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●  Givenchy declined to comment 
on candidates, saying it 
would reveal a new “creative 
organization” at a later date.

BY MILES SOCHA

With Clare Waight Keller departing after 
an eventful three-year tenure, Givenchy 
has sparked a guessing game about its next 
artistic director.

While still a plum post at one of Paris’ 
most storied and starry couture houses, 
the job opening arrives at a complicated 
moment as the fashion industry grapples 
with a new world order, the coronavirus 
epidemic having upended international 
fashion weeks, brought luxury 
consumption to a near halt and raised 
questions about the industry’s breakneck 
pace and other ills.

Waight Keller and Givenchy revealed the 
end of their collaboration late Friday, with 

Givenchy adding that it would announce a 
new “creative organization” at a later date.

It is understood Givenchy, owned by 
luxury giant LVMH Moët Hennessy Louis 
Vuitton since 1998, has quietly put out 
feelers to a range of talents in recent 
months, from second-in-command types 
to the buzzy designer names the French 
conglomerate tends to favor.

Givenchy declined all comment on its 
succession intentions.

According to market sources, a  
contract with a new designer has yet to  
be concluded.

Potential candidates are said to include 
Matthew Williams, founder of the 
streetwear-savvy brand 1017 Alyx DSM, 
Paco Rabanne’s designer Julien Dossena, 
Gucci design director Davide Renne, 

and Luke and Lucie Meier, the husband-
and-wife duo heating up Jil Sander with 
sophisticated, womanly chic.

While Givenchy remains one of the 
smaller brands at LVMH, eclipsed by the 
likes of Dior, Louis Vuitton and Fendi, it 
maintains its allure of stately, aristocratic 
chic with an edge.

Waight Keller’s last effort was the fall 
2020 women’s ready-to-wear collection 
paraded on March 1 during Paris 
Fashion Week.

The British designer, who catapulted 
Givenchy’s international prominence 
— and her own — by dressing Meghan 
Markle for her royal nuptials in 2018, 
departs the French brand at the end of 
her initial contract.
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As Waight Keller Departs 
Givenchy, Who Could Lead?
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LEADERSHIP
An unparalleled global pandemic is separating 

outstanding leaders from those who are less so in 
all areas of our lives, from government to the corner 
suite. So what qualities do chief executive officers in 
particular need to steer their company through this 

crisis? Some of them are in the words here, according 
to the experts. For more, see pages 4 to 5. 
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●  The state of emergency has  
led to a monthlong closure  
of department stores and 
other retailers.

BY KELLY WETHERILLE

TOKYO — Just days after Prime Minister 
Shinzo Abe unveiled a monthlong state 
of emergency for certain areas of the 
country in response to the coronavirus 
pandemic, Japan is bracing for a second 
blow to its economy, already battered by 
the sharp drop in tourists from overseas 
and the postponement of the 2020 
Summer Olympics.

While Japan was one of the first countries 
outside of China to record confirmed 
cases of the coronavirus, the disease has 
appeared to spread more slowly here than 
in other countries. But as the number of 
cases continued to rise, experts warned 
that a lack of widespread testing and social 
distancing measures could result in an 
explosive spike, particularly in densely 
populated cities such as Tokyo. Until this 
week, Abe was reluctant to declare a state 
of emergency, citing damage to Japan’s 
already fragile economy.

Bowing to pressure from local 
governments and medical experts, 
the prime minister finally made the 
declaration on Tuesday. But rather than 
a nationwide state of emergency, his 
order covered just seven of Japan’s 47 
prefectures, including Tokyo and Osaka. 
Since then, three others have declared 
their own states of emergency or asked to 
be included in the national declaration. 
The state of emergency gives local 
governments the authority to request that 
certain types of businesses close or events 
are canceled. Abe also requested that 
companies in the affected areas promote 
teleworking where possible, that schools 
move to e-learning, and that people avoid 
what Japan is calling the “three c’s” — 
closed spaces, crowded places and close-
contact settings.

On Friday, Tokyo’s governor 
Yuriko Koike outlined measures that 
her government is taking under the 
declaration, which is expected to last 
through May 6. These include the 
closure of entertainment facilities, 
universities and cram schools (primary 
and secondary schools had already been 
closed previously), athletic facilities, 
theaters, exhibition halls and commercial 
establishments. In anticipation of this, 
many department stores and shopping 
complexes closed voluntarily as early  
as Wednesday.

The shops at luxury mixed-use 
developments including Roppongi Hills 
and Ginza Six have all been shuttered, as 
have department stores including Isetan, 
Mitsukoshi, Takashimaya and Daimaru. 
While bars and nightlife venues have also 
been asked to close, many restaurants 
and some department store food halls 
remain open, but with reduced business 
hours. Koike has asked restaurants to 
close no later than 8 p.m., and that 
citizens avoid going out except for urgent 
and essential needs. But public transport 
continues to operate normally, and no 
roads have been closed.

“Excluding activities such as receiving 
medical treatment, buying food, going 
to work or other essential tasks, we 
request that Tokyo residents stay at 
home whenever possible,” said an 
announcement posted on the Tokyo 
Metropolitan Government’s web site  
on Friday.

The measures, while significantly 
more lax than those that have been 
implemented in many other countries, 
will nonetheless have a noticeable effect 
on Japan’s economy, which is already on 
the brink of a recession. Many retailers 
have posted large drops in sales compared 
to a year earlier since tourists from China 
and elsewhere stopped coming to Japan 
and spending their money here.

In its first-half financial results report 
on Thursday, Uniqlo parent company Fast 
Retailing said it had slashed its full-year 
sales and net profit forecasts. It now 
expects net profit to fall 38.5 percent on 
the year to 100 billion yen, and sales to 
contract by 8.8 percent to 2.09 trillion 
yen. The retailer posted double-digit 
drops in sales and profits in the first half.

As of Tuesday, Uniqlo had temporarily 
closed 412 stores worldwide. Since then, 
the company has also closed large-format 
stores and those in busy areas such as 
Tokyo’s Ginza and Shibuya districts, 
and has reduced the opening hours of 
all other stores in Japan. Uniqlo’s March 
same-store sales in Japan fell by 27.8 
percent year-over-year, and customer 
numbers were down by 32.4 percent.

“In the wake of COVID-19, we reduced 

operating hours at a maximum of 
approximately 260 stores in March, 
and temporarily closed 63 stores on 
the weekend of March 28 to 29,” Fast 
Retailing said. “The monthly data were 
calculated without excluding stores that 
were either open for fewer hours or 
closed temporarily from the total number 
of same stores or own stores.”

Japan’s already embattled department 
stores are likely to feel a particularly 
harsh fallout from the monthlong retail 
closure in Tokyo and other areas.

Isetan Mitsukoshi Holdings Ltd., 
the country’s largest department 
store operator, said sales among its 
five department stores in the Tokyo 
metropolitan area had plummeted 43.2 
percent in March, compared with the 
same month last year. The Mitsukoshi 
Ginza store saw the largest individual 
drop in sales, at 55.1 percent.

March sales from Takashimaya’s 16 
department stores in Japan declined by 
35.5 percent, with each store seeing its 
sales fall by double digits. Tax-free sales to 
tourists plummeted 92.5 percent from the 
same month a year earlier.

“Because people across the country 
refrained from going out for nonurgent 
and nonessential needs as infections 
of the novel coronavirus rose, and due 
to the temporary closure of the Osaka, 
Nihonbashi, Yokohama and Shinjuku 
stores on March 28 and 29 in response 
to the authorities’ request that people 
refrain from going outside, March 
sales did not reach last year’s levels,” 
Takashimaya said in a statement.

H2O Retailing Corp. said same-store 

sales of its Hankyu and Hanshin 
department stores in Japan fell by 38 
percent on the year in March.

“Due to travel restrictions among 
many countries and the shortening of 
business hours in response to the spread 
of the novel coronavirus, both sales 
and customer numbers suffered a large 
decrease, causing harsh results,” H2O 
said. The company added that sales to 
international tourists in Japan were just 9 
percent of their levels in the same month 
a year earlier.

J. Front Retailing, which operates the 
Daimaru and Matsuzakaya chains of 
department stores, said sales from its 16 
stores in Japan declined by 44.1 percent 
on the year last month.

“In addition to negative effects of the 
spread of COVID-19, including a drastic 
decrease in consumption by tourists from 
overseas and a reduction in customer 
numbers due to the higher sales tax [from 
October 2019] and self-imposed efforts not 
to go out, to mitigate the risk of infection 
and protect the health and safety of both 
our customers and staff, all of our stores 
closed temporarily for four days in March,” 
J. Front said, regarding the sales drop.

With retailers from department stores 
to fast-fashion shops closing their doors 
for at least a month until early May, the 
current month’s sales figures are expected 
to be even lower than they were in March. 
While it’s a small price to pay to keep 
people safe and prevent a breakdown of 
Japan’s medical system, it’s a tough pill  
to swallow for an economy and industry 
that had hoped to have its best year in 
recent memory.
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Japan Prime Minister Shinzo Abe also requested 
that companies in the affected areas promote 
teleworking where possible, that schools move 
to e-learning, and that people avoid what Japan 
is calling the “three c’s” — closed spaces, crowded 
places and close-contact settings.

Uniqlo
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●  The early, 10-year renewal is 
effective starting April 1 and is 
set to expire on Dec. 31, 2029.

BY LUISA ZARGANI

MILAN — Luxottica Group and 
Versace on Friday announced the early 
renewal of their license agreement 
for the development, production and 
worldwide distribution of sunglasses 
and prescription frames under the 
Versace brand.

The 10-year renewal was effective 
April 1 and is set to expire at the end  
of 2029.

The partnership between the two 
companies dates back to 2003 and 
Francesco Milleri, chief executive officer 
of Luxottica, said the renewal would 
allow it to “continue to create unique 
collections that express the wonder of 
Versace’s style through eyewear around 
the world.”

Jonathan Akeroyd, ceo of Versace, 
touted the continuation of a “strong and 
successful partnership” with Luxottica.

Last year, Versace unveiled a 
dedicated campaign fronted by Luke 
Evans and photographed by Mert Alas 
and Marcus Piggott to support the 
launch of its men’s eyewear collection.

Luxottica produces and distributes 
eyewear collections for brands ranging 
from Giorgio Armani and Chanel to 
Prada, Burberry, Bulgari and Valentino, 
and it owns labels such as Ray-Ban.

The Italian company and the French 
Essilor have merged in a 46-billion euro 
deal. EssilorLuxottica is traded on the 
Paris Euronext Stock Exchange.

ACCESSORIES 

Versace, Luxottica 
Renew Eyewear License

●  Essentially all of the 
company’s stores in China 
have reopened and results 
are slowly and steadily 
improving.

BY LISA LOCKWOOD

Tapestry Inc. said Friday it has extended 
store closures in North America and 
Europe for an additional two weeks 
through April 24 in light of continued 
efforts to slow the transmission of 
COVID-19.

As previously disclosed, employees at 
closed locations will continue to receive 
pay and benefits over this period. The 
company will continue to reassess store 
closure decisions on a bi-weekly basis 
and will not reopen stores until safe to 
do so.

Across all three brands, Coach, Kate 
Spade New York and Stuart Weitzman, 
essentially all of the stores in China have 
reopened and results are ‘’slowly and 
steadily improving,”’ the company said. 
Similarly in South Korea, all stores have 
resumed normal opening hours.

Over the past weeks, as determined 
by local government guidelines and 
authority, many other stores have been 
shuttered in the Asia-Pacific region, 

including all stores in Malaysia, Singa-
pore, Australia, New Zealand and most 
recently in some prefectures in Japan.

The company said that during this time 
customers can continue to shop through 
Tapestry’s e-commerce platforms across 
all brands and regions, and at stores 
locations in the Asia-Pacific region that 
remain open.

Tapestry said it will provide an update 
on the operational and financial impacts 
of the coronavirus outbreak during its 
third-quarter fiscal 2020 conference call 
on April 30.

●  The premise is simple: one 
question, one hour, $100.

BY STEPHANIE HIRSCHMILLER

When Repetto owner Jean-Marc Gaucher 
told Americas chief executive officer Gilles 
Assor he could no longer support the U.S. 
operation, it meant that Assor lost his job 
along with the rest of the employees.

“It was a mutual decision. I knew it made 
sense because freeing up my salary might help 
save the jobs of some of the employees in the 
Repetto factory in France. Those people have 
been working there for decades,” Assor said.

Now the executive is forging ahead with 
a venture of his own — a digital start-up 
specializing in crisis control for fashion 
industry businesses.

The service is called 1.1.100 — with the 
numerals referring to the crux of the 
offering: one question, one hour, $100.

The initiative will give businesses and 
individuals access to the expertise of top 
ceo’s at a reasonable rate, he said. The initial 
request, along with preliminary information 
about the business, is raised over text 
message. Assor guarantees to respond with 
a phone call within 48 hours — during which 
time he will lay out a proposal so a prospective 
client can choose whether to proceed.

Queries might relate to marketing, 
product merchandising, digitalization 
— and other issues that entrepreneurs 
and executives encounter every day, 
from managing cancellations during a 
crisis to building or maintaining business 
relationships and generating innovative 
ideas in line with the circumstances.

The idea is like having a substitute 

ceo on speed dial and the service will 
harness the expertise of Assor himself, his 
own c-suite contacts and cross-industry 
network. The premise, he explained, is 
that many businesses have culled their 
management teams in recent weeks and 
now find themselves lacking in talent as 
well as spare cash.

“It’s a disruptive offer to an evolving 
market when people have need of 
expertise but don’t have access to 
unlimited financial resources,” he said, 
adding that he has already received 
interest on both sides of the Atlantic.

French-born Assor joined Repetto 
in 2017 as ceo for the Americas and 
previously held executive positions at 
Robert Clergerie, Marc Jacobs, Maison 
Margiela and Jean Paul Gaultier. While 
at Marc Jacobs, he launched Little Marc 
with a children’s nightclub at the Palais 
de Tokyo and a window at the French 
capital’s famed concept store Colette — 
where he collaborated with premium adult 
toy company Bearbrick. At Clergerie, Assor 
worked with then creative director Roland 
Mouret to debut the label’s raffia wedge 
sneaker with Opening Ceremony and 
created the Clergerie Girl campaign.

At Repetto, the executive worked 
with the Museum of Modern Art to 
incorporate the brand’s famous Bridget 
Bardot pump into its permanent 
collection. The sneaker-obsessed executive 
started his career at Maison Margiela, 
where he worked with the designer on 
merchandising the brand’s first trainer.

Assor hopes his venture will enable 
him to continue to support his own family 
while helping other businesses.
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Crisis Control Advice

●  François-Henri Pinault will 
take a 25 percent pay cut from 
April until the end of the year. 

BY MIMOSA SPENCER

PARIS — Citing the coronavirus crisis 
and its impact on the economy, Kering 
chairman and chief executive officer 
François-Henri Pinault has decided to 
reduce his fixed salary by 25 percent from 
April until the end of the year, joining a 
growing list of executives who are lowering 
their pay.

He and his longtime deputy, group 
managing director Jean-François Palus, 
are also foregoing the variable part of their 
annual salaries for this year.

A number of companies have announced 
pay cuts for top executives, a sticky issue 
at a time of crisis that highlights the deep 
divisions between vulnerable and wealthy 
classes across sectors.

In two recent examples, Swedish 
fast-fashion group Hennes & Mauritz, 
cut salaries for top executives by 20 
percent for three months, and mall 

operator Unibail-Rodamco-Westfield’s 
ceo Christophe Cuvillier and the senior 
management team will have their salaries 
reduced by 25 percent during the 
lockdown period in France, when workers 
are on temporary unemployment.

With COVID-19 wreaking havoc on 
health-care systems and economies around 
the world, fashion industry executives 
have had to walk a particularly fine line on 
the communication front — under pressure 
to show expressions of solidarity while also 
coming under increased scrutiny.

Pinault’s annual fixed annual salary has 
stood at 1.2 million euros since 2017, and 
will be reduced to 960,000 euros this year. 

BUSINESS

Kering CEO, 
Managing 
Director Lower 
Pay Amid 
COVID-19

François-Henri Pinault

Kaia Gerber in Versace’s 
fall 2020 campaign.

A Coach store, owned by parent 
company Tapestry.

C
oa

ch
 p

ho
to

gr
ap

h 
by

 S
hu

tt
er

st
oc

k 
/ T

Y 
Li

m



4  APRIL 13, 2020

●  Don’t hide, don’t panic, 
communicate honestly and 
frequently, and seek advice 
everywhere, leadership 
experts advise.

BY MILES SOCHA WITH CONTRIBUTIONS 
FROM EVAN CLARK

“Crisis is just an unfortunate way to 
separate leaders by name only, and leaders 
by character and ability.”

So says Gianpiero Petriglieri, a professor 
of organizational behavior at French 
business school INSEAD, among the 
experts WWD consulted for dos and don’ts 
for the c-suite negotiating the coronavirus 
pandemic and the economic upheaval it 
has wrought.

Chief among their advice: don’t hide, 
don’t panic, and communicate honestly 
and frequently. You might even consider a 
video address.

According to Petriglieri, “the ones who 
are better at leading through a crisis have 
one characteristic: They know how to deal 
with high uncertainty and high anxiety.”

“These are the times that really tell the 
quality of leadership, more than when 
things go well,” concurred Randall Peterson, 
professor of organizational behavior 
and academic director of the Leadership 
Institute at London Business School. “A lot 
of sins are covered up by economic boom.”

Stanislas Haquet, associate director of 
Angie, a consulting firm in Paris, warned 
that a crisis tends to exacerbate the 

shortcomings of leaders, whether that’s a 
lack of decisiveness or a lack of empathy. 
“Conversely, some leaders reveal their 
qualities at these kinds of occasions. It 
is not only a matter of innate qualities. 
It is also a matter of preparation and 
anticipation,” he said.

Here, their chief recommendations. 

DO: FORGET THE PAST
According to Petriglieri, management 
needs to let go habits and reflexes of 
the last decade, when many industries, 
including fashion and luxury, were 
flourishing.

“Our view of leadership for the last 
20, 30 years has really been focused on 
pushing, controlling, efficiency. What’s 
needed now is containing, and reassuring 
employees. This crisis is exposing the 
frailty of institutions whose leaders who 
are more capable of draining them than 
holding them,” he said, employing the 
word “holding” in the psychological sense 
of being supportive and unifying.

Peterson cited another psychological 
phenomenon: the “threat-rigidity effect.” 
Essentially, when people are threatened, 
they become more rigid, and they tend to 
“go back to things that have always worked 
in the past.”

“So if you have always gotten ahead by 
making sure everything is always exactly 
right, the more threatened you are with all 
this change, the more your instinct is to go 
to greater and greater levels of perfection. 
That is the wrong instinct right now,” he 
said in an interview.

In short, this is not a time for cold, 
distant, hard-driving bosses, they agreed.

Not that overly accommodating ones 
are the answer. Peterson noted that in 
good times, “we love leaders who listen 
carefully, who take things on board.” 
That’s not a good tactic in a crisis. “You 
ratchet up your visibility and strength as a 
leader,” he advised. 

DO: STEP UP TO THE PLATE
“During any crisis, what is most needed 
is to have leaders display executive 
presence,” said Joel Garfinkle, an executive 
coach and author based in California. “The 
best example of outstanding leadership 
during the coronavirus is Dr. Anthony 
Fauci [head of the U.S. National Institute 
of Allergy and Infectious Diseases]. He 
has shown a commanding and confident 
presence. People look to him for 
leadership and he delivers.”

Commanding figures take charge, 
radiate calm, make decisions quickly and 
are “direct and clear with instructions 
and expectations,” according to Garfinkle. 
“Projecting confidence shows that you are 
in control of the situation. This helps calm 
people’s fears. People are looking to you 
for reassurance. They need to know you 
have their best interest at heart.”

According to Petriglieri, the stakes  
are high.

“Every morning, remind yourself: 
People will remember me for how I 
dealt with this. How do I want to be 
remembered? People will not forget what 
you did during this time,” he said. “This is 

not a sprint, and it’s not a war. It’s a test of 
endurance and care.”

Petriglieri praised companies like LVMH 
Moët Hennessy Louis Vuitton, which 
immediately shifted perfume production 
to hand sanitizers to aid front-line health-
care workers: “Those are moments, people 
will remember that. They signal, I care, 
I’m here, and I’m of value.”

On the plus side, being active and 
dynamic has a magical effect.

“In a crisis, the good news is people 
are totally open to whatever changes 
the leader wants, as long as he or she is 
leading change, and doing something,” 
Peterson said. 

DO: SHIFT YOUR FOCUS TO  
THE NOW
“In regular circumstances, you want 
leaders to be 80 percent focused on 
the future and 20 percent focused on 
the present, to not to be out of touch,” 
Petriglieri said. “In a crisis like this, you 
need the opposite. You need to show up, 
be available, and focus on what’s needed 
now. The 20 percent becomes what does 
this mean for the future? What if this isn’t 
just an interruption but a disruption? A 
lot of people are still treating it like an 
interruption, how to get through this lull.”

Indeed, it’s vital not to forget the 
eventual rebound.

“Especially in this situation, leaders 
have to consider that this is not going to 
disappear in the matter of a few months. It 
requires a two-year vision,” advised Tomaso 
Galli, founder of JTG Consulting in Milan. 
“In addition, not starting to plan now for the 
post-pandemic can be a costly mistake.”

Terry J. Lundgren, former chairman 
and chief executive officer of Macy’s Inc., 
noted that expectations are low in a crisis. 
“There’s nothing you can do in the short 
term that’s going to be any worse to your 
stock price, if you’re a publicly traded 
company, than what the virus has already 
done,” noted Lundgren. “Now is the u 
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Experts tell WWD that among the key 
attributes for ceos in this crisis are 
honesty, strength and confidence. 
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time to take those risks as long as you think 
there’s a better answer on the other side.”

His advice? “Rethink the strategy, 
determine what it is that we do…that 
customers can’t live without. What is it that 
makes us uniquely qualified to say, ‘We’re 
an important source for our customers’ joy 
and happiness’? How can we exaggerate 
those things we know we’re very, very 
good at and sort of root out or cut away 
the things that are less important?” 

DO: COMMUNICATE OFTEN, 
AND HONESTLY
“Leaders do need to change their 
comportment and leadership style,” noted 
Garfinkle. “They need to be honest and 
transparent with the information they 
know. People want information even if it’s 
not positive. They want to know the truth.”

“A constant dialogue with employees, 
collaborators, landlords, wholesale and 
supply-chain partners and, for public 
companies, the markets, is extremely 
important,” agreed the consultant Galli. 
“That communication has to be two-way 
and frank.”

He added a caveat: “As it is difficult to 
know how the future will evolve, there 
shouldn’t be much disclosure of forecasts, 
which will inevitably change in the course 
of the crisis. The important thing is to 
clearly articulate the vision and what the 
company is doing to reach its goals.”

Galli said in a globally interconnected 
world, it is paramount to be consistent 
in messaging. “If a company donates to a 
charity in its home country and then lays 
off employees in a subsidiary away from 
home, the behavior can be sanctioned 
by customers as well as employees and 
business partners,” he warned.

Haquet noted leaders sometimes have to 
“force themselves to do things they would 
not have done naturally. Speak out more 
regularly, doing it in a different way, on 
video rather than in writing, for instance.” 

DO: LOOK AT ROLE MODELS
“The one that everyone’s praising is 
Greg Foran, the ceo of Air New Zealand,” 
Peterson said of the executive, who was 
previously head of Walmart in the U.S. 
“He is good. For an industry that is in 
complete meltdown, he’s not histrionic, 
he knows what’s going on at the ground 
level. He’s being very thoughtful, careful, 
but being very clear that even when all of 

this is over, the company will not return to 
its original size.”

Peterson also recommended looking 
outside your sector, noting how pro-golfer 
and former European Ryder Cup captain 
Paul McGinley attributed his success partly 
to his friendship with Sir Alex Ferguson, 
manager of Manchester United. While 
both sports legends, golf as an individual 
pursuit seems remote from a team effort 
like soccer.

“Big innovation often comes by looking 
outside and seeing things can be done 
differently,” Peterson noted.

Petriglieri suggested simply opening 
your local newspaper to see what small 
and medium-sized enterprises are doing to 
keep the lights on, protect their staffs and 
honor their customers.

“More than ever, we are reminded 
that business is not just an economic 
enterprise, it’s a human enterprise,” 
Petriglieri said. “Instead of making a to-do 
list, draw up a to-care list. Make a list of 
the people or the groups you care about. 
Look at which activities provide some 
value. Everything else, put aside.” 

DON’T: DENY OR DOWNPLAY
Political leaders who denied or 
downplayed the COVID-19 pandemic are 
facing the music, and corporate leaders 
must be upfront.

According to Petriglieri, there are two 
kinds of denial: underplaying the crisis 
and pretending it’s not a big deal, or 
“hyperactivity, let’s try to do everything 
we were doing before without stopping 
and saying what are our priorities now.”

“It’s important for leaders to convey, 
‘We will be OK,’ but it’s very different to 
say ‘We will be the same,’” he said.

Angie’s Haquet said the worst pitfalls 
are “not telling the truth, hiding important 
things, or even worse, lying. If anyone 

finds it out, and the media pressure in 
times of crisis makes that likely, the leader 
loses all credibility. And even generates 
distrust.”

Peterson said leaders can get too 
wrapped up in the crisis, and be reticent to 
communicate until they have all the facts 
at hand. Wrong.

“Don’t wait until you know exactly what 
to say,” he recommended. “You have to 
say, ‘Look, here are the 10 things that we 
know, and based on that, here’s what we 
need to do.’ That’s what people want and 
they will be perfectly forgiving if some new 
bit of information comes to light. Where 
they get angry is if they find out you knew 
something and weren’t taking action on it.”

He added that no accomplishment is too 
small to highlight. “The positives may be 
small, but people are really grasping for that 
sense that our leader is doing something 
and the outcome is positive,” he said.

Lundgren said there’s no skirting around 
the fact that layoffs are inevitable. “And 
when that happens, it’s very important 
that the ceo’s show sincere compassion 
and explain why these decisions are being 
made. The ceo and management needs to 
be very compassionate during that time,” 
he said. “At the end of the day, the ceo and 
leadership team must provide hope. They 
must be able to look past what’s happening 
today and provide some sense of hope that 
your company’s going to get through this.” 

DON’T: BE REMOTE
Peterson said good leaders won’t only 
communicate with top deputies, and 
a crisis demands paying even greater 
attention to employees throughout the 
chain of command. “That ground-level 
stuff doesn’t come to you. You have to seek 
it out,” he said. “Find a way to be open, 
and in particular find a way to stay in touch 
with what’s going on at the ground level.”

Citing an offbeat example, the professor 
pointed to the panic buying and hoarding 
of toilet paper as the health crisis 
deepened, prompting many to scoff at 
the behavior as irrational, and preach 
restraint and purchasing limits. Peterson 
applauded researchers who actually spoke 
to people about their behavior, concluding 
that families need roughly 40 percent 
more toilet paper in quarantine, since they 
would have to compensate for tissue used 
in workplaces, schools, restaurants and 
shops. “For the most part, the demand is 
real,” he noted.

Lundgren agreed being visible on the 
ground is vital. “The minute that ban 
[on travel] is lifted and you expect your 
employees to be at your store and you 
expect people to be at that fulfillment 
center, I think management visibility at 
those places is absolutely critical,” he 
said. “That type of leadership is really 
important. There will be some people who 
will be concerned about going back to 
work in those environments. Whatever you 
would expect your front-line employees 
to do, management should be right there 
side-by-side with them.” 

DON’T: SUFFER ALONE
Leadership experts say all leaders need to 
seek outside counsel and insights.

“This is the time if you have a coach, 
friend, therapist, confidante, mentor, 
chairman of the board — call them,” 
Petriglieri recommended.

Petriglieri, a medical doctor and 
psychiatrist by training, also noted that 
“leaders need to use the logic of care.” 
Just as emergency and ICU staff need 
protective equipment, managers need to 
make sure they aren’t overdoing it. “I see a 
lot of people in the workplace exhausting 
themselves, depleting themselves,” 
he said, suggesting leaders consider 
taking time to meditate, read and seek 
professional help if needed. “Be good 
enough, that’ll be plenty. If you try to be 
perfect, you might end up being burned 
out or overdoing it.”

Angie’s Haquet said it’s a mistake to 
present oneself alone in the face of crisis.

“A good leader sets the course at the 
beginning, but then a good leadership 
must become collective and put forward 
experts who can explain how the different 
aspects of the crisis are dealt with, which is 
a source of reassurance,” he said. ■

“Especially in this situation, leaders have to 
consider that this is not going to disappear in a 
matter of a few months. It requires a two-year 
vision. In addition, not starting to plan now for 
the post-pandemic can be a costly mistake.”

— Tomaso Galli, founder of JTG Consulting, Milan

●  Italy’s lockdown has been 
extended to May 3, which puts 
the industry and jobs at risk.

BY LUISA ZARGANI

MILAN — On Friday evening, Italy’s Prime 
Minister Giuseppe Conte extended the 
country’s lockdown to May 3, which was 
largely expected. The lockdown to fight the 
coronavirus outbreak was first enforced 
on March 9 and was meant to be lifted on 
April 13. Italy has been heavily impacted 
by the COVID-19 outbreak and, despite an 
improvement in the curve of contagions, 
as of April 10, at least 147,577 citizens have 
been infected, and of these, 18,849 have 
died, according to the Civil Protection.

Conte said only stationery shops, 
bookstores and stores that cater to infants 
and children will be free to open on April 14, 
as well as professional studios, and allowed 
a number of industries to restart, including 
forestry and components. Fashion was not 
included and, on Saturday, Italy’s daily 

La Repubblica published a paid ad by the 
country’s Camera della Moda, signed by its 
chairman Carlo Capasa. In it, he references 
how together with luxury goods association 
Altagamma and Confindustria Moda, the 
associations have used their combined 
expertise to offer to the government a 
number of measures that will hopefully be 
“quickly and easily implemented.”

In the open letter, Capasa underscored 
how fashion’s production cycles are long 
and, while it was only right to comply 
with the lockdown, closing until May 3 
could “risk destroying” the sector. “If 
we don’t reopen by April 20, we will not 
have the technical time to deliver the fall/
winter collections that need to be shipped 
around the world by July. We will not be 
able to produce the spring/summer 2021 
collections for the sales campaign that 
take place in June, which [this year] will 
be done remotely,” Capasa stated. This 
is an obligatory step to allow production, 
followed by the delivery to stores globally 
by December and January. The stop will also 

not allow companies to have the collections 
ready for the shows in September. “The 
question at this point is: Are we ready to 
lose the industry that is our symbol? To lose 
the role of world leadership?”

In the first part of the letter, Capasa 
noted that fashion remains largely an 
unknown world for those who live outside 
of it and are not aware of its “real values 
and real mechanisms.”

Pointing out how Italy is the first country 
in Europe in terms of textile, fashion and 
accessories production, accounting for 41 
percent of manufacturing in the continent, he 
characterized this as a “an outstanding record 
as no other industry has that advantage on 
other countries” in the region, highlighting 
how Italy is the first producer of luxury 
fashion in the world, and an “ambassador” 
of the country’s positive values. “Now is the 
moment to preserve our industry and to be 
more than ever proud of it.”

Warning against the loss of hundreds of 
thousands of specialized and qualified jobs, 
Capasa said the associations are aware of the 

caution needed to balance health and the 
economy, but said the industry’s companies 
have been setting up regulations and safety 
protections. He also reminded how part 
of the supply chain was converted “in 
record time” to produce masks and medical 
overalls, “with passion and generosity.”

However, “if we want to continue to 
have a fashion industry in Italy, we must 
restart fashion’s production immediately 
with the pride of doing it not only for us, 
but also for the future generations of this 
wonderful country.”

As reported, over the past month several 
fashion associations and retailers have 
expressed their concerns with the lockdown. 
Last month, the Camera della Moda 
submitted a document detailing a number of 
proposals for action in support of the fashion 
industry to the government, which ranged 
from cuts in fiscal and social security charges 
to contain labor costs for companies affected 
by the crisis, to tax incentives and direct aids 
to small and medium enterprises, including 
artisans, to avoid crushing Italy’s typical 
structure, to name a few.

With a turnover of 90 billion euros and 
600,000 workers, the fashion industry is 
the second most important nationwide, 
and account for 41 percent of production 
in Europe, followed by Germany, 
representing 11 percent of the total.

BUSINESS

Camera della Moda, Fashion 
Associations Urge End of Lockdown
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●  Best practices for business 
leaders include “accepting 
loss” and visualizing a  
post-COVID-19 world.

BY ARTHUR ZACZKIEWICZ

As the impact of the coronavirus 
outbreak continues to run its course, 
business leaders are being forced to adopt 
new modalities of leadership that require 
often untested skillsets. Operating in a 
“crisis response” mode also spotlights the 
need to maintain operational strategies 
endemic to any successful business.

As part of a series of stories on crisis 
management, WWD shares the best 
practices of retail and brand consultants, 
analysts, c-level leaders and other industry 
stakeholders in managing the negative 
impact of the COVID-19 disruption.
 
FAST THINKING IN TIMES OF CHANGE
When asked what retail and brand leaders 
need to do in times of crisis such as now, 
Darrin Giglio, chief executive officer and 
chief investigator of North American 
Investigations, said instilling confidence 
and thinking fast can be beneficial.

“A firm and its employees greatly 
improve their chances of enduring the 
crisis if leadership believes they will,” 
Giglio told WWD. “You’ve got to convey 
confidence when addressing employees 
in this situation but at the same time, 
you need to be honest. This isn’t a time 

BUSINESS

Why the Future Is 
As Important as the 
Here and Now

to be painting a picture of rainbows and 
unicorns or it damages your credibility.”

With “fast thinking,” Giglio said being 
decisive is crucial during a crisis. “Make 
choices quickly and implement a plan,” 
he said. “During the current crisis, 
sitting around debating courses of action 
probably got a lot of people sick. The firms 
who began social distancing and remote 
work the earliest are in the best position 
from a health perspective.”

Paula Cizek, chief research officer at 
NOBL, which is an organizational design 
firm that helps companies navigate cultural 
transformations, said it is important for 
c-level executives to acknowledge that 
“change is loss.”

“Teams are facing a lot of uncertainty 
and change in a very short period,” she 
told WWD. “Even positive changes [like 
getting to work from home with your 
dog] involve some feelings of loss. Take 
time to check in with your direct reports 
on a one-on-one basis to help them work 
through it.”

Cizek also suggested engaging in some 
visualization. “Think about what you 
want your organization to look like, 
post-COVID,” she explained. “Right now, 
leaders are being forced to triage situations 
while teams have to adjust to remote work, 
reduced hours or even layoffs. But once 
the initial frenzy of activity has died down, 
it’s critical for leaders to think long-term: 
three or six months from now, what will 
look different? How can you use this time 
to leapfrog your competition?”

COMMUNICATE CLEARLY,  
MEET DEADLINES
Michelle Bogan, founder and chief 
executive officer of Equity for Women, 
said in the current environment, leaders 
need to “create a sense of calm and clarity 
that their employees can hold onto.”  
That requires also acknowledging that 
this is “an unprecedented environment to 
operate in, and any decisions made will 
be in line with the values of the business 
and with compassion for employees  
and customers.”

“Communicate clearly and often about 
what is happening and why,” Bogan told 
WWD. “Be clear about what is temporary 
and how quickly you will re-evaluate the 
steps you are taking. Don’t make promises 
about things you cannot deliver but do 
show employees you are in it with them, 
side by side, and are doing everything you 
can to weather this challenge and keep 
as many people taken care of as possible. 
Demonstrate radical humanity.”

Nick Kaplan, president and cofounder 
of Fashion to Figure, said in times of 
crisis and duress, communication holds 
everything together — internally with 
employees, and externally with business 
partners. “All of your partners want, 
and need, to know your strategy, and 
how they fit in it,” Kaplan told WWD. 
“As a fashion brand that has built an 
ecosystem comprised of corporate and 
field team members, manufacturers, 
service providers and customers, they 
are all counting on you to be there in 
the end. Letting them know your plan to 
evolve through the moment, their role in 
executing your plan, how they measure 
progress and what the end result will look 
like is critical. As a leader who is driving 
strategy and decision-making, there is no 
such thing as over-communicating.”

Aside from clear communication, having 
patience as a leader can help during a 
crisis. Doreen Hatcher, president and 
ceo of Haoma, which is a plant-based, 
sustainable, unisex and prestige skin-care 

brand, said as an organization, “we have 
been striving to stay connected and foster 
understanding and patience with each 
other as we deal with this new normal.”

Hatcher, a beauty industry executive 
with over two decades of experience 
at companies such as L’Oréal (Kiehl’s), 
Estée Lauder (Origins), Stila Cosmetics 
and LVMH Moët Hennessy Louis Vuitton, 
said there is “not one person on our 
team that hasn’t been impacted by the 
sudden change in the social and economic 
landscape, whether figuring out how to 
work while it’s homeschooling our kids or 
simply dealing with anxiety and adjusting 
to social isolation.”

“From a business standpoint, we quickly 
pivoted to the relaunch of our web site 
and laser-focused the team on figuring out 
how to maximize our direct-to-consumer 
business,” Hatcher added. “In addition, 
we reallocated resources to what was 
necessary immediately, such as sampling, 
and enhanced charity initiatives to help 
our communities.”

Brian Lim, a “Shark Tank” alumnus 
who received a deal from Mark Cuban and 
Daymond John, and who is the founder 
and ceo of rave clothing and festival 
fashion site iHeartRaves, said that with 
COVID-19 forcing companies to work in a 
remote environment, “great leadership is 
even more important than ever.”

“When leading a remote team, it’s 
important to ensure that deadlines have 
been discussed so there is no guesswork 
and you don’t have to micromanage 
anyone,” Lim told WWD. “Assume Positive 
Intent. By this, I mean there are two 
ways of interpreting messages. People 
generally think negatively when reading 
communication. This is not healthy. 
Give people the benefit of the doubt and 
assume positive intent. Emojis and gifs are 
worth the time to help convey your true 
feelings when communicating via Slack or 
any other tool.”

Lim said it is important to also make 
sure brands and retailers “have processes 
and procedures in place.”

“This is very important for any leader who 
is trying to scale,” Lim said. “I also believe in 
the importance of having a ‘Do Not Do’ list. 
Your ideas need to align with your mission 
statement, and if they don’t, move on.” 

REACTING TO CHANGE, WITH CHANGE
Meyar Sheik, president and chief 

commerce officer at Kibo, said the 
current business environment requires 
companies to “quickly determine changes 
that need to be made, while at the same 
time communicating to both internal 
teams and consumers that their safety and 
satisfaction are a top priority.”

“It’s important to keep in mind that every 
city and country is in a different situation; 
no two can be compared directly or 
treated the same,” Sheik said. “Plus, every 
consumer has a unique need based on 
their location, age and employment status, 
and also have specific preferences around 
channel engagement and price sensitivity. 
Employing personalization as a tactic offers 
retailers the opportunity to address each 
need by segment or by the individual.”

Sheik said having location data, past 
purchase data, “and real-time intent data 
available for accurate personalization will 
deliver much better experiences during 
this sensitive time of uncertainty, and, in 
turn, much higher ROI for brands.”

Tarek Hassan, ceo of multibrand 
streetwear and sneaker boutique retailer 
and brand Concepts, said in the current 
climate, relationships have been key.  ► 

Kim Borton, left, works from home while her children Logan Borton, center, age six and Katie Borton, age seven, work 
on an art project in Beaverton, Ore. Borton works for Columbia Sportswear in supply chain account operations.
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●  Targeted product 
recommendations are helping 
to ease supply chain woes.

BY FIONA MA

LONDON — As screen time grows and 
retailers face growing issues with stock, 
Qubit, the personalization software 
service, has become a useful backend tool 
for e-tailers.

“Personalization is even more relevant 
now, because a lot of our clients are using 
our technology to target loyal customers 
and to make sure, if they’ve got limited 
supply, they can point certain products 
to their shoppers,” said Graham Cooke, 
founder and chief executive officer of Qubit.

The company works with retailers from 
fast fashion, luxury and beauty, such 
as River Island, Topshop, Net-a-porter, 
Farfetch and the Estée Lauder Companies. 
Over the past few weeks, they said 
they’ve noticed that overall time spent on 
e-commerce sites have been down, but 
conversion rates are increasing.

“What we are seeing is that 
personalization is helping to drive that 
conversion rate up. We are seeing customers 
that know the brand visits the site. These 
are the customers that you know best, and 
can make up to two thirds of your revenue,” 
said Cooke.

According to Cooke, personalization 
can come in many forms, from targeted 
promotional campaigns for returning 
customers, to product recommendations 
built on a customer’s search and browsing 
history. The latter is the most popular and 
most effective.

With supply chains being hit due to 
the coronavirus, warehouses operating 
at a slower speed, and spikes in demand 
for COVID-19 related items, product 

TECHNOLOGY 

Qubit Is Helping Retailers Move Product 
And Drive Sales With Personalization

recommendations can help retailers drive 
customers toward similar and related items 
that they do have in stock.

“There are many ways we can apply 
this: For example, retailers may only 
recommend certain products to their most 
loyal customers. For our other clients that 
are still maintaining distribution centers, 
the challenges are around supply chain. 
So we are helping our clients navigate 
all sorts of complex situations by using 
personalization,” Cooke said, adding that 
Qubit has allowed its pharmacy clients 
to be agile and tactical in responding to 
changing consumer patterns due to the 
spread of the virus.

The tactics have proven promising and 
Cooke said he has noticed impressive 
e-commerce numbers. Sales in the last seven 
days were up 15.6 per cent year-on-year with 
pharmacy, home and garden sales up 60 

percent, and beauty up by 9.5 percent. The 
fashion category however, suffered. Cooke 
reports that fast-fashion sales are down 34.5 
percent, and while luxury spiked last week 
by 19.5 percent, this week they went back 
down 12 percent with affordable luxury 
hit the hardest. Products in the $400 to 
$800 range were down 76 percent.

The drop in fast-fashion sales is to 
be expected. The category is driven by 
occasion wear and as customers are 
under quarantine and facing lockdown 
measures, there is no reason for them to 
shop by occasion.

“We’re not seeing a need to buy an outfit 
for work, an interview or party. Luxury is 
interesting however: It went up and down 
and we think that there was an immediate 
need by people who would have probably 
gone into the stores to purchase. What 
happened was they when the stores shut, 

the customers already wanted to purchase 
those items so they just decided to buy 
digitally,” Cooke said.

While the numbers are not favorable, 
not all is lost. Cooke thinks that fast-fashion 
brands can make up for lost time by being 
responsive with their merchandising 
strategy and driving occasion wear suitable 
for when lockdown measures relax.

“It’s going to be easier for fast-fashion 
brands because people will go back to 
doing ‘normal’ things that will drive 
occasion wear. Luxury is interesting, for 
some brands like Louis Vuitton, they will 
have more digital customers than they had 
before this happened. I think there’s going 
to be a set of luxury customers that will 
have converted to digital in this time and 
luxury needs to capitalize and drive greater 
loyalty there, it’s about doing extremely 
targeted strategies,” Cooke said.

Apps developed by 
Farfetch, among other 

brands, leverage Qubit’s 
personalization insights.

“Social distancing has actually made 
Concepts closer as a team,” Hassan told 
WWD. “I’m connecting more regularly 
with folks across e-mail, text, phone and 
other chat channels — much more so than 
I used to.”

Hassan said motivation is also 
important, and is enhanced by 
communication technologies, which has 
helped him to “continue to motivate the 
team in ways I couldn’t before. Motivation 
is my number-one priority. We are a family 
here and family comes first.”

“Leading through partnership has also 
been critical — talking more organically 
and frequently with key partners like 
Nike and others, has strengthened those 
relationships, which will collectively make 
us stronger when we get to the other side 
of this,” Hassan added.

For Traci Inglis, the incoming ceo of 
RTW Retailwinds, the fashion apparel 
industry was also dealing with “seismic 
shifts” in how companies operate. Dealing 
with change was already in the works. “In 
many ways, the past several weeks have 
brought a sense of urgency and bias for 
action to adapt the accelerated disruption 
of this new retail reality — all the while 
operating in an uncertain and anxious 
macro-environment,” Inglis said. “For us, 

we’ve had to make some tough decisions 
in order to preserve liquidity and manage 
our business during this time.”

Inglis said leading during this COVID-19 
crisis “requires all of us as leaders to be 
transparent with our teams to alleviate a 
layer of anxiety all of us are experiencing. 
While transparency doesn’t make these 
decisions easier, it ensures that everyone 
on my team understands the challenges we 
are facing so we can navigate through this 
crisis together.” 

TAKING ACTION, FAST
Aside from fast-thinking, acting fast can 
also benefit retailers and brands in times 
of crisis.

Inglis said companies need to adapt 
“and we need to act fast to manage our 
business through this period.” The ceo 
said, first, make decisions with speed 
over precision. “The situation is changing 
daily and we need to synthesize new 
information and make decisions with 
conviction,” Inglis said. “We’ve had 
to challenge ourselves internally and 
adapt old ways of thinking to pivot to the 
uncertainty of today. We are breaking 
through this inertia and analysis paralysis 
by embracing action, and not punishing 
mistakes. In fact, I believe our best 

insights will come from our mistakes — 
fail forward.”

Fashion to Figure’s Kaplan believes 
“decisive decision-making” is another 
tactic needed in the current climate. 
“During uncertain times, a global 
pandemic, where there is no playbook 
for an unprecedented global crisis, you 
are in a foxhole and your game plan is 
built each day based on many factors 
out of your control,” Kaplan said. “Every 
member on your team is living the 
moment with you, but has their own 
perspective. It is critical to encourage 
them to share ideas and feedback. 
Everyone on the team needs to know 
their value, be heard and encouraged to 
bring the next great solution or idea to 
the table. You never know when lightning 
will strike.”

Kaplan said in this moment of the 
outbreak, “the sum of the parts is greater 
than the whole. After listening to all 
ideas, think about what you need to 
accomplish, your potential position at 
the end of the crisis, and move forward 
with a decision. It is also important to 
continue to actively listen and be open 
to new thoughts informing new and old 
decisions. Better to fail forward in a crisis 
than to have stayed stagnant and died.”

FOCUS ON THE TEAM
For Noah Stern and Ayal Twik, 
co-ceo’s of Moose Knuckles, the 
priority is to “lead with compassion 
and care for our tribe — all the people 
we work with.”

“Our ‘director of giving a f--k,’ Scott 
McDougall, has been solely focused on 
keeping our worldwide tribe abreast 
of all developments from a personal 
and health point of view, because we 
really do give a f--k,” Stern said. “For 
every employee, worldwide, who we 
have been forced to furlough, we are 
topping up whatever financial assistance 
the governments are giving, to make 
sure they each have enough to see 
them through this s--t show. Lastly, as 
concerns our global team, each and 
every one of us have banded together to 
take meaningful cuts in comp in order 
to see the whole moose tribe through 
these tough times.”

Lastly, Stern urged other leaders to be 
generous and compassionate. “Care for 
your tribe, the whole tribe, every one of 
them,” Stern said. “Show it with words, 
show it with time, show it with dollars. 
This is not about business and profits 
— that s--t is for normal times. Now it is 
about taking care of each other.” ■
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●  With most photo shoots 
canceled or postponed, 
industry experts discuss 
the future of brands’ visual 
communication.

BY ALESSANDRA TURRA AND  
FABIANA REPACI WITH CONTRIBUTIONS  

FROM JOELLE DIDERICH

Traditionally, March and April are 
hectic months for the big squad of art and 
creative directors, photographers, fashion 
stylists, makeup artists, hairstylists, set 
designers and a platoon of assistants, 
spending long days on set to create the 
images and videos that beginning in July 
support the sales of luxury brands’  
fall collections.

But, the coronavirus outbreak, which 
determined lockdowns across the globe, 
abruptly put everything on hold this 
season, causing fashion and luxury 
companies to drastically reconsider  
their strategies.

Only a few labels managed to meet 
their deadlines, including Chanel. 
“The material for Chanel’s fall 2020 
advertising campaign had already 
been shot. It is due to be published in 
traditional media as well as on digital 
platforms, according to the established 
calendar,” a spokesman for the house 
said.” Final decisions have still to be 
made by most of the houses, which 
appear to be cautiously navigating  
as things develop and studying  
different options.

“A lot of our shoots have been canceled. 
We got a sense of this quite early on as 
the big luxury groups were immediately 
alerted to the impact of what was 
happening in Asia. When the COVID-19 
arrived in Italy, we were already being 

asked to postpone, move or just wait for 
further information and then by mid-
March everything was pulled,” said Olivia 
Gideon Thomson, founder and director 
of We Folk, which represents a range of 
high-profile photographers and artists, 
including Viviane Sassen, Pieter Hugo and 
Carlota Guerrero.

“At this stage, most fall shoots are 
postponed but not canceled. However, 
with the uncertain timeline of the COVID-
19, we do not know if these shoots will 
take place and are therefore planning 
for a very different landscape,” said 
Melissa Kelly, M+A Group chief operations 
officer. “Our MA+Creative division is 
working with many clients to evolve 
their communications in ways that make 
sense in this new environment. Virtual 
showrooms, virtual catwalk shows, 
campaigns starring avatars and CGI 
models are just some examples.”

According to Mondlane Hottas, 
managing director at Schierke Artists, 30 
percent of the Munich-based agency’s 
scheduled advertising productions 
were canceled, while the rest have been 
postponed to June or July.

“The advertising shoots which were 
scheduled for April have been canceled 
and in addition some clients asked to 
freeze the annual contracts as a preventive 
measure,” said Riccardo Ruini founder 
and director of the Riccardo Ruini 
Studio creative agency, which develops 
advertising campaigns for a range of 
luxury brands, including Fendi, Bulgari, 
Gucci and Valentino. According to Ruini, 
the coronavirus crisis won’t impact only 
the fall 2020 campaigns, but also influence 
the decisions related to the promotion and 
communication of future collections.

For example, Hottas highlighted that 
the requests from German brands is to 
go local. “Clients are not willing to use 

international talents right now, ‘we 
have to think local’, they prefer working 
with local teams and supporting local 
freelancers for the next months,”  
he explained.

Among the most affected are stylists 
and hair and makeup artists, according 
to M+A Group chief executive officer 
Massimiliano Di Battista. “Their work 
is so much about proximity, and this 
is just not possible at present. While 
our MA+Creative division of strategists, 
creative directors and digital artists are 
busy, traditional photography shoots 
are on pause,” he explained. “Our 
photographers are working on still-life 
shoots and with their partners as models. 
For example, makeup artist Violette has 
long collaborated with her partner Steven 
Pan to produce fantastic content. Clients 
attend shoots in personal studios via 
video link.”

Among those continuing to work are 
photographer and artist Nick Knight. 
“Absolutely no cancellations, on the 
contrary, all clients are still asking me to 
do their campaigns and to find different 
ways to produce them during this crisis. 
Rather than canceling or postponing, 
we’re shifting to different formats, 
shooting campaigns on Zoom, Skype 

or using 3-D scanning,” he said. “They 
ask me for campaigns that can be seen 
across the Internet, and you can create 
beautiful images even through tools 
like Zoom or Skype. The ‘resolution’ 
of an image shouldn’t define what is 
acceptable, we need to reevaluate what 
an acceptable image is. The challenge is 
to create beautiful, elevated images taken 
even for instance during video calls with 
the models.”

Schierke Artists is also experimenting 
with alternative options for its clients. 
“Clients seem to be open to new ideas 
and creative ways to work around the 
situation, for instance they might be using 
photographers whose partners are models, 
or they might go for illustrations and 3-D 
animations rather than photography,” 
Hottas said.

“We are looking at a different culture 
landscape, and while right now makeup 
artists, hairstylists and so forth can’t work 
with models, they will always be essential 
for the industry and maybe this is an 
opportunity to understand their role in a 
bigger way,” Knight commented. “Think 
about the success of makeup tutorials 
on YouTube, perhaps this can be an 
opportunity to find new ways of working 
and sharing their crafts.

But when the machine restarts, how 
will the coronavirus crisis affect the 
way brands communicate through their 
advertising campaigns?

“Talking about communication, we are 
used to living in a world of continued and 
fast transformation. The scenarios we 
are facing now are so radically unknown 
at different levels, but at the same time 
challenging in terms of communication. 
Communication must reflect the moment, 
that’s why Prada has always been focused 
on observing society to express its 
different and unique point of view,” said 
Lorenzo Bertelli, Prada Group head of 
marketing and communication. “As for 
the fall 2020 advertising campaign, this 
season is not just another season, but 
a special one which forces us to think 
differently, within restrictions, with 
heightened sensitivities. Both production 
and messages will need not only to 
acknowledge the moment we are living  
in, but that with it, come opportunities  
to express the spirit and intelligence  
of Prada.”

Agreeing with Bertelli, Ruini stressed the 
importance for brands of deeply analyzing 
the moment in order to create ► 
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Coronavirus Crisis Hits Fall 
2020 Ad Campaign Productions

Prada spring 2020 
advertising campaign. 

Nick Knight

“If brands keep 
advertising their 
products in the same 
way, there will be fewer 
and fewer people  
who will listen.” 

NICK KNIGHT
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 a more profound connection with their 
audience. “I think that brands when 
approaching the creativity of the first 
campaign after the epidemic will have 
to take in consideration what happened, 
considering how consumers feel and what 
they seek for, including human touch 
and a certain lightness,” he said. “I think 
that brands should navigate this moment 
as an opportunity to reconsider their 
communication strategies, which should 
become more personal and distinctive,  
less mainstream and a bit more brave  
and independent.”

“This crisis is forcing us to reassess, to 
find new ways to communicate. We won’t 
revert to what we were before: the idea 
of shipping models around the world for 
a shoot doesn’t seem viable anymore. 
This change was way overdue, the crisis is 
now pushing us to reassess what are the 
things that are important in life, to find 
again the pleasure of living. Fashion is 
art and it should make you feel great, not 
guilty because it’s wasteful and bad for the 
planet,” Knight said.

Photographer and artist Brigitte 
Niedermair shared with Knight the same 
idea of reassessment. “The crisis is 
pushing us all to reassess our priorities, 
to be more creative, more personal, to 
stop and think more. Brands need to 
think more about the image they want to 
present. I’ve always been fascinated by 
the craftsmanship, the artisanality and 
the beauty of some products. Perhaps 
this could be an opportunity to cut the 
noise and go back to those values,” she 
said. “There was a general discomfort 
in the industry for a long time, related 
to the endless cycles of consumptions, 
productions, fashion weeks, events, etc. 
and the coronavirus crisis is just the push 
we all needed to take a step back and 
rethink everything.”

“Less ambitious and more mindful” 
might be an option for brands, according 
to Gideon Thomson. “As production in 
some areas, and for some brands has 
been so badly affected, we might get some 
interesting archival projects to consider, 
or deeper brand advertising concepts 
rather than just new product ranges the 
whole time,” she said. “It’s an interesting 
time to be a brand in many ways. I would 
say that I am hopeful more than convinced 
that it will change things for the better. 
The industry is very conscious of its 
carbon footprint in theory, perhaps less 
so in practice. It will be interesting to 
see how many of the restrictions we are 
dealing with during this time will become 
part of a new industry DNA.”

In this perspective, luxury beauty 
giant Parfums Christian Dior revised its 
marketing and communication strategies. 
“Launches have been reorganized in 
order to occupy what is left after minor 
shoots cancelations. We are trying to keep 
main topics afloat and get rid of what are 
minor launches and communications, 
focusing on essentials,” said Romain Le 
Cam, Parfums Christian Dior associate 
art director. “Purchasing already existing 
content is also sometimes a possibility 
to avoid shooting. We also sometimes 
can look again in the raw materials of 
what we shot and extend the rights usage 
agreement with artists. This crisis is 
affecting us all but we are getting ready for 
a new start after this.”

The crisis is putting the spotlight on 
the potential of digital, according to 
Kelly. “For many years, luxury brands 
have invested heavily in print campaigns, 
stores, shows and in-person events to 
enhance their unique products within a 
luxury environment. Digital platforms 
have been used predominantly for the 
conversion phase of the marketing 
funnel,” she noticed. “Brands are now 
forced to change this model. We believe 
that by applying exceptional aesthetic 

to the technology of today will result 
in brands producing superior and 
inspirational digital campaigns with 
personalized communications. Many 
concepts that were experimental before 
the COVID-19 crisis are being fast-tracked 
to create new advertising and purchasing 
solutions. Right now, it is time to share 
and listen and be open to change. It is 
time to collectively brainstorm, give ideas 
freely, and support each other in any way 
possible. We need to work together to 
form new ways of thriving.”

“As brands are revising their media 
investments, we help them adjust their 
communication strategies accordingly, 
thinking digital first,” said Paul-Emmanuel 
Reiffers, ceo of creative consulting firm 
Mazarine Group. “The COVID-19 crisis will 
only accelerate the deep transformation 
the luxury industry was already going 
through with growing consumer 
expectations for increased sustainability, 
traceability and transparence. If they want 
to come out stronger in the longer term, 
fashion and luxury brands will more than 
ever have to bond with consumers around 

values and purpose, not just product. 
Communication will be key.”

“If brands keep advertising their 
products in the same way, there will be 
fewer and fewer people who will listen. 
Before the COVID-19 crisis, there was 
already an awful feeling of waste, of 
excessive pressure on creatives, and my 
feeling is that people want a different way 
of life, they don’t want mass production 
anymore,” Knight mused. “Gen Z is 
sensitive and very aware of the problems 
with endless consumption, so it’s not just 
this coronavirus crisis, we were already 
heading there eventually.”

Even if the crisis can be seen as 
opportunity to refresh and reboot 
consolidated habits and strategies, 
potentially bringing a breath of fresh air 
into the industry, brands’ lack of liquidity 
is something that everybody should take 
into account.

“It will be interesting to see if brands 
will try and drive prices down like they 
did after the crash of 2008-2009 — 
maintaining value during a recovery is 
quite a challenge,” said Gideon Thomson, 

while Di Battista noticed that “we expect 
reduced budgets.”

“Definitely budgets have been revised. 
For instance, they might reduce the 
number of models involved, number of 
pictures or days of shooting,” confirmed 
Niedermair. “Overall, it seems the 
intention is to work with local talents, to 
cope with the travel restrictions. In my 
view, a general slowdown and a shift from 
quantity to quality can only be good. The 
system used to be almost obsessive, and I 
work with silence and method. The feeling 
before was that it was never enough, as a 
creative you felt drained.”

In terms of budget cuts, Ruini, who 
spontaneously reduced his fees to support 
his clients,  said that the COVID-19 
emergency further accelerated a process 
that was already under way. “We were 
already facing a severe crisis with all the 
budgets majorly reduced,” said Ruini, 
adding that this global emergency will 
help reconsider “certain stellar fees of 
photographers, for example, which are 
not really realistic anymore in the world 
we live.” ■

An eyewear ad from Chanel, 
one of only a few brands  
that managed to meet its 
production deadlines.
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●  Advertising spend is tied 
directly to the state of the 
global economy, and the 
outlook there isn’t good either.

BY KALI HAYS 

The last recession was bad for advertising 
and media, but the economic fallout from the 
coronavirus is expected to be even worse.

In the decade since the recession of 
2008 and 2009, the media world has 
become more used to digital operations 
and subscriptions. But most media entities 
are still too dependent on advertising 
revenue to weather what is expected 
by analysts to be a drastic reduction by 
advertisers large and small in marketing 
spend. Be it online, in print or on TV.

“The Great Recession was a low point 
in the recorded history of advertising,” 
research firm eMarketer said in a note. 
“Total media ad spending declined for 
two straight years in the U.S. and digital ad 
spending even dropped in absolute terms in 
2009, the only time that’s ever happened.”

Yet advertising and marketing 
executives are expecting the effects of 
the coronavirus to outstrip that previous 
low point. A survey of such executives 
by IAB with more than 400 respondents 
found 70 percent have already “adjusted 
or paused their planned ad spend” for the 
first half of the year. Another 16 percent 
are “still determining what actions to 
take.” Of those, 24 percent have pulled 
the entirety of their ad budgets. And 
among all respondents, about 75 percent 
expect the coronavirus downturn to be 
worse than the 2008-09 recession.

Already, IAB found that “digital ad 
spend is down 33 percent and traditional 
media is down 39 percent.” 

The coronavirus was already expected 
to take a toll on global ad spending even a 
few weeks ago, with eMarketer projecting 
a decrease of $20 billion. Now the 
projection looks low as global lockdowns 
drag on. That estimate was largely based 
on the effects of the coronavirus in China, 
and since then, the pandemic has caused 
lockdowns in most of Europe and the U.S.

EMarketer admitted that its ad spending 
forecast was finalized in early March, 
saying in a newer note that “events have 
unfolded rapidly since then — but with 
little clarity on how economic trends will 
shake out this year.” 

“What happens after [coronavirus 
measures are lifted] depends on when 
‘after’ is,” the firm added. “We hesitate to 
speculate about demand that is lost vs. pent 
up, for example, without having a better 
idea of how long the time period is [both 
indoors and with depressed income].”  

On Friday, new U.S. government 
projections around the coronavirus 
showed that, should 30-day “stay at 
home” or lockdown orders be lifted 
soon, as President Trump has insisted, a 
new wave of the disease would come up. 
With lockdowns expected to continue 
into the foreseeable future, comparisons 
to the Great Depression are starting to 
come into conversation when financial 
experts discuss the economic effects of 
the pandemic, which has in just a few 
weeks brought much U.S. business to a 
halt and cost almost 17 million people and 
counting their jobs.

Kristalina Georgieva, managing director 
of The International Monetary Fund, 
which surveils the global economy, on 

Thursday said plainly in a podcast that 
“we anticipate the worst economic 
fallout since the Great Depression.” She 
added that, if the pandemic is fading by 
“the second half of the year,” and only 
then allowing for a “gradual lifting of 
containment measures” and a reopening 
of the world economy, there could be a 
“partial recovery.” But even that won’t 
start until mid-2021, if then.

“I stress there is tremendous 
uncertainty around the outlook,” 
Georgieva said. “It could get worse 
depending on many variable factors, 
including the duration of the pandemic.” 
She did not say it could get better.

Simply put, a global depression does 
not bode well for the media world at large 
and the advertising many outlets and 
operations get a vast majority of their 
revenue from.

Despite most forms of media, from 
online news to TV, seeing levels of 
consumption, readership and engagement 
they’ve not experienced in decades, if 
ever, as public appetite for information 
and entertainment soars, it is simply not 
translating to what would normally be a 
corresponding increase in ad sales. The 
perception of the media is improving, 
too, with Pew Research Center finding 
last week that 54 percent of Americans 
think media coverage of the pandemic is 
“excellent or good.”  

Nevertheless, Moody’s Investor Service 
has repeatedly pointed to media and 
advertising as negatively exposed to the 
coronavirus effects, as its revenue is driven 
by advertising from non-food retail and 
automotive sectors. News worker union 
NewsGuild is now pushing for a stimulus 
package for the industry, telling the U.S. 
Congress on Thursday that the entirety of 
news operations “is seeing plummeting ad 
revenue created by business closures.”

Such reductions, although not entirely 
played out, as the world is only a couple 

of months into a coronavirus economy, 
reflect the positions of many company 
executives that make advertising decisions.

In addition to the IAB survey, in a 
late-March report, eMarketer found that 
all 200 ad and marketing executives it 
surveyed separately had in one form 
or another limited their advertising. Be 
it pulling a campaign that was already 
live, pausing all advertising outright, or 
cancelling a planned campaign entirely.  

Even Google, which holds the largest 
share of the online ad market, is going 
to take a sizable hit. Rohit Kulkarni, an 
investment analyst at MKM Partners, is 
expecting the company’s ad revenue to 
drop by as much as 16 percent in 2020 and 
another 8 percent in 2021. During the last 
recession, Kulkarni said Google’s revenue 
fell by 15 percent over the course of two 
years, noting it was a much less diversified 

company then with YouTube and 
cloud services still a nascent part of the 
business. Still, today the search engine’s 
$135 billion ad business is at least 40 
percent driven by sectors being hit hard 
by the coronavirus fallout, like traditional 
retail, restaurants, travel and auto.

“Global ad spend is highly correlated 
to global GDP growth,” Kulkarni said in 
a note. “We think online ad spend trends 
will have a higher [volatility] as it can be 
turned on or off quickly.”

During her podcast, Georgieva said the 
IMF is expecting 170 of its 189 member 
countries, including the U.S., “will 
experience negative per capita income 
growth this year.” She did not project 
growth, or a return to positive territory, 
for 2021.  

For nearly all types of media 
companies, revenue from ads tends 
to be between 40 and 60 percent of a 
company’s total revenues. 

Lifestyle and news publishing tends 
to be on the higher end of the range. 
Condé Nast, for instance, is a roughly 
$1 billion company that, after years of 
diversification efforts, still gets just over 

60 percent of its revenue from print and 
web ads. The New York Times, which has 
already warned of an impending hit to 
the business from the coronavirus but has 
a strong digital subscription business (a 
move that came out of the last recession), 
is a roughly $1.8 billion company and 
about 30 percent advertising-based as of 
the end of 2019. 

Even a major TV and film conglomerate 
like NBCUniversal gets about 40 percent 
of its revenue from ads. The company 
generates around $13 billion in ad revenue 
and last year counted $33 billion in 
revenue overall. Already this year, the 
company has taken a significant hit with 
the yearlong postponement of the 2020 
Olympics, which it had sold over $1 billion 
in TV ad spots for.

With the cancellation of all sports for 
the last two months, ones that could well 
affect the seasonal return of all sports 
leagues later this year, eMarketer warned 
that the impact on TV advertising could 
be severe, although it’s still working on 
projections. TV ad spend was expected 
to increase 2 percent in 2020, up from a 
decline of 2.5 percent last year.

“The biggest remaining unknown 
is whether the U.S. will enter a severe 
recession during or after the COVID-19 
outbreak, and for how long,” eMarketer 
said in a note. “If an extended economic 
crisis plays out, and if a significant 
drawdown in consumer spending ensues, 
then many additional ad spending metrics 
will also have to be reassessed.”

BUSINESS

COVID-19 to Impact Advertising, 
Media Worse Than Recession
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“It could get worse 
depending on many 
variable factors, 
including the duration 
of the pandemic.”

— Kristalina Georgieva, The 
International Monetary Fund

A woman walks past a fashion advertisement amid the coronavirus pandemic.
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●  Product launches are being 
moved to the country and high 
sales targets are set, hoping to 
offset the losses from the rest 
of the world.

BY TIANWEI ZHANG

With much of the world still in lockdown 
to slow the coronavirus outbreak, China has 
become the best hope for luxury and fashion 
brands eager to get tills ringing again, making 
it a key launchpad for products and a testing 
ground for innovative marketing approaches.

Dior, for example, introduced Gem 
Clutch, a bespoke hybrid between fine 
jewelry and fashion handbag in China on 
WeChat on Friday before the brand begins 
to roll it out in the West. A day before 
that, Dior released a video featuring its 
China ambassador Angelababy touring its 
Shanghai flagship at Plaza 66 as a virtual 
shopping trip to promote the new Book 
Tote and Lady Dior bags.

The video gained 297,000 likes, 
97,000 reposts and 43,000 comments 
on Angelababy’s Weibo post. It’s also 
understood that Dior will follow the path 
of Louis Vuitton, Burberry and Longchamp 
and host livestreaming events. But instead 
of engaging with China’s expansive online 
audience, Dior’s session is expected to be 
invitation-only for its VIPs.

Louis Vuitton worked with 
Xiaohongshu, a popular social commerce 
platform to promote its summer 2020 
collection using livestreaming. Some 
15,000 users watched the streaming with 
6.25 million comments and likes.

Burberry recorded 1.38 million in 
engagement with its livestreaming debut 
with Tmall. Six out of the 10 products 
introduced via the streaming, including 
handbags and earrings, promptly sold out.

Josie Zhang, president of Burberry 
China, said, “In the past two months, we 
have seen a visible change in the behavior 
of Chinese consumers. We are very 
happy to be able to connect with so many 
consumers with livestreaming on Tmall. 
Consumers are eager for new things, and 
for us, when some consumers are unable 
to experience off-line boutiques because of 
the epidemic, livestreaming happens to be 
a safe and exciting way to bring them fresh 
experiences.”

Besides the trend toward livestreaming, 
WeChat Mini Programs, which were at 
the top of luxury brands’ minds in 2019, 
continue. These — along with Tmall stores 
and an official presence on various social 
media channels including Weibo, TikTok, 
Xiaohongshu and Shipinhao, which is 
WeChat’s answer to Instagram — are helping 
brands build a 360-degree digital ecosystem 
that brings them closer to customers, 
making direct-to-consumer sales easier than 
in most other regions of the world.

Luxury brands are banking on China, 
which is quickly recovering from the 
outbreak, to get revenues flowing again. 
Brunello Cuccinelli said sales in China saw 
improvement in the first 10 days of March 
and over the past few days, after significant 
drops since the last week of January and 
throughout the month of February.

It’s not yet clear whether signs of 
improvement will become major gains. 
Chinese luxury consumer confidence is 
down, according to consultancy firm China 
Luxury Advisors. Bubble tea and hot pot 
are two inexpensive treats experiencing 
an instant surge in demand after lockdown 
measures were removed, as reported by 
local news. But brands are working hard 
to create desirability to move items off the 
shelves as fast as they can.

Richard Lu, founder of communication 
firm Instar — which works with 30-plus 

luxury clients including Gucci, Loewe, 
Prada, Valentino, Moynat, Bottega Veneta, 
Dunhill, Alexander McQueen, Tom Ford and 
Fendi — said brands have been introducing 
items to stimulate the market.

“People haven’t been shopping for three 
months. There is definitely a resurgence, 
but I am worried about what’s to come in 
two to three months’ time. We are supposed 
to receive samples for pre-fall and fall-winter 
collections now, but since factories stopped 
working from March in Europe, I hope we 
will be able to get them by May, or it will be 
difficult for us to help promote them,” Lu said.

Meanwhile, an account director at a 
global fashion agency’s Beijing office, who 
requested anonymity, said its sample room 
has been empty since late March. And two 
other agencies confirmed to WWD that 
sample requests are reaching a historic high.

“I can feel that China is the last straw 
for many of our clients. All the new 
product launches are being moved to 
China, as it’s the only place where shops 
are open. But store openings, previews 
and fashion shows are still being canceled 
or postponed before Q3. It’s very risky 
because the government hasn’t signaled a 
clear attitude on hosting events. You still 
need to self-quarantine for 14 days if you 
are coming to Beijing and no one wants 
a COVID-19 carrier showing up at their 
events,” the director added.

Vanessa Wu, director of Europe at 
Reuter Communications, a Shanghai-
based agency representing Lanvin, Maison 
Margiela, Alaïa, Vivienne Westwood, 
Harrods, Farfetch and Mytheresa, 
believes brands should reexamine their 
go-to market strategies to rebuild the 
momentum with China leading the way of 
recovery post-COVID-19.

“Instead of being overly commercial 
to leverage the pandemic, it’s important 
to offer products or services to help 
people ease into a new norm, whether 
through digital migration or domestic 
consumption,” she said.

While online innovation is helping brands 
reach a wider audience, physical retail still 
brings in the majority of revenues.

Hermès is aiming to hit the 40 million 
renminbi, or $5.7 million, sales goal for 
its renovated store for the rest of April in 
Guangzhou’s luxury landmark Taikoo Hui, 
which is set to open on Saturday, according 
to a source working in luxury retail.

The amount is a bold monthly target. 
Only the flagships in China of the top 
luxury brands, such as Chanel and Louis 
Vuitton, are able to reach that number, 
the source said, adding that the rest of 
Hermès’ stores in the country will be 
supporting the Guangzhou unit to hit the 
target within 20 days.

In Shanghai, 80 percent of the 
business had recovered by early April, 
said a sales associate at Louis Vuitton 
over WeChat. Loyal customers have 
returned, exotic leather bags sell just as 
well as iconic monograms, but walk-in 
sales haven’t rebounded. The brand’s 
spring runway collection is nearly sold 
out, and now customers are snatching 
up the summer collection.

A China sales manager at Porsche said 
its headquarter have asked the dealer to 
hit its 2020 target despite a visible drop 
in January and February.

“Our goal for this year is to sell 90,000 
luxury cars, which is more than the entire 
Europe[an continent] or the U.S. We have 
had 10 percent annual growth for years. 
The performance of the second half will 
be crucial. But I am not too worried, 
our clients come from a wide range of 
backgrounds and if they don’t buy it now, 
the car will no longer be produced as 
our factories in Germany are shut,” the 
manager said.
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China Seen as 
Testing Ground for 
Luxury Brands

●  “Social distancing has made 
the world wonder what 
fashion shows of the future 
[and shopping] will look like. 
This event may provide a 
glimpse of both…” said founder 
Chris Lindland.

BY BOOTH MOORE

As fashion starts to warm to the idea of 
digital fashion shows, San Francisco-based, 
tech-powered Betabrand is seizing the 
quarantine mood to host a “Work From 
Home Fashion Show” and social shopping 
event on its web site April 15 at 5:30 PT.

The interactive runway show will feature 
professional women from around the 
world wearing Betabrand’s signature Dress 
Pant Yoga Pants, and incorporate live chat, 
multiple live video feeds, polls, purchase 
events, GIFs, emojis and other bells and 
whistles for viewers.

“Social distancing has made the world 
wonder what fashion shows of the future 
will look like. Same goes with shopping in 
general. This event may provide a glimpse 
of what both will look like,” said Betabrand 

founder Chris Lindland. “Imagine if malls 
are closed, how can the Internet create 
the same social energy? We have all the 
technologies in place today, we just have to 
mash them up.”

The live WFH show will be an extension 
of the company’s live “Friday Specials,” 
which it has been hosting weekly over 
the last year to drop new product, using 
homegrown technology “blending 
interactive ingredients of Twitch, Peloton 
and QVC,” explained Lindland, adding that 
the work-from-home restrictions “have 
forced us to learn how to broadcast from 
many locations at once, making us well-
prepared to broadcast a fashion show from 
many locations.”

Lindland founded Betabrand in 2010 
with the idea of building a social network 
to crowd-source designs, and made 
headlines two years later with a Mark 
Zuckerberg-inspired, executive pin-striped 
hoodie that came out with the news of 
the Facebook IPO. Over the last decade, 
he and his design think tank have gotten 
people talking with such offbeat, social 
media gold garments as the “caperon” 
(combination superhero cape and 
barbecue apron), and a “suitsy” (an adult 

onesie made to look like a business suit).
But he found his sales niche with 

women’s pants, functional enough to wear 
for yoga, but with sophisticated styling 
details, buttons and pockets for casual 
workplaces. To date, he’s sold two million 
pairs of the Dress Pant Yoga Pants, which 
since the coronavirus pandemic he’s been 
marketing as Work From Om pants. And 
Betabrand was on track to sell upward of 
$70 million in Dress Pant Yoga Pants and 
other athletic workwear products this year 
before Covid-19 hit.

“The show is absolutely still going on 
at Betabrand,” Lindand said, offering 
that the company, which employs 68, 
with manufacturing and shipping from 
Hong Kong, is putting new product on the 
web site every day. “We have recast our 
yoga pants as work-from-home product, 
and with good fortune that’s worked. 
Especially since people on social media are 
debating whether pants are even required. 
Fortunately, there are enough people 
who like to switch from sleep sweats to 
something resembling professional attire 
before they sit down to work.”

While Betabrand’s growth trajectory has 
flattened for the moment, Lindland said he 

continues to have at least 1,000 customers 
a day coming to the site, and 1,200 at any 
given second tuning in for the weekly live 
drop events. He expects 10,000 to 15,000 
viewers over the course of the one to one-
and-a-half-hourlong WFH fashion show 
with concurrent viewing peaks of 1,000 to 
1,500.

To cast the 20 to 25 “models” for 
the WFH fashion show, he turned to 
the brand’s closed Facebook group 
of 2,000 super fans, who sent video 
clips of themselves doing their best 
“runway” walks at home. Some of the 
Ph.D. candidates who helped model his 
first women’s collection in 2014 will be 
returning, Lindland said. “Our fans tend to 
be doctors, lawyers and nurses...it will be a 
high IQ set of fashion models.”

Musing on the future of fashion in the 
post-coronavirus, digitally empowered 
age, he added, “If brands use this kind 
of tech, it could be fashion week every 
week...there’s no shortage of creativity, but 
they should be looking to translate it into a 
multi-medium thing that’s more interactive 
— so fashion shows are less the one big 
event and more the physical part of an 
ongoing online event.”

FASHION

Betabrand to Host ‘Work From Home’ Digital Show 

Dior’s China ambassador 
Angelababy promoting 
the new Book Tote online.
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Sara Evans, 
Cover Girl
The country music star is releasing an album of cover 
tunes as well as a memoir this year.   
BY JEAN E. PALMIERI 

Sara Evans has been performing cover 
tunes for as long as she can remember.

“I was in a band with my brothers and 
my entire childhood was spent singing in 
bars every weekend,” says the country 
music star. “I grew up learning how to sing 
like other people. That’s how my career 
started, as a little girl singing songs like 
‘Behind Closed Doors.’ I had no idea what 
I was singing about. I was four,” she says of 
the lyrics of the Charlie Rich hit about the 
intimacy that went on after doors were shut.

“We were country people, farmers and 
singing in the bars was a way to earn some 
supplemental income,” she says.

But it wasn’t long before Evans stopped 
trying to sound like everybody else and 
made her own mark in the music industry.

The 49-year-old, who grew up outside 
New Franklin, Mo., is a multiplatinum-
selling entertainer who ranks as the fifth 
most played female artist on country 
radio over the last two decades. Her five 
number-one singles — “No Place That 
Far,” “Suds in the Bucket,” “A Real Fine 
Place to Start,” “Born to Fly” and “A Little 
Bit Stronger” — made her a ubiquitous 
presence on the radio in the late Nineties 
and early Aughts.

Now, to mark the 20th anniversary of 
her double-platinum album “Born to Fly,” 
Evans is putting the finishing touches on a 
13-song work of cover tunes that will drop 
on May 15. Titled “Copy That,” it will be 
her first studio album since 2017.

“I always knew a cover album would 
be part of my future,” she says. On nearly 

all of her earlier works, she included one 
cover tune and she also performs them in 
her live shows, where she’ll often take on 
“Shut Up and Dance” or “Girls Just Want to 
Have Fun” during the encore.

Although neither of those songs made 
it onto “Copy That,” the album features a 
wide range of tunes — most of which aren’t 
country — that are among Evans’ favorites. 
They span six decades and include The 
Knack’s “My Sharona” and Fleetwood 
Mac’s “Monday Morning,” as well as The 
Pretenders’ “Don’t Get Me Wrong” and 
Carole King’s “It’s Too Late.”

“These are songs I love,” she says. They 
also got the nod of approval from her 
three kids, all of whom grew up with her 
on the road and remain very involved in 
her career. In fact, her 20-year-old son, 
Avery, plays guitar on the album, and 
her 17-year-old daughter, Olivia, sings 
background.

The original list of what to include was 
hundreds of songs long and Evans says 
narrowing it down was a “torturous” 
process. “But I’m starting a new list for 
volume two.”

But for the work at hand, Evans says her 
goal was to honor the original renditions 
of the songs and the artists, “but with a 
very modern sound.”

Although she finds it hard to choose 
her favorite song on the album, she says 
getting Little Big Town’s Phillip Sweet to 
perform a duet with her on “Whenever 
I Call You Friend,” was especially 
meaningful. “We spent hours putting 

down the background vocals for that, it 
was very tedious work,” she says, “but it 
worked out.”

She also says working with Old Crow 
Medicine Show on “I’m So Lonesome 
I Could Cry” was special. “I told them 
I wanted them to start the song so it 
sounded ‘old timey,’” she says.

But perhaps the most personal cut is an 
obscure John Mayer song, “All We Ever Do 
Is Say Goodbye.” Admitting she is a huge 
Mayer fan — “He’s probably afraid of me, 
I stalk him” — she says that song speaks 
to her relationship with her husband, Jay 
Barker. A star college quarterback and 
now an on-air football analyst, Barker 
often had to stay home and hold down 
the fort while Evans toured, and as a 
result, the lyrics to the song are especially 
meaningful to them.

Although most of the cuts are pop and 
rock songs, there are a few true country 
tunes, including Patsy Cline’s “She’s Got 
You,” which Evans says sounds “haunting” 
to her when she hears the final version. 
“The Holy Spirit was there the whole time 
we were recording. It’s almost like Patsy 
Cline was in the room,” she says.

Evans also embraced the photo shoot 
for the album art and social media 
campaign. Much like the music, she was 
able to role-play for the images. For the 
cover shot, she donned a blonde wig and a 
bright red turtleneck.

“I’m just a brunette, but I’ve been 
wanting to go blonde so many times in my 
life,” she says. “My daughter Audrey went 
really blonde and I was so jealous, she 
looked so great, so when we talked about 
the shoot, I said, ‘I’m wearing a blonde 
wig.’ I mean, I’m imitating other people, 
so why not.”

Her blonde look is a nod to another of 
her favorites, Mad Men’s Betty Draper, 
and her stylist cut down the long hair of 
the original wig into a bob and worked her 
up with makeup that would fit right into 
the Sixties.

In other shots, Evans wore a long black 
wig, à la Loretta Lynn and Patsy Cline, 
and as a way to honor her own mother. “I 
look just like she did back then,” s 
he says.

Then there are the images of what she 
termed “the real Sara.”

She says her stylist is her sister-in-law, 
Kaelin Evans, who has been working 
with her for more than two decades. 
She marvels at her ability to find outfits 
that looked retro but were actually new, 
including the HotPants she wore in one 
shot and the bohemian skirts “the real 
Sara” wore in others. Among the looks 
she dons are gold sequined pants from 
Jen’s Pirate Booty x Free People, a pink 
floral-printed suit from Smythe and 
fuzzy heeled slippers from Daily Heels 
by Jeffrey Campbell.

“The clothes are just amazing, I have 
no idea where she found them,”  
Evans says.

With the coronavirus pandemic, Evans 
says the tour she had planned to support 
the album release has been postponed, 
but she’s hopeful that she’ll be able to 
get back out on the road in late summer.

But the album is just the first project 
she’ll introduce this year. On Sept. 8, 
Howard Books, a division of Simon & 
Shuster, will publish “Born to Fly,” a 
memoir of her life and career.

“It’s a memoir, but not a full tell-all,” 
she says. Instead, she shares stories 
about some major events in her life, 
including growing up on a farm, being 
hit by a car when she was a child, her 
parents’ divorce, her marriage, having 
children while juggling a country music 
career, and her faith. “I really have had 
so much drama in my life. I’ve almost 
died four different times. I cried a lot 
when I was writing it,” she says during 
an interview promoting the book.

Evans says the book took almost four 
years to complete and she did most of 
the writing herself. Although she  
worked with two cowriters, she says it 
wasn’t “easy to get in my head and it 
didn’t sound like my voice. So I took it 
over and said, ‘I’m just going to write 
 it myself.’”

Although she is proud of the book, she 
also admits she’s “really nervous.”

“I have six siblings and I hope I don’t 
cause any strife by talking about our 
parents’ divorce, but it’s my story.”

Evans’ story does indeed have a lot 
of ups and downs. She has appeared on 
“Dancing With Stars,” been honored for 
her work as a Red Cross ambassador, 
and weathered a bitter public divorce 
from her first husband. And although 
she has continued to play music and tour 
throughout her career, she doesn’t get 
played on contemporary country radio 
these days. But that’s OK with her.

“I don’t listen to country radio right 
now,” she says. “They don’t play women 
or great music.” Instead, the airwaves are 
filled with “bro-country” male artists who 
all sound the same and play music at a 
“very base level,” she believes. “But it’s 
been this way for 10 years.”

One of Evans’ current favorites is Kacey 
Musgraves, who won a Grammy for 
Album of the Year in 2019, yet “didn’t 
have a radio hit. It’s all about the money, 
and I understand that, but why can’t it be 
both? People will appreciate great music if 
you give it to them.”

She also points to Ruston Kelly, 
Musgraves’ husband, as another case in 
point. “He should be played on country 
radio,” she says. “It’s the age-old 
argument. I can tell when [artists] are 
pandering and I know they’re just trying 
to break through, but what you’re feeding 
to the masses is not what I love.”

Evans says she was lucky enough to 
break through at a time when women 
were more appreciated and embraced by 
country radio and country fans.

“I’ve never stopped singing,” she says, 
“you just don’t hear it on mainstream 
radio. I just hope this new project will get 
played on all genres.”

Evans dressed in retro 
styles for the album’s 
marketing images.
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●  As the coronavirus crisis wears 
on, negotiations are becoming 
more difficult.

BY SHARON EDELSON

Frustration is rising among retail tenants 
and landlords, which have both been 
crippled by the ongoing coronavirus.

Retail tenants are finding it more 
difficult to negotiate rent reductions or 
other revised lease terms that might help 
them stay in business, saying landlords 
are becoming increasingly reluctant to 
grant concessions as their own financial 
positions continue to deteriorate and their 
obligations mount. 

Responses to requests for rent relief in 
many cases depends on the landlord being 
petitioned, and debt load and operating 
expenses. A legacy owner who inherited 
the property decades ago might be more 
flexible than one that purchased a retail 
co-op in Manhattan at the height of the real 
estate market. Regional shopping centers 
and local mall owners and operators 
have been more willing to negotiate with 
tenants than some REITs, whose amount 
of and cost of debt and operating expenses 
of their shopping centers and malls may 
prevent them from making concessions.

REITs have publicly said they’re helping 
tenants, but are reportedly taking a hard 
line behind the scenes. Small to mid-size 
mall owners are said to be showing more 
understanding.

A retail broker said a tenant he’s worked 
with reached out to The Shops and 
Restaurants at Hudson Yards before April 1 
rent was due to propose a percentage rent 
agreement for the next year, surmising that 
with his store closed and no sales coming 
in, he’d pay nothing in terms of rent, until 
the center reopened.

“Percent rent is a good thing because 

everybody [retailers] won’t get going at 
same time and there will be some tenants 
that fall out,” the broker said. “It seemed 
like a good point to start the discussion. 
The only thing he got was a form letter. 
The reality of it is, they’re taking a much 
more hard-nosed position. A lot of tenants 
are finding they’re being somewhat 
stonewalled.”

“Thank you for your letter concerning 
the impact on your tenancy from the 
ongoing COVID-19 crisis,” said an April 7 
e-mail from Hudson Yards to the retailer 
concerned. The letter noted that while 
shopping centers are closed, “this does not 
modify tenant’s obligations to continue 
to pay all amounts due under the lease 
(including rent and any penalties relating 
to any late payments thereof ).

“We, of course, understand the 
difficulties you are facing…we are 
working through our own challenges as 
well,” the letter continued, adding that 
the company is monitoring the situation, 
including the role of government relief. 
“In the meantime, we anticipate that 
all parties will continue to abide by the 
terms of the lease and we respectfully 
reserve all of our rights and remedies for 
any failure to do so.”

Hudson Yards could not be reached for 
further comment.

“There are many landlords that are 
taking a hard line,” said Jared Epstein, 
a principal of Aurora Capital. “A tenant 
recently told me that a large REIT was 
not only unwilling to provide rent relief, 
they actually threatened that they would 
leak the tenant’s nonpayment of rent to 
the press, which could severely impact 
the company’s stock and financial 
wherewithal.”

Aurora has received requests for rent 
relief from tenants throughout its portfolio 
who’ve expressed “unprecedented 

concern about the future of their 
businesses due to the self-quarantine 
and shutdown measures. Aurora made 
the decision early on to provide relief 
to our tenants in need, to the extent we 
are able to, through rent deferrals. The 
majority of landlords who determine 
that they can provide relief are doing so 
for the tenants in need that have built a 
strong track record of running a quality 
operation and being timely with  
rent payments.”

Out of the Box Retail, a subsidiary of 
Miami-based Lionheart Capital, a global 
real estate investment and development 
company with more than $4 billion in 
assets and 6 million-plus square feet of 
retail space across the U.S., is offering 
retail tenants of its regional malls 
and community shopping centers the 
opportunity to pay only their share of 
CAM [common area charges] and property 
tax, a 60 percent to 70 percent discount 
off their full monthly rent. There could 
even be more savings if Out of the Box 
gets tax relief from the government and 
the company has pledged to pass those 
directly on to tenants.

“We’re fortunate that our portfolio has 
been acquired fairly recently, so we have 
very little debt on the portfolio, which 
allows us to be much more flexible on 
rents,” said founder and chief operating 
officer Ophir Sternberg. “We do have a lot 
of carrying costs, including employees, 
and some mortgage payments. We’re 
going to take a hit. We’re offering it right 
now, and it will extend for April and May 
rent. If things go on from there, we’ll talk 
again. We have hundreds and hundreds 
of tenants, some national, some mom and 
pops, and some local tenants. We offered it 
to everyone from the largest tenants to the 
smallest mom and pops.” 

“Transparency is the key, and both 
sides need to think about how do they 
want to come out of this,” said Trever 
Gallina, a broker at Isaacs & Company. 
“The challenge to transparency is just 
economies of scale. A retailer with 500 
mall stores can’t pay attention to its one 
store in New York City. For the fashion 
brand with one store in Manhattan, it’s 
real easy.”

“A lot of things are happening on both 
sides,” said a retail broker who works with 

national tenants. “Some landlords can’t get 
through to their national tenants, and can’t 
even get through to their own lenders. 
They may not have the cash reserve to 
hang around for 60 to 90 days with no 
cash flow. I don’t know many landlords 
who could hang around for that period of 
time without any cash flow.” 

A retailer with several stores at shopping 
centers owned and operated by Simon 
Property Group, said the REIT reached 
out to tenants with the message, “We 
expect you to pay your April rent.” When 
the retailer asked for rent relief, he got 
a mixed message from Simon, with one 
rep indicating that some relief might be 
coming in May or June, while another 
“Simon rep in a conversation that 
ostensibly was supposed to be about rent 
relief, brought up our letter of credit and 
threatened to draw down on the security 
deposit,” said the retailer, who requested 
anonymity.

Simon couldn’t be reached for 
comment.

Not all retailers are deserving of 
landlord’s compassion. “Unfortunately, 
in every situation there are bad actors,” 
Aurora’s Epstein said. “There are 
certainly tenants that are attempting 
to take advantage of this situation by 
not making rent payments to their 
landlords, in some cases without even 
making attempts to discuss the situation. 
The true strength of any relationship is 
measured in difficult times. This certainly 
applies to the relationships between 
landlords and tenants.”

There are reports of retailers ghosting 
their landlords, not paying rent or 
answering phone calls. “A luxury 
global cosmetics brand with 3,000 
stores worldwide, but only one unit in 
Manhattan, is suffering a downturn in 
sales and struggling to stay afloat. The 
brand’s broker said it hasn’t paid April 
rent, nor does it plan to, in light of more 
pressing concerns.

“One of the companies I work with is 
based in Italy, and the last thing on their 
mind is their store on Greene Street in 
SoHo,” he said.

The Real Estate Board of New York on 
Thursday issued its first-quarter 2020 real 
estate broker confidence report, with a 
Coronavirus Special Report. The overall 
Commercial Broker Confidence Index, 
which focuses only on the commercial 
brokerage member responses, was 3.23, 
a 56 percent decrease from the fourth 
quarter of 2019.

Broker comments included, “COVID-
19 has crushed commercial real estate. 
The retail market was slow before 
coronavirus, and this enhances and 
expedites the upcoming recession,” 
and, “with low to zero occupancy of 
retail and office spaces, it is very hard 
to have any confidence in the market.” 
Others included, “A large majority of 
retail tenants will be behind rent or 
forced to vacate. The retail vacancies 
will significantly impact the value of 
buildings. The amount of vacancies will 
bring down asking rents and projected 
rents, lowering investors’ projections.”

While it’s hard to say which camp is 
hurting more, retailers or landlords, it 
seems to behoove both parties to get along. 
Landlords should work with their existing 
tenants because finding replacements 
will be difficult given the hit the U.S., and 
global, economy has taken.

“New entrepreneurs and new concepts 
are going to have to get investments, 
which will be difficult,” said a broker. “If 
anybody’s got a viable tenant, it seems 
they should work with them as much 
as they can. If they haven’t been highly 
leveraged, they can afford the taxes. For 
the bigger owners, the quality properties 
may be of a higher grade, and they’re 
going to be tougher.”

BUSINESS

Retailers and Landlords 
Harder-Pressed to Find 
Common Ground

The Shops and Restaurants at Hudson Yards  
has been reminding tenants they are responsible 

for their April rent despite the pandemic.
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Her departure, rumored for months, 
underscores a trend to shorter tenures 
at heritage brands, and sets the stage for 
yet another reinvention at the storied 
couture house.

“Focusing on a world based on haute 
couture has been one of the highlights of 
my professional journey,” Waight Keller 
said in a statement shared first with 
WWD. “I have shared so many incredible 
moments with the brilliant Givenchy 
ateliers and design teams: Your exceptional 
talent and dedication will forever remain in 
my memories. My heartfelt thanks go out 
to each of the unsung heroes and heroines 
behind the scenes, for their contribution 
from product to communications and 
retail, and every global team member, 
partner and supplier in between.”

Given the absence of an artistic 
director, and factory shutdowns amid 
the coronavirus outbreak, Givenchy has 
canceled its women’s pre-spring collection, 
and it will not produce a fall 2020 couture 
collection. It plans to prepare a big men’s 
collection — combining pre-spring and 
runway — for sale in its showrooms in June.

Meanwhile, the shelf life of its spring 
2020 and fall 2020 collections is to 
be extended in its own boutiques, a 
spokesman noted.

Waight Keller was the first woman to 
lead Givenchy since it was established by 
Hubert de Givenchy in 1952.

After its founder retired in 1995, the 
house saw a revolving door of designers: 
John Galliano, Alexander McQueen and 
Julien MacDonald.

Riccardo Tisci took over the label in 
2005, putting it back on the design map 
with his daring, Goth-tinged fashions 
during a stellar 12-year tenure.

Among Waight Keller’s key 
accomplishments was bringing couture 
back to the runway — Tisci had opted 
for static presentations, or sprinkling it 
into his men’s shows — and establishing 
Givenchy as the go-to brand for Markle’s 
dressier occasions, including Royal Ascot.

She also continued the brand’s 
momentum on the red carpet, dressing 

the likes of Julianne Moore, Rachel Weisz, 
Gal Gadot and Mia Goth.

Waight Keller took an eclectic 
approach to Givenchy’s image, first 
mining masculine-feminine territory in 
her collections and black-and-white ad 
campaigns, later conscripting young pop 
star Ariana Grande as an ambassador, 
and then an older, unlikely pairing: Marc 
Jacobs and Charlotte Rampling.

Sidney Toledano, chairman and 
chief executive officer of LVMH Fashion 
Group, thanked Waight Keller “for her 
contribution to Givenchy’s latest chapter.”

“Under her creative leadership, and in 
great collaboration with its ateliers and 
teams, the maison reconnected with the 
founding values of Hubert de Givenchy and 
his innate sense of elegance. I wish Clare all 
the best in her future endeavors,” he said.

Waight Keller largely plied a tastefully 
restrained and genteel brand of couture 
occasionally spiked with toughness or 
subversion — a touch of latex here, a giant 
wing-like backpack there. She dedicated her fall 
2018 couture show to the founder, who died 
that year at age 91, by celebrating “his timeless 
elegance and grace” and referencing his “iconic 
creations, technique and personal lexicon.”

Popular with the fashion press, she won 
largely enthusiast reviews for her shows, 
particularly for couture, with her women’s 
rtw pinging between a variety of Eighties 
and Nineties references and an array of 
styles, from ravaged denim and modernist 
tailoring to ruffled dresses.

She boosted the profile of Givenchy’s 
men’s division by including couture looks 
for him on the catwalk, and scoring a 
guest-designer appearance at the Pitti 
Uomo trade fair in Florence in June 
2019. But she did not make significant 
headway with leather goods, the linchpin 
and lucrative category upon which many 
luxury brands depend.

Waight Keller scored the British 
designer of the year award for women’s 
wear at the 2018 Fashion Awards in 
London, and made the Time 100 list in 
2019, based upon her dressing Markle for 
her wedding.

When she arrived at Givenchy, the 
designer made clear that the boho 
romance of her six years at Chloé,  
her previous job, was not her  
true wheelhouse.

“How I’m perceived here in Paris is 
actually really different than who I am as 
a person and as a designer,” she said the 
night of her couture debut in March 2017. 
“I started out in the Nineties wearing black 
for about 10 years. The thing that’s been 
really exciting coming here, I feel like I’ve 
put a lot of me back into it.”

The British designer joined Chloé in 2011 
after a six-year stint designing Pringle of 
Scotland. A calm, soft-spoken woman with 
a ready smile, Waight Keller brought a sure 
and steady hand to Chloé, rejuvenating its 
rtw and accessories business and winning 
largely positive reviews for her collections.

She was a popular and approachable 
figure among fashion’s upper echelons, 
and struck friendships with the likes of 
Karl Lagerfeld, Valentino’s Pierpaolo 
Piccioli and Jacobs.

Boasting a strong background in 
knitwear and men’s wear, Waight Keller 
served as senior women’s designer at Gucci 
during the Tom Ford era, and had also 
worked at Ralph Lauren and Calvin Klein.

During her final days at Givenchy, she 
took to her Instagram account, which 

counts 432,000 followers, to document 
some behind-the-scenes highlights of 
fittings and photo shoots.

Her next move could not immediately  
be learned.

Givenchy recently welcomed a new 
president and ceo, Renaud de Lesquen, 
who previously held the same titles at 
Dior Americas.

A suave but discreet executive, de 
Lesquen has been in the New York-based 
role for four years, and previously served 
the same amount of time as president of 
Dior China. Prior to that, he spent 10 years 
at L’Oréal in Paris, as president and ceo 
of YSL Beauté, and before that as global 
president of Giorgio Armani Beauty.

As Waight Keller Departs 
Givenchy, Who Could Lead?
 CONTINUED FROM PAGE 1

The Designers 
Of Givenchy

The French house is 
expected to name its next 

couturier in the coming 
months.

1952 to 1995:  

HUBERT DE GIVENCHY 

 

1995 to 1996:  
JOHN GALLIANO 

 

1996 to 2001: 
ALEXANDER MCQUEEN 

 

2001 to 2004:  
JULIEN MACDONALD 

 

2003 to 2006: 
OZWALD BOATENG  

(MEN’S WEAR) 
 

2005 to 2017: 
RICCARDO TISCI 

 

2017 to 2020:  
CLARE WAIGHT KELLER

Designer Clare Waight Keller 
accepts applause at the end of 

the Givenchy Haute Couture fall 
2020 fashion collection 

presented in Paris.

Fall looks  
from Givenchy.
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●  Top-notch work from 
photographers like Martin 
Parr, Robert Capa and Steve 
McCurry are being sold.

BY ROSEMARY FEITELBERG

Countless confined people would like 
to experience the world beyond their 
smartphones or the views outside their 
windows, and now they can through two 
benefit photography sales.

While corporate powerhouses like 3M, 
Brooks Brothers and Apple are ramping 
up production to help offset the dearth 
of medical-grade masks for health-care 
workers fighting the coronavirus pandemic, 
Magnum Photos and other photographer-
led groups are offering fund-raising sales 
to help provide much-needed funds to 
Medecins Sans Frontières, also known as 
Doctors Without Borders.

Magnum Photos chief executive officer 
Caitlin Hughes said Friday, “This is an agency 
that has a very strong humanist sense running 
right through its core. Our photographers 
have documented conflict and difficulty 
around the world wherever it is. And they 
feel a very strong connection to those people, 
who really have it a lot harder than we do.”

Magnum has a rich heritage in 
photojournalism and a reputation for 
diving straight into the eye of a storm. In 
1947 — two years after the end of World 
War II — Magnum Photos was created by 
Robert Capa, Henri Cartier Bresson, George 
Rodger and David Seymour. In more recent 
decades, Magnum photographers have 
chronicled the Chadian-Libyan conflict, the 
war and famine in South Sudan as well as 
the cholera epidemic in Angola, and has 
worked alongside Medecins Sans Frontières.

Hughes said, ”We are very conscious 
in the organization that there are parts of 
the world with very poor health systems, 

they don’t have access to running water, 
they can’t wash their hands, they don’t 
have enough space to self-isolate and are 
extremely vulnerable to this crisis. We 
wanted to share some solidarity with them,” 
noting the decision to donate 50 percent of 
proceeds was a first for Magnum.

That generosity paid off. A private 
individual stepped forward to offer a 
donor match of up to $500,000. Visitors 
to Magnum’s online sale will find the work 
of Martin Parr, Alex Webb, Elliott Erwitt, 
Herbert List, Rene Burri, Moises Saman 
and Mustafa Saeed, among others. Magnum 
joined forces with The Everyday Projects for 
the “Turning Points” sale, which features 
signed or estate-stamped 6x6 prints for 
$100 each. Images from Burri, Steve 
McCurry, Thomas Hoepker, Jim Goldberg 
and Capa have been popular, Hughes said.

With an Instagram following of 3.5 million, 
Magnum Photos has a varied base that 
includes creatives, casual browsers and 
professional collectors. Hughes said, “For 
many of our audiences, these photographers 
became almost like heroes going into places 
where other people weren’t going and 
documenting events in the world.”

Meanwhile, running through April 20, 
“Pictures for Elmhurst” features $150 prints 
from 96 photographers. All of the proceeds 
will benefit Elmhurst Hospital to help fight 
COVID-19. Ninety-five percent of that facility 
is now dedicated to the care of coronavirus 
patients. “We are very proud of this sale. 
It’s just a really lovely way to allow people 
who don’t see themselves as very serious 
collectors or don’t have the funds to be 
collecting fine prints to bring something into 
their homes that is museum quality or fine-
print quality,” Hughes said.

Bibi Cornejo Borthwick, Brianna Capozzi, 
Cheryl Dunn, Columbine Goldsmith, 
Ethan James Green, Hans Neumann, Hart 
Leshkina, Drew Jarrett and Daniel Shea are 
among the many photographers involved 

with the “Pictures for Elmhurst” project.
After participating in another fundraiser, 

“100 Photographers for Bergamo,” that 
generated about $809,000 for relief efforts 
in Italy, Samantha Casolari, a Brooklyn-
based photographer, aimed to start a similar 
effort in New York. “Pictures for Elmhurst’s” 
initial plan to feature the works of 20 to 25 
photographers quickly morphed to nearly 
100, and additional ones may be added.

The fact that scores of photographers are 
confined to their homes — like millions of 
others — will challenge them to look at the 
world in a different way and to be even more 
creative in finding another means of portraying 
reality, Casolari said. Being stuck inside within 
four walls breeds self reflection from her point 
of view. “It’s definitely becoming more about 
the intimacy of our lives. You need to look at 
the small picture of the world,” she said.

Having shot for La Perla, Miu Miu, Nike 
and other companies, Casolari understands 
firsthand how photographers are looking 
at the world differently. “This moment will 
bring a lot of introspection. It will definitely 
change our perspective. We are so used 
to looking outside and at other people, 
and working in big teams. It’s probably 
going to take a while before we go back to 
that,” she said. “That will definitely make 
photographers evaluate how they look at 
the world. I don’t think any photographer is 
choosing that path to do so.”

Casolari continued, “Despite this 
nightmarish surreal situation we’re in, it can 
also show beautiful aspects. As human beings, 
we’re being forced to be creative and to also 
find a solution. We can also look forward to 
what the new way of seeing will be.”

Some of the photographers involved with 
the Elmhurst project hail from different 
countries but most are based in New York, 
or they used to be. “For us, this is a beautiful 
way for New Yorkers to give back to our 
city. This is a way to pass that plate. New 
York City gives you so much. We wanted to 

show we are a community and you are not 
alone. When there is need, New Yorkers 
can come together and help especially at 
a moment when there is such a sense of 
isolation. It’s important to know that you 
are not abandoned on top of the amount of 
money that Elmhurst Hospital will be able to 
receive,” Casolari said.

Another online sale, Prints For Good, is 
being spearheaded by fashion photographer 
Giampaolo Sgura. Having already exceeded 
his initial goal of $109,000, he plans to 
continue to raise funds for COVID-19 relief 
efforts for hospitals in Puglia, Italy. Interest 
has been so strong that he plans to maintain 
the site for future charitable sales, after the 
coronavirus crisis is under control.

Sgura, who works for Moschino, Ralph 
Lauren, Dolce & Gabbana and other fashion 
companies, is selling prints primarily from 
his editorial work. Eighty five percent of 
each print that is sold will benefit hospitals 
in southern Italy. Adding two or three 
prints to the sale every five or six days has 
helped to attract repeat buyers, he said 
Saturday. Most of the images that have 
been selling are sexy ones such as one of a 
naked woman and another of a naked man 
walking into a room, Sgura said.

Prints For Good supporters have also 
been buying images from his  “Like A Doll” 
series, where models are meant to look 
like dolls in boxes with different wardrobe 
options from one specific luxury label. 
Sgura had shot 10 for a French Vogue 
assignment, but is only offering four for this 
sale. In many cases, shoppers are buying the 
four doll-inspired images as a set, he said.

Other supporters are curating and 
buying  a different selection of four 
prints from his body of work. Sgura said, 
“Everybody has different tastes. Maybe they 
have different houses. They may have a 
house in the country, where they are doing 
one thing and a house in the city, where 
they are doing something else.”
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Photographers Hold Benefit Sales for Coronavirus Relief

Fashion Scoops
Running 
Longer  
Magnificent dresses are on 
display in museums, with no one to 
appreciate them due to closures 
in the wake of the coronavirus 
epidemic. And so dates are in 
flux. On Friday, the Musée des 
Arts Décoratifs in Paris said its 
exhibition “Harper’s Bazaar — First 
in Fashion,” which opened during 
Paris Fashion Week last March, 
would be extended to September. 
It was originally meant to close on 
July 14.

The showcase — mingling 
fashions with magazine covers, 
photos, videos and artworks 
— also debuted a radical new 
look for the museum’s fashion 
galleries after an extensive 
renovation.

The Loewe Foundation Craft 
Prize, meant to take place at Les 
Arts Décoratifs on May 21, has 
been postponed to spring 2021, 
and an exhibition titled “Luxes,” 
meant to open April 23, will now 
debut in September.

Separately, the fashion 
museum in Antwerp, MoMu, 
said this week it won’t reopen 
until 2021. Restrictions due to 
the health crisis are impacting 
renovations and preparations 
for the reopening, initially 
slated for later this year. 
 — MILES SOCHA 

Cooking 
Class  
Phillip Lim has been cooking up 
a storm on Instagram, delighting 
social media fans stuck at home 
during coronavirus quarantine 
with step-by-step tutorials on how 
to make his garlic eggplant sliders, 
scallion oil noodles, seafood pho 
and other dishes from his 2019 
cookbook, “More Than Our Bellies.”

“It’s really just my recipes 
as poems, and it’s a dialogue 
between myself and Viviane 
Sassen,” Lim explained at a book 
release party in Napa Valley, Calif., 
last year of his collaboration with 
Sassen, a longtime friend and 
the photographer responsible 
for some of the brand’s buzziest 
fashion campaigns.

While “More Than Our Bellies” 
had been sold out online, it’s now 
back with a digital release on Apple 
Books. And $10 of every sale will 
be donated to City Harvest, an 
organization working to ensure 
New York City families and children 
are fed during the pandemic.

“When the stay-at-home 
initiative started, it felt like a good 
time to find new creative ways 
of dialogue and sharing with 
people who follow me on social 
media. So I decided to revisit my 
cookbook…to cook through every 
recipe and make videos to share 
on Instagram,” Lim said.

People started DMing him about 
where to buy the book, which was 
sold out. “One of the DMs was a friend, 
Musa Tariq [head of marketing for 
Airbnb], who suggested I reissue 
the book and donate proceeds to 
help organizations helping people,” 
the designer explained of the decision 
to partner with City of Harvest.

Lim cut the price of the book in 
half, and launched the e-version 
for $34.99, which seems like a 
bargain for something that will 
not only feed your belly but your 
soul. — BOOTH MOORE

 

Doing More  
Louis Vuitton has repurposed a 
ready-to-wear manufacturing site 
in central Paris to make medical 
garments for local hospitals treating 
patients battling the coronavirus, 
the high-end label said Friday.

Twenty volunteers in the 
Pont Neuf workshops at Louis 
Vuitton headquarters kicked off 
the effort to make thousands of 
protective gowns for six hospitals 
in Paris and nearby suburbs. 

The brand joins other LVMH Moët 
Hennessy Louis Vuitton companies 
making supplies; the group has 
been using perfume factories, for 
example, to make hand sanitizer. 

Garment factories across the 
U.S. and Europe are taking part 
in the scramble to procure face 
masks and medical garments. 

Chanel and Kering, which 

owns Gucci, Saint Laurent and 
Balenciaga, among other brands, 
have also said they would use 
manufacturing facilities to make 
face masks and medical garments. 

Louis Vuitton recently 
reopened 12 of its 16 leather 

goods production sites in the 
country, and plans to make 
hundreds of thousands of masks 
for staff and nursing homes.

Michael Burke, chairman 
and chief executive officer of 
Louis Vuitton, visited the Sainte-

Florence workshop in the Vendée 
department in the west of France 
earlier this week, where more than 
100 employees out of 900 were 
back to work, including 22 producing 
a mix of disposable and recyclable 
masks. — MIMOSA SPENCER

ON THIS  
D A Y

Today we practice social distancing, but social 
decadence reigned as the beautiful people packed 

New York hot spots like Limelight and Bowery Bar in 
the pages of WWD on April 13, 1995. 


