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Oh, Baby!
Baby Jane Holzer, that is. She was one of the 

inspirations for John Galliano’s very pretty fall 

collection for Christian Dior, which skillfully 

mixed glamour and restraint. The big hair and 

ladylike accessories were all part of the fun. 

Here, a look that would have delighted Holzer 

in the Sixties, a fl ared fur coat, worn with short 

leather gloves and a top-handle bag. For more 

on the season, see pages 4 to 8.

See Nordstrom, Page17

Economy Begins to Bite:
Nordstrom Stays Course
Despite Bumpy Outlook
By David Moin

Nordstrom isn’t about to let a tough 
fourth quarter and soft outlook for 

the year deter its long-term objectives.
The Seattle-based specialty chain 

reported Monday that for the fourth 
quarter ended Feb. 2, net earnings 
dropped 8.6 percent to $212 million, 
or 92 cents a diluted share, from 
$232 million, or 89 cents, in the 
corresponding period a year earlier.

Total sales reached $2.5 billion, a 
4.4 percent drop from $2.6 billion in 
last year’s fourth quarter. Comp-sales 
declined 0.7 percent, not too far off the 
chain’s plan for flat sales. The company 
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PARIS COLLECTIONS
John Galliano proved in his Christian Dior show that pared-down and pretty 
— in other words, wearable — has more range than a sober sheath.

GENERAL
Nordstrom Inc. said fourth-quarter profi ts dipped 8.6 percent to $212 
million and sales fell 4.4 percent to $2.5 billion, as apparel sales slowed.

L.L. Bean said it will open its fi rst store in the Chicago area in September, 
the chain’s fi rst retail move outside the Northeast corridor.

A&F is marking the one-year anniversary of its London fl agship with the 
relaunch of its quarterly, weighing in at 200 pages and about $100.

Givenchy unveils the fi nal piece of its rejuvenation puzzle on Wednesday 
with the opening of a gallerylike Paris boutique.

TEXTILES: Despite economic concerns, designers and brands applauded 
Première Vision’s innovative fabrics, bold colors and artistic fl are.

RTW: The euro’s strength against the dollar is making carrying European 
labels too much of a burden for some American specialty stores.

Tse believes its new SoHo fl agship will position the brand to appeal to a 
younger consumer while absorbing the neighborhood’s energy.

EYE
With the Vanity Fair party out, the Governor’s Ball, normally just a stop-by, 
was more packed than usual after Sunday’s Academy Awards.
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● STOCKS UP: Retail stocks edged up on Monday after 
Standard & Poor’s reaffirmed its rating for Ambac Financial 
Group and MBIA Inc. The S&P Retail Index leapt 2.2 percent 
to 404.45, while the Dow Jones Industrial Average rose 1.5 per-
cent to close at 12,570.22. The broader S&P 500 increased 1.4 
percent to 1,371.80. Notable gainers included Aéropostale Inc., 
which jumped 4.7 percent to $28.26, Charming Shoppes Inc., 
soaring 17.4 percent to $4.53, and Coldwater Creek Inc., which 
grew 4.5 percent to close at $5.58. Target Corp. also increased 
2.3 percent to close at $53.25

● VYING FOR CHILDREN’S PLACE: Ezra Dabah, former chief 
executive officer and eager suitor of the Children’s Place 
Retail Stores Inc., filed suit against the firm in Chancery 
Court in Delaware Thursday, to compel the chain to have an 
annual meeting within 45 days, according to a filing with the 
Securities and Exchange Commission. This month, Dabah, 
who beneficially owns 5 million shares of the firm, or 17.2 
percent of those outstanding, said he and Golden Gate Private 
Equity Inc. were considering acquiring the retailer for about 
$578 million.

In Brief
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L.L. Bean to Open First Midwest Store
By David Moin

L.L. Bean is leapfrogging from the Northeast 
to the Midwest for the first time, with a store 

opening set for the Chicago area in September.
The 96-year-old purveyor of outdoor gear and 

apparel wants to be a national chain and also is 
working to secure a lease in the New York City 
region. But executives said the expansion is me-
thodical.

“We are very careful selecting markets,” Ken 
Kacere, senior vice president of retail, said 
Monday. “We really take a look at where our cus-
tomer base is, and where there are people who 
enjoy the activities we support. We are certainly 
moving across the country.” 

The 30,000-square-foot Chicago-area store will 
be in the Arboretum of South Barrington, an affl u-
ent northwestern suburb. The company has 12 re-
tail stores and 15 outlets in the Northeast, includ-
ing the 200,000-square-foot complex [including 
a full-price store and outlet] in Freeport, Maine, 
where L.L. Bean is based. There are plans to op-
erate 32 full-price stores by 2012.

Privately held L.L. Bean was founded by Leon 
Leonwood Bean as a one-room operation selling a 
single product, the Maine Hunting Shoe.

“We are looking to open more stores in the 
midcentral part of the country” in the near future, 
Kacere said, without specifying a timetable. 

The Chicago unit is part of a new generation of 
retail units L.L. Bean calls the “outdoor lifestyle 
store,” which includes the brand’s “outdoor dis-
covery school.”

“They’re built around this concept that we call 

‘learn, try, buy and enjoy,’” Kacere explained. It 
involves providing learning clinics on sports and 
recreational activities such as kayaking, fl y-fi sh-
ing, knot tying, cross-country skiing and snowshoe-
ing through in-store demonstrations or lessons at 
locations outside the store. Some clinics are free, 
others are $15. 

L.L. Bean also helps hook up customers with 
groups and individuals already involved in out-
door sports, and, of course, outfi ts them. 

“Essentially, there is something going on in our 
outdoor lifestyle stores all the time,” Kacere said. 

Other L.L. Bean stores with the lifestyle con-
cept are in Albany, N.Y.; Mansfi eld, Mass., and 
South Windsor, Conn. 

In the Chicago market, “we have a strong and 
dedicated customer base as well as abundant op-
portunities for high-quality outdoor recreation,” 
said Chris McCormick, president and chief execu-
tive offi cer of L.L. Bean. “We will offer our authen-
tic product selection of active, outdoor sports gear, 
along with our other popular lines such as kids’ 
and men’s and women’s casual apparel.”

The Chicago store will be built to U.S. Green 
Building Council’s LEED standards. L.L. Bean has 
six other “green” stores incorporating recycled 
and reclaimed materials as well as “state-of-the-
art” energy-effi cient heating, cooling and lighting 
systems, the company said. 

“Our wood fi xtures are made from pickle bar-
rels,” Kacere said. “We get them from all over 
the country.” The wood fl ooring comes “from old 
barns. That means we use no new wood. It means 
no trees had to come down. We also use a lot of 
recycled metal.” 

A&F’s Lifestyle: ‘Paradise,’ Clothing and Nudes
By Samantha Conti

LONDON — Abercrombie & Fitch’s Quarterly is 
rising from the ashes — in a more cerebral and 
sophisticated form, but still with the nudity that 
made it infamous.

The retailer is marking the one-year anniver-
sary of its London fl agship with the relaunch of 
its quarterly, which will weigh in at 200 pages and 
cost a whopping 50 pounds, or about $100.

A&F sees the relaunch as a way to celebrate 
the London store’s success. According to Tom 
Lennox, vice president of corporate communica-
tions, the store has exceeded internal expecta-
tions and is pulling in annual sales of $50 million. 
Sales per square foot are comparable to that of 
A&F’s New York Fifth Avenue fl agship, he said, 
although the profi ts are better in London.

The retailer will unveil the new version of its 
quarterly on April 5 at the store, which is located 
on the corner of Burlington Gardens and Savile 
Row. The book will feature erotic photography by 
Bruce Weber, who has long photographed A&F’s 
bare-chested men (and women); editorial is over-
seen by Tyler Brûlé, founder of Wallpaper and 
Monocle magazines, and creative direction is by 
Sam Shahid.

The limited-run, case-bound book will be print-
ed on heavy paper and distributed exclusively 
through the London store. The old quarterly was 
priced at $4 and was more of a magalogue. 

“The London anniversary was a great opportuni-
ty for us to bring back the quarterly,” said Lennox, 
adding the new title was a refl ection of the brand’s 
growth, evolution and more diverse audience.

A&F killed the original quarterly in December 
2003 after six years and more than $100 million 
invested. That title had become an albatross, in-
creasingly uncool to A&F’s demographic which 
had, at the time, started to move on. It also had 
turned into a perennial public relations problem 
for the retailer, lambasted by a variety of groups 
for its liberal use of nudity, teen drinking and sex 
in advertising A&F products.

“Our audience is much wider today, they’re 
more savvy, and have more of a global perspective. 
The old quarterly served its purpose and ran its 
course, and it was time for a change. It was about 
pranks — and more sophomoric,” said Lennox.

The new book is all about lifestyle, and will 
carry no branded A&F product. “We don’t want 
to be seen to be hawking T-shirts and jeans,” said 
Lennox. “It’s about communicating the elements 
of the brand.” 

Lennox declined to say how much A&F was in-
vesting in the new quarterly. 

The theme is “Return to Paradise,” and 
Lennox said the editorial has a “more intelli-
gent approach” with travel features that focus on 
Seattle; Waikiki, Hawaii; Los Angeles, and New 
Orleans; a story on hot U.S entrepreneurs under 
25, and one on the thrift and vintage clothing 
stores along Route 66.

Weber’s images are still erotic, with color pho-
tos of topless young men and women and scantily 
clad couples frolicking in lush, Edenic backdrops. 
Lennox called the images “beautiful” and said he 
was expecting British audiences to accept the nu-
dity better than the Americans would. “The Brits 
are less uptight,” he said.

Lennox said A&F viewed the quarterly as a “fo-
cused and effective” advertising tool, even though 
it will not actively sell or credit any A&F product. 

With the London store ticking along, Lennox 
said A&F was looking to secure other sites 
throughout continental Europe. He said Milan 
was a priority, and that the company was also 
looking for sites in Rome, Barcelona, Madrid, 
Paris and Copenhagen. He said the timing for all 
was “ASAP” and that the company was “close on 
a few deals.”

At the end of 2009, A&F plans to open its 
fi rst store in Japan, an 11-story, all-retail unit in 
Tokyo’s Ginza.

As for the Hollister brand, Lennox said the plan 
is to open four new Hollister stores in England 
later this year, mostly in mall locations. The next 
Hollister store will open in the Brent Cross shop-
ping mall in north London; the other sites are still 
under negotiation.

See all the fall 2008 collections and read 

WWD’s reviews, reportage and analysis 

at WWD.com/fashionweek/fall2008.

 PARIS
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Abercrombie & Fitch in London.



WWD.COM
3WWD, TUESDAY, FEBRUARY 26, 2008

By Miles Socha

PARIS — Givenchy unveils the final piece of 
its rejuvenation puzzle on Wednesday: a gal-
lerylike Paris boutique featuring a series of 
black-box display suites and a long, gleaming 
gold ingot for the cash wrap.

The new 3,750-square-foot flagship on 
the Faubourg Saint-Honoré, which opens to 
the public Friday, is a dramatic statement 
for a French house emboldened by recent 
success, including a return to profi tability 
in 2007 fueled by sales momentum on mul-
tiple fronts, particularly women’s fashions by 
Riccardo Tisci, who shows his fall collection 
Wednesday night.

“Our strategy now is very clear and it’s 
working well,” said Marco Gobbetti, chair-
man and chief executive of Givenchy, part 
of LVMH Moët Hennessy Louis Vuitton. 
“The company is now looking at a phase of 
faster growth.”

Like-for-like sales last year advanced 
25 percent — and doubled in the U.S. — as 
Tisci’s modern, edgy approach to the storied 
French brand gained popularity. Looking 
ahead, Givenchy plans a measured retail roll-
out and spies expansion potential across all 
product categories and geographic regions.

Gobbetti confi rmed that Givenchy recent-
ly renewed Tisci’s contract, lending some 
continuity to a brand that has seen a revolv-
ing door of designers, and a hodgepodge of 
styles, since the 1995 retirement of founder 
Hubert de Givenchy.

“I think Riccardo found his own way to 
merge the strong elements of the DNA of the 
brand with his own personality and vision of 
a woman,” Gobbetti said in an interview at 
Givenchy’s sun-drenched headquarters here. 
“The collections have pretty much found 
their positioning, structure and objectives.” 

Aristocracy, romance, irony and “chic el-
egance” are all part of the characteristics of 
Givenchy and “Riccardo was clearly instru-
mental in bringing modernity,” Gobbetti said. 
“This is a real strength because we’re work-
ing with the codes of the brand. It’s regener-
ating from within.” 

Gobbetti credited strong press support for 
helping fuel the business, with women’s wear 
now growing at 40 to 50 percent a season. 
Reviews for Tisci’s summer couture collec-
tion, inspired by Degas’ ballerinas, were the 
most encouraging yet and sales “started very 
strongly the day after the show,” he noted.

Market sources estimate Givenchy gen-
erates annual revenues of about 80 million 
euros, or $118.6 million at current exchange, 
while the new store should pull in an esti-
mated 6 million euros, or $8.9 million.

Gobbetti described a process of “restudy-
ing and reinventing the company” since he 
took the helm in 2004 after a long career at 
Moschino. This included a fresh start in the 
U.S. market, building from “almost nothing” 
to 6 percent of total turnover today, Gobbetti 
said. Givenchy closed its Madison Avenue 
fl agship earlier this year and is concentrating 
on key wholesale clients, including Barneys 
New York and Saks Fifth Avenue, plus inde-
pendents like Maxfi eld, Blake and Ikram.

And despite a slowing economy in 
America, “I expect we will do between 50 and 
60 percent growth” in that market, Gobbetti 
said. “I’m not discounting the economic cli-
mate at all. I think we have to be extremely 
careful this year.”

Other regions are equally dynamic for 
the brand, including China, the Middle East 
and all of Europe. In terms of product cat-
egories, all are on a growth track, includ-
ing men’s wear. After parting ways with its 
former men’s designer, Ozwald Boateng, 
last year and mothballing a second line, 
Givenchy has pursued a new men’s position-
ing with an in-house design team. “It’s more 
contemporary and in line with the overall 
DNA of the brand,” Gobbetti said.  “We’re 
restarting the men’s distribution in Saks in 
seven locations.”

The Paris fl agship, with 45 feet of frontage 
between Hermès and Boucheron, showcases 
the brand’s new spirit with a full selection of 
products, excepting beauty, in an atmosphere 
that balances spaciousness with privacy. The 

design concept, by Tisci and architect Jamie 
Fobert, is modern and minimal, but with rich, 
classic details inspired by Givenchy’s 18th-
century headquarters on the George V.

The black boxes — which display ready-
to-wear inside — have lacquered, charred 
oak on the outside and elaborate moldings, 
albeit inverted, on the inside, along with par-
quet fl oors in various shades and variations. 
The effect is of discovering several different 
boutiques within one store: the oak-paneled 
VIP room evoking an English library. Another 
box lined in black leather expresses Tisci’s 
darker side.

Handbags and accessories are displayed 
on a long counter lining the narrow and deep 
store, with rtw displays on mannequins sus-
pended from the ceiling.

Small leather goods, eyewear and other 
accessories are housed in drawers. Footwear 
is showcased at the back, with Louis XV 
chairs reconfi gured in a quirky, Goth-inspired 
way by Tisci.

Accessories account for roughly 45 percent 
of the Givenchy business; men’s wear 35 per-
cent, and women’s wear 20 percent. Gobbetti 
said the fast-growing women’s business would 
eventually be balanced with men’s.

Classic leather goods have long been 
the lifeblood of Givenchy, but the company 
recently emphasized fashions, fi nding par-
ticular success with its Nightingale and 
Overnight handbags. Gobbetti is hoping the 
Postino, hitting stores for spring, will be the 
brand’s next winning style.

Gobbetti said the Paris unit represents a 
“new model” for Givenchy’s retail arm that 
will be replicated in forthcoming units. He 
said the format is likely to attract interest 
from franchise partners, but that retail ex-
pansion would be “controlled” and that he 
would still privilege the company’s wholesale 
clients. At present, Givenchy has two directly 
operated stores in France, seven in China 

and one in Japan. Coming this year, in addi-
tion to the Faubourg, are three more stores 
in China, plus one in Hong Kong and another 
in Macau, for a total of 16 locations.

Gobbetti also projects franchised stores 
to number more than 40 by yearend after 
adding locations in China, the Middle East 
and Eastern Europe. Any store opening 
after July will refl ect the new design con-
cept, he noted.

Although the Paris fl agship is the brand’s 
main event in 2008, the year will also see 
Givenchy reenter the watch business with 
Italian partner Global Watch Industries, with 
the fi rst collection unveiling at the Basel 
watch fair in April at an average retail price 
of 800 to 900 euros, or $1,185 to $1,334 at cur-
rent exchange.

On the marketing front, Givenchy will un-
veil a new Web site soon, but without an e-
commerce component.

Gobbetti said he expects growth this year 
to match last year’s and that investments 
would not compromise profitability. But 
there is work to do on the product side, ulti-
mately expanding categories to offer a com-
plete wardrobe. 

“Givenchy is one of the four brands that 
built French fashion,” he said. “It went 
through its ups and downs. We want to bring 
it back very quickly to where it belongs.”

Givenchy Displays New Spirit With Paris Flagship
Views of the new Givenchy fl agship in Paris.
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Christian Dior: And here’s to you, Mr. 
Galliano — for proving so delightfully what 
many showgoers this season suspected, 
hoped for, longed for, that pared-down 
and pretty (read: wearable) has more 
range than a sober sheath. Of course, 
in John Galliano’s world, range 
doesn’t materialize out of nowhere. 
“I’m always looking for heroines 
who make me dream,” he said. 
For fall, he found such gals 
in Baby Jane Holzer, Raquel 
Welch and the most shameless 
future mother-in-law ever, 
Mrs. Robinson, whose anthem 
played throughout much of 
his lineup. They inspired 
a Christian Dior collection 
Galliano called “pure 
glamour,” one that worked 
the joyful, high-voltage side of 
restraint to near perfection.

Suits? Dior’s got them in 
bright orange, red, lime green, 
purple and fuchsia in couture-
worthy silks and exotic skins, 
often worn under the shade 
of Stephen Jones’ giddily 
demonstrative hats. And just 
when you wondered what 
a girl’s supposed to don for 
quieter moments, out came 
a perfect double-breasted 
tweed coat and neat patent-
trimmed suit in an oversize glen 
plaid. There were furs like your 
momma had, only chicer, and simply 
cut dresses, the better to show off a 
splashy print, fl ashy embroideries or 
a fl urry of orange feathers tickling the 
knees. As for evening, guess what? The 
Oscars notwithstanding, it turns out that 
it’s not illegal to design or wear a gown 
in a color other than red. 

Retro? Yes, in a fabulously big hair, 
thick eyelash, matchy-match accessories 
kind of way. That part’s the dream that 
gets Galliano going. The reality — 
polished, upbeat clothes for women who 
don’t sleep in jumbo rollers under a net — 
is even better.

Pure Glamour
PARIS

fall ’08fall ’08

See all the fall 2008 collections and read 
WWD’s reviews, reportage and analysis at 

WWD.com/fashionweek/fall2008.
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Fashion Scoops
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ART NOUVEAU: Forget about martial 
arts: Lucy Liu is wielding a paintbrush 
and turning out large-scale canvases. 
“I have an exhibit opening in Munich 
on May 8,” Liu said at the Christian 
Dior show on Monday. “I have been 
painting ever since I was 18.” Also 
quite the Francophile, Liu said she 
was taking intensive French classes. 
“I work a lot with UNICEF, and I want 
to be able to not use a translator,” she 
said. Clotilde Courau is likewise adding 
another string to her bow. The French 
actress has penned a musical show 
called “En Douce,” featuring tracks 
by Serge Gainsbourg and with herself 
in the starring role. It will make its 
debut in the fall. French actress Marina 
Hands next month starts fi lming “Le 
Code a Changé,” directed by Danièle 
Thompson, alongside Emmanuelle 
Seigner. Back in the third row at Dior, 
with a big smile, was Italian designer 
Anna Molinari, a big fan of the house, it turns out. “I think [John] Galliano
is the best designer in the world. After that, there’s Anna Molinari,” she 
said with a laugh. The designer said she just bought an apartment in Paris 
for her daughter, Rossella Tarabini, in Saint Germain des Prés that boasts a 
view of the Deux Magots cafe.

Penélope Cruz’s little sister, Mónica, who sat front row, said she’d taken 
time off from shooting her latest fl ick, “Love My Mum,” to see the show. 
“We’re fi lming between Spain and Morocco,” she said, adding that, aside 
from her gig for Spanish retailer Mango, she just shot an ad campaign for the 
Japanese leather goods brand Samantha Thavasa.

GET UP AND GO: Karl Lagerfeld just 
goes with the fl ow, which, in his 
case, is a torrent of collections and 
shows, including ones for Chanel, his 
signature label and a special Fendi 
presentation this week. “I live in 
my own little world, sketching and 
drawing. I’m told what to do every 
day. I didn’t even know where this 
[party] was till I came here,” he said 
Sunday night upon arrival at the Mini 
Palais restaurant, site of an event 
toasting the European launch of T 
Magazine, hosted by Suzy Menkes and 
Stefano Tonchi, and the International 
Herald Tribune’s Stephen Dunbar-
Johnson. Other designers were feeling 
the pressure. “We have to get back to 
the studio to go over makeup,” said 
Viktor & Rolf’s Rolf Snoeren, looking 
a tad tense, while Jean Paul Gaultier
said he was going to have to pull a 
Cinderella to manage a late night. 
Lagerfeld muse Amanda Harlech said 
she’s been researching a book project 
for the designer. “It’s about a fi ctional 
character, born in 1919, who marries 
fi ve times,” she said. Colette’s Sarah 
Lerfel, who turns to Coca-Cola to keep 
her energy levels up, disclosed that 
Juergen Teller would be coming to 
the store today to sign his new photo 
tome based on the Vivienne Westwood 
campaign. Smokers held court on 
a packed pavilion outside. “It gives 
you a good excuse to leave a room,” 
deadpanned Jarvis Cocker of Paris’ 
new smoking ban. The lanky Britpop 
singer hinted at a project for an 
upcoming Wes Anderson fi lm.

ON THE RECORD: Spinning some records 
seems to be the favorite way for designers 
to blow off steam these days. Gareth Pugh
is slated to hit the decks tonight at a party 
hosted by Richard Mortimer of Boombox fame, 
while YSL’s Stefano Pilati and actress-designer 
Chloë Sevigny are in the lineup for Saturday’s 
Colette/Self Service bash at Le Lup.

SNAP HAPPY: Dutch model Iekeliene Stange is 
doing double duty at the Paris shows. During 
lulls between getting her hair and makeup 
done at Dior on Monday, she shot black-
and-white photos of backstage goings-on — 
“from my perspective,” she said. Stange said 
she plans to mount an exhibition in London 
of numerous seasons worth of fashion. Already 
her images have had exposure in publications 
such as Muse, The Room, Madame Figaro and Japanese Harper’s Bazaar.

Lucy 
Liu

Mónica 
Cruz

Marina 
Hands

Dior’s Kris Van Assche fl anked by 
Viktor Horsting and Rolf Snoeren.

Iekeliene Stange and 
her trusty camera.

▲ Karl Lagerfeld, 
Alber Elbaz 

and Jean 
Paul 

Gaultier.

Stefano 
Pilati with 
Joana 
Preiss.



Rick Owens

Wild Cards

Rick Owens: In an artful and edgy fall 
collection, Rick Owens made a strong case 

for the urban warrior. Every look was built 
on intimidating black leather boots, some that 
bunched, others that laced up over the knee and 
unzipped into chap-like flares, and saggy, slim 
knit shorts à la men’s boxer briefs. It made a 
strong platform for the collection’s real message: 
aggressive outerwear. Here, Owens went whole hog 
for the hard stuff, as in coats and vests toughened 
up with stiff funnel necks, off-center zippers and 

lots of details in the back — origami- and cape-like 
effects, and sculptural structures that protruded from 

the shoulders like pipes — tempered with long, lean 
arms. It was an exercise in avant armor, one that Owens 
really zeroed in on with paneled leather jackets trimmed 
with exaggerated peplums and topped off with snug little 
helmets. Of course, Owens isn’t without his soft side, as 
shown in the finale of graceful furs — sheared minks that 
tied at the chest and fell into languid folds.

Rick Owens

Isabel Marant

PARIS
fall ’08fall ’08

La vie sauvage was a strong motif 
on the Paris runways as designers 
let loose with leather, feathers and 
fur — not to mention tribal themes 
and racy animal prints.
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Isabel Marant: Once again, Isabel Marant fl aunted 
her near-foolproof, mix-and-match formula for easy 
street looks. Her stable of basics — boyish knits, boxy 
blazers and simple tunic dresses — this season, spiced 
up with an Eighties shoulder or micromini, was in 
full, effortless effect. As was her palette of dusty and 
shadowy tones. Indeed, it called for a shot of color, 
which Marant delivered two ways: fi rst, by satisfying 
her signature ethnic quotient with vaguely Native 
American-style prints and embroideries and a little 
fringe trim, to boot. And secondly, via lumberjack-style 
fl annel shirts and dresses in red and bright blue plaids. 
Some terrifi c fur-lined vests and jackets kept the look 
rustic yet undeniably chic, and even sexy, thanks to the 
slouchy long-john leggings and suede boots. 

Sharon Wauchob: Sharon Wauchob moved into dark 
terrain for fall, maintaining her edgy vision while 
tempering it with a growing feminine sensibility. 
Even the collection’s tailored pieces, which focused 
mainly on sculptural, deconstructed jacket and silk 
skirt combos, came softened with sprays of glossy 
goat’s hair, feathers and romantic ruffl es bunched at 
the neckline or edging a skirt. But it was in Wauchob’s 
range of pleated silk chiffon dresses beautifully doused 
in gray, dark violet, rose and inky-blue mottled prints 
that the womanly note was really heard, with the 
designer delicately manipulating fabric by gathering 
and knotting it at the bib, adding fl ourishes of fur or 
adjusting the volume of the frocks with drawstrings. 

Balmain: Since he took over at Balmain a couple of 
seasons ago, Christophe Decarnin has brought zip to 
the dusty house with supersexy, supershort dresses. 
While he continued to endorse that look, this season 
the designer took Balmain deep into the jungle with 
an animal theme that played out with tiger-pattern 
decoration on dresses — from mini to maxi — or 
leopard-print, hip-hugging trousers. Ornamentation was 
the focus, as most of the slinky silhouettes were familiar 
territory. A sequined snake slithered across a pair of 
skintight pants, while masses of silver sequins glistened 
on the shoulders of a zebra jacket. Paired with high-
heeled fringed Pocahontas moccasins, many of the looks 
had a trashy Eighties rock edge. These may appeal to 
die-hard party girls, but a subtler hand would have 
deepened the resonance of Decarnin’s Tarzan scream. 

Revillon: In his debut collection for the French furrier, 
Peter Dundas, formerly with Emanuel Ungaro, offered 
a fetching mix of Scandinavian and Eskimo references. 
A badger-and-rabbit coat was decorated with Nordic 
embroidery, while a fox coat came embossed with Inuit 
patterns. Other covetable items: a voluminous lynx 
coat and a sheepskin number with intarsia flowers. 
Dundas complemented the modern furs with slouchy 
silk dresses in soft prints.

See all the fall 2008 collections and read 
WWD’s reviews, reportage and analysis at 

WWD.com/fashionweek/fall2008.

Isabel Marant

Revillon

Sharon Wauchob

Sharon WauchobBalmain
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A.F. Vandevorst: Duality in layered, monochrome male-female 
couplings was the underlying theme for designers Filip Arickx 
and An Vandevorst’s 10th anniversary collection, seen in a 
tailored cape jacket, say, worn over a soft velvet dress, or in a 
vermilion-hued silk blouse layered over a mannish coat.

Cacharel: For their debut collection, presented on mannequins 
bedecked with playful animal masks, Mark Eley and Wakako 
Kishimoto went back to school with girly dresses and knits printed 
with colorful graphics, including images of the Eiffel Tower, 
certain to brighten up wintry days.

Bruno Pieters: Belgian designer Bruno Pieters’ elegant, gender-
bending collection hinged on gray stick-to-the-ribs suits worn 
with cashmere trenchcoats and tailored jackets paired with 
pants wrapped at the waist or fl oor-length woolen skirts.

Cher Michel Klein: Riffi ng on Eighties classics, Michel Klein 
sent out a lineup of body-conscious knitwear, men’s tailoring 
and shimmering dresses.

Bless: Desiree Heiss and Ines Kaag were in full transportation 
mode — showing in an airplane hangar-like space as models 
played with remote-control cars and helicopters — and they 
delivered great travel-friendly clothes, such as cozy knits and 
slouchy coats, plus a few kooky Oriental rug-turned-jackets with 
a magic carpet-ride vibe. 

Gaspard Yurkievich: Brazilian designer Gaspard Yurkievich 
evoked Seventies Parisian chic à la the young Loulou de la 
Falaise, viewed through his ever-kitsch lenses, showing scarf-
print dresses with chunky golden chains, zip-splattered tailored 
jumpsuits and quilted nylon pantsuits.

Peachoo & Krejberg: For their Paris debut, Peachoo Datwani 
and Roy Krejberg turned out a moody lineup of voluminous 
dresses, some with woolen embroidery, and elegantly 
constructed crocheted sweaters draped over chiffon dresses 
and fl owing trousers.

Véronique Leroy: While Véronique Leroy’s multicolored tweed 
jackets and A-line skirts offered a conservative option for the 
Ladies Who Lunch, her body-hugging red or electric-blue knit 
dresses and oversize knits were unfl attering. 

Manish Arora: Favoring fantasy over reality, Indian designer 
Manish Arora delivered a dizzyingly vibrant, glitter-
heavy parade of Eastern gladiators clad in armor-inspired 
embroidered costumes.

Robert Normand: A yellow wool coat with exaggerated feminine 
contours was one of the few standout pieces in Robert 
Normand’s minidress-centric lineup, which was confused by a 
mishmash of inspirations, including pop artist Peter Stämpfl i, 
19th-century German tapestries and a dash of disco.

WHAT COULD SCULPTURE POSSIBLY HAVE 
TO do with down jackets? Giambattista Valli 
intends to show the fashion pack on Friday night 
when he unveils his fi rst collection as creative 
director of Moncler’s Gamme Rouge line, applying 
a romantic approach to a cold-weather staple.

“I worked a lot with volumes,” Valli said 
during a preview, as a model rotated in an egg-
shaped coat in silk duchesse the color of slightly 
yellowed marble. “It’s to give a quilted jacket 
the attitude of something you could wear with 
an evening gown — or in a sporty way. There’s 
an attitude, but it’s very easy to wear. You just 
zip it up.”

Valli, whose three-year-old signature 
collection is prized for its distinctive, couturelike 
details and techniques, took a three-dimensional 
approach at Moncler, creating jackets in modifi ed 
pyramid, round and hourglass shapes. Among 
the images on his inspiration board are those 
of works by the neoclassical sculptor Antonio 
Canova. Silhouettes are central, which is why 
logo zipper pulls are discreetly painted tone-on-
tone. Some coats and vests are decorated with 
intricate embroidery. Among the 40 pieces in the 
collection, Valli sought to offer plenty of what 
he called “contemporary alternatives” to fur or 
plain-cloth outerwear.

At Gamme Rouge, Valli succeeds Alessandra 
Facchinetti, who had brought buzz and 
fashion currency to a fast-growing brand that 
generates sales north of $200 million. Valli 
plans to present his designs in a still-life 
presentation amid the sculptures at the Antoine 
Bourdelle Museum, putting them in a context 
of permanence. “I want to do pieces that are 
timeless and ageless,” he said, noting that 
they’re versatile, too: “You can go to Gstaad 
[in them], or you can go to the theater or just 
downstairs to buy fl owers.”

WWD.COM
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more from the shows...
Gaspard 

Yurkievich
Bless

See all the fall 2008 collections and read 
WWD’s reviews, reportage and analysis at 

WWD.com/fashionweek/fall2008.

A jacket from 
Moncler’s Gamme 

Rouge line.
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With the Vanity Fair party out, the Governor’s Ball, normally 
just a stop-over for winners and presenters, was way more 
packed than usual after Sunday’s Academy Awards, and 
so getting in was more diffi cult. Spike Lee and Wesley 
Snipes found this out the hard way when they went up to 

the security guards without a ticket and spent nearly 20 
minutes trying to fi nd a way in. “Mr. Jones, if you just wait a 

minute, we’ll take care of you,” a publicist told the director. “I’m not 
Spike Jonze,” he said. “I’m Spike Lee.” This didn’t do him much good, 
as 10 minutes later, he was formally denied entrance. Then when he 
tried to sit on a bench and make a phone call, a security guard told 
him to take a hike. “What do you think I am, a terrorist? Bin Laden?” 
he said. Of course, one wonders whether Lee might have had an easier 
time if he were a renowned white director. “This is all gonna change 
when [Barack] Obama gets elected president,” he said with 
a laugh, riding down to the lobby in the elevator with the 
hoi polloi. “Vote for Obama and we’ll all get into the 
Governor’s Ball.”

Across town, Elton John held his 16th annual 
Academy Award viewing party, sponsored by Chopard 
and benefi ting his Elton John AIDS Foundation. 
Sharon Stone showed up to the Pacifi c Design Center 
to schmooze with Simon Cowell, Minnie Driver fueled 
pregnancy rumors with an Empire-waist gown, and 
John hugged or politely planted a kiss on the forehead 
of nearly every attendee. 

Sean Penn loudly predicted that Daniel Day-Lewis
would win best actor before the Englishman claimed 
the prize. And best actress Marion Cotillard, who 
stopped by post-ceremony with Oscar in tow, 
received the loudest applause of the evening — of 
course much of it was coming from the Chopard 
table (the jeweler has dressed fi ve female Oscar 
winners in a row). 

Cotillard was one of the few actresses this year in 
even slightly fashiony frocks, in part because everyone 
is so terrifi ed of winding up on a worst dressed list. 
“Stylists have ruined everything,” said John Waters, who 
watched the broadcast from a table nearby. “Nobody 
wants to be Björk. I love Björk. We need Björk.”

Later, Stone and Jamie Niven called a bawdy 
auction that raised over $5 million and John sang 
duets with Mary J. Blige and Jake Shears, who 
was wearing a lime green corduroy Marc Jacobs 
suit. “Ladies always get to have all the fun,” 
Shears said. “For me, black tie means dress the 
opposite of everyone else in the room. I want to 
feel as unique as any woman walking around in 
a gown.” 

Calista Flockhart and Harrison 
Ford headed home around midnight, 
while across town, the Miramax 
bash was still going strong, high 
on the four wins for its fi lm “No 
Country for Old Men”: including best 
picture, best supporting actor (Javier 
Bardem), and best director and best 
adapted screenplay (Joel and Ethan 
Coen). Ethan Coen had no idea where 
he was going to store his little gold 
man, but he won’t be giving it away 
like Tilda Swinton said she would in 
her acceptance speech. “We’ll fi nd a 
place for it,” he said. 

Nearby, Bardem and Penélope Cruz
were dancing to Blondie, and Diane 
Lane was bobbing up and down on her 
husband Josh Brolin’s lap. “My buttons 
are bursting for him,” she said. 

Where were she and Brolin headed 
to next? “I’m not sure,” she said, which 
could have meant Madonna’s party at 
Guy Oseary’s house or Prince’s late-
night bash. “I’m up for anything. We got 
a babysitter.” 

OFF DUTY: While her Hollywood brethren jammed 
into the Kodak Theatre, Rachel Weisz had Oscar 
night off. The actress and her husband, Darren 
Aronofsky, joined a low-key crowd at The Box in 

Manhattan for an Academy Awards viewing party to benefi t the charity Only Make Believe.
It’s the fi rst time in two years the actress has watched the Oscars from the outside. 

In 2006, an expectant Weisz won the best supporting actress award for her work in “The 
Constant Gardener.” And last year she presented Alan Arkin the best supporting actor statue 
for his work in “Little Miss Sunshine.” On those occasions, Weisz hit the red carpet in a 
black Narciso Rodriguez number and a champagne Vera Wang confection, respectively. 

This year, though, she let her hair down in a way she couldn’t previously: The actress 
arrived fashionably late (she missed Tilda Swinton’s best supporting actress win, but did 
catch her own 2006 Oscar moment replayed during the “80 Years of Oscar” montages) and 
wore a gray knee-length dress, with very little makeup or jewelry.   

The thespian, who currently stars opposite Ryan Reynolds in “Defi nitely, Maybe,” 
seemed to enjoy the change of pace: Weisz and her hubby stayed for the live 20-minute 
performance that took place immediately after the awards ceremony — during which 
Raven O performed an uncharacteristically tame Oscars-themed song and dance number.
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Country Fair

Javier Bardem

Diane Lane 
in David 
Meister 
with Josh 
Brolin in 
Dolce & 
Gabbana.

Sean Penn in Giorgio Armani with Petra 
Nemcova in custom Roberto Cavalli.

Mary J. Blige

Minnie Driver in Pamella Roland.

Stevie Wonder with Tilda 
Swinton in Lanvin at Prince’s.

▼

Penélope Cruz in 
vintage Versace.

Sharon 
Stone 
in Dior 
by John 
Galliano.

Elton John with Diddy 
in Dolce & Gabbana.

Marion Cotillard gets a congratulatory hug.

Rachel 
WeiszEYE SCOOP 

Penélope Cruz in 
vintage Versace.

Minnie Driver in Pamella Roland.
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Sean Penn in Giorgio Armani with Petra 
Nemcova in custom Roberto Cavalli.



premiere manhattan   

you
do

933 Broadway
Flat Iron District. Neighboring retailers include: 

Bang & Olufsen, ABC Home & Carpet, Geox, UA/Regal 

Theaters, Equinox, Miss Sixty.

440 Broadway
Soho. Neighboring Retailers include: Top Shop, 

Madewell, CB2, Muji, Scoop, Z Gallerie, Starbucks, 

Bloomingdales

446 west 14th
Meatpacking District. Neighboring retailers 

include: Apple, Hugo Boss, Moschino, Carlos 

Miele, Helmut Lang, Jeffrey.

    Thor Equities is the preeminent  

  landlord for New York City properties  

  that provide retailers with an 

opportunity to occupy the 

hottest spots of Manhattan. 

Spanning from Midtown 

to Downtown and every-

where in between, these 

locations capitalize on 

urban chic in high traf-

fic retail corridors to 

become a powerful 

venue to reach 

customers.

Now Featuring:

Broadway530



Leasing Contacts: Andrew Schulman -212.529.7412, Sam Sabin - 212.529.7413

530 Broadway offers the opportunity to 

occupy space in one of the most sought after 

retail neighborhoods in Manhattan. This space 

offers retailers the chance to be among the 

world’s leading brand names, such as Louis 

Vuitton, Kate Spade and Prada. With over 

15,000 sf of leasable retail space, this is an 

ideal location for an impressive flagship 

store. Join this  chic  neighborhood with 

international cachet to take advantage 

of one of Manhattan’s highest traffic 

volume retail corridors.

   retail is now available

THOR EQUITIES

nyc?

530 Broadway

Neighboring Retailers include:

Armani Exchange 

Guess 

Hollister

Mango

Prada

Top Shop 

Uniqlo

Victoria’s Secret

Zara



By John Zarocostas

GENEVA — Twenty-two percent of raw cotton sold in the last two years was seri-
ously or moderately contaminated, which poses a burden for spinning mills, ac-
cording to a global industry survey.

The study by the International Textile Manufacturers Federation, based on 
data provided by 114 spinning mills in 23 countries that evaluated 72 cotton 
crops, found that 7 percent was seriously contaminated by foreign matter such 
as leaves, feathers, paper and leather. Other contaminants were fabrics made of 
plastic fi lm or cotton, and strings made of plastic or jute. Another 15 percent of 
cotton evaluated was moderately contaminated.

The mills either have to decontaminate or discard the cotton, which also 
could damage machinery.

The most contaminated cotton originated in India, Togo, Turkey, Mali and 
Uzbekistan. The clean cotton was produced in the U.S. in areas such as Memphis, 
the Texas High Plains, Pima, Ariz., and Southeastern California, along with 
Australia, Brazil, Israel and Cameroon.

The report found that 21 percent of all evaluations by the spinning mills re-
vealed the presence of sticky cotton, which remains a major challenge for the 
industry. Sticky cotton, which can gum up processing machinery, is primarily 
caused by feeding insects depositing entomological sugars on the plants, or it 
may be produced by the cotton plant itself.

The cottons most affected by stickiness was from Benin, Cameroon and 
Uzbekistan, and some U.S. cotton crops from parts of Arizona and California, 
while cotton hardly affected by stickiness originated in Greece, India, Turkey, 
Egypt, Zimbabwe and some U.S. cotton crops, including Southeastern California 
and the Texas High Plains.

In addition, the study noted that seed-coat fragments remain an issue for 
spinners worldwide, with 37 percent reporting they encountered them. The cot-
ton most adversely affected by seed-coat fragments was from India, Uzbekistan, 
Chad, Benin, Turkmenistan and the Ivory Coast. In contrast, seed-coat fragments 
were negligible in cotton from the U.S., Australia, Egypt, Greece and Cameroon.

Study Finds High Cotton Contaminant Levels

The last Tuesday of every month, WWD publishes the current, month-ago and year-ago 
fi ber prices. Prices listed refl ect the cost of one pound of fi ber or, in the case of crude oil, 
one barrel.

  Price on Price on Price on

Fiber     2/25/08  1/28/08 2/26/07

Cotton 71.82 cents 66.76 cents 55.73 cents
Wool $4.06 $4.18 $3.25
Polyester staple 88 cents 88 cents 85 cents
Polyester fi lament 81 cents 81 cents 82 cents
January Synthetic PPI 115.3 115.3 113.7
Crude oil $98.81 $90.71 $61.14

*The current cotton price is the January average on fi ber being delivered to Southeastern region mills, according 
to Agricultural Marketing Services/USDA. The wool price is based on the average price for the week ended Feb. 
22 of 11 different thicknesses of fi ber, ranging from 15 microns to 30 microns, according to The Woolmark Co. 
Information on polyester pricing is provided by the consulting fi rm DeWitt & Co. The synthetic-fi ber producer 
index, or PPI, is compiled by the Bureau of Labor Statistics and refl ects the overall change in all synthetic-fi ber 
prices. It is not a price in dollars but a measurement of  how prices have changed since 1982, which had a PPI of 
100. Oil prices refl ect last week’s closing price on the New York Mercantile Exchange of future contracts for light, 
sweet crude oil to be delivered next month.

The Fiber Price Sheet

By Katya Foreman and Emilie Marsh

PARIS — Despite economic woes and the strength of the euro against the dollar, high-
end brands and designers applauded Première Vision’s offering of innovative techni-
cal fabrics, bold color stories and underlining artistic flare for next spring.

“The economy is defi nitely a concern, but European fabrics are what differentiates 
us from the competition, it’s the icing on the cake,” said Trina Turk, president of her 
eponymous label, who reported a positive winter season. “When the economy is bad, 
you have to do something even more interesting. Customers need an emotional reason 
to shop. Basics are not the answer.”

While Turk noted that certain fabrics, especially wool, had seen price resistance, 
she said she would be increasing her budget for her spring and summer purchases. 
Wool prices have risen substantially in the past year due in part to a drought in 
Australia. Turk lauded textured wovens such as linen blends and cottons from 
F.A.N.S. Textile Factory and Texmoda Tessuti.

“The euro is killing the dollar,” said New York-based designer Erin 
Fetherston. “It’s very diffi cult. The fabrics have to be innovative and 
inspiring to warrant the high price tag. We have to inspire people to 
go shopping, especially now.”

While Fetherston enjoyed the explosion of vibrant fabrics at the 
show, she voiced concerns that taking bold directions also could be 
a risk factor, especially during cloudy economic times.

An artistic mood, seen in modern surrealist prints and Impressionist takes on the 
Pop Art genre was a clear direction for next season, according to many designers.

“We saw a rich variety of disturbed prints, such as blurred checks and free-hand 
[illustrations] inspired by Prada’s fairy collection,” said Jane Rowling, head of design 
at the British fashion chain Principles, who predicted that cosmetic colors, such as 
Sixties brights, will be hot for next spring.

“Paint-brush prints and stroke prints are very strong, as are prints with an abstract 
modernist feel,” said Anna Fahy, designer for the U.K. fashion chain Dorothy Perkins, 
noting that overdipped dyes were also key for summer 2009.

Several mills reported a satisfactory show despite the fashion industry’s gloomy eco-
nomic perspective. However, some saw fewer orders, although with better quality.

“All of the main U.S. brands have shown up, as the fair has 
been better timed in view of New York’s ready-to-wear 

shows,” said Thierry Filafero, export manager for 
Hurel, which took orders from the likes of Ralph 

Lauren and Dolce & Gabbana. “People are asking 
for rich textiles, something that makes a differ-

ence — the opposite effect of a gloomy econom-
ic atmosphere.”

Hardy Amies, part of the design team 
from the fi rm Savile Row, was pleased with 
the fair’s offer of luxurious yet technical 
fabrics. The brand is looking to substan-
tially develop its women’s line. Cerrutti’s 
ultralightweight blend of cashmere and 
linen scored top notes.

Vesna Milinkovic, Savile Row’s head of 
rtw, said the brand was moving away from 
“in your face” unconventional fabrics. For 
spring 2009, the focus will be on natural 

fabrics with technical fi nishes, such as a 
chalky effect on a linen.

“It’s more about washes and treatments,” 
Milinkovic said.

Hans Schreiber, creative director of Forster 
Willi, which produced the range of embroidered 

guipure fabrics that featured in Prada’s fall show 
last week, said designers were after hidden luxury, 

such as embroidered textiles that resemble weaves.
“They’re after modern, interesting hands 

and volumes,” he said, showing one of the 
fi rm’s best-selling embroidered cotton fab-
rics. “It’s a soft, round, complex fabric with a 
hand that cannot be achieved by any weaving 
technique.”

Certain designers were in the mood to ex-
periment. Belgian Walter Van Beirendonck 
said he’d been sourcing clothing fabric in the 
accessories section.

“I’ve come across some really special 
fi nishes, such as silk with techno surfaces,” 
said Van Beirendonck, adding that the most 
interesting trend to emerge was the fusion of 
natural with synthetic fabrics. “A few years 
ago, one would have never imagined such 
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Cutting-Edge Offerings Pay Off 

“The economy is 
defi nitely a concern, 
but European 
fabrics are what 
differentiates us from 
the competition.”— Trina Turk, designer

Forster Willi’s tulle embroidered with free-moving polyester circles. Inset: The Colorfi eld’s 
painterly fl oral print. 
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combinations. There are some amazing tactile sensations at play, 
a new approach to the feel of fabrics.”

Eric Wright, who designs the Cavalli men’s line, said he was 
shopping for “ultralightweight” women’s fabrics to use in his 
spring ’09 men’s collection.

Many visitors observed a quieter turn-out.
“Middle-market brands from the U.S. have skipped the show 

this season,” said Ken Mulligan, sales director of New York-based 
fabric supplier JP Doumak.

“There is defi nitely pressure on prices, but this is less relevant 
to the high-end textiles sector,” said Guglielmo Minni, chief ex-
ecutive offi cer of Larusmiani, a Milan-based cotton specialist.

Bestsellers at the fair, he said, included cotton linen and cot-
ton silk blends, as well as high performance stretch fabrics. While 
the fi rm’s eco-friendly line is growing, Minni said designers are 
still prioritizing image and style. Noting a slight dip in business 
with American designers, trade with European brands was up by 
around eight percent for the mill in 2007, he said.

Some mills noted a shift in buying behavior, with designers 
asking for smaller quantities of a variety of fabrics in shorter lead 
times, in a bid to stimulate the market.

“It’s now a question of running, not walking, to keep up,” 
said Ju Hashimoto, sales manager of Japanese cotton specialist 
Itoi Textile.

Hashimoto estimated that business was up by around 20 per-
cent on last year’s fair, with growing demand from European 
designers for special Japanese fabrics. Bestsellers included an 
eco-friendly Sasawashi paper fabric, as well as linen and cot-
ton blends.

“Japanese fabrics are very technical,” said Pernille 
Schwartz, women’s designer for Copenhagen-based label Won 
Hundred. “They have come much further in their research than 
European mills.”

Schwartz lauded Japanese Mill Iwanaka Co. for its bleached, 
stained batik prints.
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for PV Mills
By Robert Murphy

PARIS — Economic uncertainty contributed to a decline in visitors and reined in order writing at 
last week’s Texworld fabric fair at Le Bourget exhibit halls here.

Organizers said 17,100 people visited the four-day event, a decline of 4.4 percent compared 
with last year, and cited a softening economy and that companies seemed to be traveling to the 
show with fewer people than in the past. Much of the decline was attributed to a marked drop in 
visitors from Europe, although there was an uptick of attendees from Russia and other Eastern 
European countries.

Buyers said they would exercise restraint as a result of the tough business environment, with 
most indicating they would keep budgets on par with last year. Some, however, reported nascent 
signs of better business trends since the beginning of the year, which augured well for exhibitors, 
most of whom said business had been good, but not as strong as in years past.

With 800 exhibitors from 40 countries, Texworld traditionally draws a wide cross section of major 
retailers looking for bargain textiles in bulk. Exhibitors at the fair have moved more upscale re-
cently and more fashion brands have started to attend. Still, buyers have become habituated to fi rst 
visiting the more upscale Première Vision show, which runs concurrently, to get a read on the trends 
before coming to Texworld to place orders. That trend seemed to continue this year, especially as 
pressure on the bottom line has mounted.

“We do our core product here,” said Liz Holmes, a designer at New Island Clothing, a fi rm that 
supplies major retailers in the U.K. “PV is for trends.”

Most buyers said price remained their foremost concern. However, they also stressed there was a 
new appreciation for quality and more luxurious fabrics from their customers.

“Customers are willing to pay more for quality,” said Julie-Anne Boothby, manager for fabric and 
color for Marks & Spencer.

“Price is very important,” said Linda Gray, a designer with Britain’s Citilites dress brand. “Our 
budget is the same as last year.”

Glorie Martywa, product manager for Amsterdam’s Vanilia fashion brand, said, “We went to PV 
and it’s more interesting here for us. Price is important, but we’re also seeing demand for quality. 
Business is getting better.”

Buyers said geometric or fl oral prints topped their wish list and that bright colors, even neon, would 
be an important story going forward. Among looks that are going nowhere is ethnic, buyers said.

“It looks so dated,” said Rebecca Watson, a buyer for Sterling Group in Manchester that supplies 
department stores in the U.K.

Embroidery continued to be important. Indian mills like Ventures have changed their focus from 
ethnic looks to more jewelry-infl uenced styles, which proved popular with buyers.

“It’s not embroidery anymore, but surface ornament,” said Agush Murarka, a partner at Ventures.
Murarka said the bulk of his business at Texworld came from Europeans and Middle Easterners, 

adding that Americans seemed scarce.

Buying, Attendance Soften at Texworld

Itoi Textile’s paper fabric.
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By Rosemary Feitelberg

European shoppers visiting the U.S. are certainly getting a bang for their buck due 
to the euro’s might compared with the dollar. But in the months ahead, they might 

have a tougher time finding European labels in specialty stores.
With the greenback hovering near an all-time low, several domestic retailers are 

cutting back on their European buys and in some cases, dropping labels entirely to try 
to stretch their dollars. On Monday the euro’s exchange rate to the dollar of $1.4836 
was not terribly far from last November’s low of $1.4967 per euro, the weakest level 
since the European Union’s currency made its debut in 1999. 

Store owners are well aware the situation could get worse, given recent reports of 
sluggish manufacturing and signs of increasing infl ation in the U.S. Financial ana-
lysts and traders are counting on Federal Reserve Board 
Chairman Benjamin Bernanke’s semiannual economic out-
look Wednesday for a stronger indication of where the euro 
is headed. The global market certainly favors the euro, ac-
cording to Joseph Manimbo, a currency trader at Ruesch 
International. Should the 15-nation European Central 
Bank remain “hawkish” — and refrain from cutting inter-
est rates as it did a couple of weeks ago — that would only 
help the euro, he said.

As a result, retailers are keeping a close eye on Wall 
Street to try to gauge where prices might be headed. While 
major department store chains can slightly offset the impact 
of the weakening dollar via currency hedging, smaller inde-
pendents don’t have such fi nancial muscle. 

Matthew Culmo, co-owner of By George, a women’s spe-
cialty store in Austin, Tex., said, “Five months down the 
line who knows what the exchange rate will be?” 

Of course, that also means that American designers who 
source European fabrics are seeing prices creep up. Some 
are trying to absorb a portion of those increased costs to 
be more competitive with their European counterparts 
and often use that sacrifi ce as a selling point with stores, 
said Butch Blum, who owns a store by the same name in 
Seattle. Prices for European collections are jumping 20 to 
40 percent each season, whereas American ones that use 
European mills are climbing fi ve to 10 percent, Blum’s 
business partner and wife, Kay, said. “They are clearly try-
ing to capture some of the lost European business or gain 
market share,” he said.

In addition, many European sales agents the Blums 
know lost all their profi ts last year by underestimating 
landing prices. “They thought they estimated on the high 
side but the dollar continued to tank,” Kay said.

Christine Bailey, co-owner of Barbara Jean in Little 
Rock, Ark., said she has sliced her fall European buy in 
half, dropping Prada and Dolce & Gabbana. Along with 
the exchange rate, the minimums were too high to jus-
tify the store’s sell-throughs and Dolce & Gabbana’s fall 
collections used fabrics that are too heavy for the local 
climate, Bailey said. Canadian labels like Arthur Mendoza are benefi ting from the 
leftover money, she said.

“We are cutting back tremendously in designer sportswear entirely because the pric-
es are too high. Customers are just not buying that like they once did,” Bailey said.

To try to keep their customers as shoppers, some stores are searching for more 
timeless pieces that won’t look dated after a few seasons. Others are looking for more 
unusual styles that will justify a high-ticket purchase. Scott Malouf of Malouf ’s, which 
has stores in Lubbock, Tex., and Carbondale, Calif., said, “The caveat is it has got to 
be beautiful product — no more basic black pants at $600. It has to be the very best 
product with some novelty element.” 

Sara Albrecht, owner of Ultimo in Chicago, said she has been paying close atten-
tion to the descending dollar for the past three or four seasons and is spending a 
little less on European labels. But even in the instances when she is spending the 
same amount of dollars on a European collection, she is getting fewer units due to 
the exchange rate.

That said, Albrecht, who carries such labels as Gio Guerreri, Karl 
Lagerfeld, John Galliano and Piazza Sempione, said all her European vendors 
“have been great about understanding the issues and are very willing to work 
with me to make sure we have the best possible selling season. Some are send-
ing things on approval, not enforcing minimums, taking returns and trying to 
maintain their prices by changing production or eating some of the margins.”

But she knows full well that such generosity can only last so long. “I really 
don’t see things getting better and that worries me. I know as a businessper-
son, they can’t go on doing this,” she said.

As another way of curbing her European buy, Albrecht said she is less 
inclined to pick up jewelry and accessories in Europe — something she has 
done quite freely for years.

“I’m paying more attention to local designers and to designers in New 
York. I’m looking at things that I would never have probably looked at be-
fore,” she said.

Culmo of By George has dropped two or three European labels and has 
cut back its European buy across the board. He declined to identify the ones 
that will fall by the wayside, but did say he would use some of the money he 
would have spent for foreign labels for his Marc Jacobs’ buy.

“In the past two seasons, we’ve decided there is just no way we can in-
crease European orders with the dollar where it is,” he said.

While his plan is to hold off to see where things stand after the presiden-
tial election, he knows full well that the dollar could weaken even further 
before the new commander in chief is installed in the White House. For the 
time being, though, he is forging ahead with select European labels, Bottega 
Veneta and Lanvin, which are “selling incredibly” in his store. These two are 
excelling by offering customers top-notch designs, he said.  

With 2,000 square feet devoted to designer labels and 4,000 square feet 
earmarked for contemporary, Culmo said,  “Ready-to-wear designers with a 

more contemporary feel aren’t doing so well. The customer doesn’t see the value in 
those things. They would rather just buy contemporary.”

Marcy Schwait, who owns the Marcy G boutique in Cherry Hill, N.J., with her hus-
band, Saul, said she is defi nitely cutting back on European purchases, since prices 
have become so unaffordable. She declined to name the labels she dropped. Had she 
gone forward with certain labels, customers would have seen a $200 to $400 hike on 
the price of a two-piece outfi t. The average purchase at Marcy G is between $2,000 
and $2,500.

Marcy G has decreased its European buy by 30 percent and has dropped a few 
labels, but Schwait hopes to see a rebound. “Hopefully, the dollar will strengthen and 
we will go back to buying more European products.”  

In Seattle, the Blums anticipated the weakening dollar and dropped Stella 
McCartney two years ago. Their fall order for Philosophy by 
Alberta Ferretti will be consistent with last fall, but there 
won’t be as many units to sell. The narrower assortment is 
allowing them to build sales with strong labels like Malo 
and Moschino.

The Blums are spending much more time reviewing col-
lections in order to be more selective. Blum’s recent buying 
trip to Europe and New York lasted 17 days compared with 
his typical 10- to 12-day stay. And earlier this month, his wife’s 
New York buying trip lasted about 11 days — twice the time 
she usually spends. “We’re not just blindly buying something 
because it has a European label,” Blum said.

Butch Blum, who has been in business for 34 years and 
recently expanded his store, said, “We’re looking at far more 
product than we ever have. We’re investing more time and 
energy to be sure it fi ts our store and suits our customer. 
If someone is spending $1,000 for something, they want to 
know it will be in next season. We just had a staff meeting 
where we talked about the importance of being able to look 
the customer in the eye and say, ‘This will be in style in two 
or three seasons.’” 

This season to try to cut costs the retailer is taking a clos-
er look at accessories and underpinnings from domestic de-
signers instead of European ones.

In New Orleans, Mimi Robinson, owner of Mimi, said the 
escalating euro spurred her to drop Moschino for fall. She 
said she could not justify the increase in price for such girl-
ish styles. 

“It’s too ‘jeune fille’ for our customers. They’ll pay 
Moschino prices and above but not for little fl ippy skirts and 
shirts with ruffl ed collars,” Robinson said.

She is using some of those extra dollars to pick up Donna 
Karan and Douglas Hannant, and to order more from 
Michael Kors, an important resource in her store.

New York rtw designer Mikael Aghal, who launched his 
signature collection last year, said the euro’s strength has 
allowed him to open a number of accounts. “Basically, they 
told us that the euro is too high. There is defi nitely more 
demand for U.S. product.”

Not everyone is sold on the idea of scaling back European designers as a way to 
offset the weak dollar. Scott Malouf of Malouf ’s said, “In theory that works, but when 
you look at the European designer merchandise, sales are really strong. There is still 
a price-value relationship to the customer. Also, since we deal with a lot of higher-end 
product, that customer seems to be less affected.”

During a recent buying trip to New York, there was a lot of talk about the effect of 
the euro-dollar exchange rate on the U.S. apparel business, Malouf said. 

“It seems as though the East Coast and West Coast are feeling the pinch especially 
in the East where there is the investment banking community connection,” he said. 
“The heartland is still strong. We saw a 41 percent gain in European sales last year 
compared to 2006.”

Given that, Malouf plans to increase his orders for Etro, Piazza Sempione, Eskandar, 
Loro Piana, Basler and some of the other labels he carries. “The business is perform-
ing very well at retail. As much business as we did last season with the European 
luxury market, I felt as though we left some business on the table,” Malouf said.  

ON WITH THE SHOW: When Michael Ruff, sales manager for Cachet, a 
New York-based eveningwear company, tuned into the Oscars on Sunday, 
he saw red. While onlookers were still ogling actresses as they posed 
for arrival photos outside the Shrine Auditorium, Ruff was on the horn 
with his designers giving the go-ahead for replicas of Heidi Klum’s Dior, 
Anne Hathaway’s Marchesa and Katherine Heigl’s Escada. Jessica Alba’s 
eggplant-colored Marchesa also met his approval. Samples of Cachet’s 
versions will be shown next week and will be in stores in September.

Oscar viewing is a seven-and-a-half-hour commitment for Ruff, who 
tuned into the E network at 6 p.m. and “painfully watched Ryan Seacrest 
in his horrible Dolce & Gabbana tuxedo,” sat through all of the awards and 
fi nally turned off the after show at 1:30 a.m. The smattering of red dresses 
— including those worn by bystanders — immediately jumped out at 
him. As for the rest, Ruff said, “I thought everyone played it safe but they 
looked appropriate and they looked Hollywood. No one was over-the-top and 
spectacular. But they looked very pretty.”

Cachet designers will also draw upon Jennifer Garner’s black Oscar de la 
Renta gown and Penélope Cruz’s Chanel dress. With wholesale prices in the $89 
to $129 range, matching the designer’s exquisite beading is out of the question. 
“Obviously, we won’t be able to accurately duplicate those dresses,” Ruff said. 
“But with the others, especially the one-shoulder dresses, we will be able to do 
something more exact.”  

Ready-to-Wear Report
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The specialty store Barbara Jean is dropping Prada (left), 
and Mimi in New Orleans will no longer carry Moschino. 
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U.S. Stores Cut Back on European Buy

Katherine Heigl’s Escada 
gown was a winner with 
Cachet’s Michael Ruff.
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By Holly Haber

DALLAS — Journalists had 
been warned off interviewing 
Ashley Olsen during her ap-
pearance Thursday at Forty 
Five Ten here to promote her 
designer collection, The Row.

But the diminutive 21-
year-old celebrity, who often 
surprises people with her 
down-to-earth demeanor, ap-
proached anyway.

“It’s been great,” Ashley 
Olsen said of the label she 
produces with her twin, Mary-
Kate, via their Los Angeles 
conglomerate, Dualstar 
Entertainment Group. “It’s 
been a lot of work, but fun.”

So much work, in fact, that 
Olsen said she’s on hiatus 
from her liberal arts studies 
at New York University to 
focus on The Row.

Attired in The Row’s cash-
mere tunic and black leather 
leggings, Balenciaga boots 
and a little makeup, Olsen 
said the collection germinat-
ed during her sophomore year 
with a simple T-shirt. That led 
to the fi rst collection of 18 knits for spring 2007, which has since 
blossomed into 110 looks for fall 2008 — including fur outerwear.

“What it always comes down to is simple, clean lines and beauti-
ful fabrics,” Olsen said. “The whole collection is based on fi t and 
quality.”

Fall bookings so far total $2.5 million wholesale, said Rae Miles, 
who joined The Row in November as commercial director. The Row 
is sold to 25 top specialty stores in the U.S. and a total of 72 world-
wide, she noted.

Forty Five Ten owners 
Brian Bolke and Shelley 
Musselman threw a casual, 
three-hour party for Olsen 
at the store with a whimsical 
spread of Champagne, quiche 
and sprigs of red licorice. 
Olsen appeared promptly at 
4 p.m. and was a low-key but 
constant presence, even lin-
gering 30 minutes beyond the 
appointed duration before re-
tiring to the Mansion on Turtle 
Creek for a steak dinner.

Olsen’s taste for stream-
lined silhouettes in cozy fab-
rics has struck a chord.

“It’s done amazing,” said 
Bolke, as he was setting up for 
the event. “For our customers, 
who appreciate beautiful cloth-
ing, this is their go-to basic. We 
never mark it down.”

Unlike Elizabeth and 
James, the twins’ contem-
porary label, and the mod-
erately priced mary-katean-
dashley brand, The Row is 
not licensed.

The Olsen twins put their 
heads together on the design, 
but Ashley has taken the lead 

role at The Row while her sister continues acting, noted Miles. 
“Ashley is there full time, every day,” Miles said. “She’s in all the 
fi ttings, picking all the fabrics and making the fi nal decisions.”

Everything is made in the U.S., with the exception of the cash-
mere knits, in order to keep tight control, Olsen noted.

With the twins’ marketing clout, the possibility of developing 
The Row into a megabrand is very real. After all, the eight-year-
old mary-kateandashley label is on everything from lip gloss to 
shag rugs. 

“In due time,” Olsen said calmly. “I don’t want to expand too far 
too fast….I just take it one day at a time. There is endless opportu-
nity, and I want to make the right choices. I don’t see why it can’t 
grow further and further.”

As for Olsen’s fi rst trip to Dallas, the event was “really success-
ful,” Miles said Monday.

“We sold a lot of the more special pieces, which was great,” 
Miles reported, citing the $4,500 natural kangaroo coat and a $4,000 
seamed black leather poncho with raw edges. “We really had a good 
time. Ashley was surprised. The women were really chic. A lot of 
them had such great style. And we didn’t expect there to be so many 
women like that.”

NEW YORK — The developer of The Shops at 
Columbus Circle at Time Warner Center wants to 
put to rest one enduring myth: that vertical retail 
doesn’t work in Manhattan. 

Related Urban Development, a unit of Related 
Cos., has the numbers to prove its point. Year-to-
date sales are up 15 percent over the same year-
ago period and sales per square foot at the center 
average $1,500. Luxury merchandising units, The 
Shops at Columbus Circle’s reimagined version of 
the pop-up store, averaged per square foot sales 
of $3,300.

“So many people in New York misread the 
enormous value of being in a climate-controlled 
environment,” said Kenneth Himmel, president 
and chief executive offi cer of Related Urban. He 
credits some of the center’s success to the strategy 
of anchoring The Shops’ upper level with high-end 
restaurants and putting a Whole Foods market on 
the lower level. “We’re being approached by and 
talking to a much more luxurious type of tenant 
coming off Madison Avenue and Fifth Avenue,” 
Himmel said. “I couldn’t get them to budge and 

come over the West Side.”
Webber Hudson, executive vice president 

of Related Urban, said several retailers oper-
ate their top-performing units chainwide at The 
Shops. “J. Crew’s most productive store on a per 
square foot basis” is here, he said. “They’re burst-
ing at the seams and I’m working on a deal now to 
expand them. Sephora’s business is up strong and 
we’re talking about getting them more square foot-
age. Eileen Fisher’s store is the No. 1 unit in the 
chain. A|X Armani Exchange is enjoying strong 
increases and Tourneau’s business is huge. People 
are still buying expensive watches.”

In fact, Hudson said The Shops’ performance 
is all the more remarkable in light of the dif-
fi cult economic environment. He said foreign 
tourism increased 25 percent, while the local 
customer base continues to grow. Restaurants 
also racked up big numbers. Bouchon will do 
$6 million in 2,000 square feet of space and 
Landmark and Porter House each do $1 million 
a month in sales volume. 

— S.E.

By Sharon Edelson

NEW YORK — Tse believes its new 2,500-square-
foot SoHo fl agship here will position the brand to 
appeal to a younger consumer and absorb some of 
the trend-driven neighborhood’s energy. 

When Tse launched in 1989, its concept was to 
break away from cashmere’s traditional stodgy 
image. Tse, which is nearing selection of a new de-
signer, is not alone in that goal anymore as brands 
from J. Crew to Vince put a contemporary spin on 
the fi ber. The space at 120 Wooster Street replaces 
Tse’s longtime location uptown at 827 Madison 
Avenue, which closed in August 2006.

“We realized when we had the Madison Avenue 
location that we had a strong customer base down-

town,” said Augustine Tse, chairman and chief ex-
ecutive offi cer, who estimated fi rst-year sales of $3 
million for the new fl agship. “When we decided to 
relocate, SoHo felt like a natural fi t.”

However, the biggest factor to infl uence the 
brand will be the designer. In January, Tse said it 

was not renewing the contract of Tess Giberson, 
who was hired in September 2005. “We are very 
close to selecting a new designer,” Tse said. “We 
hope to have an announcement soon.”

The fl agship is a departure from the design of 
the Madison Avenue unit. Janson Goldstein de-
signed the SoHo store to feel open, airy and light, 
using plank wood fl oors, blond wood display tables 
and curvilinear stucco partitions. The original ex-
posed brick walls and skylights remain. Fitting 
rooms feature cashmere curtains.   

For spring, transparent knitwear pieces — 
sleeveless tops and long-sleeve cardigans made 
from nylon mesh with a fl oating cashmere trim 
and brightly colored pockets — will be sold exclu-
sively at the SoHo store. 

A transparent sleeveless top is 
priced at $400, a clear sleeveless top 
with cashmere stripes, $500, and a 
clear cardigan, $700.

“Accessories is a category that we 
would like to support moving for-
ward,” Tse said. “The main focus is 
to build Tse, Tse Men and tsesay. As 
the Tse brand categories grow, there 
is defi nitely the possibility for further 
expansion [in Manhattan]. Our uptown 
clientele is still extremely important 
to us and we have not ruled out anoth-
er location on Madison Avenue.”

A March 11 event to celebrate 
the fl agship’s opening will be hosted 
by Julianne Moore, and will benefit 
Friends Seminary, a private school on 
East 16th Street.

“Bart and I and some other par-
ents are working to endow a scholarship fund for 
Friends Seminary,” said Moore, referring to her 
husband, Bart Freundlich. “We love the school and 
want to give as many children as possible the oppor-
tunity to attend. Tse has been very generous to the 
school, and as a parent, I am very appreciative.”  

Tse Finds ‘Natural Fit’ in SoHo Ashley Olsen Touts 
Virtues of The Row

Vertical Retail Sees Boost in Manhattan

Despite the rising exchange 
rate and concerns about 

product safety, the vice chair-
man of Wal-Mart Stores Inc., 
Michael Duke, said Monday in 
Beijing that the retail giant’s 
level of procurement from China 
likely will remain steady this 
year at about $9 billion. 

Improvements in productiv-
ity will help counter infl ation of 
directly sourced products from 
China, said Duke, who oversees 
Wal-Mart’s international opera-
tions. While some product cat-
egories from China may decline, 
others will increase, he said, 
without providing specifi cs.

Chinese suppliers have been 
able to remain competitive in 
the face of infl ation, which is 

running at one of the highest 
levels in the last decade, and 
a rise in China’s currency, the 
yuan, by becoming more ef-
fi cient and enhancing quality, 
Duke said, noting that the Asian 
giant will continue to account 
for “a major portion of direct 
purchases by Wal-Mart for a 
long time.”

Chinese exporters have been 
hurt by the yuan’s rise against 
the U.S. dollar. Since July 2005 
when Beijing ended a direct 
link between the currencies, 
the yuan has risen by 16 per-
cent against the dollar. Local 
infl ation in China also has been 
a challenge for exporters who 
have seen prices soar.

Wal-Mart has been looking to 

its international operations for 
growth as it scales back expan-
sion in the U.S. Wal-Mart posted 
record and earnings sales, up 8.3 
and 4 percent, respectively, for 
the fourth quarter ended Jan. 
31, over the fi scal 2007 fourth 
quarter. Domestic same-store 
sales advanced only 1.6 percent 
in the quarter. 

Duke said sales in China 
are growing faster than the 
18 percent rate of Wal-Mart’s 
other non-U.S. operations. 
The Bentonville, Ark.-based 
behemoth operates 202 units 
in China, including 101 stores 
under the Trustmart name-
plate, a Wal-Mart spokeswom-
an said.

— S.E.

Wal-Mart’s China Sourcing to Remain Steady in ’08

Ashley Olsen amid spring looks by The 
Row at Forty Five Ten.

Spring looks 
from The Row.

The Tse 
fl agship.
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LOS ANGELES — For niche makeup brand 
Hourglass Cosmetics, the time to expand its reach 
is now.

After initially gaining distribution at Sephora 
in October, the Los Angeles-based brand expects 
to arrive on shelves in some 80 of the retailer’s 
doors by fall of this year. Hourglass’ luxury ap-
proach includes the $65 Veil Fluid Makeup, which 
contains Matrixyl.

“There 
are some 
customers 
that won’t 
go there,” 

acknowledged founder Carisa Janes of the price. 
At 34, Janes fi ts into the 30- to 40-year-old age 
range targeted by Hourglass. 

Hourglass has 60 stockkeeping units in Sephora 
stores. The brand’s bestselling product category is 
foundation, although $28 lip glosses vie for the top 
position because Hourglass has given Sephora ex-
clusives on certain hues.

Hourglass expects to generate $3 million in 
revenues this year, 50 percent of which is seen 
coming from complexion products, 28 percent 
from lip products and the remainder from eye 
and face palettes.

This spring, Hourglass plans to launch a $32 
Calligraphy liquid eyeliner, six new shades of $28 
Sheen lip gloss and an additional shade of $32 cor-
rective concealer.

In the summer, launches will include $48 Veil 
Mineral Primer, $25 Superfi cial Lash mascara and 
$46 Illume Cream-to-Powder Face Colour.

“The line will defi nitely be growing, and you 
will see a lot in the next year,” Janes said, noting 
that her intention is not to bombard customers with 
new items that don’t have points of difference.

Janes is the sole owner of Hourglass after buy-
ing out partners in November of 2006. The brand 
originally made its debut at Barneys New York in 
Beverly Hills in 2004 and entered the specialty re-
tailer’s San Francisco location in September.

Discussing her strategy,  Janes said: “I really 

want to make the doors that I have strong and suc-
cessful before aggressive expansion.”

— Rachel Brown

Diptyque Names Two Execs
PARIS — French scent and candle company 
Diptyque has appointed Fabienne Mauny execu-
tive director and Andrew P. Sedlock managing di-
rector of its North American operations.

Mauny previously held numerous roles at Yves 
Saint Laurent, including fi nancial controller of 
YSL Parfums and executive vice president of fash-
ion, where she oversaw boutique and wholesale 
distribution in Europe and the Middle East. Mauny, 
based in Paris, succeeds Francis Gros in the job.

Sedlock was formerly senior vice president, 
retail general manager of Nancy Koltes Fine 
Linens. He also has held positions as home fur-
nishings and decorations buyer at Takashimaya, 
Bergdorf Goodman and Bloomingdale’s. Sedlock, 
based in New York, replaces Jennifer Puckett in 
his new post.

Diptyque, which was founded in 1961, has 
been owned by London-based private equity fund 
Manzanita Capital since 2005.

Miller Harris Taps Harrison
LONDON — Ruth Harrison has been named man-
aging director of Miller Harris.

Harrison, who was most recently general man-
ager of Jo Malone U.K., will replace Christophe 
Michel in the position on April 7. Michel, who co-
founded Miller Harris with his partner, perfumer 
Lyn Harris, will take on the role of commercial di-
rector at the brand.

Harrison previously has held positions at The 
Body Shop and Elizabeth Arden. Miller Harris 
fragrances are carried in more than 350 doors 
worldwide.

— Brid Costello

BEAUTY BEAT

By Marc Karimzadeh

NEW YORK — In an era of emerg-
ing markets in unexpected places, 
synergies between unusual bed-
fellows and fast-changing tech-
nology, fashion graduates must be 
nimble and imaginative, particu-
larly about career options.

To that end, Parsons The New 
School for Design is creating a 
Master of Fine Arts program in 
fashion design and society, which 
intends to give students a wider 
perspective. The school import-
ed London designer Shelley Fox 
to lead the program, which is ex-
pected to be inaugurated with its 
fi rst students in September 2010. 

Donna Karan, a Parsons alum, 
had made the professorship pos-
sible with a 2006 endowment, 
and Fox will become the school’s 
fi rst Donna Karan Professor of 
Fashion Design.

“As a student at Parsons, I 
gained an appreciation of the 
impact of fashion and all forms 
of design on the world around 
us,” Karan said. “I am excited by 
the choice of Shelley Fox to lead 
this innovative program, which 
will open the eyes of the young, 
talented designers to the many 
ways in which fashion infl uences 
culture across the globe.”

Parsons’ goal was “to develop 
a graduate program that dealt 
with fashion in a broader sense, 
looking at fashion and society, 
and, from a business point of 
view, global culture and society,” 
said school Dean Tim Marshall. 
“Donna Karan endowed the pro-
fessional chair for someone to 
come in and develop that pro-
gram. She was very clear about 
saying, ‘This will be a high-level 

program with no more than 40 to 
60 students, really educating the 
leaders in fashion for the next 
generation.’”

Fox, who moved to New York 
a month ago, launched her epon-
ymous collection after gradu-
ating from London’s Central 
Saint Martins College of Art 
and Design in 1996, but stopped 
selling it commercially in 2004. 
Since then, she has focused on 
research projects and teaching. 
She was a senior research fel-
low at Central Saint Martins and 
course director of the Master 
of Art in fashion design and 
enterprise at the University of 
Westminster.

Fox is hopeful that the two-
year Parsons program will allow 
students to extend their horizons 
beyond design showrooms.

“I always collaborated with 
filmmakers, directors, chore-
ographers, and even with the 
Medical Research Council,” 
Fox said. “Donna and I agreed 
that there is a need to be more 

multifaceted and multitalented. 
Students have to have more than 
just being able to draw a great 
dress. We have to be able to also 
venture into other mediums.”

Her vision is for a program 
that will let designers who plan 
to work in the industry also be 
open to other areas that are in-
creasingly looking to fashion for 
creativity, such as interior design 
and architecture. 

Fox will spend the next two 
years formulating details of the 
course and its curriculum and 
assemble the staff. She wants to 
recruit faculty and students from 
the U.S. and abroad.

Meanwhile, Marshall said 
Parsons is being restructured, 
and the search is on for a dean of 
a newly created school of fashion.

“Parsons’ structure was set 
up by these larger schools with-
in Parsons,” Marshall said. “We 
had 12 to 13 scattered different 
departments, and we wanted to 
bring them into a larger disciplin-
ary group. Tim Gunn [now chief 
creative offi cer at Liz Claiborne 
Inc.] was the chair of the fashion 
department. We are now bringing 
other programs in fashion from 
across the school together.”

They include the M.F.A. in 
fashion marketing, a career-
changing program in fashion de-
sign, the Bachelor of Fine Arts 
in fashion and the new M.F.A. in 
fashion and society. 

“They all come together into 
a school of fashion and we’re 
searching for a dean of that 
school with over 11,000 stu-
dents,” Marshall said, adding 
the search was in its “mid-to-late 
phase.” An announcement is ex-
pected within a month.

Parsons Program Looks to Grow Perspective

Hourglass Expanding With Sephora

Shelley Fox

noted that the fourth quarter of 2006 had 53 weeks compared 
with the normal 52.

And in one of the strongest indications yet that the tough 
U.S. economy has begun to impact higher-end retailing, 
Nordstrom projected a decline of 3 to 5 percent in comp-store 
sales in the fi rst quarter of 2008 and earnings per share of 49 to 
54 cents. For 2008, the company projected earnings per diluted 
share of $2.75 to $2.90, and fl at to negative 2 percent comps. 

However, store executives assured Wall Street analysts 
that despite the numbers, Nordstrom’s aggressive program of 
full-line store openings and elevating assortments with ad-
ditional designer and upscale merchandise remains intact. 
They also said they worked hard to reduce bloated invento-
ries last quarter, and feel confi dent their core customers will 
continue to purchase at higher rates than the average shop-
per across the country.

“Our long-term strategy is the right one,” Blake Nordstrom, 
president, said during a conference call after the market 
closed Monday. “We have confi dence we can grow in new mar-
kets and add stores in existing markets.”

The plan is ambitious — to take the retailer to 140 to 150 
stores by 2015, from the current 102.

“There may be current economic issues, but we feel we 
are well-positioned now and for the future” to get greater 
market share and share of the customers’ wallet, Blake 
Nordstrom said.

Shares of Nordstrom rose 98 cents, or 2.7 percent, to close 
at $36.98 on the New York Stock Exchange Monday. Earnings 
were announced after market close.

But the retailer isn’t overlooking the bumpy road ahead in 
2008. As Nordstrom said, “In the short term we face challeng-
es in women’s apparel [overall] and regionally in California, 
in particular.” He also acknowledged that in the fourth quar-
ter, “We had more markdowns than in previous years.” The 
company overbought in the second half and had to cancel 
certain orders. 

However, Nordstrom and his team believe their core cus-
tomers, often considered “aspirational,” spend twice the rate 
of the average consumer on apparel. In the last 12 months, 
premium denim and contemporary trend items had “an excel-
lent year” while the Northwest, South and Midwest were the 
best regions for the business. Designer merchandise across all 
categories, as well as accessories and women’s shoes, were the 
best-performing categories. 

“Designer is a really growing part of our business. It con-
tinues to grow faster than any other category. We will keep 
investing,” said Pete Nordstrom, president of merchandising.

Overall, last year was a roller coaster. “The fi rst half was 
successful in terms of sales. But we had our share of challeng-
es in the back half,” Blake Nordstrom recalled.

For the year, net earnings rose 5.5 percent to $715 million from 
$678 million, and earnings per share rose to $2.88 from $2.55. 
There was a $20.9 million gain from the sale of Façonnable. 

Comp-store sales rose 3.9 percent — the sixth consecutive 
year of comp-store growth — and total sales reached $8.8 bil-
lion from $8.6 billion. Sales per square foot hit $402.

This year, Nordstrom has set seven full-line store openings, 
including March 7, in the Ala Moana Center in Honolulu. With 
210,000 square feet, it will be the chain’s largest opening this 
year, and fi rst in the state.

Subsequent openings are in Burlington, Mass; Clinton 
Township, Mich.; Thousand Oaks, Calif.; Indianapolis; 
Pittsburgh, and Naples, Fla. 

Nordstrom is also relocating in Tacoma, Wash., and will 
open Rack stores in Naperville, Ill. and Laguna Hills, Calif.

The most recent opening was two weeks ago in the 
Aventura Mall, in south Florida. “It has exceeded our plan to 
date,” Nordstrom said. “New stores are the most productive 
use of capital available to us.”

Renovations are important too, he stressed. “We will con-
tinue to invest in remodeling existing stores. We must keep the 
experience fresh and relevant for our customers.” Renovations 
in the Mall of America and downtown Portland, Ore., stores 
will lead to increased designer presentations in both units, he 
said. The plan is to remodel roughly six stores a year.

He also said Nordstrom by the second quarter will have “a 
single view of inventory across full line stores and direct giv-
ing us service improvements and effi ciencies.” He explained 
that means the different channels will be better equipped to 
share merchandise information, including the availability 
of goods and do a better job at meeting customer requests. 
Nordstrom currently has a $600 million direct business.

In a research note, analyst Jennifer Black of Black & 
Associates, reported: “We believe that Nordstrom’s man-
agement is focused on their long-term strategy of providing 
quality merchandise in a value package through multichan-
nel delivery options. Furthermore, the company has the fi -
nancial fl exibility and cash fl ow to navigate more volatile 
economic times with the ability to expand its store base, buy 
back shares, increase the dividend and invest in technology. 
Nordstrom is a core holding in a retail portfolio.”

Nordstrom Profi ts Drop, 
Forecasts Comp Decline
Continued from page one
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By Barbara Barker

MADRID — Citing shrunken budgets and the domestic retail 
decline, exhibitors at Madrid’s SIMM trade fair weren’t afraid 
of the “R” word — far from it.

“Recession? We’re feeling it,” said Juan Rodriguez, commer-
cial director of Dikton’s. “Consumers are readdressing their 
priorities and apparel is being affected. The domestic market is 
going into single-brand retailing; multibrand stores are not doing 
well and basic retailers are suffering. Nobody needs more basics, 
so we’re trying to promote impulse buying with a ‘wow’ factor.”

Rodriguez said Dikton’s, a high-end knitwear producer 
based in Barcelona, is chasing new business with a fall collec-
tion that features a range of mid-to-long cardigans with allover 
loop trim and dresses with a tulip-shaped skirt, fuller sleeve 
treatments or contrast stitching in gray, oatmeal, grape, jade 
and black. The line wholesales for 50 to 90 euros ($74 to $132 
at current exchange).

With 1,000 points of sale worldwide, Dikton’s sells to 150 whole-
sale accounts in the U.S. — or 10 percent of sales — including 
Neiman Marcus and Nordstrom. Spain absorbs 30 percent of total 
business with the remainder shipped to international markets.

Skittish consumer spending and a rising infl ation rate in 
Spain, where it’s currently 4.3 percent, has “reduced customers’ 
economic horizons, causing a general recession,” claimed Joyce 
Antaki, Spanish agent for After Six, a division of Medici, a U.K. 
producer of eveningwear and special occasion dresses. “It’s not 
the best of years; it’s not the best moment. Consumers have pri-
orities other than fashion, like a mortgage. Retailers are cutting 
back; they’re buying smaller quantities but they are buying.”

Antaki said easy-going silhouettes with less embellishment 
and short lengths in black are “really hot, and for every long 
gown, we sell nine short dresses.” Other key items include 
Empire-waist styles and shifts in velvet, poly-chiffon and lamé 
with cascading pearls or oversized sequin trim (wholesaling 
for $161 to $191).  

According to offi cial fi gures, the biannual fair, held Feb. 15-
17, drew 17,813 visitors, a 6 percent hike over last September’s 
show. Foreign attendance rose 7 percent, to 2,151. Exhibitors 
— about 800 — remained the same.  

The fair’s eclectic offering featured midmarket brands and 

classic silhouettes; a fl ood of knitwear with mixed elements, particularly for coats, 
sweater dresses, cardigans and coordinated accessories; short party dresses with 
toned-down frou; updated outerwear; a smattering of denim (major brands have 
generally switched from the Madrid show to Bread & Butter Barcelona), and past-
season carryovers like metallics, wrinkled fabrics and animal prints. Key colors 
were black, gray, pewter, brown, beige and the lilac family.

With one of the show’s most spirited lines, Ana Velasco, owner-designer of 
Anauve, a Madrid-based knitwear brand, said the label’s sales jumped 27 per-
cent in the last six months. Having seen buyers from Italy, Belgium, Portugal, 
India and Kuwait, she called the Madrid fair “fantastic.” 

“We do a compulsive sell with one-of-a-kind pieces. I always say I want to 
make knitwear that looks and performs like fabric. We have the product and 
everybody wants it,” said Velasco.  

Buyers snapped up a crossover-cable vest and cardigan coat in dusty 
mocha-gray (wholesaling for $80 to $139, respectively) and ingénue knit coats 
with three-quarter sleeves and puffed pockets in rustic pumpkin and rasp-
berry-colored wools.

The 25-year-old line, which included Empire-style nappa leather dresses 
with a wholesale tag of $442, sweaters, shawls and accessories, is distributed 
through 350 domestic doors. In the U.S., the spring line has been picked up by 
Bloomingdale’s and about 30 specialty stores in Texas, California and Florida, ac-
cording to Sever Garcia, of SGN Group, the company’s New York representative.

International vendors said participation in the Madrid fair broadens re-
gional export options. “Ninety-fi ve per-
cent of our visitors are Spanish; this is 
strictly a local fair. That’s fi ne by us be-
cause with 50 high-profi le shops, Spain 
is our second market after Scandinavia,” 
said Trina Lind, international sales man-
ager of Becksöndergaard, a Danish acces-
sories company.

She reported retailer caution. “Buyers 
are insecure about where the [economic] 
situation is going and our business re-
fl ects that.” The Copenhagen-based com-
pany’s star product is natural eel skin, for 
handbags and small leather goods.

SIMM’s next edition will be held July 
17 to 19, slightly earlier than in the past. 

Held just before SIMM, Madrid 
Fashion Week’s Pasarela Cibeles runway 
shows from Feb. 11-15  featured 37 design-
ers, two more than last year. Industry ob-
servers said creativity and innovation did 
not top designers’ priority lists. “It’s one 
thing to play it safe, another to send out 
boring clothes,” said one industry observ-
er. Once again, the Madrid shows contin-
ued to attract few foreign buyers. 

Trends played up short, pencil skirts; 
slim waist and huggy dresses or minishifts 
and a few balloon shapes; seasonless romp-
ers and very brief shorts; strong shoulders 
and volume plays in techno fabrics; tai-
lored high-waisted pants and scrunched 
stovepipes; still a little Sixties-Seventies 
retro, and loads of black — with shots of 
pink, orange, citrus green and plum.

Agatha Ruiz de la Prada tempered her 
explosive palette of red, lime, purple and 
tangerine with softer combos like berry 
and grape in cozy wools, fl annel and vel-
vet for a coherent grouping of waistless 
dresses, minishorts, long caftan-styles and 
playful skiwear with mix-match heart mo-
tifs and new this season, a robot print.

Barcelona-based Lydia Delgado, one 
of Spain’s most popular designers showed 
knubby wool rompers, refi ned embroider-
ies and Oriental references; Twenties 
silhouettes à la Peggy Guggenheim, and 
skinny fringe-trimmed cocktail dresses 
in black, white and fuchsia. Delgado sells 
through her own stores — one each in 
Madrid and Barcelona — and scattered 
wholesale accounts in Italy, Germany, 
Greece, Dubai and the U.S.

Newcomer Carmen March sent out su-
pershort skirts in printed silk jacquards, 
easy dress separates, small strong-shoul-
dered tops and ruched jackets and gloves 
to the armpit. Colors were chestnut, slate 
and dark wine. In her fourth season at 
Cibeles, the 35-year-old March opened her 
fi rst freestanding boutique on a commer-
cial alleyway in central Madrid last fall.

Juanjo Oliva stayed with exaggerated 
shapes — for instance, a voluminous cape 
in white silk taffeta over a swingy Fifties 
skirt and petticoat, and shapely feminine 
dresses including a series of fl oor length 
styles in black and white satin and silk 
crepe. The 37-year-old designer has a 
trendy following here and sells — mostly 
made-to-measure — through his Madrid 
store-workshop called Egotherapy.
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Madrid Exhibitors Up ‘Wow’ Factor to Raise Demand
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GOODBYE AND HELLO:
Monday marked the 
fi rst day of a regime 
change at Brant 
Publications, where 

Fabien Baron and Glenn O’Brien began their new jobs as co-
editorial directors of its titles, Interview, Art in America and 
The Magazine Antiques. The day also marked the end of 
Ingrid Sischy’s era as Interview’s editor in chief. 

Sischy remained in the offi ces very late into the night on 
Friday, the day the deal closed for co-founder Peter Brant to 
buy the stake in the business owned by ex-wife and Brant 
Publication’s chief executive offi cer Sandra Brant. Sischy, who 
attended Elton John’s annual Oscar party in Los Angeles on 
Sunday (sitting next to Donna Karan, Ellen DeGeneres, Billy Joel,
Mary J. Blige and Sharon Stone, among others), said Monday that 
she’d just fi nished her editor’s letter and, thus, had completed 
editing her last issue of the magazine (April). “It feels really 
good,” Sischy said. “This is a decision that we very much 
believe in. It’s been a great 18 years. But I am now done.” 
Sischy said a party is in the works for the staff. She didn’t 
know the date yet, but it will probably happen during the next 
few months. She declined to talk about what’s next for her.

Day One for O’Brien and Baron brought different duties 
(one half of the duo — Baron — was absent from the offi ce 
while attending the shows in Paris, but O’Brien stayed 
Stateside to kick off the transition).

“I had breakfast ordered for the Interview staff this 
morning, and we talked about plans for the next few 
issues. Everybody seems great,” O’Brien told WWD. Then 
he moved into Sischy’s old corner offi ce, which he said was 
the only vacant one at the magazine. But where will Baron 
sit? “When Fabien gets back, we can fi ght over it,” O’Brien 
said. “Or we can get two chairs.” O’Brien said the offi ce 
was “fi lled with lots of good photography books. I donated 
them to our company library.”  

The new chiefs are in the process of hiring a publisher 
to replace Sandra Brant, whose contract ends in a month. 
Though O’Brien would not name names, sources close to 
the magazine believe Alan Katz, former publisher of Vanity 

Fair and of defunct Condé Nast magazine Cargo, was one 
of the people contacted. Two other positions on the ad side 
also need to be fi lled, but O’Brien said those people likely 
will be appointed by the new publisher. 

On the editorial side, O’Brien said Interview just signed 
up humor producer-director David Steinberg as comedy 
editor, and will hire a society editor, but did not reveal 
a name. The team is at work on the May issue and a 
special issue in June, but the September issue is when a 
full redesign will be unveiled. The team also has plans to 
redesign Art + America. Meanwhile, The Magazine Antiques 
welcomed an expat from House & Garden — executive 
editor Elizabeth Pochoda — as its new editor. She started at 
the title last week. — Stephanie D. Smith and Amy Wicks

ONLY IN NEW YORK: With Los Angeles’ Oscar parties having 
been diminished, and Entertainment Weekly having ceded 
its traditional viewing spot at Elaine’s, New York magazine 
had a relatively open fi eld for its third annual Oscar party 
at The Spotted Pig. There were famous-for-media types 
(among them, James Truman, tight-lipped about the vague 
rumors of his plans to reenter media), the New York 
party standbys (Alan Cumming, anyone?) and some of the 
television stars normally seen at Elaine’s.  

Among them were Gbenga Akinnagbe of “The Wire” and Gaius 
Charles of “Friday Night Lights,” who are currently costarring in 
“Lower Ninth” off Broadway. They have critically acclaimed 
shows in common, but Charles said they seem to have 
different fan bases. “We’ll walk down the street together, and 
black people will run up to Gbenga and yell, ‘Yo! “The Wire!” 
“The Wire!” “The Wire!”’” said Charles, and not recognize him. 
“But white people will yell, ‘Yo, Smash! “Friday Night Lights!” 
I love that show!’” and not recognize Akinnagbe, he added.

Lauren Ambrose, Diane Neal of “Law & Order: SVU” and 
Eddie Izzard also lingered. New York’s fi lm critic, David Edelstein,
typed into his laptop on a stool in the center of the room 
upstairs, politely refusing drinks and wondering if he was 
in for an awkward moment with an actor whose work he’d 
negatively reviewed. “If they get a good review, it’s a judgment 
from on high and they don’t remember the writer’s name,” he 

said. “A bad review and they’re asking, ‘Who’s that a--hole?’ 
They always remember.” — Irin Carmon and S.D.S. 

NICOLE AND ANNIE: Does Vogue already have a fall cover in the 
can? Ask Annie Leibovitz and Nicole Kidman — not to mention, 
of course, editor in chief Anna Wintour. “If you ring up Nicole 
Kidman and say, ‘Annie Leibovitz wants to photograph you 
for the next cover,’ she’ll be there that night,” Wintour says 
in the documentary “Annie Leibovitz: Life Through a Lens.” 
And that appears to be exactly what she’s done: Wintour 
just teamed up the duo all the way Down Under for the 
second time in seven years. Earlier this month, Leibovitz, 
a pregnant Kidman and approximately 50 production crew 
members were spotted by a Channel Nine news helicopter 
in Richmond, just west of Sydney, shooting what turned out 
to be a feature for Vogue based on Baz Luhrmann’s upcoming 
movie, “Australia.” Kidman wore what looked to be an 
original costume from the fi lm — a period riding habit with 
full skirts. However, the set was a miniature replica, since 
fi lming proper wrapped for the movie four months ago in 
Sydney, Queensland and the Northern Territory. Sources 
said, moreover, that it wasn’t Leibovitz’s only Australian 
trip over the past 12 months for this particular Vogue 
shoot. An Outback epic that begins in the mid-Thirties 
and concludes around the 1942-43 Japanese bombing 
of Darwin, “Australia” tells the story of English aristocrat 
Lady Sarah Ashley, played by Kidman, who travels to the 
Continent to oversee the sale of a cattle property the size of 
Belgium. The fi lm costars Hugh Jackman, Jack Thompson, Bryan 
Brown and David Wenham, and is due for a Nov. 18 release 
— four months after Kidman and her husband, Keith Urban,
are due to welcome their fi rst child. Kidman and Leibovitz 
have worked together many times, and this is the second 
time they have collaborated in Australia for Vogue: In 2000, 
the photographer shot the actress at Sydney’s Fox Studios 
on the set of Luhrmann’s last feature, “Moulin Rouge.” As 
for which issue’s cover Kidman will grace, that has yet to be 
fi nalized, sources said, although it’s likely to be September, 
October or November. A Vogue spokesman in New York 
declined comment on the shoot. — Patty Huntington
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Showrooms & Lofts
BWAY      7TH AVE      SIDE STREETS

Great ’New’ Office Space Avail
ADAMS & CO. 212-679-5500

Broadway Garment Center
NICE OFFICE + SHOWROOM

AVAILABLE TO SHARE
Please Call Joan @ 917-907-1667

Dominican Republic Mfr
Sportswear and Lingerie

Long term production available
Call Steve at: (860)677-7207

PA Sewing Contractor
Exper’d mail order & retail AMO, BF,
LB, JCP, cut/sew/finish. Ship direct.
Jeff 717-436-2138. Import repairs also.

China Manufacturer
Experienced day/evening wear supplier.
Full production and Fabric resource.
Excellent in quality, delivery and price.
Call(212) 380-1457; kevin@alamoda.com

DAMO
TEXTILES CORP.
Stretch Satin/Taffeta
Jacquards/Chiffon

 Foil prints
Metallic Crushed
 Novelties, Too!

Contact Brian:
BRIDAMO@AOL.COM

Patterns/Samples/Production
Full Service, Fine, Fast Work.

 Any Style
Phone: 212-560-8998 / 212-560-8999

PATTERNS, SAMPLES,
PRODUCTIONS

All lines, Any styles. Fine Fast Service.
Call Sherry 212-719-0622.

PATTERNS, SAMPLES,
PRODUCTIONS

Full service shop to the trade.
Fine fast work. 212-869-2699.

#1 Fashion Resume Expert
Staff Thru Executive-Wholesale/Retail

Free Evaluation - Lifetime Updates
GILBERT CAREER RESUMES

(800)967-3846  amex/mc/visa
fashionresumes.com

2 CAD/ASST. DESIGNERS
KNIT CO. SEEKS GRAPHIC ASST
DESIGNERS WITH FRESH IDEAS.
MUST BE PROFICIENT IN PHOTO
SHOP AND ILLUSTRATOR. COLOR
MATTERS A PLUS. MULTI TASK
SKILLS A MUST. EMAIL RESUME
TO refpoint@ref-point.com

ASSISTANT DESIGNER
Est. Eveningwear firm seeks organized,
exp’d person to work with design team.

Illustration skills required.
Please Email or Fax Resume to:

hrdressco@gmail.com  or 212-658- 9416

Design
Contemporary womenswear co. has two

open positions:

Asst. Designer
Seeking energetic, talented designer
to assist w/creation of cool contemporary
line. Will assist head designer, devlpmt,
research. Must have BFA app/fashion
design. Phtshp/Illus knowledge, re-
sponsible, team player,  exp.  a plus.

Intern
To assist head designer, must be college
enrolled in apparel/fashion design.
Please send resume, cover letter, letter
of recommendation to:

contemporaryjobny@hotmail.com

DESIGNER-3+ yrs designing Girls 2-
14 denim bottoms/know denims/washes/
embellishmnts/be computer lit. $65-85K
Call Les Richards at (212) 221-0870

JessilynPersonnel.com
TDs-Wovens/Knits/Sweaters
TD-Full Fashion Knits            $80-125K
TD-Wovens                                  $55-85K
Spec Techs                                  $35-52K
TDs Freelance Wovens/Knits $30-50/hr

Fabric Prod’n Purchaser
Btr Runway Dsgnr. Mills / Buy  $70-95K
SusieJessilyn@aol.com  212-947-3400

Ladies Woven Sportswear Company
has the following positions available

Prod Pattern Maker
Highly exper’d in pants, strong drap-
ing skills and, able to fit & correct
overseas patterns. CAD pattern in
Lectra or Gerber is req’d. Knowledge
of sewing construction is a must, able
to work in a fast paced, multi-tasking
and deadline driven environment.

Prod Coordinator
Hardworking, detail oriented and able
to multi task. Person with min. 3yrs
exp w/import production. Must be able
to coordinate all aspects of prod. Com-
puter literate, specing & garment
knowledge pref’d. Email resume:

Deborah@Internationaldg.com
 or Fax  212-921-9038

Merchandising Manager
An exciting growth company focused
on high-end products is seeking
merchandising talent to join our team.
If you are passionate about sourcing
new products and managing vendor
relationships, and you are excited by
working with a dynamic team, we
would love to hear from you. Please
fax or e-mail us & tell us about yourself
along with your resume.

Fax resumes to: 916-983-1353 or
Email to:  ccdesign08@yahoo.com

PRODUCTION COORDINATOR
NY accessory importer seeks very
experienced Production Coordinator.
Must be detailed oriented in all
aspects of Production. Must have
strong computer skills and must be an
excellent communicator. Must have
experience with Wal-mart, Target, etc.
Please e-mail your resume to:
accessoriesnyc1@yahoo.com

Production Manager
A start-up luxury brand woman’s de-
signer is looking for an experienced
Production Manager. Responsibilities
include sampling & sourcing the gar-
ments. Send resume: info@staerk.us

PRODUCTION MANAGER 
Designer women’s wear. Domestic and

overseas.  Must be extremely organ-
ized and detail oriented.  2-5 exp.

Salary Neg.  Fax 212-267-8054
libby@garyggraham.com

TECH. DESIGNER
Ladies apparel company is seeking an
organized, energetic and experienced
(min.5 yrs) tech designer, with strong
e-mail communication skills. Must be
able to follow through from develop-
ment to production. Pattern making
knowledge is a plus. Travel required.
Please fax resume to: 212-382-2421

TECHNICAL DESIGNERS $HI
1) Missy-Jrs.-Kids 2) Knits or Wovens

3) Tech Packs Boy/Girl 4) All Level Jobs
Call B. Murphy(212)643-8090; fax 643-8127

ASST. SALESPERSON
Successful trend-driven textile studio
seeks personable Sales Asst. or Trainee.
Must be energetic & motivated for creative
and busy company. Email resume to:

studiosales1@gmail.com

KAVI INT’L INC 
A dynamic fast growing apparel co.
invites Sales Reps in NY & other
states. Great incentives. Salary neg.
Contact  Garry @ (212) 730-3933

OUTERWEAR SALES
Seeking motivated team player for
sales position. Est’d contacts w/ buyer /
mgmt and cust following a must.
Resume: info@maverickapparel.com

SALES EXECUTIVE
Established missy/updated knitwear
co. seeking aggressive & enthusiastic
individual to join our sales force.
Great communication, presentation &
follow up skills a must.   Please E-mail:

HRAmgr@verizon.net

SALES EXECUTIVE
MODERATE SPORTSWEAR

BLOUSES-SWEATERS-RELATED
Must have contacts w/ dept & specialty.

yoon.lee@supremeapparel.com
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