
page 1

internationalNEWS    FASHION    BUSINESS

w eekl y (17)

Ball y in need 
of new CEO
The Swiss luxury 
leather goods maker
has started a search
for a new CEO after
Marco Franchini,
right, decided to de-
part the company.
Franchini, who headed Bally for 
seven years and has been credited
with the company's turnaround, is
leaving to pursue other interests.
Bally was bought by Labelux in
April 2008 and generates sales of
¾400m. The brand is present in
730 stores in 66 countries.

C&A in mood for gr owth
Despite the high street crisis, the fashion retailer is pushing retail expansion this year. 

C&A has big plans for 2009. The group
plans to launch a new higher-end womens-
wear brand called Yessica Pure. The new con-
cept for women between 25 and 45 will initially
roll out in shop-in-shops in 85 stores in Eur-
ope. Sales for the online shop are set to double
this year. Since its launch in September 2008,
sales were in the ªdouble- 
digit million rangeº, C&A
said. The group will also
boost the offer of green 
cotton to 17 to 18 million 
pieces this year from 15.3
million pieces in 2008. 

Andreas Seitz, member of the European
Executive Board, says C&A will look 
closely at vacant sites in city centres.

100 new stor es are scheduled to open
this year. A strong focus will be on new markets
like Spain and Eastern Europe, where 20 
stores will open before year-end. The first 
Croatian store will open in Zagreb in Septem-
ber. In the long term, C&A sees potential for up
to 30 stores in the country. The group will also

raise the number of Avanti
stores from 11to 25. In the
year ended February, C&A
saw sales rise 3% to ¾6.3bn.
The strongest growth came
from Eastern Europe, where
sales were up 36% to ¾407m.
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Arcandor
reveals 
¾900m
revamp 
In an effort to improve
finances, the troubled German
retail giant plans to spin off its
high-end department store
business and a large part of its
catalogue business. Arcandor
needs new loans of up to 
¾900m to survive the recession.

Arcandor has launched its second restructuring in four
years. The heavily indebted group needs ¾900m by 2014 for a
break up that includes the planned spin-off of its premium
department stores, which will be bundled in a new division
called Atrys together with eight Karstadt stores, 1,500 Quelle
stores and 115 Quelle Technical Centres. The new division could

be charged with the sale or closure of the
businesses. The move could affect 12,500 of
Arcandor's 86,000 employees. Trade 
Union Verdi and workers councils of 
Karstadt and Quelle have criticised the plan
and are calling for state support. Retail
heavyweight Metro is said to have signalled
interest in buying the Karstadt chain.

Karl-Gerhar d Eick , the new CEO of Arcandor, below
left, is also considering a capital increase. The new loans needed
come on top of a pending ¾650m refinancing due at the end of
June. Eick said that a leaner Arcandor, which reported a loss of 
¾745.7m for last year, would focus on the middle market with
the profitable core operations of 81Karstadt stores and the home
shopping unit Primondo in addition to the Thomas Cook travel
business, which accounts for two-thirds of group sales. In a
move to save costs, Arcandor announced the implementation of
a central buying policy with the aim of cutting buying costs by
5% within two to three years. A newly created buying unit for
Karstadt and Primondo will be led by former Takko executive
Arnold Mattschull. Ex-T-Systems manager Zvezdana Seeger
will head Atrys. Arcandor buys goods worth ¾7bn every year.

The famous KaDeWe in Berlin is one of the stores Arcandor plans to spin off and possibly sell. The premium department 

store unit also includes Oberpollinger in Munich and Alsterhaus in Hamburg. La Rinascente, Printemps or Galeries Lafayette

may want to buy. Harrods has denied speculation it may be considering to make an offer for KaDeWe.
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trud exercitation ullamco laboris
nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in
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se cillum dolore eu fuExcepteur
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The headline is
The underline hold the place and the

Lorem ipsum dolor sit amet, consectetaur adi-
pisicing elit, sed do eiusmod tempor incidi-
dunt ut labore et dolore magna aliqua. Ut enim
ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehen-
derit in voluptate velit esse cillum dolore eu
fuExcepteur sint occaecat cupidatat non proi-
dent, sunt in culpa qui officia deserunt mollit
anim id est laborum Et harumd und lookum
like Greek to me, dereud facilis est er expedit
distinct. Nam liber te conscient to factor tum
poen legum odioque civiuda. The Great Dane.
Et tam neque pecun modut est neque nonor et
imper ned libidig met, consectetur adipiscing
elit, sed ut labore et dolore magna aliquam
makes one wonder who would ever read this
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Nina Ricci names
new design chief

As widely expected,
the French fashion
house has appointed
Peter Copping, left,
as creative director.
The 42-year old British

designer takes over from Olivier
Theyskens, who left Nina Ricci last
month. Most recently, Copping was
womenswear studio director at
Louis Vuitton. He started at 
Vuitton as an assistant to design
chief Marc Jacobs in 1997.

Aeffe appoints ne w
boss for Moschino

Italian clothing maker Aeffe has
appointed Alessandro Varisco,
below, as managing director for 
Moschino. The 43-year old joins
the brand from Roberta di Cameri-
no. He also worked for Ferr•, 
Versace and Valentino. The top po-

sition had been vacant
since CEO Thierry 
Andretta left in late
2008. Moschino saw
sales rise 4.4% to 
¾142.9m last year.

C.P. Company Uomo
has new designer

Italian clothing company Sports-
wear Company has appointed
Wallace Faulds, below, as design
chief for the menswear collections
of the C.P. Company brand.
Faulds, who replaces Alessandro
Pungetti, will not radically change
the brand, but build
on its archetypes.
Most recently, Faulds
was chief designer of
John Galliano mens-
wear. 

FaØonnable
shak e-up contin ues

Alberto Lavia, left,
CEO of the French
clothing group since
July 2008, has hired
ex-Chlo• executive
Jean-Emmanuel Bour-

guet as wholesale and retail chief.
Ex-Bulgari manager Patrizia De
Santis was named as CFO. Ex-St.
John and Zegna executive Bob
Green will head North America.
Last autumn, ex-Cavalli man Eric
Wright was named as design chief.

Blouson blossom
Vying with the sports coat.

You will recognise the nylon blouson by its
elastic waistband, drawstrings and zippers. 
Typically bloused and finishing at the waist,
the nylon blouson is coming back into fashion
in new, casual and colourful ways. But some-
times also in one colour. The nylon blouson
proves an alternative to the shirt-plus-jeans-
plus-sports-coat look that is starting to bore
many men. The nylon blouson is feather-light,
often coated and mostly unlined or only par-
tially lined. It offers a vast range of styling
possibilities. For instance as a high-tech con-
trast to the vintage or the shirt-and-tie look.
The young fancy the nylon blouson in all co-
lours imaginable. As a playful item it undoubt-
edly has potential and can be found in all seg-
ments, whether high-end or fast fashion. From left to right: Lab Pal Zileri, Ben Sherman, Closed.

In depth
countries like Sweden and France,
which are also measuring their popula-
tions. Hohenstein Institute believes
that SizeGermany gives the industry 
valuable information, but says a single
sizing policy is unlikely. Producers be-
lieve it will take collections at least two to
three seasons to change. SizeGermany
also asked respondents about their fa-
vourite clothing, fit and shopping lo-
cation. 70% of women prefer a regular
fit , while younger women like it tight.
Most working women opt for a T-shirt or
sweatshirt for work rather than a blouse.
90% want to shop directlyin the store
instead of online or through catalogues.

German men

are 3.2cm

taller than

when last

measured 28

years ago,

body meas-

uring study

SizeGermany

shows. Their

chests are

3.2cm larger.

The Germans have become taller and
fatter. That is the result of the SizeGer-
many body measurement campaign
that measured 13,362 men, women and
children aged 6 to 87 over the past 15
months. The study shows that women
gained 1cm in height and 2.3cm in bust
compared with 1994. The waist has
grown by 4.1cm and hips by 1.8cm. 
ªBased on the new data clothing pro-
ducers can now find out how collections
must change to fit a larger target group,ª
Hohenstein Institute said, which car-
ried out SizeGermany together with
Human Solutions. There are more 
women sized 38 and 40 in Germany
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today and less sizes 36, the study shows.
SizeGermanyalso aimed to collect data
comparable to data in other European
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Zandr a Rhodes
designs for M&S

In May, British high street stalwart
Marks&Spencer will launch a 
womenswear collection designed by
Zandra Rhodes, below. The 68- 
year old designer known for her co-
lourful creations will design a 40
piece line of clothing, accessories
and underwear for the group, which
is looking to polish up its image
with designer cooperations. M&S is
also pushing expansion in India. In
partnership with Reliance Retail, the
group plans to invest £ 29m 
(¾33m) and open 35 stores in the
next five years. Openings are slated
for cities like Mumbai, Delhi, 

Chennai,
Bangalore
and Hyde-
rabad. M&S
today runs
14 stores in
India. 

Stefanel tar gets
expansion in Russia

The Italian clothing
retailer is taking on
the former Soviet re-
publics. Stefanel
has entered a co-
operation with 
Italian distributor
Staff Service that will start an 
opening programme this winter.
The move includes the opening of
astore in Samara and the opening
of two corners in department 
stores in Kazakhstan in the next
months. Stefanel entered the 
region three years ago with the
opening of a store in the GUM
shopping centre in Moscow. The
group now operates four stores
and three corners in high-end de-
partment stores. Stefanel saw sales
fall 13% to ¾275.4m last year.
Sales for the core Stefanel brand
were largely unchanged at ¾166m.
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The German streetwear event
plans to move upmarket and be
more selective in the choice of ex-
hibitors for its return to Berlin,
where it will run at the former
Tempelhof airport from 1to 3 July.
Instead of the usual 800 brands,
Bread&Butter chief Karl-Heinz 
Môller will accept only 550 collec-
tions. ªWe now have eight hangars
instead of four halls. That means
we have more room for spacious
presentations, can sort better while
at the same time being selective,º
Môller said. The core Denim Base
segment will offer stands from
16m� to 800m� for jeans brands 
like G-Star, Replay or Pepe. The
new segments Style Society for
brands like True Religion and 
William Rast and Street Fashion
for brands like Nômph and Motel
will be added to the Superior and

Fashion areas. Another new area is
L.O.C.K., or Label of Common Kin.
It is for brands like PRPS, Nudie
and Red Wing. Môller says every
hangar will be like a store, uniting
clothing and accessories.

B&B to become pickier

Bread&Butter will be more selective at

its take-off at former Tempelhof airport.
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