, they will reach generations beyond 

us, and they will create a really beautiful 

narrative,” he said. “Even when Cicely 

was alive, that was paramount to her. It 

was always about making that kind of 

statement, having that kind of presence 

and for her to inspire people. That was 

always the mission dressing her.”

During her 70-year acting career, Tyson 

became known for her portrayals of 

strong Black women including her Oscar-

nominated role as Rebecca Morgan in the 

1972 film “Sounder,” which focused on a 

family of Black sharecroppers and their 

struggles. Tyson won two Emmys for her 

performance in the 1974 television drama 

“The Autobiography of Miss Jane Pittman.” 

She also appeared in the groundbreaking 

1977 miniseries “Roots,” and portrayed 

Coretta Scott King in the 1978 series 

“King” and Harriet Tubman in the drama 

“A Woman Called Moses” that same year. 

More recently, Tyson appeared in “The 

Help” in 2011 and played in the Netflix 

thriller “A Fall From Grace” in 2020.

Alexander continued, “The one 

thing about Cicely was that she lived 

intentionally. It was her intention to make 

sure that her celebrity was not fleeting. 

You felt that when you walked around 

the school in New Jersey [intended for 

students in the performing and fine arts 

that is named for her.] This gift continues 

that inspiration. She has not only inspired 

B and I to make sure that we worked with 

purpose. That is also how she lived her 

life for other actors, young people and 

everyone she met.”

Tyson first connected with B Michael 

through another one of his clients, Susan 

Fales-Hill. Tyson asked the designer to 

create something for her to wear to Oprah 

Winfrey’s Legends Ball — five days before 

the event. Recalling their first meeting in 

his New York atelier, B Michael said, “Have 

you ever read the book ‘Blink: [The Power 

of Thinking Without Thinking’ by Malcolm 

Gladwell?] It addresses how sometimes, 

you instantly know there is a connection. 

You can’t define it. It’s not something that 

you sought out. You just feel it. We did 

have that blink.”

When a summer thunderstorm greeted 

guests as they arrived at the Smithsonian 

event, the designer considered that to be 

Tyson making her presence known in a 

“powerful way not a negative one.”

The candlelit seated dinner and the 

couture dresses on display belied some 

of the ugly behavior that Tyson faced as a 

Black woman. B Michael said, “The way 

we sometimes fight back and speak loudly 

against ugly behavior is through beauty 

and excellence to say this does not prevent 

us from being beautiful or excellent. To 

have a table that beautiful and guests of 

every creed to share that moment last 

Wednesday evening is exactly how you can 

retaliate against what’s ugly.”

The designer said that being honored 

reminded him of his family’s role in his life 

especially his paternal grandparents, who 

had achieved much success with “limited 

resources” and a third grade education. 

The designer said he was also thinking of 

his mother and his own daughters. “All of 

that is attached as a synergy,” he said. “I 

am speaking for Mark-Anthony, as well in 

terms of how his family instilled in him that 

you can be whatever you want to be. All of 

those things bring us to what we achieve.”

Looking ahead, the duo is exploring 

licensing opportunities across all categories 

including interiors for B Michael. In terms 

of fashion, developing a designer ready-to-

wear collection for women who wear a size 

beyond 14 is at the top of their to-do list. 

Women ask about that prospect via social 

media on a daily basis, they said. “When 

you come from couture, I think in terms of 

measurements, not size. We want to do the 

same thing when licensing ready-to-wear,” 

B Michael said.

Another assignment is tied to a two-

book deal with HarperOneGroup for the 

aforementioned “The Muse.” The designer 

has his own memoir to write as part of 

that agreement. He said, “It was great to 

have Judith Curr there last week. She also 

published Cicely’s book [ Just as I Am: A 

Memoir.] That was a great thread that she 

shared as one of the speakers.”
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  Iris Ventures and Mumble 
Forum hosted a panel in 
London examining the many 
parallels between business 
and competitive sport.

BY SAMANTHA CONTI

Competitive sports can be an ideal 

training ground for business — and vice-

versa — offering lessons in teamwork, 

discipline, endurance and nimble thinking, 

according to a clutch of high-achieving 

female business professionals in London.

The women were taking part in a panel 

discussion called “Empowering Women 

in Sports,” organized by Mumble Forum, 

a networking club for women in business, 

and Iris Ventures, the growth equity firm 

specializing in next-generation lifestyle 

and health-focused brands.

The three panelists — Montse Suarez, 

founding partner at Iris Ventures, and 

a lifelong athlete; Sophie Power, an 

ultrarunner and former investment 

banker, and Stephanie Wetmore, a former 

professional WTA tennis player turned angel 

investor, spoke over cocktails and canapés at 

1 Warwick, a private members’ club in Soho.

It was a muscular lineup moderated by 

Sonja Moses, a national Muay Thai champion 

and human performance coach, with the 

women talking about their experiences 

at work and on the playing field, and how 

they’re pressing them into action every day.

Suarez, a former gymnast who now 

plays field hockey in Spain, said teamwork 

is critical for any business, but especially 

for start-ups. When she’s deciding which 

founders to back, Suarez said she imagines 

playing on a team with them.

“I need to look at their eyes and see how 

the founders interact with one another. 

Is there chemistry, or not? Am I going to 

be able to play with them and pass on 

feedback? If so, how will they receive it? Is 

my role going to be on the bench or in the 

field with them?” said Suarez.

Her Iris investments include Maurten, 

a global sports nutrition company based 

in Sweden; Biomel, a plant-based gut 

health brand, and Superlativa, a drug- and 

hormone-free supplement that aims to 

help manage stress and regulate women’s 

levels of cortisol.

Suarez added that as an investor, “it’s 

very important to have open conversations 

with founders regarding what the journey 

is going to look like. Not everything will go 

according to plan. There will be failures 

on the way. There will be moments 

where you’re expecting to grow at high 

speed, but it’s actually not happening. 

And I think that’s the best thing that I can 

bring to founders, is to have those open 

conversations.”

Even if you’re a top tennis player, 

“you’re learning from your losses every 

week. I think having a level head and being 

able to take things from losses is really 

important. When I was young, I wasn’t 

able to celebrate loss. But you can learn 

from your losses while still celebrating your 

wins. I think it’s about finding a bit of a 

balance,” and building resilience, she said.

Power, who is also an advocate for 

mothers in sport, said there are so many 

parallels between ultra marathons and life.

“You don’t set out and feel great all the 

time. You have ups and downs, and you 

know that if you keep putting one foot in 

front the other, you will get to the end of 

the tunnel. And sometimes it takes a long 

time, and sometimes it’s quick. And while 

you’re doing that, you can be problem-

solving. Every single step of the way you 

can be problem-solving,” she said, adding 

that long-distance running also puts life 

into perspective.

During the discussion, she recalled a 

particularly brutal, multiday marathon in 

the Sahara desert in the middle of the night.

She was hungry, and still had 20 

kilometers before the finish line. She said 

that what kept her going were memories 

of a toxic boss at the bank. “There was 

a meeting I remembered that was much 

worse than this,” said Power. “And I 

thought to myself I’d rather be here than 

in that meeting with that absolute bully I 

used to work for.”

  Xcel CEO Robert D’Loren 
discusses the launch seen 
happening early next year 
and how it fits into the 
company’s strategy.

BY DAVID MOIN

Xcel Brands, in another move to broaden 

the scope of its portfolio, is partnering with 

famed dog trainer Cesar Millan and K9 

Wear to launch a new brand for pets called 

“Trust. Respect. Love by Cesar Millan.”

Millan has a social media following of 

over 21 million people and a television 

show, “Better Human, Better Dog” on 

National Geographic and Disney+. His first 

television show, “Dog Whisperer With Cesar 

Millan,” ran from 2004 to 2012 and aired in 

over 80 countries. He’s written seven books 

co-authored with Melissa Jo Peltier, and 

conducts workshops on training dogs.

“Cesar is a world-renowned dog 

trainer but he’s beginning to be open to 

birds, cats and other pets. But for our 

initial launch, everything we’re doing is 

focused on dogs,” said Robert W. D’Loren, 

chairman and chief executive officer of 

Xcel Brands Inc., the media and consumer 

products company specializing in building 

influencer-driven brands through social 

commerce and livestreaming.

“We’ve done pet products before, such 

as collars and leashes, but never to the 

extent like we are doing with Cesar and K9 

Wear. This is a high-growth opportunity 

for us. There’s a strong human-animal 

bond with Gen Z and Millennials driving 

the growth in the pet industry, and we 

believe Cesar has been for the last 20 

years the voice of the industry. He is part 

of our new strategy of building a portfolio 

of brands with 100 million social media 

followers by 2026.” 

Currently, Xcel’s brands have 45 million 

followers, D’Loren said. The publicly 

traded company owns the Halston, Judith 

Ripka and C. Wonder brands, as well as the 

co-branded collaboration brands TowerHill 

by Christie Brinkley, LB70 by Lloyd 

Boston, GemmaMade by Gemma Stafford, 

and also holds non-controlling interests 

or long-term license agreements in Isaac 

Mizrahi, Orme Live and Jenny Martinez 

Live brands. In addition, Xcel owns and 

manages the Longaberger brand through 

a controlling interest. Brands in the New 

York-based Xcel’s portfolio have generated 

in excess of $5 billion in retail sales via 

livestreaming in interactive television and 

digital channels.

Next year, Xcel is launching “Off Duty 

by Coco Rocha” a casual, denim-driven 

fashion collection with Rocha, the model 

and social media influencer. “There will 

be more to come in the fashion space and 

one in the wellness space,” D’Loren told 

WWD. In April, Shanghai-based United 

Trademark Group, a brand development 

and licensing company producing a range 

of products, invested $9 million in Xcel.

Trust. Respect. Love by Cesar Millan 

will launch with apparel, accessories, toys, 

training tools, food, nutrition, grooming 

tools, shampoos, deodorizes, cleaners, 

small appliances, electronics, and other 

products — all for dogs. Also being 

produced under the brand name will be 

apparel designed for dog walkers, with 

such special features as reflective panels 

and sleeves with flashing light boxes for 

walks at night; water-repellent shells, and 

pants with knee pads. Each product will 

have a QR code on it, to reveal a video with 

Millan discussing the product. Much of the 

assortment will be made in China, Vietnam 

and Cambodia. D’Loren said products for 

cats, birds and other pets could be offered 

down the road. The brand is scheduled to 

launch early 2026 and will be shown next 

March at Global Pet Expo, at the Orange 

County Convention Center in Orlando, Fla.

According to the American Pet Products 

Association, sales of pet supplies in the U.S. 

reached an estimated $157 billion in 2024, 

with pet food and treats accounting for 

$67.8 billion in sales. In 2020, sales of pet 

supplies in the U.S. reached $103.6 billion.

K9 Wear Inc. designs and manufactures 

pet accessories and apparel and created 

the world’s first interchangeable apparel 

harness, which allows for attaching 

different garments for different occasions, 

such as for rain protection or for extra 

padding. In addition to Xcel Brands, K9’s 

collaborations include Tommy Bahama, 

Natori, Izod and Trina Turk. “Merging our 

company’s vast pet-industry expertise with 

Cesar’s specialization and emphasis on 

form and function enables us to deliver the 

most unique and innovative pet-accessory 

products to the market,” Frank Cammarata, 

CEO of K9 Wear, said in a statement. (He’s 

the son of Ben Cammarata, the former 

chairman and CEO of TJX Cos.)

“Every product is planned and designed 

for the well-being and comfort of both, 

the dog and its pet parent, incorporating 

a modern, casual and functional style,” 

Millan said. “We have developed a 

complete line of products in tune with my 

natural, simple and profound philosophy.”

Xcel expects to sell its upcoming 

pet collection through select retailers, 

e-commerce platforms, and live shopping 

channels. Major pet retailers include Petco, 

PetSmart, Tractor Supply, Chewy, Amazon, 

Walmart and TJMaxx. There are also 

thousands of small, independent pet shops.

Asked if he is a dog owner, D’Loren 

said, “At one time, I had three labs and a 

golden retriever at the same time. They all 

aged out, and now I’m raising little kids, a 

3-year-old and a 4-and-a-half-year-old.”
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