
DAILY EDITION JULY 29, 2025 

Fashion. Beauty. Business. 

Superstar Selena 
Gomez bottles 
emotion and intention 
in Rare Eau de Parfum, 
the first fragrance for 
her smash hit beauty 
brand of the same 
name. For more,  
see pages 4 and 5.
PHOTOGRAPH BY GEORGE CHINSEE

Selena 
Hits  
A New 
Note

Make It 
Permanent
J.McLaughlin has 

named Gary Unis its 

permanent CEO after 

serving as interim 

CEO since March. 
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Bubbly 
Debut

Champagne brand 

Moët & Chandon 

debuted over the 

weekend as a title 

sponsor of the 

Belgian Grand Prix. 
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‘Gilded’ Style
Costume designer 

Kasia Walicka 

Maimone talks about 

the costumes in  

the period drama 

"The Gilded Age." 
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  The platform is expected 
to launch in September 
with digital and social-first 
coverage, followed by  
official events and activations.

BY WWD STAFF

Fairchild Media Group, in partnership 

with Digizen Co. Ltd., a leader in digital 

media and influencer management in 

Thailand, announces the launch of WWD 

Thailand, the latest expansion of the iconic 

fashion media brand. This new edition will 

bring WWD’s authoritative coverage of the 

global fashion, beauty, retail and related 

industries and personalities to audiences 

across Thailand.

WWD Thailand will deliver a dynamic 

mix of localized editorial content 

and globally relevant stories, offering 

in-depth coverage of industry news, retail 

innovation and fashion trends through a 

digital-first publishing model. The platform 

will be published in Thai and tailored 

to reflect the country’s vibrant fashion 

and business landscape, with a focus on 

spotlighting regional talent, brands and 

market movements.

“We are thrilled to bring the trusted 

authority of WWD to Thailand, a testament 

to the vibrant creativity and undeniable 

potential of this thriving region,” said 

Amanda Smith, chief executive officer 

of Fairchild Media Group. “Thailand’s 

fashion and beauty landscape is rich with 

innovative designers and vital industry, 

and we are excited to partner with the 

incredible WWD Thailand editorial and 

business leadership team to amplify their 

stories on a global scale. This launch truly 

defines WWD’s 115-year commitment to 

fostering growth and supporting excellence 

around the world, across all our platforms.”

“WWD represents the gold standard 

in fashion business journalism,” said Ali 

Ziani, CEO of Digizen Co. Ltd. “We are 

excited to make this globally respected 

brand accessible to Thai audiences by 

combining our deep understanding of 

the local market with WWD’s legacy of 

editorial excellence.”

WWD Thailand will be based in Bangkok. 

The editorial team will be revealed in the 

coming months. The platform is expected 

to launch in September with digital and 

social-first coverage, followed by official 

events and activations.

WWD provides a balance of timely, 

credible business news and key fashion 

trends for leading retailers, designers, 

manufacturers, marketers, financiers, 

Wall Street analysts, international moguls, 

media executives, ad agencies, trend-

makers and global consumers. Founded 

in 1910 by Edmund Fairchild and helmed 

for more than two decades by legendary 

publisher John B. Fairchild, WWD has been 

the daily media of record and the industry 

voice of authority for 115 years.

Operated and published by Penske 

Media Corp. under Fairchild Media Group, 

WWD reaches a global audience of nearly 

16 million every month across print, digital, 

mobile, video, social and events including 

the annual WWD Apparel & Retail CEO 

Summit and Global Summits in several 

international markets. As an increasingly 

complex marketplace heightens the 

need for information and competitive 

intelligence, WWD delivers spirited 

coverage with frequency, integrity and a 

legacy of getting it right and getting it first.

Founded in 2011, Digizen Co. Ltd. is 

an integral part of DigiGroup, a leader in 

Thailand’s digital media and influencer 

marketing sectors. DigiGroup’s portfolio 

includes Elle, Elle Men, Harper’s 

Bazaar, Esquire and Revolution Watch, 

demonstrating its ability to blend 

traditional media with digital platforms to 

meet the diverse needs of its audience.

  Unis has been interim  
CEO since March.

BY DAVID MOIN

In an easy transition, Greg Unis  

has become chief executive officer  

of J.McLaughlin after serving as its  

interim CEO since March and a member 

of the company’s board of directors  

since January.

A 25-year veteran of the retail and 

fashion industry, Unis most recently 

served as president of the Victoria’s 

Secret and Pink divisions of Victoria’s 

Secret & Co. Before joining Victoria’s 

Secret in 2016, he held senior executive 

roles at Coach, Brooks Brothers and Gap 

Inc. For Unis, who has an MBA from 

Columbia Business School, J.McLaughlin 

marks his first CEO role.

Unis succeeds Mary Ellen Coyne who 

in May this year became president and 

CEO of J.Jill. He will be working closely 

with Kevin McLaughlin, J.McLaughlin’s 

chief creative officer and cofounder of the 

48-year-old brand.

“Kevin and I spent a bunch of time 

together before January, and then I got 

to know most of the senior team. So the 

transition was pretty seamless,” Unis 

told WWD during an interview on Friday. 

“Alongside Kevin and our incredible 

team, we’ll scale the business, and drive 

creativity across all areas — product, 

marketing and customer experience. 

We’ve put together a strategic plan 

for the next three to five years. It’s a 

comprehensive, long-range plan in 

terms of brand, product, marketing, the 

customer, stores and digital, that gives us a 

map of where we’re working toward.”

Unis spoke of “amplifying who we are 

as as a brand — that’s the starting point 

and then it’s about bringing together 

talent, [forming] new partnerships and 

collaborations, with people or brands that 

have a kind of a shared DNA, and connect 

with our kind of customer, but just in a 

broader way, in product categories that 

we’re not in. There’s a range of things 

we’re thinking about it, always with two 

things in mind. Would it be capturing 

a new customer, or would it be about 

entering into categories you’re not 

already in?”

The first project that Unis and 

McLaughlin worked on is the J.McLaughlin 

“Summertime” temporary shop at 9 

South Main Street in Southampton, N.Y., 

just a few doors from the permanent 

J.McLaughlin shop at 2 Jobs Lane. They 

collaborated with interior decorator 

Alvise Orsini to give the inside of the 

store its look. Orsini, the husband of 

former Neiman Marcus Group Geoffroy 

van Raemdonck, also created a Murano 

glassware collection for the shop.

“The Summertime shop gives you a 

sense of where the brand is going,” Unis 

said. “It has been the number-one store 

in our store fleet. It’s bringing in a new 

customer.”

The 500-square-foot shop resembles 

a 1950s Venetian beach cabana, with 

a tented ceiling, and offers vintage 

J.McLaughlin designs, limited-edition 

summer styles and a pretty even balance 

of men’s and women’s items, whereas 

generally J.McLaughlin stores feel more 

focused on women’s.

“This whole idea of immersive, 

experiential retail is so important in today’s 

world and such a natural for our brand,” 

Unis said. The Summertime concept, he 

said, “represents an idea that we think 

has legs.” The shop will stay open through 

the summer, but won’t disappear. “We’re 

working on what to do next with the space. 

It’s a work in progress,” Unis said.

“J.McLaughlin has always had a  

strong presence in resort retailing,” 

McLaughlin said. “It’s where we do a 

particularly good job. Having a smaller 

footprint focused on that moment when 

people are vacationing or away from their 

primary residence, is an exciting one, and 

it may put up a lot of possibilities for us as 

we develop exactly what the product mix 

is for this concept.”

Founded in 1977 by brothers Kevin and 

Jay McLaughlin, the J.McLaughlin brand 

is known for its novelty prints, color, 

classic but modern styles, and compact 

boutiques, typically 1,200 square feet to 

1,500 square feet. The brand’s stores are 

situated in affluent communities such as 

Manhattan’s Upper East Side; Greenwich, 

Conn.; Bedford, N.Y.; Palm Beach, Fla., 

as well as the Hamptons. With about 

200 shops in all, J.McLaughlin is most 

concentrated along the East Coast.

Rather than aggressively opening 

additional stores, “We’re mostly focused 

on making the most of the stores that  

we have today,” Unis said. “In 

communities around the country, I’ve 

visited a bunch of our stores. We’re on 

the Main Streets in the center of these 

towns [capturing the neighborhood feel 

and integrating into those communities]. 

That’s kind of unique.

“When you look at where our stores 

are, it tells you a lot about the customer,” 

Unis said. “I would classify our customers 

as being discerning, sophisticated and 

living a lovely life.” Rather than suggesting 

a targeted age range or demographic, he 

said, “We are more about capturing a 

mindset than we are an age.”

Through its nearly five decades in 

business, the J.McLaughlin look initially 

was tagged as “preppy chic” for an 

affluent mature set, though lately it’s more 

associated with modern American classic 

sportswear, and casual elegance. “It’s 

an authentic brand. It is very clear in its 

positioning,” Unis said. “It’s also a brand 

that doesn’t have outlet stores. We are not 

a discounter.”

“Greg very much gets the essence of 

the brand — what makes it special, the 

nuance, the positioning of the product, the 

distribution with the stores, the controlled 

distribution,” McLaughlin said. “Having 

Greg here, for me, and for a lot of the folks 

I’ve worked with for a number of years 

here, is a chance to refocus on what our 

strengths really are, and with his input and 

direction, just take a moment to remember 

the things that we do so well and to focus 

on those things.”

Steve Moore, partner at the Los 

Angeles-based Brentwood Associates 

private equity firm which has owned 

J.McLaughlin for 10 years, said: “Greg’s 

seamless transition from board member 

to CEO is a testament to his leadership, 

deep appreciation for product and design, 

and broad operational expertise. We’re 

confident Greg will drive the business 

forward while honoring the brand’s 

heritage and unique identity.”

Brentwood has an eclectic portfolio 

including the Boston Proper fashion 

brand; Orangetheory fitness centers; 

Hissho Sushi, which operates sushi bars 

and kiosks in grocery stores, schools and 

other locations; the Blaze Pizza restaurant 

chain; Lazy Dog restaurants, and the 

Pacifica Beauty vegan beauty brand.

BUSINESS

Fairchild Media Group Launches WWD Thailand

EXCLUSIVE

J.McLaughlin Names Greg Unis as CEO
Kevin McLaughlin and Greg Unis
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“Because I was thinking, this is weird, if 

I tell people it’s skin musk,” she went on. 

“But it’s actually really amazing.”

Epinette also helped create Rare 

Beauty’s Find Comfort Body & Hair 

Fragrance Mist — the brand’s entry into 

scent as part of a collection centered on 

wellness and mood-enhancing rituals. 

Leaning into that sensory-first approach, 

alongside Rare Eau de Parfum, Rare Beauty 

is also introducing four Fragrance Layering 

Balms. Coming in pocket-sized, 20-ml. 

tubes at $19 each, they can be applied solo 

or combined for personalization: Floral 

Peony Blossom, Amber Vanilla, Fresh 

Bergamot and Woody Oak.

Gomez likes to mix the eau de parfum 

with the woody oak balm, she said. “When 

I get out of the shower, I use the fresh 

balm.…Basically, I wanted to try something 

so cool and different, because I think it 

would be fun for people to make their own 

fragrances.”

Gomez is no stranger to a fragrance 

launch; naturally, she was approached for 

her influence as a teen and released two 

scents through a licensed partnership with 

Adrenalina Inc. when she was 19 years old.

“I was so young,” Gomez said of the past 

experience. “The sweetest thing — a few 

months ago, [I saw] someone had saved 

the box that my [first] fragrance was in. 

It’s so long ago, I couldn’t help but laugh, 

because it had just been a trying time in 

my life where I really was trying hard to be 

cool. I don’t even remember what it smells 

like. I don’t think it would be anything I’d 

wear now. This is definitely more me.”

With Rare Eau de Parfum, it all started 

with Joyce Kim, Rare Beauty’s chief 

product officer, who worked closely with 

Gomez and the in-house team to bring the 

fragrance to life.

“For me, I feel like out of everyone on 

the team, I can tell her anything,” Gomez 

said of Kim. “It’s not that I wouldn’t share 

my life with anyone. But, you know, if I 

have a stupid idea and I’m nervous to tell 

people, or if I have a question that might 

be embarrassing, if I don’t understand how 

something works, I’ll say, ‘Hey, what about 

this?’ Random things. And she always 

responds, even when she’s away.…She’s 

my complete right arm. I don’t know what 

I would do without Joyce.”

“I feel the same way,” Kim jumped in. 

“Because she’s my right arm. I can’t do what 

I do unless I’m completely inspired by her.”

Gomez is curious, open and involved in 

every step, Kim said. “What I love about 

working with Selena is she wants to learn 

everything.”

They went through roughly 20 iterations 

of the scent before narrowing it down to 

two finalists. It was important for Gomez 

to hear feedback from the office team. 

“At one point, you have to say, this is it, 

and I feel confident, and let’s just see how 

everyone else feels,” Gomez said of the 

final product.

The Rare Beauty community has been 

ready for it, Kim said. From the moment 

the brand was first announced, fans were 

already asking for fragrance.

“Twitter went off,” Kim recalled. “It 

wasn’t even on our radar. But from Day 

One, it was in the back of our mind.”

Kim is one of the brains behind Rare 

Beauty, along with Friedman; Mehdi 

Mehdi, chief operating officer, and Katie 

Welch, chief marketing officer.

“The decision was made a couple 

of years ago, and it was more of a 

progression,” Friedman said of entering 

the category. “Because we wanted to 

continue our goal of helping people 

feel good about themselves, and that’s 

the focus from the beginning. It’s giving 

products that help people feel good — 

fragrance has always been tied to emotion, 

and we’ve been tied to that from the 

beginning.”

“We’ve always wanted products that feel 

timeless and that people are going to keep 

in their routines for their entire lives,” 

added Mehdi.

Welch has been leading the charge on 

bringing the fragrance to life visually, 

creating a strategy that leans into 

storytelling and emotion.

“We have cleared our Instagram grid in 

anticipation of the launch,” Welch said.

The account, with 8.3 million followers 

(Gomez’s personal one counts 418 million), 

was wiped clean — until it was updated on 

her birthday with a nostalgic childhood 

shot of Gomez, followed by a few intimate 

snaps from her life the next day.

“The community has been abuzz, truly,” 

Welch said. “You think, ‘Will anyone 

notice?’ And they have.”

Clearing the grid makes space for a new 

chapter, she added. It gets the community 

talking and sets the tone for what’s next: 

“And so it’s more than just a visual refresh. 

It’s a creative reset. It’s an emotional 

reset. This whole collection is all about 

celebrating rare moments and making rare 

moments yours.”

There’s a campaign film coming, shot by 

Brianna Capozzi.

“It’s a collection of moments that Selena 

experiences, and so we try to bring that to 

life in social, in out-of-home, in digital, in 

all of the marketing channels that we can,” 

Welch said, noting the rollout will include 

Instagram, TikTok and YouTube. Product 

sampling will be offered, alongside 

upcoming hosted events, both in-store at 

Sephora and with beauty creators.

The Rare fragrance bottle also reflects 

the brand’s ethos of inclusivity and health 

through its packaging. Created with the 

help of rehabilitation facility Casa Colina 

and in collaboration with certified hand 

therapists and engineers, the design offers 

a comfortable dispensing experience for 

those with limited dexterity.

“I have dexterity problems from my 

lupus, so sometimes it’s hard for me to 

open a bottle of water or do anything,” 

Gomez said. “Sometimes I’ve had to use a 

spray and, like, put both my fingers on it. 

It’s not as sad as it sounds. I’m alive, and 

that’s all that matters.”

After spending most of her life in the 

spotlight, in 2017 Gomez revealed she’d 

received a kidney transplant as part of 

an ongoing treatment for lupus. She then 

opened up about mental health, her 

struggles battling anxiety, depression and 

ultimately her bipolar diagnosis. That 

vulnerability has deeply resonated with 

fans and the public, and it’s reflected in 

the mission behind Rare Beauty, which 

donates 1 percent of its sales to the Rare 

Impact Fund dedicated to expanding 

access to mental health services, 

particularly in underserved communities. 

It has collected $20 million to date, 

according to Rare Beauty, supporting 30 

nonprofit partners across five continents 

and reaching more than 2 million youth 

annually. The goal is to raise $100 million 

over 10 years.

The latest initiative is the fund’s Giving 

Circle, launched in partnership with Dollar 

Donation Club — a platform that makes 

giving back easily accessible. Starting at $1 

a month, members receive curated mental 

health content, updates from nonprofit 

partners and opportunities to engage with 

the Rare Impact Fund community.

“It’s leading with our purpose,” 

Friedman said of staying true to Rare 

Beauty’s core values as it continues 

to expand internationally and across 

categories. ■

A first look at Rare Beauty’s 

Fragrance Layering Balms. 

Body care brand Saltair is bolstering its 

C-suite.

Rachel Shelowitz has been named 

chief executive officer and Erin Sale chief 

marketing officer of Saltair, the body care 

brand cofounded by Iskra Lawrence, the 

U.S.-based British model and influencer with 

more than 5 million followers on Instagram.

According to the brand, the new 

leadership appointments signal Saltair’s 

ambition to scale thoughtfully while 

deepening its commitment to innovation, 

accessibility and self care.

Shelowitz was most recently CEO of 

Lawless Beauty, where she oversaw its 

expansion into Sephora. Her earlier career 

included senior roles at Estée Lauder, 

Bobbi Brown, Lancôme, Yves Saint 

Laurent and Coty. 

“I’m thrilled to join Saltair at such an 

exciting time,” Shelowitz said. “This  

brand has not only tapped into what 

modern consumers want — it’s created 

a movement rooted in inclusivity, 

sensoriality and results. I look forward 

to building on its incredible foundation 

alongside this team.”

Sale most recently served as chief 

marketing officer at Murad Skincare, 

where she led brand repositioning, global 

campaign development, and omnichannel 

strategy. She has also held senior roles at 

L’Oréal Luxe, including at Lancôme and 

Urban Decay, as well as at GXVE Beauty. 

“Saltair is a brand that has struck a 

powerful chord with today’s consumer,” 

Sale said. “There’s a real opportunity 

to deepen that connection and refine 

how we show up across platforms and 

retail partners. I’m excited to help lead 

Saltair into its next phase of cultural and 

commercial growth.”

Launched in 2022, Saltair is part of the 

Los Angeles-based brand incubator The 

Center that enjoyed success when it sold 

Naturium to E.l.f. for $355 million in 2023. 

Most recently, it sold fragrance brand 

Phlur to TSG Consumer.

Saltair is now available at retailers 

including Target, Ulta Beauty and Amazon. 

Bestsellers include its Serum Body 

Washes, 5% AHA Deodorant Serums and 

Nourishing Body Oil — each formulated 

with ingredients such as niacinamide, 

squalane and glycolic acid. Price points 

range from $12 to $26.

Of the new hires, Lawrence said: “From 

the beginning, Saltair has been about 

celebrating and caring for our bodies in 

a way that feels luxurious, inclusive and 

empowering. Rachel and Erin are not only 

visionary leaders — they’re deeply aligned 

with our mission to redefine body care. 

I’m so proud to welcome them to the  

team as we enter this exciting next phase 

of growth.”

Saltair Appoints Rachel Shelowitz as CEO
The body care brand wants to scale thoughtfully while deepening its commitment to innovation, accessibility and self care.  

BY KATHRYN HOPKINS

Saltair

“We’ve 
always 

wanted 
products 

that feel 
timeless and 

that people 
are going to 

keep in their 
routines  
for their 

entire lives.” 
MEHDI MEHDI,  

Rare Beauty
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The Top 10 Makeup Brands by EMV in June
A breakdown of the most talked-about makeup brands in June, according to CreatorIQ.  BY NOOR LOBAD

Though summer tends to be a 

quieter period for makeup brands’ 

earned media value overall, data 

from CreatorIQ shows Huda Beauty is 

bucking the seasonal slowdown.

The brand’s EMV, a measurement 

of social media buzz and engagement, 

grew 21 percent in June, fueled by 

the news that founder Huda Kattan 

would regain control full ownership 

of the brand after buying back TSG 

Consumer Partners’ minority stake. 

“Creators greeted the news with 

enthusiasm,” said Alex Rawitz, 

director of research and insights 

at CreatorIQ, adding the brand 

saw 43 percent month-over-month 

improvement in impressions and 44 

percent growth in engagements. Its 

Lip Contour Stain and Faux Filler 

Jelly Oil launches also fueled growth, 

though not as much as the brand’s 

signature Easy Bake Loose Powder, 

which accounted for $17.7M EMV 

and, Rawitz said, “underscores the 

importance of hero products.”

The other nine brands comprising 

the top 10 by EMV in June all declined 

relative to their May totals, which 

Rawitz said is typical on the heels of 

Spring activations.

E.l.f. — fresh off the May 

announcement that it would acquire 

Hailey Bieber’s Rhode in a $1 billion 

deal — took the number-two spot, 

while ColourPop came in third. Like 

Huda Beauty, the brand launched a 

new lip stain in June, also restocking 

a fan-favorite Twilight-inspired and 

Bratz-inspired collections. 

Harlem Perfume Co., a member of the 

2024 Sephora Accelerate class, has 

launched onl ine at Sephora. Two new 

scents, Showgirl  and Golden Muse, wi l l 

be avai lable at the retai ler as wel l  as fan-

favorite Langston Eau de Parfum, al l  of 

which retai l  for $140.

Gen Alpha skin care 

and fragrance brand 

Evereden  has entered al l 

Sephora Canada doors. 

The brand’s cleanser, 

toner pads, mult ivitamin 

face mist and hair  and 

body fragrance mists, al l 

priced under $30, wi l l  be 

avai lable at the retai ler.

Jonathan van Ness’  

JVN Hair  is  now avai lable 

at Ulta Beaut y. Among 

the st yl ing and hair  care 

products at the retai ler are 

the Essential  Dr y Shampoo, 

$28, and the Revive Rapid 

Repair Bond Gloss, $36.

Tilt Beauty , 

the accessible 

beaut y brand 

launched in 

Februar y, is 

making its f irst 

retai l  foray at 

Revolve. Ti lt  is 

the f irst beaut y 

brand to earn 

The Arthrit is 

Foundation’s Ease of Use Certif ication, 

and features a range of makeup products 

priced bet ween $16 to $28.

Acne care brand 

Banu Skin  has 

launched onl ine 

at Sephora with 

a Chamomile 

Jel ly Cleanser, a 

Blemish Control 

exfol iating serum 

and a Sulfur Spot 

Treatment, priced 

at $30 to $50. 

The brand was 

founded by 2024 Sephora Accelerate 

member Roz Samimi.

Organic beaut y brand Ogee has entered 

Nordstrom’s New York f lagship, and 

wi l l  rol l  out to 14 addit ional  U.S. doors 

in September. The brand is best known 

for its Sculpted Face Stick blushes and 

contours, $40, and its colored l ip oi l 

crayons, $28.

Ritual ,  and supplement and women’s 

health brand which surpassed $250 

mil l ion in gross revenue in 2024, has 

entered Ulta Beaut y. Offerings, avai lable 

in 300 stores, include melatonin 

supplements, prenatal  mult ivitamins and 

a women’s mult ivitamin.

K-beaut y brand Torriden 

is  now avai lable onl ine 

at Sephora and in more 

than 350 U.S. doors. The 

brand’s hero products 

include its Dive In 

Cleansing Foam and Toner 

Pads, developed for dr y 

skin, and its Balanceful 

Refining Toner and Serum, 

meant for combination 

and oi ly skin.

Clean insect repel lent 

brand Mimikai  is  now 

avai lable at Credo Beaut y. 

The brand was launched in 

2015 and features a range 

of mosquito and t ick bug 

sprays priced under $20.

Botanical-based skin care brand  

Sky Organics  has entered 500 Whole 

Foods stores. Best known for its 

assortment of organic oi ls — from  

castor to rosehip to rosemar y — the 

brand also sel ls at CVS Pharmacy, 

Walmart and Walgreens.

Door Dashers
The latest retail expansions  
in beauty and wellness.   
BY NOOR LOBAD

The top 10 U.S. cosmetics brands by June EMV, per CreatorIQ.
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Huda Beauty
$63.6 million

12,300 posts

46.8 million engagements

NYX 
Professional 
Makeup
$41.7 million

12,200 posts

23.7 million engagements

MAC 
Cosmetics
$39.1 million

10,900 posts

21.2 million engagements

Rare Beauty
$37 million

10,300 posts

22.4 million 

engagements

Nars 
Cosmetics
$36.5 million

7,400 posts

22.6 million engagements

L’Oréal Paris
$36.2 million

7,800 posts

26 million engagements

E.l.f. Beauty
$50.5 million

14,500 posts

28.1 million engagements

ColourPop
$43.5 million

17,800 posts

18.4 million engagements

Maybelline  
New York
$43.4 million

13,600 posts

23.8 million engagements

Charlotte 
Tilbury
$42.6 million

10,800 posts

21.9 million engagements
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  The line is sold exclusively  
on ElieTahari.com and  
in its own stores.

BY LISA LOCKWOOD

Jeremey Tahari, Elie Tahari’s 23-year-

old son who was named chief executive 

officer and creative director of Elie 

Tahari in February, has released his first 

collection where his influence is starting 

to come through.

Elie Tahari is available exclusively on its 

e-commerce site, elietahari.com, and Elie 

Tahari stores in Florida, California and 

Maryland.

In 2018, Tahari and Bluestar Alliance 

LLC formed a joint venture company, 

TBH Brand Holdings LLC. Elie Tahari 

contributed the intellectual property for 

the Tahari and T Tahari collections along 

with related trademarks into the joint 

venture with Bluestar, which is responsible 

for the day-to-day management and 

licensing of those brands domestically and 

internationally.

In addition, TBH Brand Holdings 

assumed responsibility for the licensing 

management of the Elie Tahari core 

trademark with a focus on expanding the 

brand’s global presence and the opening 

of Elie Tahari stores worldwide. Republic 

Clothing has the license for Elie Tahari 

that’s available in stores such as Saks Fifth 

Avenue, Nordstrom and Bloomingdale’s. 

The Elie Tahari brand, which was founded 

in 1974, generates more than $1 billion in 

retail sales through its various licenses.

Separately, Elie Tahari, the 73-year-

old designer retained ownership of 

and manages the Elie Tahari brand, the 

premium designer collection, which his son 

is now designing in tandem with his father.

“This fall collection which we released 

two days ago is the first collection that 

you’re beginning to see some of my 

influence, and I think it’s probably most 

profound in the imagery and the creative 

and styling,” said Jeremey 

Tahari in an interview last week 

at his offices at 652 Broadway, 

which is the headquarters for 

Tahari Capital.

Jeremey Tahari also works in 

the family office called Tahari 

Capital, which encompasses all 

the family investments ranging 

from fashion to real estate to shipping, 

logistics and venture capital. He also does 

residential and commercial sales and 

leasing brokerage and capital advisory.

Asked whether his passion is more 

real estate or fashion, Jeremy replied, 

“Definitely fashion. It’s what I was born 

in. I started there, but then we started 

acquiring properties and building out the 

investment portfolio.”

Jeremey Tahari earlier had his own line 

called Anti, which he launched with two 

friends when he was a high school student. 

That was a men’s luxury streetwear brand, 

but many of the fits were unisex.

Describing his aesthetic for Elie 

Tahari, Jeremey Tahari said, “I think my 

aesthetic is definitely learned from Elie. 

We want to continue all those brand 

tenets of power, modernity, sexiness, 

sophistication, timelessness. But I think 

we’re reintroducing it in a new way.”

He explained that his father started the 

company in the ‘70s with the tube top and 

redefined suiting for women, pioneering it 

for them as they entered the workplace. “I 

think he was speaking to a different kind of 

power in the 1970s. And what power meant 

to a woman in the ‘70s is very different than 

what it means in 2025,” said Jeremey Tahari.

He said today it’s not necessarily dressing 

as masculine. “I think it’s more of a relaxed 

look, and I think it’s more individualized 

power. It’s more about who the person is. 

And I think that goes back to one of Elie’s 

favorite quotes, which is that he makes 

clothing quieter than the woman so their true 

beauty can shine through. And I think that’s 

more important now than ever,” he said.

Sometimes the woman will want a 

relaxed suit that’s comfortable to wear 

all day, “but it still feels elevated. And 

maybe it has an interesting neckline or an 

interesting topstitch or something just a bit 

different, such as a contrast topstitch or a 

sateen or something like that. It allows her 

to still feel modern when she goes out and 

gets drinks with her friends,” he said.

Elie Tahari’s online business has been 

running since COVID-19, but Jeremey 

Tahari’s first collection, which he started 

close to a year ago, went online last week. 

For the past few years, the brand has been 

delivering fresh deliveries monthly. “We’re 

trying to understand it more seasonally as 

opposed to monthly,” said Jeremey Tahari, 

who has worked alongside his father for 

several years. The collections are between 

80 and 120 pieces.

Jeremey said he works in tandem with 

his father. “Elie is the greatest merchant 

who ever lived. I think where we extract 

the best value from him is he really 

understands her nuances and what she 

wants. He might say, ‘that looks great, but 

you know if you add a little sleeve here, 

she’s going to get a lot more wear out of 

it. Or maybe that sleeve’s a little dinky, 

add an inch or two and now it’s a proper 

sleeve, and there are way more occasions 

and applicability and versatility to the 

piece.’ He really has an eye for those 

things. Sometimes it’s knowing the color 

of the button. Sometimes just changing 

from silver to a gold button makes all the 

difference, right?” said Jeremey Tahari.

Asked whether he ever studied fashion 

design, Jeremey Tahari said, “I think I 

did my whole life.” But when it came to 

college, he concentrated in ethical real 

estate at New York University’s Gallatin 

School of Individualized Study.

For Elie Tahari’s fall collection, prices 

start at $148 for a twist neck top and go up 

to $498 for a double-breasted suit jacket 

with gold crest buttons.

“I’m trying to bring some newness to 

the fabrics and the yarns. In the future, I’m 

very excited to introduce some viscose and 

some more body-con looks. I think it’ll feel 

a bit more modern and exciting. But we also 

obviously want to continue to make those 

comfortable shift dresses for her to continue 

to wear to work. So I think it’s just bringing 

some more, as opposed to changing. It’s 

more of a gradual thing, but the influence is 

growing by the day,” said Jeremey Tahari.

Some 100 people work on the fashion 

side of the business, including those 

employees who work in stores including 

Aventura, Fla.; Fashion Island in 

Newport Beach, Calif.; Pembroke Pines, 

Fla.; National Harbor, Md., and Santa 

Monica, Calif. Jeremey Tahari said they 

are manufacturing all over the world. 

Eventually he’d like to add Elie Tahari 

categories and would love to design a 

collection under his own name as well.

Jeremey Tahari said a key initiative is 

modernizing the website to give it a more 

elevated look. He said they’re showcasing 

ghost photos, so you see the product and 

not as much the model. “I think it looks 

more consistent on the site. If you do ghost 

now, everything looks kind of unison and 

clean and nice. I think it was a big change 

for the site.”

FASHION

Jeremey Tahari Unveils First Elie Tahari 
Collection as CEO, Creative Director

Jeremey Tahari

Here and 

below: Fall 

looks from 

Elie Tahari.





ATTENDEE & SPONSORSHIP INQUIRES

GIULIA SQUERI

GSQUERI@FAIRCHILDFASHION.COM

REQUEST INFO

NOVEMBER 6 |  7 :30 PM

PALAZZO PARIGI

C.SO DI PORTA NUOVA, 1 , 20121  MILANO

ATTIRE

BLACK TIE

7:30 - 8 :3O PM |  COCKTAILS

8:30 - 1 1 :00 PM |  DINNER & PROGRAM












