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Fashion. Beauty. Business. 

Pieter Mulier wrapped up his 
acclaimed five-year tenure at 

Maison Alaïa on a high note with a 
restrained, yet potent collection of 

exacting, sensual silhouettes, like 
this strapless velvet ensemble, the 

center of attention at his packed 
show. For more on Paris Fashion 

Week, see pages 8 to 18.
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All Eyes 
on Alaïa

Targeting $1B
Investor David  

Belhassen on where  

the Victoria Beckham  

brand is headed. 
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Minding Gap 
The specialty chain 

turned in its eighth 

straight quarter of 

comparable sales growth.
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Versace Vision
Prada Group started 

to lay out its plans for 

Versace while continuing 

its growth streak.  
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  Versace’s chief creative officer 
Pieter Mulier will unveil  
his first collection in  
early 2027 and revive the 
Atelier couture line.

BY LUISA ZARGANI

MILAN — Prada Group’s management 

started to pull back the veil on their plans 

for Versace as the Italian luxury group 

reported its 20th consecutive quarter of 

growth on Thursday.

Versace’s chief creative officer Pieter 

Mulier, who will join the brand on July 

1, will present his first collection at the 

beginning of next year, and will revive the 

Atelier couture line, according to executive 

chairman Lorenzo Bertelli, who spoke 

with analysts on a conference call. Mulier 

unveiled his spring collection and swan 

song at Alaïa in Paris on Thursday.

And the Versace Jeans Couture line, 

licensed to Swinger International, will end, 

leaving no subbrand.

Bertelli said he was “very excited 

about this new chapter with Versace, we 

welcome a brand that has made the history 

of fashion and glamour as we know it 

today,” underscoring how it complements 

and does not overlap with the group’s 

existing portfolio.

He ticked off the business’ brand 

awareness, its resonance across a 

diversified client base and its “strong 

legitimacy in haute couture and across 

product categories,” while being balanced 

across the men’s and women’s categories 

and having “strong cultural relevance, a 

rich archive and solid brand equity.”

“Because of this, we believe the 

brand offers multiple untapped levers of 

growth,” said Bertelli, acknowledging that 

“this won’t be an overnight task.”

As reported, Emmanuel Gintzburger 

was confirmed as Versace’s chief executive 

officer.

While progressively shifting Versace’s 

focus toward quality, full-price sales and 

distribution, repositioning the brand 

and optimizing the retail network, the 

group plans to integrate processes across 

functions, expecting to complete the 

separation from previous owner Capri 

Holdings in the second half.

After starting the call by expressing his 

vicinity to people, associates, customers 

and stakeholders in the Middle East, group 

CEO Andrea Guerra said that Versace, 

while remaining independent, will leverage 

Prada Group’s platform “for all potential 

and possible manufacturing. Obviously, we 

have already started planning it.”

It was also revealed that Luca Carraro 

has returned to the group after a stint at 

Valentino as Versace’s chief operation 

industrial officer.

Versace will be able to rely on the Prada 

Group’s production pipeline, a source 

of pride for Patrizio Bertelli, the group’s 

chairman and executive director, and 

developed over the years. It comprises 

25 industrial facilities, of which two are 

outside the country. “Our manufacturing 

platform is a key strength, supporting 

quality, craftsmanship and the operational 

agility required by the market,” he said in 

a statement, as he did not attend the call.  

Responding to a question about the 

group’s recent rationalization of suppliers, 

Guerra said that was “a journey that really 

began with COVID, creating a more internal 

manufacturing infrastructure,” setting up 

three factories from that moment until 

today. “We are working on the renovation 

[of a plant] and on a new one. We have cut 

the weaker. We have given more work to 

more organized players, and I think this is 

the journey that has been the characteristic 

of our history since we were born.”

Versace sales last year amounted to 684 

million euros and 2026 “will be a year of 

transition for the brand as we navigate 

the change in creative leadership,” said 

chief financial officer Andrea Bonini, 

anticipating “some degree of top line 

contraction.” Mulier succeeds Dario 

Vitale, who exited Versace after only one 

collection, unveiled in September.

“The group has taken decisive action 

on operating expenses, generating 

initial synergies and savings that will be 

selectively reinvested in strategic areas.” 

Versace incurred operating losses last 

year, and “it is expected to continue 

incurring operating losses of not dissimilar 

magnitude” in 2026, Bonini forecast.

Prada Group Performance
At Prada Group overall, 2025 revenues 

rose 5 percent to 5.72 billion euros 

compared with 5.43 billion euros in 2024. 

The Versace deal was completed on Dec. 2, 

and excluding its contribution of 65 million 

euros since then, the group’s organic 

sales growth has a constant currency 

exchange of 8 percent. This represented 

20 consecutive quarters of growth for the 

Italian luxury group.

Net profit rose 2 percent to 852 million 

euros compared with 839 million euros in 

2024.

“With respect to profitability, ex-Versace, 

we continue to aim for organic margin 

progression,” said Guerra, anticipating 

that Versace’s consolidation will drive a 

dilutive effect on the group’s operating 

profit margin in 2026, “with a target to 

resume progressive improvement” from 

the full-year 2027.

In 2025, the retail channel was up 5 

percent to 5.1 billion euros. Organic sales 

rose 8.2 percent, driven by like-for-like, 

full-price sales.

Retail Sales by Brand
At constant currency, the Prada brand’s 

retail sales decreased 1 percent  to 3.4 

billion euros and inched up 0.4 percent in 

the fourth quarter supported particularly 

by Mainland China, Korea, Japan and the 

Americas.

Among the key openings over the year, 

Prada cited new hospitality venues in 

Shanghai and Singapore, a store in New 

York and Prada Alexandra House in Hong 

Kong.

Miu Miu retail sales climbed 35 percent 

at constant currency to 1.5 billion euros, 

against exceptionally high comparatives 

last year, when the business was up 93 

percent. In the fourth quarter, retail sales 

rose 20 percent, compared with an 84 

percent increase in the same period in 

2024. Growth remained well-balanced 

across categories and regions.

“It’s obvious, looking to the trend in the 

last four quarters, that we have begun our 

growth normalization journey that will 

continue during 2026,” said Guerra.

Guerra said another five to 10 Miu Miu 

stores will open in 2026, but “the big 

progression in terms of space expansion is 

basically over.” The total number of units 

for that brand will hover at around 170 to 

175, he added.  

Church’s was up 7 percent to 34 million 

euros, driven by like-for-like sales.

In 2025, wholesale was up 3 percent 

organically to 471 million euros. “We had 

the necessity to keep back some inventory 

not to be shipped to Saks [Global] at the 

end of 2025 and we resumed shipments 

at the beginning of 2026, this is also why 

in the fourth quarter [this channel] was a 

little bit less than our normal standard and 

average,” said Guerra.

On current trading, he said the 

“trajectory for Prada is improving,” and 

the expectation is for “a solid year.” Asked 

about the Middle East in terms of opening 

and closing stores, Guerra said “it’s a daily 

evolution,” and that “the most difficult 

situations are in Qatar, in Bahrain and in 

Kuwait.”

Performance by Market
In 2025, the group’s retail sales in the Asia-

Pacific region delivered a good progression 

over the year, closing up 6 percent at 1.7 

billion euros. Organically, they grew 10 

percent at constant currency.

In terms of the Chinese cluster for the 

Prada brand, “there was a significant 

quarter-on-quarter improvement, which is 

driven by positive domestic consumption 

and better travel spending. Europeans were 

flattish for the year, slightly softer in the 

fourth quarter versus the third quarter with 

local demand remaining more resilient, 

and the North American and the Japanese 

clusters were positive,” said Bonini.

Guerra said “we have been very 

successful with new customers, which is 

something that we were not seeing for 

quite a while in China. I don’t want to 

say that China is back, but the steps and 

the progression have gone in the proper 

direction.”

European retail sales gained 2 percent 

reaching 1.56 billion euros, and rose 4 

percent organically.  

The Americas registered consistent 

double-digit growth throughout the year, 

closing up 12 percent to 932 million euros, 

supported by local demand. Organically, 

the region was up 15 percent.

At current exchange, Japan was flat at 

656 million euros, but was up 3 percent 

organically, against exceptional high 

tourism last year.

The Middle East was up 11 percent to 

251 million euros. Organic growth was 15 

percent.

Analysts React
In an analysis, Thomas Chauvet at Citi 

said the results were “broadly in line with 

expectations, and despite positive current 

trading commentary, we still see limited 

visibility on the magnitude of any potential 

growth acceleration at the Prada brand 

this year. At the same time, risks of further 

growth normalization at Miu Miu persist, 

and visibility remains low on both the scale 

and timing of the required turnaround at 

Versace. As a result, we expect the share 

price reaction to be muted, particularly 

within a sector that has remained out of 

favor so far this year.” The consensus of 

a 9 percent increase in 2026 group sales 

excluding Versace and of an operating 

profit of 1.37 billion euros is expected 

“to remain broadly unchanged,” with 

Versace’s consolidation likely to contribute 

620 million euros to 640 million euros of 

revenue and an earnings before interest 

and taxes loss of between 40 and 50 

million euros.

Carole Madjo at Barclays said the group’s 

“solid” results “came in slightly above 

expectations,” as fourth-quarter revenues 

were 3 percent above consensus and up 10 

percent at current currencies.

BUSINESS

Prada Group Talks Vision for 
Versace, Strong ’25 Results

Backstage at Miu Miu, 

spring 2026.
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  CEO Richard Dickson said 
the company has moved 
into a second phase of 
transformation involving 
accelerating momentum.

BY DAVID MOIN

Gap Inc., reporting sales gains and 

cash buildup for the fourth quarter and 

year, has graduated from “fixing the 

fundamentals to building momentum.”

“The first phase — which we’ve gone 

through these last couple of years — was 

fixing the fundamentals. That phase is 

now behind us. Now we move into the 

next phase, which is about building 

momentum,” Richard Dickson, president 

and chief executive officer, told WWD. 

“And ultimately that involves continuously 

improving and growing our core apparel 

business, disciplined execution with better 

product, better marketing and better 

storytelling.

“We’ve been performing while we’ve 

been transforming.”

On Thursday, Gap Inc. reported net 

sales grew 2 percent to $4.24 billion for the 

fourth quarter ended Jan. 31, up from $4.15 

billion in the year-ago period. Comparable 

sales rose 3 percent. Store sales were flat 

and online sales, representing 42 percent 

of total sales, increased 5 percent.  

Operating income fell to $229 million, 

down from $259 million in the year-ago 

period, which executives attributed to the 

impact of tariffs. Net income slipped to 

$171 million from $206 million.

For all of 2025, net sales rose 2 percent 

to $15.4 billion.

“We delivered a successful fourth 

quarter, but even bigger, we’re marking 

another year of meaningful progress for 

Gap Inc.,” Dickson said. “We achieved 

our second consecutive year of top-

line growth. That would be the eighth 

consecutive quarter of positive comparable 

sales. Comps were up 3 percent for the 

company in the fourth quarter, we drove 

Old Navy plus 3 percent, Gap plus 7 

percent, Banana plus 4 percent. We do 

have work to do on Athleta, but we’re 

winning across all income cohorts, and we 

grew share in the quarter as well.

“Besides the consistency in our top-line 

comp, we also drove one of our highest 

gross margins in the last 25 years,” he said. 

“We further improved our balance sheet, 

and we’re ending the year with $3 billion 

in cash.”

Looking ahead, Dickson said the 

company will be “thoughtfully seeding 

growth accelerators and new capabilities.” 

That entails expanding Gap Inc.’s presence 

in lifestyle categories such as beauty and 

accessories, which are underdeveloped 

categories at the company, building 

the “fashion-tainment” platform and 

immersing the company in popular culture 

through high-profile marketing campaigns, 

and advancing technology capabilities, in 

particular AI.

“The progress over the past two years 

really reinforces our confidence, not 

only in our business day-to-day, but in 

our future business. So it’s exciting times 

here,” Dickson said.

Fourth-quarter sales at the namesake 

division rose 8 percent to $1.1 billion; 

comparable sales gained 7 percent. Full-

year net sales of $3.5 billion were up 5 

percent versus last year. Comparable sales 

were up 6 percent. The retailer touted the 

brand’s cross-generational appeal.

“Over the last two years Gap has 

consistently gained market share through 

compelling product assortments, and great 

marketing and store execution,” Dickson 

added. “That’s what it takes at retail, and 

this has resulted in a recognition that 

we’re a multigenerational brand. We’ve 

seen growth across generations. We’ve 

seen growth in all income cohorts. Strong 

categories like fleece, logo [merchandise], 

denim and sleepwear have really driven the 

brand. So Gap is firmly back in the cultural 

conversation as a true pop culture brand.”

At Old Navy, fourth-quarter sales of 

$2.3 billion increased 3 percent compared 

to last year; comparable sales rose 3 

percent. Full-year sales rose 3 percent to 

$8.7 billion. “Old Navy’s 3 percent comp, 

that’s the fifth consecutive quarter of 

positive comps,” said Dickson. “It’s also 

been gaining share over the last two years, 

which really reflects the brand’s strength, 

consistency and reliability.”

Banana Republic’s fourth-quarter sales 

rose 1 percent to $549; comparable sales 

rose 4 percent. Full-year sales were down 1 

percent to $1.9 billion, though comparable 

sales were up 3 percent. “Banana is 

getting really precise and defined in its 

assortments. There’s better product, 

better storytelling,” Dickson said. “Men’s 

continues to have momentum. Women’s 

is catching up and becoming more 

consistent with strength in denim skirts 

and sweaters.” Banana Republic has been 

operating without a president for almost 

two years, though Dickson, who has been 

very involved in repositioning the brand, 

expressed confidence in the team there. 

“I’m very hopeful that very soon I’ll be 

able to introduce a new leader,” he said.

And at Athleta, quarterly sales fell 11 

percent to $354 million; comp sales were 

down 10 percent. For all of 2025, sales fell 

10 percent; comparable sales were down 

9 percent. “We are in the rebuild mode 

for Athleta, but the team is working hard 

at re-architecting the assortment,” said 

Dickson. “It’s based on insights. We’re 

bringing back customer favorites, and we’re 

really going to concentrate on building 

those favorites into key franchises.”

Gap Inc. raised its quarterly dividend 

by 6 percent to 17.5 cents, which may have 

disappointed Wall Street. Investors pushed 

the company’s stock down over 8 percent to 

$24.99 in after-hours trading. Wall Street was 

also expecting bigger gains from Old Navy.

Asked to account for decline in 

operating and net profit, Katrina 

O’Connell, executive vice president and 

chief financial officer, said: “Really, it’s the 

impact of how tariffs flowed through in 

Q4. Tariffs impacted our net income and 

operating income by 200 basis points in 

the quarter.”

Tariffs have been pushing prices up, 

industrywide. Asked by how much at 

Gap Inc., Katrina O’Connell, executive 

vice president and chief financial officer, 

replied: “We haven’t quantified that. What I 

would say is average unit retails were up in 

fourth quarter, and they were up last year 

as well. When we zoom out, that shows 

that the customer really is responding to 

the value equation we show them, and it’s 

showing up in the metrics that matter.”

“We’re approaching pricing as we always 

do,” said Dickson. “We consider all the 

various inputs, but ultimately maintaining 

the overall value proposition for our 

consumers. The AURs [average unit retail 

prices] are embedded for 2026 and they’re 

roughly in line with how we’ve been 

delivering in 2025. It’s a balanced plan.”

Gap Inc. is projecting a 2 to 3 percent 

net sales gain in 2026, and gross margins 

flat to slightly up. Diluted earnings per 

share are seen ranging from $2.71 to $2.86.

E-marketer principal analyst Sky 

Canaves wrote in an analysis: “It was not 

quite the holiday quarter that Gap hoped 

for with a mixed picture across brands. 

The emphasis on brand building and viral 

marketing campaigns accelerated the 

momentum for the flagship Gap brand and 

Banana Republic remains on track, though 

slower growth for Old Navy indicates 

that its target budget-focused customer 

is stretched thin and Athleta’s persistent 

declines signal a brand struggling deeply to 

set itself apart in the increasingly crowded 

and competitive activewear market. 

Dickson’s next challenge will be to expand 

on brand elevation efforts throughout 

the portfolio. He’s already taken some 

concrete steps this year by appointing a 

company wide chief entertainment officer 

to put culture front and center, and with 

the newly announced revamp of the cross-

brand loyalty program.”

BUSINESS

Gap Inc. Reports Q4 2025 Sales 
Gains, Tariffs Cut Into Profitability

Gap brand for spring.

 A look from Athleta.



NICK IS WEARING THE NO. 1 SACK 

BLAZER, THE FRIDAY POPLIN SHIRT & 

THE CORDUROY CAMP SHORT

CREATIVE CONSULTANT





























*SEE OFFICIAL RULES

TAKE THE SURVEY





MARCH 6, 2026 21

  Since 2020, the L’Oréal  
Fund for Women has  
helped support over  
6 million women.

BY JENNIFER WEIL

PARIS – L’Oréal has pledged an 

additional commitment of 50 million 

euros for its L’Oréal Fund for Women.

The fund was created in 2020 in 

order to help ease social emergencies 

worsened by the coronavirus pandemic. 

The world’s largest beauty company said 

Thursday it is renewing the endowment 

for five years, between 2026 and 

2030, to contribute to the well-being, 

empowerment and resilience of 5 million 

women by 2030, among other actions, 

according to the company.

“For over a century, women have 

been at the heart of L’Oréal’s societal 

commitment,” said Nicolas Hieronimus, 

chief executive officer of L’Oréal, in a 

statement. “In a context that is ever 

harder on them, our conviction that 

women empowerment is key to a fairer 

and more sustainable future for all has 

led us to renew the L’Oréal Fund for 

Women with an allocation of 50 million 

euros over five years. This is true to our 

values and our mission to create the 

beauty that moves the world.”

The fund focuses on transforming lives 

of women and girls in very vulnerable 

situations. “In a context where inequality 

gaps are widening and women’s 

rights are still often challenged, this 

commitment aims to strengthen civil 

society’s fundings, that remain critical,” 

L’Oréal said.

The fund, which works with expert 

associations and nongovernmental 

organizations, centers on four main areas 

of impact: economic empowerment, 

education, the fight against violence, and 

access to sexual and reproductive health.

Ezgi Barcenas, chief corporate 

responsibility officer at L’Oréal, said the 

group is sure that the intensification of 

its philanthropic action for women is an 

essential lever for social progress.

“Since 2020, the L’Oréal Fund for 

Women has contributed to support more 

than 6 million women, in partnership 

with over 500 associations worldwide,” 

she said. “We think it is our profound 

responsibility to amplify our unwavering 

commitment to women.”

  The Texas-based retailer  
will host its first Colorfest 
pop-up on March 14 at  
The Grove in Los Angeles. 

BY NOOR LOBAD

As experiential events ramp up in 

beauty, Sally Beauty is introducing a 

signature play of its own.

As part of a wider, monthlong 

Colorfest campaign meant to emphasize 

the beauty retailer’s strengths in hair 

and nail color, Sally Beauty will host an 

inaugural Colorfest pop-up at The Grove 

in Los Angeles on March 14.

With participation from more than a 

dozen brands — including Wella, Good 

Dye Young, Nailboo, Dashing Diva, Eva 

NYC, Arctic Fox and the retailer’s private-

label brands — the event is part of Sally 

Beauty’s strategy to go “from a beauty 

supply store to a specialty retailer,” said 

chief marketing officer Chris Kobus. 

“This will be something that consumers 

can look forward to from Sally Beauty 

every year.”

Currently, the Colorfest campaign 

and event are slated to happen twice a 

year — in March and then again in late 

summer, both periods when Sally Beauty 

sees its highest color product sales. 

Activations at the event include a color 

analysis station; a meet-and-greet with 

curly hair expert and influencer Bianca 

Renee; consultations with Sally Beauty 

experts; photo opportunities, and a gift 

bag valued at more than $100, while 

supplies last.

The event, expected to draw 5,000 

people, is free to attend and will run 

from 10 a.m. to 10 p.m. PST.

“Colorfest is a very own-able 

opportunity for Sally Beauty,” said 

Kobus, adding that the Texas-based 

retailer carries more than 1,400 nail 

products and 1,300 shades of hair color, 

with the latter being Sally Beauty’s 

number-one category.

The Colorfest event comes as fellow 

beauty retailers Sephora and Ulta Beauty 

ramp up respective bets on experiential 

events. In 2018, Sephora launched 

Sephoria, a ticketed festival featuring 

brand booths, masterclasses and 

more. The event made a postpandemic 

in-person comeback in 2023 in New York, 

and has since traveled to Atlanta, Paris, 

Shanghai and beyond.

Ulta hosted its first Ulta Beauty World 

consumer event last April in San Antonio, 

similarly bringing beauty brands and 

pros together for an immersive “beauty 

playground,” as Ulta chief marketing 

officer Kelly Mahoney described it at the 

time. The second iteration of the event 

will take place next month in Orlando.

Colorfest is more elaborate than Sally 

Beauty’s past pop-ups, but not as high-

production as Sephoria or Ulta Beauty 

World, which both charge for entry (in 

2025, Ulta Beauty World tickets went for 

$160, while tickets to Sephoria’s latest 

iteration, also taking place in L.A. this 

month, are $180 for general admission 

and $465 for VIP).

“We believe in everybody celebrating 

Colorfest; we don’t want a barrier of cost 

to get in the way of that,” said Kobus.

Sally Beauty operates 2,400 stores in the 

U.S., 38 of which have been redesigned via 

the retailer’s “Sally Ignited” store refresh 

plan involving a more breathable, curated 

shopping experience. Last year, the 

retailer added fragrance to its assortment 

for the first time with brands like Sabrina 

Carpenter’s Sweet Tooth; Good Chemistry, 

Solinotes and more.

Color sales, meanwhile, grew 7 percent 

at Sally Beauty during its fourth quarter 

ended Sept. 30, helped by the retailer’s 

addition of Uber Eats to its partner list.

“All of these different pieces are 

catalysts for the acceleration of our 

brand going forward,” Kobus said.

BEAUTY

L’Oréal Pledges 
50 Million Euros 
More to Its 
Women’s Fund

EXCLUSIVE

Sally Beauty to Hold Its Own Festival

  The actress stars in  
the latest “Lessons of  
Worth” installment.

BY JENNIFER WEIL

PARIS – Actress Gillian Anderson 

addresses ageism in the newest 

installment of L’Oréal Paris’ “Lessons of 

Worth” series, which goes live just before 

International Women’s Day.

“There’s something really crazy, 

concerning, ridiculous going on. Well, 

there are hundreds of things, but let’s 

stick to the one thing that we maybe can 

do something about,” she says at the 

start of the three-minute clip breaking 

Friday on L’Oréal Paris’ social media 

platforms. “Apparently, women over 50 

are disappearing, becoming invisible. I 

know, it’s like a Hollywood plot twist.

“You’re noticed, you’re needed, 

you’re whistled at, you’re even hit on,” 

Anderson continues. “And then — poof 

— a few years later, you don’t exist. 

You’re in the way. They wonder what the 

hell you’re still doing here.”

She says the phenomenon takes place 

everywhere. Yet aging is something to 

be embraced, admired, celebrated and 

respected.

“Because even if you think I’m easy 

to dismiss as an angry, menopausal 

feminist, the fact is I have never felt 

better,” Anderson says. “I have never 

felt more alive in my skin, clear-headed, 

purposeful, free of self-judgment, and 

while my body might be surprising me 

and frustrating me sometimes, in truth, I 

feel like I have gained — not lost — gained. 

Gained perspective, confidence, wisdom 

and definitely, if not more than ever, the 

desire to say [censor beep] off.”

The censor beep then stops, and 

Anderson speaks her mind even more 

freely. She’s not going to disappear. “I’m a 

voice and a mind and a body stronger and 

more present and more unfiltered than 

ever,” she said, ending with the L’Oréal 

Paris tagline, “because I’m worth it.”

The “Lessons of Worth” series started 

in 2020 with the role of the brand’s 

ambassadors in mind. They’ve always 

been considered “extraordinary women 

who have a voice, and a voice that can 

help other women to embrace not only 

their beauty, but their approach to life 

and to self-worth,” explained Olivier 

Monteil, senior vice president of global 

image at L’Oréal Paris.

Installments have featured the 

likes of Viola Davis, Elle Fanning, Eva 

Longoria and Kate Winslet, each offering 

different vantage points, including age 

and cultural perspectives. “‘Lessons of 

Worth’ came as this media to voice their 

experience and how valuable it can be to 

support other women,” Monteil said.

In the ’90s, Anderson played the 

iconic role of doctor Dana Scully in the 

TV series “The X-Files.” “This series has 

encouraged women to embrace scientific 

careers,” Monteil said. That phenomenon 

is called “The Scully Effect.”

“It’s very dear to L’Oréal Paris as this 

reflection of how we still have a lot to 

do in terms of female representation 

in society,” Monteil said, adding that 

women over 50 have always represented 

a strong group of leaders at the brand. 

They include Jane Fonda, Helen Mirren 

and Andie MacDowell.

L’Oréal Paris is always looking at 

consumers’ reality and perception, 

according to Monteil, who said that 

one survey showed that 70 percent 

of women feel they become invisible 

with age. Anderson was fascinated by 

the topic, so set out to help change the 

narrative and reality.

In working with McCann, she was 

given carte blanche on her script.

The “Lessons of Worth” spot featuring 

Anderson breaks two days before 

International Women’s Day, which is on 

Sunday.

EXCLUSIVE

Gillian Anderson Talks Ageism 
In L’Oréal Paris Series

Ezgi Barcenas 

A rendering of Sally 

Beauty Colorfest at The 

Grove in Los Angeles.

Gillian Anderson in L'Oréal Paris' 

"Lessons of Worth" series.
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  The Welsh-born beauty 
started her career in  
London, then moved to  
Los Angeles in the 1980s. 

BY ROSEMARY FEITELBERG

Former model and “Dallas” actress Annabel 

Schofield died Saturday at the age of 62.

The Los Angeles-based Schofield had 

been battling salivary gland cancer, which 

had recently spread to brain cancer. She 

succumbed to that at Providence Little Mary 

Medical Center in Torrance, Calif., according 

to her friend Catalina Guirado-Cheadle.

As a teenager in the early 1980s, 

Schofield relocated from her hometown 

of Llanelli, Wales to start modeling in 

London. She became a familiar face on the 

fashion and club scene. Over the years, 

she was featured in such magazines as 

Cosmopolitan, German Vogue, Italian 

Vogue and Harper’s & Queen. Schofield 

landed hundreds of covers and was 

photographed by David Bailey and James 

White among other talents. 

During her modeling career with the 

Take 2 Agency in London, Schofield 

appeared in such campaigns as Yves 

Saint Laurent, Revlon and Rimmel. In a 

commercial for the 1988 launch of Revlon’s 

Trouble fragrance, she delivered the line, 

“A little Trouble keeps life interesting.”

 “Funny and down-to-earth,” Schofield 

was “very well-read and had a great love 

of art and photography,” according to 

Guirado-Cheadle, an actress and former 

model. Raised in a creative household, her 

late father John worked in film production 

with “The Brothers Grimm,” “As Good As 

It Gets,” “Romancing the Stone” and “Jerry 

McGuire” being among his credits. Her late 

sister Amanda also acted and appeared on 

“Breaking Bad.” 

Schofield left London for Los Angeles 

in the late 1980s and joined the hit series 

“Dallas” as Laurel Ellis. The drama 

revolved around the fictitious oil baron 

“J.R. Ewing” and his feuding family In a 

2012 interview with Mirror80, Schofield 

described her “Dallas” wardrobe “a 

nightmare,” since she had started out on 

the show with a more natural look. She 

explained, “The shoulder pads got bigger, 

my hair got higher and my lips got redder. 

I ended up in a white fur coat, but I started 

out in jean shorts. I gave up after a while 

trying to influence fashion on ‘Dallas.’”

Schofield was also known for a 1988 

commercial, in which she appears to pull 

up in a black Ferrari in a desert to ask a 

handsome man, “Excuse me, are those 

Bugle Boy jeans you’re wearing?” Years 

later, she said that she never imagined that 

one-liner would be so big. “It seemed to be 

the only thing anyone remembers about 

me,” she said in the 2012 interview. 

Although she was not allowed to drive 

the Ferrari during the half-day shoot, the 

stunt driver took her for a spin. More 

importantly, the compensatory residuals 

gave her “a greater freedom to turn 

stuff down” that she didn’t want to do, 

Schofield said in 2012. 

She was sometimes out-and-about, 

attending the 1987 opening of The Stock 

Exchange nightclub in L.A. with guests 

like George Michael and Brigitte Nielsen. 

In 1988, Schofield flew back to London, 

joining Stella McCartney, Laurence 

Fishburne and Paul Marciano for the 

preview party for a Guess store. Fittingly, 

the model turned up for the 2019 opening 

night of photographer Tierney Gieron’s 

“Exposure” exhibition in Beverly Hills.

In 2013, Schofield drew from her 

modeling and acting years to publish the 

fictional book “The Cherry Alignment.” 

As a professional actress, the dark-haired 

Schofield appeared in “Solar Crisis” with 

Charlton Heston, “City of Ember,” “The 

Brothers Grimm” and “Doom.” She later 

started Bella Bene Productions to develop 

commercial, music and fashion projects. 

Through a creative partnership, she 

teamed up with the director and graphic 

artist Nick Egan, whose portfolio includes 

work with The Ramones, The Clash, Duran 

Duran and Oasis.

Egan said Tuesday, “Annabel was the 

kind of person who put everything into 

what she did. She had been on both sides 

of the camera — as an actress on ‘Dallas’ 

and as a model. As a producer, she could 

really understand everybody’s position. She 

also very much told you what she thought. 

That is a rarity, especially in the Hollywood 

entertainment industry where people never 

tell you the truth to your face.”

Schofield also worked with such 

photographers as Andrew McPherson, 

Ellen von Unwerth, Michael Muller and 

Will Camden. An early fan of Antony Price, 

Schofield was known for her impeccable 

style. She favored such labels as Katharine 

Hamnett, Kenzo, Versace, Yohji Yamamoto, 

Jean Paul Gaultier and Azzedine Alaïa.

In June of 2025, Schofield set up a 

GoFundMe drive to cover her increasing 

medical expenses. Prior to her death,  

she had raised nearly $35,000 of the 

$40,000 goal. 

Pre-deceased by her father and sister, 

Schofield is survived by her mother Jill.

  The L.A.-born brand  
marks 25 years with a new 
North Beverly Drive store.

BY RYMA CHIKHOUNE

Joe’s Jeans is marking its 25th anniversary 

with a return to its roots and a renewed 

focus on brick-and-mortar.

The Los Angeles–born denim brand has 

opened a boutique at 346 North Beverly 

Drive in Beverly Hills. The 1,000-square-

foot space reflects a broader evolution at 

the contemporary label, which is owned 

by WHP Global and operated by Centric 

Brands under a long-term license.

While Joe’s previously sold largely 

through wholesale partners like Neiman 

Marcus and Saks Fifth Avenue, the new 

store signals a shift toward strengthening 

direct-to-consumer channels and owning 

the brand experience.

“There hasn’t been a retail location in 

L.A. for many, many years,” said Leore 

Arik, executive vice president and general 

manager of Joe’s Jeans. The brand last 

operated a store in L.A. more than a 

decade ago, under a different owner. The 

Beverly Hills flagship joins Joe’s existing 

South Coast Plaza boutique in Costa Mesa, 

Calif., opened in 2012, alongside outlet 

locations across the U.S.

The opening is a homecoming of sorts 

for the label, which was founded in L.A. by 

Joe Dahan in 2001.

“It’s our home base,” Arik said. “We 

really wanted to have a beautiful flagship 

in Los Angeles where we could tell the 

story of the brand and present this new 

vision and aesthetic of Joe’s.”

That vision has been shaped under the 

creative direction of stylist Dani Michelle, 

who has dressed Hailey Bieber and 

Kendall Jenner, and expanded the brand 

beyond its denim heritage into trendy, 

elevated essentials and outerwear. The 

store carries the full men’s and women’s 

assortment alongside exclusive pieces and 

seasonal collections.

Located across from Erewhon, the 

boutique places Joe’s among a cluster of 

contemporary brands, with neighbors 

including Sanctuary (which recently 

opened), Anine Bing, Reformation, 

Veronica Beard and Favorite Daughter, 

which is also operated by Centric Brands.

“There’s sort of a return to shopping in 

Beverly Hills,” Arik said. “And what’s nice 

about this location is that it services both the 

local client, which we very much have in that 

neighborhood, as well as the tourist. Being 

a dual-gender store, it’s a really great place 

where both men and women are shopping.”

For Arik, the physical store also plays 

a critical role in a challenging wholesale 

environment.

“Wholesale is volatile, and retail is really 

the only place where you can own your 

brand experience,” she said.

The interior, developed with L.A. design 

firm Thea Home, blends oak millwork, 

vintage-inspired furnishings and a central 

marble table to create a residential feel. 

In the back of the store, a denim wall is 

paired with digital touchscreens displaying 

a look book that allows clients to browse 

the full assortment while being assisted by 

store associates.

Arik said the concept was designed to 

encourage customers to explore fits more 

thoughtfully.

“My vision was a client being able to sit 

on the sofa, have a coffee and flip through 

a digital look book while being serviced 

through different fits of denim,” she said. 

“Joe’s original message was making denim 

to fit every single body. Twenty-five years 

later, we’re still trying to do that.”

Looking ahead, Arik said it is too early 

to specify where the brand will open next, 

but pointed to markets like Scottsdale, 

Houston, Dallas and Florida where Joe’s 

already has a customer base.
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Fashion Model and ‘Dallas’ Actress Annabel Schofield, 62

BUSINESS

Joe’s Jeans Returns to L.A. 
With Beverly Hills Flagship

Annabel Schofield   

Here and right:  

Joe’s Jeans opens  

in Beverly Hills.



 

 

 

  

 

  

 

 

 

 

 

 








