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They’re fake and they’re 
spectacular. For the fi rst time, 
Stella McCartney did “Fur Free 
Fur,” as indicated by a prominent 
label on the back of her shaggy 
faux coat, shown here. The lifelong 
vegetarian admitted the idea 
of showing such a look initially 
troubled her — until she realized, 
“Why not just do great fake fur so 
real fur isn’t needed anymore?” 
Made from a woven synthetic fi ber, 
McCartney’s take on Mongolian 
lambskin was as convincing as 
the actual thing. For more pre-fall 
looks, see pages 4 and 5.
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By JOELLE DIDERICH

PARIS — Paris stores have seen a sharp drop in 
footfall and sales in the wake of a series of terror at-
tacks that killed 17 people last week, data released 
Tuesday showed.

According to a survey by Toluna for retail trade 
publication LSA, foot traffi c in the Paris region fell 
10 percent on the fi rst weekend of the sales versus 
the same period a year earlier, following the attack on 
satirical magazine Charlie Hebdo, which claimed 12 
victims and set off a chain of related killings.

Nationwide, revenues on the fi rst weekend of 
the sales were down 8.3 percent, it added. An es-
timated 3.7 million people marched across France 
on Sunday to commemorate the victims and defend 
freedom of expression.

“With the emotion and anxiety triggered by the ter-
rorist attacks, French people feel more like citizens 
than consumers,” said Philippe Guilbert, managing 
director of Toluna, a market research and data col-
lection fi rm based in France.

“Footfall fell strongly in the Paris region, and consum-
ers are frequently limiting themselves to making pur-
chases they have been planning for a while,” he added.

The attack on Charlie Hebdo last Wednesday co-
incided with the fi rst day of winter sales in France. 
Since then, 69.2 percent of respondents have made 
a purchase, down 2 percentage points versus 2014. 
They are also spending less — an average of 142.46 
euros, or $168.62, down 5 percent from last year, 
Toluna found.

Guilbert said the impact of the attacks was immedi-
ate in the Paris region, but less pronounced in the rest 
of the country. However, 75.5 percent of respondents 
said they planned to hit the sales in the next few weeks, 
and e-commerce progressed slightly over the weekend.

“This drop in revenues during the sales is perhaps 
not defi nitive because a majority of people plan to at-
tend or return to the sales before they offi cially end. 

By DAVID MOIN

IN A SMALL space inside Neiman Marcus Direct in 
Dallas, the luxury chain manages a big mission — 
evaluating, designing and testing new technologies 
and applications, the kind that have been inundating 
the retail scene. 

“I can run from 10 to 15 different projects in it today,” 
said Scott Emmons, enterprise architect for the Neiman 
Marcus Innovation Lab, also known as the iLab. 

Two-and-a-half years ago, Emmons built the iLab, 
which was launched in a conference room, moved to 
its current 450-square-foot space, and is now expected 
to be relocated to a larger work area and adjourning 
showroom for presentations to Neiman’s executives. 

The iLab at the Neiman Marcus Group suggests the 
company’s deepening dive into emerging technolo-
gies, many bridging the online and brick-and-mortar 
channels. “Memory” mirrors are popping up in a 
handful of Neiman’s fi tting rooms, beacon technology 
has been turned on in a few doors and recently, cus-
tom-designed “interactive” tables have been placed in 
a few of Neiman’s posh shoe salons — all technologies 
that began as discrete test projects inside the iLab 
and advanced to pilot projects on the selling fl oors. 

Emmons is also leading initiatives around infor-
mation systems, BYOD, digital signage, wearable 
tech and efforts to personalize and enhance the shop-
ping experience, and has overseen what offi cials de-
scribe as a complete Wi-Fi refresh, major wide area 
network upgrades and a deployment of more than 
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Aside from the concession issue, 
Gould got the designer and Horowitz to 
discuss the DVF DNA, the longevity of 
the brand and its business opportuni-
ties. “Beauty would be a perfect exten-
sion because we are so known for colors 
and prints,” Horowitz said.

“What is most amazing about my 
brand is that I was able to come up 
with one product that has lived 40 years 
— the wrap dress — and it’s managed 
to be relevant and a huge part of our 
business. Even though the wrap dress 
paid all my bills…I took it for granted, 
and sometimes I even resented it,” von 
Furstenberg said. She debated what to 
do for the 40th anniversary of the wrap 
dress, due to her mixed feelings. But 
Horowitz convinced her to celebrate it 
with a retrospective that included new 
designs and a book. “It’s never happened 
in the story of dresses that one dress sur-
vives that long,” said the designer.

Her celebrity status, her ability to stay 
relevant to all generations and maintain 
a consistent brand message globally were 
also cited as factors behind the collec-
tion’s success. “It’s effortless, sexy and 
you can roll it in a ball. We celebrate free-
dom, empower women and we sell confi -
dence,” von Furstenberg said.

Earlier, Sarah Quinlan, senior 
vice president of market insights at 

MasterCard Advisors, warmed up the 
crowd with a provocative presenta-
tion on the holiday season with some 
surprising fi ndings based on data from 
MasterCard transactions, which occur 
at a rate of about 160 million an hour.

Quinlan said apparel sales from Black 
Friday to Christmas Eve rose 3 percent. 
Women’s apparel was up 7.2 percent; 
men’s apparel up 4.1 percent and jewelry 
(not costume) was up 4.2 percent. Luxury, 
excluding jewelry, in December was off 
2.3 percent, the third month in a row it 
was down.

Department store sales during the 
holiday stretch were down 3.7 percent, 
while e-commerce only represents 6.3 
percent of total retail purchases.

Last holiday season, generally re-
garded as November and December 
combined, “Discounting wasn’t as preva-
lent. We would tell you to stop discount-
ing. It’s about having the right amount 
of merchandise and really knowing the 
customer and reaching them,” Quinlan 
told the Financo crowd.

For stores, “the competition is the 
experience. Friends and family are 
coming together again and dining and 
traveling together. What people really 
want from the shopping experience is 
that retailers expedite and ease their 
lives and give them time back. That’s 
what people really want.”

Quinlan also said that e-commerce 
isn’t working, given that it’s only 6.3 per-
cent of total sales.

Some in the crowd questioned cer-
tain of the MasterCard fi ndings. Gould, 
for example, said he thought depart-
ment store numbers were up, not nega-
tive. “There is no question that the four-
wall business is a struggle. Dot.com is 
still good,” he said.

Andrea Weiss, founder of The O 
Alliance, said MasterCard “is direction-
ally right, with the exception of luxury,” 
which she felt performed stronger than 
MasterCard’s fi ndings suggested.

Michael Appel,  founder of consult-
ing fi rm Appel Associates, said he was 
surprised at Quinlan’s comment that 
e-commerce is declining. According to 
Appel, “It’s possible that what’s happen-
ing is the rate of increase has slowed, 
but from everything I’ve heard or seen, 
e-commerce is still growing faster than 
bricks-and-mortar.”

 “[Sarah] comes through extremely 
professional,” said Financo chairman 
Gilbert Harrison. “She knows what she 
is talking about.”
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By DAVID MOIN and 
VICKI M. YOUNG

NEW YORK — Will Diane von Furstenberg 
adopt the concession model in the U.S.?

At the annual Financo Forum here 
Monday, where there’s always more than a 
touch of controversy, von Furstenberg and 
Joel Horowitz, the co-chairmen of DVF 
Studio, and former Bloomingdale’s chair-
man Michael Gould stirred up the crowd 
with a candid parlay on concessions, a 
sensitive issue in U.S. retailing and the 
traditional retail-wholesale model that 
still permeates the department store in-
dustry in the U.S.

“If I can convert all of my wholesale 
business into concession today, I would 
do that,” Horowitz told the crowd of 300 at 
the Harmonie Club. “It gives us the abil-
ity to control what DVF looks like to the 
consumer. I don’t need another layer to 
reinterpret what we’ve created to tell the 
consumer what we want to represent. Nor 
do I want to rely on somebody else to sell 
it better than I believe we can sell it.”

Concessions, or leased shops-in-shop, are 
a growing trend at certain U.S. stores such 
as Saks Fifth Avenue and Bloomingdale’s, as 
well as Macy’s on the more moderate price 
level. Neiman Marcus, with the exception of 
Louis Vuitton and a few other designer la-
bels, does not allow concessions on the sell-
ing fl oors — although the current manage-
ment has indicated to WWD it’s rethinking 
that policy in some cases.

Horowitz said that via concessions, the 
DVF business could grow 35 to 50 percent 
per door and when Gould, who moder-
ated the forum, pressed him as to why, 
Horowitz replied: “I could have a better 

product assortment in there. I could have 
proper inventory levels.” He also said he 
could have someone running the DVF 
shops-in-shop who delivers the brand mes-
sage with “tender loving care.”

“We are talking to some of our part-
ners about that,” Horowitz said. “Where 
we do have it in Galeries Lafayette in 
Paris, we increased our business by over 
125 percent in the fi rst year in the same 
square footage.”

DVF also has concessions in China and 
Japan. “Where we have concessions, we 
do much better.”

Gould asked when the model is com-
ing to the U.S., and Horowitz replied, “It’s 
starting to come already.”

“But it’s the luxury guys,” Gould noted.
“It’s our guys, it’s the affordable luxury 

sector,” Horowitz said. “I don’t care what 
other brands are going to do. I care about 
DVF…We spend six months, eight months 
designing a collection, Diane does, and 
then she takes it to the showroom, and 
some buyer who may be employed for one 
year and just got out of school is going to 
decide what’s best from what she created. 
It’s not logical.”

“We need more curation, 
better merchants,” said von 
Furstenberg. “Everything is avail-
able in every price, in every color 
and nobody needs a f--king thing.”

She talked about how decades 
ago, her business trips took her to a pot-
pourri of department stores with different 
nameplates and personalities. Then came 
the era of mergers and consolidation. “All 
of a sudden, the stores were no longer 
run by merchants but by accountants. The 
scenery changed. They all merged and all 
became Macy’s,” she said.

DVF, Horowitz Talk Concessions at Forum

The next few weeks will tell if there is a 
catch-up effect and which retail venues 
are permanently privileged or penal-
ized,” he said.

On Tuesday, the scene at tony Left 
Bank department store Le Bon Marche, 
was very calm. Security guards at the 
entrance asked all shoppers to open 
their bags, and were equipped with 
wand style metal detectors.

Toluna polled 1,503 people aged over 
18 by Internet on Saturday and Sunday . 
The results were adjusted to refl ect the 
population in terms of region, sex and age.

Separately, the National Council of 
Shopping Centers (CNCC) said foot traffi c 
at shopping centers in the Paris region 
was down 18.2 percent year-on-year on 
Friday and down 17 percent on Sunday. 
Between Jan. 7 and 11, foot traffi c in the 
Paris region was down 12.2 percent and 
it fell 7.8 percent nationwide during the 
period, the CNCC added.

On Tuesday, French President 
François Hollande paid homage to the 
three police offi cers slain while Prime 
Minister Manuel Valls joined members 
of parliament in paying homage to all 
17 people gunned down in the attacks at 

Charlie Hebdo, on a police offi cer and 
at a kosher supermarket.

The lawmakers observed a minute 
of silence before singing the French na-
tional anthem, La Marseillaise.

Valls said France, which voted for new 
antiterror laws in November, planned to 
further bolster measures designed to pro-
tect it from attacks, including reinforcing 
controls on the Internet and tighter surveil-
lance of radical Islamists in French prisons.

France this week deployed 10,000 
troops to boost security in “sensitive 
spots” nationwide, in an unprecedent-
ed mobilization of the country’s armed 
forces on domestic soil. It has also dis-
patched 4,700 police offi cers and gen-
darmes to protect 717 Jewish schools 
and places of worship across the country.

The climate of insecurity has raised 
concerns that tourists could shun the 
French capital, which was the number one 
city worldwide for tax-free shopping in 
2014, according to data provided by Global 
Blue, which tracks activity in 37 markets.

Later this month, Paris will host the 
twice-yearly couture and men’s wear 
shows, and it is likely that security will 
be reinforced at the entrance to the re-
spective venues.

Paris Retail Down After Attacks
{Continued from page one}

Joel Horowitz, 
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Michael Gould.
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