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WARY TIMES AHEAD

Retail Headwinds Mount
After Tough First Quarter

By WWD STAFF

IT’S A FINGERS-CROSSED moment 
for retail.

The fi rst quarter’s cold winds and 
uncertainties surrounding health-care 
costs might have passed, but they left 
many U.S. merchants with weaker bot-
tom lines, heavier inventories and plen-
ty of work to do to make their numbers 
for the year. Results Thursday from 
Sears Holdings Corp., Gap Inc., The 
Bon-Ton Stores Inc., Aéropostale Inc. 
and others only showed the steep hill 
retailers face in the months ahead.

And that’s why retailers are gener-
ally setting a cautious tone, while econ-
omists see the consumer fundamentals 
as solid and getting better. 

“The weather was so severe custom-
ers couldn’t get out of the house to go to 
the stores,” said Brendan Hoffman, Bon-
Ton’s president and chief executive of-

fi cer. “But it’s hard to distinguish what’s 
weather related and what’s not. This 
quarter will be much more of an indica-
tor” of how eager consumers are to shop. 

“We are looking forward to current 
weather patterns, but obviously we are 
very disappointed and frustrated with 
business results,” he said. “What adds 
to it is not being able to get a true read 
to the business.” 

Hoffman suggested rising fuel costs 
were part of the general consumer 
problem. “The biggest learning I’ve had 
since I’ve been at Bon-Ton is how much 
fuel prices specifi cally really impact 
our customer. That’s money out of her 
pocket. We are starting to anniversary 
when gas prices peaked last year.”

It’s still early for retailers to tweak 
their numbers for the year. For now, 
most are sticking by their annual guid-
ance, betting (and hoping) that the rela-
tive strength shoppers showed at the 

By LUISA ZARGANI

FLORENCE — Frida Giannini will mark 
her 10th year as creative director of 
Gucci in 2015 — an impressive milestone 
in itself for a female designer whose 
name is not the same as the brand’s. As 
she has evolved at Gucci, Giannini’s pas-
sions and beliefs have been increasingly 
channeled into the label, which today 
strongly reflects her stance on sustain-
ability, contributions to women’s empow-
erment and education, humanitarian as-
sistance and children’s rights.

Warming up for her anniversary, 
Giannini has a busy 2014 ahead — a 

round-the-world trip in seven months 
with her fi rst jaunt to Brazil beginning 
May 27, followed by New York and Milan 
in June; Paris in July; Rome and Milan 
in September; Tokyo in October; Los 
Angeles and Moscow in November, and 
Miami and Paris again in December. 

Also, after two-and-a-half years in 
the making, Giannini is gearing up to 
launch Gucci’s new cosmetics line in 
September, fronted by a friend of the 
house, Charlotte Casiraghi. “This is a 
very ambitious project. Makeup always 
creates a trend at every fashion show, 
and it’s like an accessory; it completes 
a look and it completes our design,” 

Giannini on Milestones and More

Educating 
Pharrell
“When I do a collaboration with brands, I do them 
with notable masters, so that I can experience the 
true purpose of collaboration, which is to learn,” 
said Pharrell Williams in discussing his new 
fragrance, Girl, created with Comme des Garçons. 
For more, see page 6.
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LITTLE AND LARGE
BOTH THE GIANTS OF THE BEAUTY 
WORLD AND THE HOTTEST NICHE 

BRANDS GATHERED TO TALK ABOUT THE 
TRANSFORMATIONS RESHAPING THE 
INDUSTRY LANDSCAPE AT THE WWD 

BEAUTY CEO SUMMIT. PAGES 8 AND 9
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By SAMANTHA CONTI

LONDON — Pharrell Williams, whose 
neck is draped with “remade” Chanel 
pearls and jewels, and who admits to wear-
ing “some women’s things, too,” was never 
going to take the traditional route for his 
first fragrance, a unisex scent called Girl.

“There should be no lines — I learned 
that from Comme des Garçons,” said 
Williams during an interview in a sparse 
and sunny conference room at Dover 
Street Market’s offices here. “Hence, Girl 
— for girls and boys. We just found an-
other way to say unisex,” added Williams, 
whose scent, a collaboration with Comme 
des Garçons Parfum SA, will launch in 
London on Sept. 1.

The 41-year-old Williams’ thinking 
wasn’t always avant-garde — at least in 
the field of fragrance. The multitalented 
musician and serial collaborator, who re-
leased his sophomore album earlier this 
year, also called “Girl,” said he started 
his fragrance journey with Polo by Ralph 
Lauren, the mainstay of the young and 
aspirational American male.

“The basic Polo fragrance when I was 
young was kinda cool to me,” he said. 
“And then I had this weird thing with 
[Christian Dior’s] Fahrenheit, because it 
was just so different, and it stood out — 
juxtaposed to the rest of the fragrances. 
And then I didn’t wear fragrances for 
about, maybe 15 years.”

The experience that finally turned 
him was bumping into Sarah Andelman, 
the founder and creative director of 
Colette in Paris.

“It was maybe four or five years ago 
at Art Basel — she gave me a hug, and I 
was like ‘What is that?’ and she told me, 
Wonderwood. And from that moment on 
I was just in love with what Comme [des 
Garçons] did,” said Williams.

His diverse collaborations may be in 
all different fields, but the reason for 
pursuing them is always the same.

“When I do a collaboration with 
brands, I do them with notable masters, 
so that I can experience the true purpose 
of collaboration, which is to learn. So I 
only work with masters,” he said. “We 
had the best nose in Paris, I was work-
ing with the best brand — Comme des 
Garçons is your favorite designer’s favor-
ite brand — so there was not much of a 
struggle, because I was working with the 
masters of the artistic universe.”

Williams continued: “I work with all 
the masters because it allows me a crash 
course into not only who they are as 
people, but into their art form, and their 
craft. So that’s pretty cool.”

His restless desire to learn — and to 
appropriate — extends beyond his offi-
cial collaborations.

Williams’ main requirement for his 
own Comme fragrance — other than that 
it be unisex — was that it smell woody. “I 
was enamored by [Comme’s] ability to de-
liver wood to the masses in the way that 
they have,” he said.

The fragrance features top notes of 
neroli, lavender and white pepper; mid-
dle ones of iris, styrax and violet, and 
base ones of vetiver, patchouli, cedar-
wood and sandalwood.

It will launch at Dover Street Market 
London on Sept. 1, and roll out to the U.S. 
on Sept. 5. It will be sold at all Dover Street 
Markets — in Tokyo, London and New York 
— and at Sephora, via an exclusive partner-
ship, in the U.S., Canada and France.

The bottle, logo and packaging have 
been designed by House + Holme, fea-
turing bold, cartoonish artwork by the 
artist Kaws — a friend of Williams’. The 
100-ml. bottle is priced at $135, while a 
10-ml. travel size version costs $30.

The fragrance was conceived by 
Williams, and created by Christian 
Astuguevieille, creative director of Comme 
des Garçons Parfums, with Antoine Lie of 
Takasago. It is produced and distributed 
by Comme des Garçons Parfum.

Adrian Joffe, chief executive officer of 
Comme des Garçons Parfum, said he hopes 
the new fragrance will generate $10 mil-
lion in retail sales in the first year. “That’s 
a lot more than we normally do, but this, 
we think, should be quite successful.”

Joffe said it was quick getting the fra-
grance off the ground. “We did the deal, 
and then we got the perfume in 14 months. 
I think it was about six tries, so we met 
about five, six times. He really knew exact-
ly what he wanted, it was quite easy,” said 
Joffe, adding that Williams had zero doubts 
about his approach to fragrance.

“I said to him: ‘Are you sure you don’t 
want to do a proper celebrity fragrance 
with a huge company, with massive ad-
vertising?’ I told him the way we do it, 
how we do mostly prestige fragrances; 
it’s not going to be cheap; we use good 
quality ingredients, and we don’t have 
so-called, very commercial fragrances. 
And he said he wanted to do a high-
quality, high-image, prestige perfume. 
He said we were the perfect partners 
for him.”

The Grammy Award-winning Williams 
is certainly no stranger to a collaboration 
and clearly thrives on the work he does 
off the music grid: He has his own cloth-
ing lines under the Billionaire Boys Club 
and Ice Cream labels, and has under-
taken a number of fashion- and art-world 
partnerships in recent years.

He’s done eyewear and down jackets 
for Moncler; fine jewelry and sunglasses 
for Louis Vuitton, and has unveiled an 
environmentally friendly denim collabo-
ration between G-Star Raw and Bionic 
Yarn, where Williams is creative director. 
Earlier this year, he unveiled collabora-
tions with Adidas and the apparel com-
pany Peace Love World.

Next week, an exhibition curated 
by Williams called “Girl” will open at 
Emmanuel Perrotin’s new space in Paris, 
the Salle de Bal. It will showcase 40 
works by mostly female artists including 
Marina Abramovic, Sophie Calle, Cindy 
Sherman and Tracey Emin. The showcase 
opens May 27 and runs through June 25.

Asked why he embarked on a fra-
grance partnership in particular, Williams 
offered a philosophical response: “For 
each of our senses there’s an art form: 
For ears there’s music, for your eyes 
there’s art, for your nose there’s fra-
grance, for your taste there is the culinary 
art, for feeling I say there is love.”

He chose Comme des Garçons after 
spending some time getting to know the 
designer Rei Kawakubo and her husband 
Joffe, sitting front row at the shows and 
wearing the clothes. (He met Kawakubo and 
Joffe through Ronnie Cooke Newhouse, cre-
ative director of House + Holme).

Williams described the Comme fash-
ion shows as “these vortexes of no rules, 
very ‘Twilight Zone,’ but in the coolest 
way ever. I was blown away by it. Just 
being invited into that world.”

At one point, he said Kawakubo asked 
him what he was interested in doing next. 
“And I was like, ‘Wow! Rei Kawakubo is 
saying to me: ‘What are you going to do?’ 
And I was sitting in their fragrance room, 
and she said, ‘You want to do a fragrance?’ 

and I was like ‘Sure!’ And the next thing I 
knew, we were off to the races!”

Today, Williams is a billboard 
for his own creativity and that of 
other artists: His jewelry — in-
cluding the long strand of knot-
ted pearls dangling midchest, is 
“all remade Chanel jewelry [cos-
tume jewelry recast in precious 

materials], remade so it’s real, 
not faux. I love Chanel,” he 
said, pointing to a brightly 
colored Chanel belt that he’s 
customized to suit himself.

His “DIY” Stan Smith 
sneakers have little drawings 
by artist Takashi Murakami, 
by Nigo — the Japanese music 
producer and Williams’ collab-
orator on the Billionaire Boys 
Club and Ice Cream labels — 
and by his own hand. His black 
carbon fiber hat — minus the 
resins — is the fruit of a col-
laboration with Adidas, while 

his jeans are from the Boys 
Club. His richly patterned jacket 

is by the Japanese label Sacai.
Fashion, however, is only one chap-

ter in the big book of Pharrell Williams. 
The “Happy” and “Get Lucky” singer said 
every single thing he does flows from his 
music. “Music is the skeleton key that’s 
opened every door for every opportunity 
that I’ve had in the last twentysomething-
odd years. Without the music, I’m just a 
guy with a couple of weird ideas,” he said.

He declined to talk about upcom-
ing collaborations, saying he was happy 
“with all of the platforms that I’ve been 
blessed to be able to work across thus 
far.” Last fall in Paris, during the launch 
of his sunglasses project with Moncler, 
Williams hinted about a possible collabo-
ration with Google Glass.

Asked if there was any progress on 
that, he demurred: “I’m not one to dis-
cuss half-baked cakes.”

A New Girl for Pharrell Williams

’’

’’
 I was sitting in their fragrance  

room, and [Rei Kawakubo] said,  
‘You want to do a fragrance?’ and  

I was like ‘Sure!’ And the next thing  
I knew, we were off to the races!

— PHARRELL WILLIAMS
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The Girl scent.
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