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On the Road
Coach is heading to 
Shanghai, with plans to 
present a winter collection 
of about 45 looks at an IRL 
event there on June 3. 
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Try It On
Snapchat has unveiled 
a series of initiatives, 
including AR fashion try-
ons, with initial partners 
including Farfetch, Prada 
and Poshmark. 

Page 10

Kendra Expands
Kendra Scott is moving into 
men’s jewelry with a line 
called Scott Bros. by Kendra 
Scott, initially a collection 
of bracelets launching 
June 7. 

Page 5

Rock band Måneskin has a lot on their shoulders, carrying the hopes of all of Italy in the final of the 
Eurovision Song Contest in Rotterdam on Saturday. And of course the band — singer Damiano David, bassist 
Victoria De Angelis, guitarist Thomas Raggi and drummer Ethan Torchio — will do it with style, decked out 

in Eurovision glory by none other than Etro. For more on the band and the contest, see pages 16 to 18. 
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Måneskin’s Moment

Q4 sales inched up after a year 
of change that the CEO said 
has positioned the company to 
charge into the future.

BY EVAN CLARK

Ralph Lauren Corp. is back in growth 

mode and ready to move on.  

There’s a new world to be won now that 

the coronavirus is waning in key markets. 

Patrice Louvet, president and chief exec-

utive officer, told WWD the company has 

reset during the pandemic — cutting costs, 

focusing in on its powerhouse namesake 

brand — and is ready to grow from a posi-

tion of strength. 

“The key elements are in place and now 

it’s about executing,” Louvet said, noting 

the company had a strong finish to a tough 

year with its fiscal fourth quarter. 

Fiscal fourth-quarter revenues increased 

BUSINESS

Ralph 
Lauren
Drives
Forward

CONTINUED ON PAGE 7

The French clothing brand 
plans to open 10 new stores in 
the next three years.

BY MIMOSA SPENCER

PARIS — With fresh backing from a new 

investor, Officine Générale is embarking 

on an expansion drive and plans to take on 

the U.S. where it will set up stores in New 

York and Los Angeles.

“They came with a very fresh approach 

and also a very deep knowledge of the 

brand — without getting into the data, 

without having much information on the 

brand, they had a point of view that was 

extremely reassuring,” said Pierre Mahéo, 

designer and chief executive officer of 

Officine Générale, speaking to WWD 

about his new investors from the label’s 

showroom in Paris.

Mahéo, who retains a majority share 

of his contemporary French label, 

has sold a minority stake to Untitled 

Group, a New York-based investment 

fund founded by Josh Rowan and Adam 

Freed. The group joins BPI France, the 

French public investment bank that first 
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The group has pledged to 
commit to the Prince of Wales’ 
Terra Carta and join the 
Sustainable Markets Initiative.

BY LUISA ZARGANI

MILAN — The Yoox Net-a-porter Group 

continues to take steps toward circularity.

The group on Thursday pledged to 

commit to HRH the Prince of Wales’ Terra 

Carta and join the Sustainable Markets 

Initiative — the first luxury fashion e-tailer 

to do so.

The initiative is in line with YNAP’s 

goal to drive a more sustainable luxury 

and fashion industry, as presented in its 

recently published sustainability strategy 

to 2030, called “Infinity.”

Terra Carta is a call-to-action charter 

for businesses that “puts nature, people 

and planet at the heart of global value 

creation,” according to its website.

Speaking at the One Planet Summit 

in France on Jan. 11, the Prince of Wales 

unveiled the Terra Carta, which derives its 

name from the historic Magna Carta that 

inspired a belief in the fundamental rights 

and liberties of people over 800 years ago. 

The Terra Carta provides “a roadmap to 

2030 for businesses to move towards an 

ambitious and sustainable future, one that 

will harness the power of Nature combined 

with the transformative power, innovation 

and resources of the private sector.”

The Prince of Wales made an urgent 

appeal to private sector leaders around 

the world to join this endeavor and to give 

their support to the Terra Carta.

One of Terra Carta’s actions was initiated 

at the summit in Paris, with the creation 

of a Natural Capital Investors Alliance 

targeting $10 billion by 2022.

While “delighted” about YNAP’s 

commitment, the prince underscored how 

“the fashion industry has a vital role to 

play in our transition towards a sustainable 

future. I can only encourage more to join 

our coalition of the willing.”

“Today, we’re thrilled to sign the 

Terra Carta, an ambitious charter that 

importantly includes a focus on investment 

in technology and STEM to catalyze our 

transition to a sustainable and circular era,” 

said YNAP founder and chairman Federico 

Marchetti. “Harnessing innovation to drive 

a more sustainable and values-led approach 

for the fashion industry is a journey I began 

in early 2000, culminating last year with the 

launch of The Modern Artisan, a long-term 

project I’ve been proud to have developed 

together with His Royal Highness. HRH’s 

commitment to championing sustainability 

has always been ahead of its time, but now 

time is running out, and I urge more of the 

fashion industry to join us.”

For years Marchetti has been vocal 

about and instrumental in developing 

sustainable and welfare initiatives for 

the group.

As a supporter of the Terra Carta, 

YNAP will champion the action articles 

and targets outlined in the charter’s 10 

principles through the commitments 

published in “Infinity.”

YNAP unveiled its new sustainable 

strategy in November, which sets a 

framework of 12 targets and benchmarks 

to achieve by 2030, each reflecting one 

of the United Nations’ 12 Sustainable 

Development Goals.

“Infinity” leverages the company’s data 

and technological backbone to initiate a 

more comprehensive sustainable journey 

spanning four areas of interest: Circular 

Business, Circular Culture, Planet Positive 

and People Positive.

The group is committed to unlocking 

re-commerce initiatives by 2025, with pilot 

projects to bow this year. It will also start 

rolling out a series of collaborations this 

year with local tailors, craftsmen and start-

ups in Milan, London and New York to 

offer care and repair solutions to increase 

each garment’s lifetime. As part of the 

strategy, YNAP is committed to working 

together with its partner brands so that 

they align with the framework it set for 

circular design by 2021.

In its efforts to become a circular 

business, YNAP is using its expertise in eco-

friendly initiatives, data, technology and 

innovation, as well as its scale and reach 

across 180 countries, 4.5 million customers 

and hundreds of brand partners.

Initiatives already underway to advance 

“Infinity” include launching a digital ID 

technology pilot program for the group’s 

private labels in partnership with Eon. 

The technology enables customers to scan 

QR codes for information on provenance, 

design, content and future services (such 

as care and repair, re-commerce and 

recycling) that can unlock opportunities 

for circularity. This is a step in the group’s 

commitment to introduce online solutions 

that help customers make more informed 

choices by 2022.

Other initiatives include applying 

circular principles to the group’s private 

label collections to ensure they are fully 

designed for sustainability and circularity 

by 2025; advancing carbon reduction 

programs aiming to reach 100 percent 

renewable energy across all owned 

operations, as one part of the journey to 

becoming climate positive by 2030.

The retailer’s commitment to the 

Terra Carta is an evolution of the existing 

partnership with The Prince’s Foundation, 

of which Prince Charles is president.

As reported, The Prince’s Foundation 

and YNAP collaborated on The 

Modern Artisan, a project whose goal 

is to strengthen textile skills and train 

artisans in the U.K. and Italy to produce 

luxury apparel collections hinging on 

sustainability. The training program 

resulted in a capsule developed by 

blending and celebrating traditional Italian 

and British craftsmanship with digital tools 

such as data insights. The resulting capsule 

collection bowed in November last year 

on Yoox, Net-a porter, Mr Porter and The 

Outnet online stores at the same time — a 

first for the e-tailer.

As per the succession plan set in 

motion last year, Marchetti exited his 

role of CEO of YNAP in January, staying 

on as chairman to ensure a smooth 

transition. Geoffroy Lefebvre, previously 

group digital distribution director at 

YNAP parent Compagnie Financière 

Richemont, succeeded Marchetti as chief 

executive officer.

SUSTAINABILITY

Yoox Net-a-porter 
Group Further Commits 
To Sustainability

HRH The Prince of Wales and Federico Marchetti with six of the 
Modern Artisans at the final collection review at Dumfries House.

invested in Officine Générale in 2015 and 

has decided to stay on for the next level 

of development.

“They were totally in line with the values 

that I have been working on for the past 

years — since I first started — the quality, 

fair production, producing in European 

countries with the best materials,” added 

Mahéo, describing the new investors who 

came to know the label at Barneys New 

York, where they shopped.

Mahéo launched the brand in 2012 

with a focus on tailoring for men, and 

later introduced a women’s line. Known 

for carefully controlled proportions and 

high-quality materials from Italy, Japan 

and England, the designer’s easy, modern 

take on classics has earned him a loyal 

following with an urban crowd.

With support from BPI France, which 

helped Mahéo shape his initial five-year 

plan, the label has built an international 

e-commerce platform, set up half a 

dozen stores — in Paris with one in 

London — and embarked on international 

expansion with LF Group in South Korea.

“We view this as an opportune time 

to invest in direct distribution channels, 

while pursuing a more global expansion 

strategy,” said Rowan in a statement. The 

executives at Untitled Group, who focus 

on emerging consumer brands in fashion 

and apparel, also cited their confidence 

in Mahéo’s approach, the label’s products 

and resonance in the U.S. market along 

with the global potential.

The deal was forged over half a year, a 

process Mahéo described as intense and 

demanding, that entailed days of online 

meetings — the designer, who was used 

to frequent trips to New York before the 

pandemic, could no longer travel there.

“We did the whole process through 

Zoom meetings, day after day and week 

after week,” he said.

Through the new partnership, plans are 

to open 10 stores in the next three years. 

In the U.S., New York is first on the list, 

slated for the fall, followed by Los Angeles 

perhaps next spring. At a later stage, San 

Francisco and Chicago. The U.S. has been 

the label’s leading export market and 

Mahéo has been planning to open a store 

in N.Y. for years.

Reflecting on consumers on the West 

Coast, Mahéo noted they are “pretty 

understated guys, not the ones to wear 

extreme logos — they’re not running after 

the shiny, gold, splashy logo, they want 

quality product.”

In France, plans are to open new stores 

in Paris, including a space on the Left Bank 

featuring a new concept this fall, as well 

as other French cities, including Lyon and 

Bordeaux. Elsewhere in Europe, the label 

is eyeing Munich, Geneva and Brussels.

“We have some of our best customers on 

the e-shop in Germany,” enthused Mahéo, 

noting the label has good wholesale 

accounts there, too — evidence that 

customers there are “waiting for us.”

The label has begun to recruit new 

employees for positions in e-commerce 

and digital marketing and recently 

brought back Vanessa Bonnefoux, who 

had previously served as the label’s chief 

financial officer and now becomes chief 

operating officer.

Mahéo said he expects the number 

of employees to grow from around 40 

a couple of months ago to 75 this time 

next year.

While stores were closed during the 

pandemic, Officine Générale drew on its 

e-commerce to build business, doubling 

turnover through online channels to post its 

best year overall — by 20 percent, said Mahéo 

who declined to provide further figures.

“We are grateful the Parisians have been 

very supportive,” he said, noting that 

locals stepped in to fill in for business lost 

from the absence of foreign visitors, who 

normally make up around a quarter of 

sales for the label.

“It’s also a sign of the times, people 

want real products…they want fair 

production, they want real material and 

they want a price point that is decent, in 

line with the product,” he said.

“That’s a recipe I’ve been working on 

for eight years now and that recipe is more 

accurate than ever,” added Mahéo. ■
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Pierre Mahéo, 
creative director of 
Officine Générale.


