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“Moroccan hats 
and Impressionist 
paintings — Manet 
and Monet but 
mostly landscapes.” 
Such were the 
inspirations behind 
Tory Burch’s resort 
collection, which, in 
a different turn for the 
designer, took on a 
classically feminine look. 
Here, her T-shirt and 
tiered skirt done in faded 
maxi and mini floral 
prints. For more resort, 
see pages 4 and 5. 

Pretty as  
A Picture

U.S. Presses Bangladesh
By MAYU SAINI

DHAKA, Bangladesh — The ten-
sion was palpable here as U.S. 
Undersecretary of State for Political 
Affairs Wendy R. Sherman led a 
delegation for the second U.S.-
Bangladesh dialogue.

The talks began even as there 
was a citywide shut down called 
by an 18-party opposition coalition 
on Sunday. These shut downs are 
often characterized by not only 
protests but also the burning of ve-
hicles and bombings.

The talks also took place against 
the backdrop of the deaths of 1,127 

apparel industry workers in the 
Rana Plaza building collapse on 
April 24, causing a global outcry 
for improved worker safety and in-
creased pressure on major apparel 
brands and retailers to take action. 

Sherman spoke at the Ruposhi 
Bangla Hotel here about the timing 
of her visit, but it was her unequiv-
ocal statement on manufacturing in 
Bangladesh that cheered the repre-
sentatives of the garment industry.

“We are encouraging interna-
tional investors not to turn their 
back on Bangladesh, because the 
solution is reform, not withdraw-
al,” she said. “Ultimately, success 

SEE PAGE 9

EUROPEAN SPENDING SPREE

By MILES SOCHA

PARIS — It’s a red-carpet moment 
for mergers and acquisitions.

Jewelry and designer ready-
to-wear — product categories 
synonymous with Hollywood ce-
lebrities — are entering the spot-
light for dealmakers, who expect 
a stronger, more varied flow of 
transactions this year as Europe’s 
main luxury players hunt for new 
growth avenues.

“Leather goods and cosmetics 
remain high on the list, but the new 
hot category is jewelry,” said Ariel 
Ohana, managing partner at Ohana 
& Co., a boutique investment firm 
in Paris. “And apparel-couture, 
which was long deserted by groups 
in their acquisition hunts, is receiv-
ing more interest recently.”

Echoing other observers, 
Ohana predicted a healthy num-

ber of transactions in 2013, in-
cluding more in jewelry to dove-
tail with Kering’s purchase of 
Italy’s Pomellato for an estimated 
$360 million last month and its 
takeover of Chinese fine jeweler 
Qeelin in December. Others also 
have snapped up jewelry brands: 
In March, Clessidra acquired an 
80 percent stake in Buccellati for 
about $103 million, while Gemfields 
bought Fabergé in November.

On the fashion front, Kering 
acquired a majority of London 
designer Christopher Kane in 
January; OTB, formerly Only the 
Brave, acquired a majority of 
Marni in December, and the Qatari 
fund Mayhoola for Investments 
bought Valentino Fashion Group 
for $858 million in December.

Ohana noted he expects most 
transactions this year to be in the 
$50 million to $300 million range.

SEE PAGE 7

CATCHING UP  

WITH THIS YEAR’S  

NOMINEES AND  

HONOREES. 

CFDA FASHION AWARDS
PREVIEW

INSIDE: 



WWD.COM

By LUISA ZARGANI

ROME — Loro Piana has acquired 60 
percent of alpaca firm Sanin SA as part 
of the Italian group’s efforts to invest in 
the research and development of the fin-
est yarns and fabrics.

Sanin is an Argentinean company 
that owns the right to shear wild vicunas 
living on a territory of 210,000 acres in 
the province of Catamarca, Argentina. 
During a press conference held Friday 
at the stunning Villa Medici here, which 
houses the Academy of France and 
stands on the Pincian hill overlooking 
the Spanish Steps, chief executive officer 
Pier Luigi Loro Piana said the company 
had invested $1.6 million in the project, 
but underscored that it should not be 
seen as a financial investment. 

“This is not about profit but about 
being able to produce the best fabric in 
the world, also in memory of our father 
[Franco], who did it back in the 1960s,” 
said the executive, donning a blue vicuna 
jacket. “We took a majority stake, which 
guarantees continuity and buying in the 

long term. This also has a social rele-
vance, as we create employment.” 

The company has actively invested 
in safeguarding the vicuna, a member 
of the camel family that lives wild in the 
Andes, a breed once sacred to the Incas 
and that was on its way to extinction 
between the late 16th century and the 
Seventies, almost wiped out by poach-
ers. The company established the Franco 
Loro Piana Reserve in honor of their 
father and his brother, chairman Sergio 
Loro Piana, in the Lucana area in Peru 
in 2008. Through controlled shearing, in 
four years the number of animals in the 
Peruvian reserve has doubled to 2,000.

The Argentinean breed is bigger and 
has finer, lighter hair compared with the 
Peruvian vicuna, and for this reason Loro 
Piana characterized the new develop-
ment as a breakthrough, as it will allow 
the production of fabrics in a “honey, al-
most white” color. The first white vicuna 
products will be in stores in 2014. He said 
the company has 99 product categories 
made with vicuna, which costs five to six 
times more than cashmere. Despite this, 
Loro Piana struggles to meet consumer 

demand. The total raw fiber obtained an-
nually reaches 13,200 to 17,600 pounds 
compared with the 22 million pounds of 
cashmere and the 1.1 billion pounds of 
wool. Loro Piana produces 220 pounds of 
vicuna, which are entirely absorbed by its 
own verticalized manufacture. “The main 
market for vicuna is the U.S., Russians 
have fallen in love with it, and Asians see 
it as exotic, as they are so used to cash-
mere,” said Loro Piana.

Products made with vicuna account 
for between 1 and 1.5 percent of Loro 
Piana sales. The Italian luxury group 
closed 2012 with sales of 630 million 
euros, or $806.4 million at average ex-
change, up 13.1 percent compared with 
the previous year. “The year 2012 was 
very good, even better than 2011. We 
have reaped the rewards of steps taken 
in the past, and we feel we are going in 
the right direction,” said Loro Piana, 
conceding that exports, which accounted 
for 85 percent of sales, helped deliver the 
strong performance. Europe accounted 
for 48 percent of total revenues and Asia 
for 31 percent of sales. China showed a 
34 percent gain. Canada and the U.S. ac-

counted for 22 percent of sales, and the 
latter posted a 24 percent increase. 

“The U.S. market is very positive for 
us. In terms of the number of custom-
ers, Americans top the list, followed by 
the Chinese,” said Loro Piana, touting 
a balanced distribution of sales around 
the world and avoiding a single focus 
on Asia. There are 18 stores in the U.S., 
where the company plans to open a 
third unit in Las Vegas this year, in ad-
dition to expanding the New York bou-
tique and renovating its Bal Harbor, Fla., 
venue. The group’s retail channel, which 
comprises 140 directly operated stores, 
showed a 20 percent increase in 2012. 

In 2013, the group plans to open a 
total of 12 new or refurbished stores. 
“It’s difficult to provide forecasts, but 
expectations for the year are quite posi-
tive; perhaps we won’t see a jump, but 
we hope to once again post a double-digit 
gain, despite the challenges. The second 
part of 2013 is the most important for us 
in terms of seasonality,” said Loro Piana.

The executive reiterated that the fam-
ily-owned company is not looking at a 
listing. “We have the means to grow inde-
pendently and carry out our next three-
year plans. Never say never, but we see 
no need to go public,” said Loro Piana, 
who was in Rome also to sponsor with his 

“There is a definite pickup in M&A 
activity versus last year,” agreed Pierre 
Mallevays, managing partner of Savigny 
Partners, a London-based boutique in-
vestment bank specializing in luxury 
goods. “There hasn’t been so much fluid-
ity and open-mindedness in a long time. 
We will see a lot of variety in investment 
types and sizes.”

Last week alone saw two more deals 
in Europe.

TowerBrook Capital Partners acquired 
a majority stake in the French lifestyle 
brand Kaporal, while in the men’s arena, 
French digital group MenInvest said it has 
acquired edgy London-based men’s online 
retailer Oki-ni.

Mallevays pointed out that “everyone 
seems fascinated by the development 
success of the contemporary category,” 
alluding to such fast-growing brands as 
Acne, Rag & Bone and Isabel Marant, 
along with chains such as Sandro and 
Maje, which last month, along with 
Claudie Pierlot, was sold to American 
private equity giant Kohlberg Kravis 
Roberts & Co. in a deal estimated to be 
worth about 650 million euros, or $859 
million at current exchange.

According to market sources, Kering 
has looked at a number of contemporary 
players to learn more about the segment, 
including Maiyet, an upstart luxury label 
that promotes craftsmanship in areas 
of economic and political conflict, like 
Colombia or India.

Mallevays cautioned that the number 
of targets in the contemporary segment is 
“very shallow as few of these brands are 
open to do a transaction.”

Not so for many independent, midsize 
players in jewelry, fashion and a host of 
other categories.

These companies face stagnant 
growth in historical luxury markets and 
increasingly daunting entry barriers in 
fast-growing emerging ones, according 
to Ohana. This is particularly the case 
regarding China, where real estate is be-
coming expensive, with big groups cor-
nering all the best deals and spaces.

“So it is a typical opportunity-threat 
situation,” he explained. “It’s a good time 
to sell, but if you don’t sell you will need 
to invest much more cash and are at risk.”

Mallevays agreed that “owners of 
smaller firms realize that on their own, 
it is very difficult to capture opportuni-
ties in emerging markets, where all the 
action is likely to be in the foreseeable 
future. So there is renewed interest for 
the two sides to talk.”

On the other side of the negotiating table 

are groups that have accumulated bulg-
ing cash piles in recent years. LVMH Moët 
Hennessy Louis Vuitton had cash and cash 
equivalents of 2.19 billion euros, or $2.82 
billion, as of Dec. 31, while Richemont had 
a net cash position of 3.21 billion euros, or 
$4.13 billion, as of March 31.

According to Thomas Chauvet, luxury 
analyst at Citi, returning capital to share-
holders seems an unlikely path.

“Increasing the payout ratio or dis-
tributing special dividends might not 
be the most tax-effective way for private 
European family owners to pay them-
selves,” he explained. “Similarly, some 
luxury executives do not believe in the 
benefit of share buybacks.”

That’s why luxury players are likely 
to pursue what he called selective and 
complementary acquisitions.

“They will look for categories where 
they are underpenetrated to acquire 
scale and to rebalance their portfolios. 
This is the way we understand the recent 
moves into jewelry by soft luxury con-
glomerates: LVMH Moët Hennessy Louis 
Vuitton with Bulgari and PPR, or Kering, 
with Pomellato. Or similarly, the move 
into high-end jewelry by Swatch Group, 
whose core business is watches, with 
the acquisition of Harry Winston earlier 
this year,” Chauvet said, referring to the 
January megadeal with an enterprise 
value of up to $1 billion.

The analyst also predicted luxury 
groups would continue to hoard cash for 
rainier days.

“Let’s not forget that the luxury indus-
try has gone through two major down-

turns in the last decade,” he said, refer-
ring to the 2008-09 financial crisis and 
the sharp downturn in the wake of the 
2001 terrorist attacks in New York, which 
was exacerbated by a SARS outbreak. 

Investment experts agreed that 
Europe’s big conglomerates are likely 
to be the major actors on the buy side. 
Besides acquiring brands, they are 
likely to continue quietly snapping 
up suppliers, and make select invest-
ments in real estate as rental prices in 
top locations soar.

Chauvet said “tactical acquisitions” of 
suppliers of watch components and tan-
neries specializing in precious leather are 
part of a broader industry trend toward 
more vertical integration. “It is key for 
many groups to secure long-term visibil-
ity over sourcing, enhance product quality 
and preserve jobs at home,” he said.

According to one Paris-based analyst, 
who requested anonymity, “Kering is 
more likely to keep adding smaller brands 
and know-how; LVMH is more likely to 
keep integrating upstream with raw mate-
rials and sourcing, and downstream with 
new retail concepts such as Samaritaine, 
while Richemont is more likely to keep 
investing on production and to remain 
cautious on external growth.”

Indeed, while discussing Richemont’s 
full-year results last week, Johann 
Rupert, the company’s chairman and 
controlling shareholder, downplayed the 
likelihood of acquisitions, citing a dearth 
of sizable targets “that are either afford-
able — or for sale,” and a conviction that 
the group can yield higher returns by in-

vesting in its own properties.
“A year or two ago we had to make a 

decision — do we invest more in Cartier, 
Van Cleef, Piaget — in terms of jewelry 
— or do we go and buy something?” he 
said. “We think there is a lot, lot more 
scope in Piaget. It’s done brilliantly in 
watches, but I’d rather have Piaget ex-
panding in jewelry than buy another jew-
elry company.”

Observers agreed that positive near-
term prospects for luxury, while dimmer 
than the boom years of 2011 and 2012, un-
derscore a lively M&A scene.

“The key driver to M&A in any sector 
is confidence,” said Ohana. “Long term, 
we have confidence in the luxury space 
because of the consumer’s quest for qual-
ity and the quest for status….I don’t see 
anything that will stop that.”

Valuations in luxury remain high be-
cause of consistent growth and strong 
margins that are resilient to erosion, 
Ohana noted.

Mallevays agreed endemic players are 
likely to drive a lively M&A scene.

“Groups will continue to be the most 
able to execute and deliver a business 
plan after an acquisition; they will drive 
activity and pricing,” he said.

Not that he expects other potential 
buyers to sit on the sidelines.

Mallevays predicted private equity 
firms will look at large targets in the 
lower end of the luxury spectrum, and 
independent investors will get involved 
in revivals and early stage deals.

— WITH CONTRIBUTIONS FROM 
SAMANTHA CONTI, LONDON
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M&A Activity Expected to Heighten This Year
{Continued from page one}

Loro Piana Buys 60% of Alpaca Firm Sanin SA

TowerBrook Capital took a majority stake 
 in denim and lifestyle brand Kaporal.
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