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●  The French luxury firm 
reiterated its warning that 
first-half results cannot be 
projected for the full year.

BY MIMOSA SPENCER

PARIS — Hermès International posted a 
6.4 percent rise in third-quarter sales as 
currency rates dragged on brisk business 
from all geographic regions.

Sales at the maker of high-end bags 
totaled 1.34 billion euros over the period, 
up 11 percent at constant exchange rates, 
with double-digit growth from all regions, 
except the Americas and Japan, up 8.7 
percent and 6.7 percent, respectively.

Elsewhere in Asia, sales grew 12 percent 
at constant rates.

“There were no major surprises in 
regional trends,” noted Rogerio Fujimori, 
analyst with RBC Capital Markets, citing 
growth led by Europe and Asia, followed 
by steady growth in the Americas and 
Japan’s single-digit uptick.

Hermès reiterated its caution that the 
first-half performance, which was boosted 
by foreign exchange rate hedges from 
the previous year, could not be projected 
for the full year, while noting its “ambi-
tious goal for revenue growth at constant 
exchange rates.”

In terms of divisions, the perfume 
business — one of the company’s smaller 
activities — grew the fastest, up 23 percent 
at constant rates, fueled by the launch 
of Twilly d’Hermès perfume, a scent 

designed to appeal to a younger set.
Ready-to-wear, apparel and accessories 

sales grew by 12 percent at constant rates, 
lifted by fashion accessories and shoes, 
the company said.

Sales at the largest division, leather 
goods and saddlery, rose 9.3 percent, 
thanks to a diverse range of models that 
includes Constance and Halzan bags in 

addition to the company’s trademark Bir-
kin and Kelly bags. Hermès targets around 
10 percent annual growth for the division.

Exane BNP Paribas analyst Luca Solca 
noted the leather goods division’s perfor-
mance fell short of a consensus forecast 
of 10 percent, but overall, the 11 percent 
quarterly sales growth beat analysts’ 
expectations of 8.7 percent, thanks to rtw, 

silk, fashion and perfumes activities.
RBC earlier this month slightly raised 

its target price for Hermès to 425 euros 
from a previous level of 420 euros, citing 
higher expectations for the rtw division, 
the company’s second largest.

The RBC analysts also praised the 
company for the diversity of its handbag 
offering.

“Hermès is now successful in more than 
10 bag families, with a nice mix of highly 
exclusive and ‘accessible’ items reflect-
ing production cost and craftsmanship 
differentials, which somewhat reduces 
its dependence on Kelly and Birkin,” said 
RBC in its November note.

RBC also highlighted the company’s 
efforts to secure production capacity as 
supporting its expectations for leather 
goods’ growth in the region of 9 to 10 
percent per year through 2020.

Hermès is building two new leather 
workshops in France, which will create 
500 jobs, one near Bordeaux and another 
in a region neighboring Paris, set to open 
in 2020.

The company’s silk and textiles activity, 
as well the “other products” division, 
which includes John Lobb shoes and 
Puiforcat tableware, both grew at a clip of 
17 percent.

Watches lagged the other divisions, 
climbing 6.2 percent, showing a gradual 
but continued improvement.

Hermès, which is celebrating the 
meaning of objects throughout the year, 
held a cocktail event on Tuesday in honor 
of an exhibit dedicated to its longtime 
window display designer Leïla Menchari 
in a wing of the Grand Palais in Paris. 
Guests including Azzedine Alaïa and Carla 
Sozzani joined Hermès chief executive 
officer Axel Dumas to pay their respects 
to Menchari, who retired in 2014.
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Hermès’ first store 
in a mall in India, in 

New Delhi.

●  She will succeed  
Deborah Lloyd, who is 
stepping down as president 
and chief creative officer.

BY LISA LOCKWOOD

Nicola Glass has been named creative 
director of Kate Spade. She succeeds Deb-
orah Lloyd, the brand’s current president 
and chief creative officer, who, in the wake 
of Tapestry Inc.’s acquisition of Kate Spade, 
made the decision to exit the company.

Lloyd’s departure from Kate Spade was 
first reported in WWD last month. She 
follows on the heels of Craig Leavitt, chief 
executive officer, who left the company 
in August.

Glass is with Michael Kors as senior vice 
president of accessories design overseeing 
all design and development of Michael 
Kors Collection and Michael Michael Kors. 
She leads a team in charge of all accessory, 
hardware and technical design, and is 
responsible for sourcing and developing 
all leathers and fabrics. She has been with 
Kors since 2004. Earlier, she worked at 
Gucci as an accessories designer. Born in 
Belfast, Glass holds a Masters of Arts in 
Fashion Accessories from the Royal College 
of Art in London.

Glass is expected to join the company in 
January, and will ultimately report to the 
brand president and ceo of Kate Spade, a 
role held by Tapestry’s ceo, Victor Luis, on 
an interim basis. A search is under way for 
Leavitt’s successor.

Glass will be responsible for leading all 
creative aspects of the Kate Spade brand, 

including product design for accessories 
and ready-to-wear, brand imagery and 
store environments.

“The appointment of Nicola Glass marks 
an important milestone in the next chap-
ter of the Kate Spade brand,” said Luis. 
“There are very few creative executives 
like her, who have both the talent to lead 
creative teams and the appreciation and 
understanding of how to scale a growing 
handbag and accessories-driven business.

“We are extremely pleased that she 
will be leading the strong creative team 
already in place, while bringing her 

unique aesthetic and personal style to 
Kate Spade. Nicola fully understands 
the feminine, fun and fashionable style 
of Kate Spade and is excited to bring its 
distinctive style to global audiences. Her 
depth and breadth of experience will 
be an invaluable asset to the business in 
general — and especially the design and 
brand teams — as we grow and develop 
the business globally,” said Luis.

Luis said he’s anxious to support Glass 
in writing the next chapter for Kate 
Spade. He said he was introduced to Glass 
through the executive search firm Karen 
Harvey Consulting Group, who has con-
ducted several major creative searches for 
the various divisions of Tapestry (for-
merly Coach Inc.).

According to Luis, the criteria for the 
Kate Spade role was to find someone “with 
a wonderful imagination and creative skill 
set.” He said Glass has proven leadership 
skills, has managed large teams, has a 
global view of the world and appreciates 
Spade’s fun and fashionable style. “She 
comes from a background in handbag and 
accessory design, which is very important 
to us given that the Kate Spade business is 
founded on handbags and accessories. It’s 
really about someone who will appreciate 
Kate Spade’s DNA and where it’s been and 
also help bring it to the future,” he noted.

“I’m very honored to be joining Kate 
Spade as the new creative director. It 
is a brand I’ve long admired and I look 
forward to leading the team in this next 
chapter of Kate Spade’s evolution and 
growth,” said Glass.

Luis added: “I think the creative director 
and ceo partnership, as you can imagine, 

is the most important partnership in any 
business. We’re going to be looking for a 
ceo who can be a great partner to Nicola 
and understands the Kate Spade culture 
and positioning.”

Luis thanked Lloyd for her numerous 
accomplishments in building the Kate 
Spade brand. “We have great admiration 
for Deborah’s accomplishments and her 
vision and creative leadership have been 
instrumental to the growth of Kate Spade. 
Very few creative people have done as 
much as she has done in a decade bring-
ing a business from approximately $100 
million to over $1.3 billion,” he said.

In developing Kate Spade into a global 
lifestyle brand, Lloyd brought a whimsical, 
quirky and youthful vibe to the label and 
instilled a lot of personality into the prod-
uct. Prior to joining Kate Spade, Lloyd was 
executive vice president of product design 
and development at Banana Republic since 
2001. Earlier, she was vice president of 
women’s design for Burberry London for 
five years.

Tapestry completed it $2.4 billion 
acquisition of Kate Spade in July. The com-
pany changed its name at the end of last 
month to better reflect its new umbrella of 
brands. As reported Tuesday, acquisition 
costs connected with Kate Spade & Co. 
pushed Tapestry into a first-quarter loss, 
but adjusted earnings per share managed 
to beat analysts’ expectations by 6 cents.

Luis said Kate Spade had a negative-3 
comp for the quarter, which was a sequen-
tial improvement from the previous quar-
ter, which was a negative-8 comp. For the 
first quarter, Kate Spade sales totaled $269 
million, as global comps fell 9 percent.
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Kate Spade Taps Nicola Glass as Creative Director

Deborah Lloyd
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