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*Fall Winter’21-22, Part II

FOUNDED IN: 2013  DATE OF FIRST COLLECTION: September 2014
CREATIVE DIRECTOR: DHRUV KAPOOR
COUNTRY OF ORIGIN: INDIA
NO. OF COLLECTIONS: 4 (Annually)
- REVOLUTION, PROGRESSIVE, EMPOWERMENT

- Breaking the traditional gender stereotypes by not following the 
traditional gender roles defined by the system. Creating a genderful vibe 
without barriers.

- We celebrate multiplicity and plurality of visions, while upholding the brand 
values i.e. liberty, vitality, eternity and realising our highest potential.

- Far from traditional aesthetic imagery, the brand depicts an endless play of 
past, present, and future. It is an unrestrained reflection of contemporary 
society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.

-The collections are defined by Kapoor’s signature juxtaposing design and 
attention to detail, with an emphasis on tailoring and an eclectic use of materi-
als and custom-developed fabrics.

-Profuse, exuberant, prodigal, multiple.

WWW.DHRUVKAPOOR.COM

Since its inception in 2013, I envisioned to birth a fearless language 
through 
seasonal projections as reactions to floating mindsets in the world around 
me.
Projections that help us build a unified culture across the globe where 
“oneness” is key.
Each season, we aim to bring our audience closer to their true potential 
by using fashion as an emotional trigger to enhance individuality and by 
highlighting a genderful vibe with a spiritual undercurrent that combines 
tradition and technology to birth new mindsets, independent of social 
structures, political views or gender.
We aim to use the intangible aspect of fashion- the power of color, surface 
and silhouette that assist us to become the best version of ourselves.

We are more than our five senses,
We are ENERGY, we are ONE.
We are INFINITE.

KAPOOR DNA
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VISION

“To birth a new aesthetic through multiple mediums that 
project a blend of diverse cultures & unison of polar 

concepts to empower individuals on their path of 
self–discovery by using a combination of intangible & 

tangible aspects of fashion, lifestyle & space.”
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KAPOOR DNA

1. Print Mix 2. Hand Embroidery 3. Handmade Textiles 4. Versatility
Custom made prints 

developed by the brand 
Hand made embroideres 
made by Indian artisans

Handmade fabrics made by 
Indian artisans in custom 

designs.

Versatile pieces with 
removable/ interchangeable 

embroidered patches.
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 PRINT
Eclectic prints from 
florals blending with 

sci-fi fantasy

 EMBROIDERY
Handmade embroideries
made by Indian artisans

 TEXTILE
Combination of handmade, 
custom-developed & tech 
fabrics used in an unusual 

format

 VERSATILITY
Incorporating removable/ 

interchangeable
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AWARDS & RECOGNITION

- VOGUE INDIA FASHION FUND - WINNER 2015

- 50 MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2017

- DESIGNER OF THE YEAR- MENSWEAR, GQ INDIA 2018

- DESIGNER OF THE YEAR- WOMENSWEAR, VOGUE INDIA 2019

- The brand has been invited & sponsored by Camera Moda to show-
case its collections for the past 6 seasons.

- Young Designer Award (Fashion Hub Market), Camera Moda 2019

- Vogue Talents, Italy has listed the brand under the best new talents 
from Milan Fashion Week for the last 6 seasons.

- WWD, Italy listed the brand in Top New Talents from Milan Fashion 
Week 2021.

26  MARCH 8, 2021

A new guard of talented 
designers is stealing the 
spotlight on the Milan scene, 
bringing fresh ideas.

BY ALESSANDRA TURRA, SANDRA SALIBIAN  
AND MARTINO CARRERA

 
While Milan Fashion  Week had the usual 
stalwarts of Italian fashion, there also were 
plenty of new names breaking onto the 
scene. Here, WWD highlights five designers 
worth noting.

HAUS OF HONEY  
Stefano Miele grew up surrounded by 
shoes since his mother was running a 
footwear shop in Gaeta, a seaside resort 
halfway between Rome and Naples. And 
shoes are now the center of his own 
professional life. After more than 10 years 
working on the commercial teams of high-
profile brands including Moschino in New 
York, and Prada and Miu Miu in Milan, last 
year Miele decided to launch his footwear 
brand Haus of Honey.

“Honey because my last name is Miele, 
which in English translates into honey, and 
also because I feel like a bear: I’m gluttonous, 
I’m physically lazy — I would always work 
from my bed — and when it’s necessary, I can 
attack,” said Miele. “Haus because I wanted 
to tribute Bauhaus, not only because I love 
its clean, graphic shapes, but also because 
the criteria which they used to select their 
students, with no previous design education, 
really reflects what I am: I’ve always breathed 
fashion and shoes, but I didn’t go to school to 
become a shoe designer.”

However, his commercial skills are 
definitely helping Miele, who presented his 
first collection in September to 10 stores and 
all of them purchased it. The list includes 
Modes, Antonia, Just One Eye, Tiziana Fausti 
and Julian Fashion, among others.

Focusing on a precise market segment, 
Miele centered his brand on one idea: 
developing luxurious cork wedges with 
special details.

“I love wedges because they are never 
on trend, they are timeless,” said Miele, 
who looked at Salvatore Ferragamo’s 
eccentric creations in the ‘40s as examples. 
“In my childhood I’ve always been strongly 
fascinated by the women populating my 
home town in the summers…with their 
wedges they were intriguing men, showing 
their feminine appeal.”

For his eye-catching, glamorous wedges, 

which are handcrafted in Italy, Miele 
uses only Tuscan cork, giving the shoes 
lightness, and durability.

Haus of Honey’s wedged sandals 
are decorated with elegant, multicolor 
beaded patterns, thermo-stitched 
irregular Swarovski crystals, or are fully 
lacquered in tones spanning from black 
and powder pink to bright orange. In 
addition, for fall 2021, the designer 
combined the wedged soles with new 
uppers to create distinctive Mary Janes, 
booties and boots with an extra chunky 
rubber sole adding an urban attitude.

The collection, which retails from 590 
euros to 2,000 euros, o �ers a wide size 
range from 4.5 to 12.5. “I took this decision 
because I want that everyone who has 
the desire to wear my wedges can just 
do that,” said Miele. “I didn’t want to 
associate my shoes to a specific gender, 
I really believe in the importance of 
freedom and self-expression.”

The brand, whose collections are now 
distributed for the wholesale channel by 
the Massimo Bonini showroom in Milan, 
will also start selling its summer styles 
beginning this spring through its online 
store. — Alessandra Turra

DES PHEMMES
Salvo Rizza’s ‘90s aesthetics earned his 
brand Des Phemmes a special mention 
among the emerging names in Milan this 
season.

Launched 18 months ago, the label 
presented a collection that referenced 
Kurt Cobain, but diverted from the usual 
grunge approach toward a feminine 
reinterpretation of the style.

Cue tie-dye knits in acid tones 

embellished with crystals and styled with 
pencil skirts with deep side slits, as well as 
oversize cardigans worn over slipdresses 
crafted from gray wool gabardine and 
adorned with geometrical crystal motifs.

In a less literal approach, Rizza 
enhanced the sensual appeal of the lineup, 
layering body-hugging knit pieces, tucking 
crisp white shirts into draped tulle pencil 
skirts and sequined mini options and 
having ostrich feathers to charmingly pop 
here and there on garments.

Everything contributed to conveying 
the strong, feminine vision of the designer. 
This seems to have been influenced by his 
professional beginnings at Giambattista 
Valli in Paris, which he joined after 
graduating in fashion design from Milan’s 
Istituto Marangoni in 2011.

Starting as an intern in the design team, 
he climbed the ranks over the span of five 
years to oversee ready-to-wear and haute 
couture collections. Then Rizza returned 
to Milan to freelance for brands including 
Agnona, Max Mara and Emilio Pucci.

Under his own label, he gradually 
drew the industry’s attention. Last year 
Des Phemmes also took part in the 
“Who Is on Next?” talent search contest 
organized by AltaRoma in collaboration 
with Vogue Italia.

While the pandemic impacted the 
designer’s development of his brand and 
his fall 2021 collection, which hinged on 
hand-made finishes and was completed 
with the support of suppliers spread across 
the country. But the digital presentations 
eventually resulted in the best opportunity 
for Rizza to gain momentum.

“I must admit that the switch to a digital 
version of fashion week has given much 
more visibility to lesser-known brands, 
giving them creative space,” said the 
designer. “A real, physical presentation 
has time and logistics limits that usually 
don’t help, but that the digitalization 
of the fashion shows have torn down, 
thus giving the possibility to better 
[communicate] the message of each 
individual creative to each observer.”

Rizza’s goal for the label is to increase 
its brand awareness globally, banking 
not only on his designs and wearability 
but also on the appealing price points, 
as retail prices range from 200 euros to 
1,500 euros.

In the longer term, the designer would 
like Des Phemmes to become “a channel 
to support female figures in all areas, from 
art and sculpture to literature. [The goal is] 
to transform it into a sort of incubator and 
use its visibility to bring attention on other 
female talents that are not necessarily 
linked to fashion, celebrating the feminine 
genius overall.” —  Sandra Salibian

 
AC9
Former publicist-turned-designer 
Alfredo Cortese is part of a legion of 
up-and-coming Italian designers who are 
resurrecting sensual femininity via clothes 
that expose the flesh.

After dropping out of PR in 2018 
when he was working at No. 21, 
Cortese established his AC9 fashion 
brand, leveraging his expertise in 
communications, which he said was a 
“mixed blessing” that often pushed him to 
think first about marketing his brand than 
about his fashions.

But for fall 2021, Cortese presented 
his most mature and straightforward 
collection so far, filled with ladylike 
pieces, both minimal and languid. Cue 
see-through chi �on frocks with plunging 
V-necks, or prom dresses stripped out of 
their exuberance in wet-look black silk. 
Knitwear pieces, the back left entirely 
exposed, were intriguing, while Cortese 
allowed himself some fun via feather-
embellished pink pencil skirts paired with 
o�-the-shoulder fluid shirts. �

FASHION

Five Emerging Brands  
That Stood Out in Milan

A look from the AC9 fall 
2021 collection.

Haus of Honey’s 
lacquered wedges.

A look 
from Des 
Phemmes 
fall 2021 
collection.
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“Since the inception, I wanted to build 
the brand on a solid rock basis rather than 
on sand, meaning I’ve never tried to tap 
into ‘hype’ that easily draws the attention 
of the press and social media, but maybe 
lacks commercial strength,” Cortese said. 
“My journey has been more contorted but 
truer to myself,” he added. In his view this 
commercially savvy approach is more in 
sync with buyers’ needs for salable clothes 
rather than experimental fashion.

O�ering a full look, the spring collection 
“marked an evolution both in creativity 
and operations,” said Cortese, noting he’s 
introduced footwear and further expanded 
product categories. Among the things 
that changed compared to past seasons 
were the financial means to source more 
luxurious fabrics, including bespoke ones, 
which translated into higher quality.

The brand has sealed a partnership with 
showroom Tomorrow London for the last 
three seasons and is looking to expand 
its footprint globally. AC9 was also one 
of the two brands selected by Alessandro 
Dell’Acqua and Tomorrow for design and 
production development, marketing and 
distribution consultancy services as part of 
the two companies’ mentorship program 
for emerging designers.

Retailing between 350 euros and 1,100 
euros, the brand is through 17 stores 
worldwide and, according to Cortese, 
it is favored by international buyers, 
although the designer acknowledged that 
the COVID-19 pandemic influenced buyers 
to be more skeptical in embracing young 
designer brands.

“Despite all of this, we’re compiling a 
list of target doors and markets,” he said. 
“With travel bans in place, it’s harder to 
reach far-flung regions, including Asia, 
which is a focus for me.” — Martino Carrera

DHRUV KAPOOR  
For the past few seasons, Indian designer 
Dhruv Kapoor has been guided in the 

creation of his collections by a very 
universal, intangible yet highly valuable 
inspiration: empathy.

The designer, who was born in 1988, is 
part of a new generation of creatives that 
cannot ignore what’s happening around 
them, especially in these unsettling times.

“The Black Lives Matter movement, then 
the increasing hate against Asians, but also 
the issues that the religious minorities in 
my country have to face…we cannot turn 
the head,” said the designer. “But I think 
what can cure us is empathy, bringing 
relief to one another.”

In the fall 2021 collection he presented 
at Milan Fashion Week, Kapoor stressed 
the message by embellishing some of 
the garments with prints or detachable 
patches featuring words such as “Non 
regimental” and “Numinous.” Freedom of 
expression, inclusivity and a multicultural 
point of view define the designs of Kapoor, 
who lets himself be inspired by the 
aesthetic of India, which he mixes with 
global inspirations.

In particular, the designer, who looks 
at the bright colors of the clothes worn by 
women in the desert regions of Rajasthan 
and Jaipur, is also deeply influenced 
by the modern minimalism of Milan, 
a city where he lived for a while. After 
graduating from the National Institute of 
Fashion Technology in New Delhi and a 
brief working experience as digital editor 
at Vogue India, Kapoor in 2011 moved to 
Milan to attend the Istituto Marangoni 
fashion school. In 2013, he joined the 
women’s wear design team of Etro, but in 
2014 moved back to India, and in Mumbai 
he presented his first capsule collection.

One of the most promising designers 
on the Indian fashion scene, where he 
received many awards, Kapoor made his 
debut in Milan with the women’s spring 
2021 collection.

“I’m still very connected to the city and 
Camera Nazionale della Moda is really 
taking care of us, so I think that Milan is 

our place to showcase the collections,” 
said the designer. “As soon as there is 
the opportunity to return to physical 
showcases, I’ll jump on that. I think we 
all miss the energy of the physical events 
and I miss meeting with people, discussing 
ideas and sharing points of view.”

Dhruv Kapoor collections are entirely 
made in India, leveraging the country’s 
heritage in textile and garment making. “I 
want to celebrate our tradition, especially 
the hand looming and embroideries,” 
said the designer, who added that he 
would like to establish production in Italy, 
especially for accessories. “Because of the 
export duties imposed by India, we are 
also setting up a logistics center in Italy to 
handle international shipments.”

Retailing from 350 euros to 850 
euros, the brand’s collections are mainly 
conceived as wardrobes with cool, 
eye-catching items, mainly injected 
with a genderless spirit, to be mixed 
and matched. “It’s really fun when the 
collection is done and I can start putting 
together the pieces to create the looks,” 
said the designer, who continues to 
collaborate with his friend and designer 
Kulsum Shadab Wahab, founder of Ara 
Lumiere, a brand of creative, high-end 
headpieces handcrafted by Indian women 
who have been victims of acid attacks. 
“We kicked o � the collaboration only 
styling some pieces for my collection, 
but then we started creating pieces with 
fabrics and embellishments that I use. 
I’m so inspired by the energy that Kulsum 
puts in the project and we will continue 
working together to help the women she 
greatly supports.”

The brand is becoming popular in 
India, but it’s also quickly expanding its 
presence in the United States, where it 
is distributed by Anthropologie, and in 
Japan, where it’s available at prestigious 
stores, including Isetan. “The next step is 
boosting the business in Europe,” said the 
designer. — A.T.

VÌEN
Italian emerging label Vìen is not new 
to the Milan scene, but this season it 
presented a more mature and convincing 
e�ort with a collection that blended 
tailoring with sportswear. The launch of 
men’s wear played a big role in this step 
up, as it helped designer Vincenzo Palazzo 
to show his aesthetics across a cohesive, 
well-rounded o �ering.

“Men’s wear has been part of Vìen 
since the beginning, especially in the 
construction of women’s outerwear and 
pants, but we never launched a proper, 
dedicated line,” said Palazzo. “It was a 
couple of seasons that I was thinking about 

it and given the situation this year and that 
I was at home all day, I thought it was a 
good moment. I needed to keep my mind 
busy,” he added with a smile during a 
Zoom call.

For fall 2021, Palazzo crafted men’s 
wear classics — including coats, blazers 
and pleated pants — from a Japanese 
fabric looking like fresco wool but with 
a fluid, jersey-like touch that heightens 
functionality and comfort. Logoed 
hoodies, acetate tracksuits, pu �er jackets 
and technical parkas with reflective 
details complemented the sartorial pieces, 
which for women included oversized 
blazers styled with pleated skirts in 
di�erent lengths as well as pants zipped 
open on the front to nod to technical 
sport gear. Cropped varsity jackets and 
cutout knit dresses were also part of the 
range, accessorized with macro pouches, 
backpacks and gym bags to add to 
Palazzo’s overall inspiration of traveling.

For the designer, the men’s line further 
helped him “to create my idea of a 
uniform and try to get two distant worlds 
collide in one.”

“If I were to describe Vìen with a 
word, I would say ‘crossover.’ We live 
in times defined by crossovers since 
2000. Everything has been done, what 
needed to be invented was invented, 
now newness comes from mixing, from a 
clash,” noted Palazzo.

He perfects his mixing skills on a daily 
basis by simply opening his closet. “I 
collect vintage stu � and If you see my 
wardrobe, it’s divided in two parts. On one 
side, there are all these vintage tailoring, 
like old Kiton and Brioni [suits]. And on 
the other, all streetwear pieces from the 
‘80s and ‘90s.”

Growing up in the Italian region 
of Puglia, Palazzo has always been 
surrounded by clothes, as his grandmother 
was a seamstress. From his aunts and 
uncles he inherited the passion for ‘80s 
music, ranging from Duran Duran to 
The Smiths, which he further developed 
spending most of his time in a local book 
and music shop. “I discovered all these 
subcultures I loved, and each of them had 
a sort of uniform, so that’s when I realized 
how important fashion is,” he said.

After moving to Milan and traveling 
around the world, he returned to his 
hometown and opened a club, before 
establishing Vìen four years ago. Now the 
brand is available at Bernardelli in Italy 
and Concento Paris in Tokyo, among 
others, as well as at its own e-commerce. 
But Palazzo’s dreams for the future include 
launching a store in London’s Savile Row, 
as well as developing his brand beyond 
apparel, “maybe returning to clubbing or 
opening a restaurant, too.” — S.S. �

Looks from Vìen fall 
2021 coed collection.

Ara Lumiere & Dhurv 
Kapoor, fall 2021
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anything at all, given the environmental predicament we nd ourselves in.
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Easily one of the buzziest names to emerge from the scene is Sanchez-Kane, the namesake label of

Barbara Sanchez-Kane. The 33-year-old designer, who studied at Polimoda in Florence and

interned under Bernhard Willhelm in Los Angeles, is part of a new generation of creatives in the

region who are challenging gender norms. With her skin-revealing chaps and pants cut with cheeky

mesh handprints across the back, she subverts traditional macho dress codes.

Entitled Prêt-à-Patria, Sanchez-Kane’s latest collection takes that idea to its hyper-masculine

conclusion with a military-inspired theme. Uniform-style clothes appear standard issue in the

front, only to be slashed and cut in the back, revealing male models in garter belts and thongs. For

Sanchez-Kane, her work gives an opportunity to explore the many layers of her identity. “My work

is an internal exploration, and it's very much what is happening in my life at that moment,” says

Sanchez-Kane, who launched her label in 2015. “I give my Latin culture di�erent forms. I dene

the usual distinctions between male and female, natural and articial, ugly and beautiful.”—L.S.
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- VOGUE, USA- Listed the brand amongst the top 27 brands from 
around the world for their September Issue 2021.

- DESIGNER OF THE YEAR, GRAZIA 2022 

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022 

- DESIGNER OF THE YEAR, GRAZIA 2022

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022

AWARDS & RECOGNITION

- VOGUE INDIA FASHION FUND - WINNER 2015

- 50 MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2017

- DESIGNER OF THE YEAR- MENSWEAR, GQ INDIA 2018

- DESIGNER OF THE YEAR- WOMENSWEAR, VOGUE INDIA 2019

- The brand has been invited & sponsored by Camera Moda to show-
case its collections for the past 6 seasons.

- Young Designer Award (Fashion Hub Market), Camera Moda 2019

- Vogue Talents, Italy has listed the brand under the best new talents 
from Milan Fashion Week for the last 6 seasons.

- WWD, Italy listed the brand in Top New Talents from Milan Fashion 
Week 2021.
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A new guard of talented 
designers is stealing the 
spotlight on the Milan scene, 
bringing fresh ideas.

BY ALESSANDRA TURRA, SANDRA SALIBIAN  
AND MARTINO CARRERA

 
While Milan Fashion  Week had the usual 
stalwarts of Italian fashion, there also were 
plenty of new names breaking onto the 
scene. Here, WWD highlights five designers 
worth noting.

HAUS OF HONEY  
Stefano Miele grew up surrounded by 
shoes since his mother was running a 
footwear shop in Gaeta, a seaside resort 
halfway between Rome and Naples. And 
shoes are now the center of his own 
professional life. After more than 10 years 
working on the commercial teams of high-
profile brands including Moschino in New 
York, and Prada and Miu Miu in Milan, last 
year Miele decided to launch his footwear 
brand Haus of Honey.

“Honey because my last name is Miele, 
which in English translates into honey, and 
also because I feel like a bear: I’m gluttonous, 
I’m physically lazy — I would always work 
from my bed — and when it’s necessary, I can 
attack,” said Miele. “Haus because I wanted 
to tribute Bauhaus, not only because I love 
its clean, graphic shapes, but also because 
the criteria which they used to select their 
students, with no previous design education, 
really reflects what I am: I’ve always breathed 
fashion and shoes, but I didn’t go to school to 
become a shoe designer.”

However, his commercial skills are 
definitely helping Miele, who presented his 
first collection in September to 10 stores and 
all of them purchased it. The list includes 
Modes, Antonia, Just One Eye, Tiziana Fausti 
and Julian Fashion, among others.

Focusing on a precise market segment, 
Miele centered his brand on one idea: 
developing luxurious cork wedges with 
special details.

“I love wedges because they are never 
on trend, they are timeless,” said Miele, 
who looked at Salvatore Ferragamo’s 
eccentric creations in the ‘40s as examples. 
“In my childhood I’ve always been strongly 
fascinated by the women populating my 
home town in the summers…with their 
wedges they were intriguing men, showing 
their feminine appeal.”

For his eye-catching, glamorous wedges, 

which are handcrafted in Italy, Miele 
uses only Tuscan cork, giving the shoes 
lightness, and durability.

Haus of Honey’s wedged sandals 
are decorated with elegant, multicolor 
beaded patterns, thermo-stitched 
irregular Swarovski crystals, or are fully 
lacquered in tones spanning from black 
and powder pink to bright orange. In 
addition, for fall 2021, the designer 
combined the wedged soles with new 
uppers to create distinctive Mary Janes, 
booties and boots with an extra chunky 
rubber sole adding an urban attitude.

The collection, which retails from 590 
euros to 2,000 euros, o �ers a wide size 
range from 4.5 to 12.5. “I took this decision 
because I want that everyone who has 
the desire to wear my wedges can just 
do that,” said Miele. “I didn’t want to 
associate my shoes to a specific gender, 
I really believe in the importance of 
freedom and self-expression.”

The brand, whose collections are now 
distributed for the wholesale channel by 
the Massimo Bonini showroom in Milan, 
will also start selling its summer styles 
beginning this spring through its online 
store. — Alessandra Turra

DES PHEMMES
Salvo Rizza’s ‘90s aesthetics earned his 
brand Des Phemmes a special mention 
among the emerging names in Milan this 
season.

Launched 18 months ago, the label 
presented a collection that referenced 
Kurt Cobain, but diverted from the usual 
grunge approach toward a feminine 
reinterpretation of the style.

Cue tie-dye knits in acid tones 

embellished with crystals and styled with 
pencil skirts with deep side slits, as well as 
oversize cardigans worn over slipdresses 
crafted from gray wool gabardine and 
adorned with geometrical crystal motifs.

In a less literal approach, Rizza 
enhanced the sensual appeal of the lineup, 
layering body-hugging knit pieces, tucking 
crisp white shirts into draped tulle pencil 
skirts and sequined mini options and 
having ostrich feathers to charmingly pop 
here and there on garments.

Everything contributed to conveying 
the strong, feminine vision of the designer. 
This seems to have been influenced by his 
professional beginnings at Giambattista 
Valli in Paris, which he joined after 
graduating in fashion design from Milan’s 
Istituto Marangoni in 2011.

Starting as an intern in the design team, 
he climbed the ranks over the span of five 
years to oversee ready-to-wear and haute 
couture collections. Then Rizza returned 
to Milan to freelance for brands including 
Agnona, Max Mara and Emilio Pucci.

Under his own label, he gradually 
drew the industry’s attention. Last year 
Des Phemmes also took part in the 
“Who Is on Next?” talent search contest 
organized by AltaRoma in collaboration 
with Vogue Italia.

While the pandemic impacted the 
designer’s development of his brand and 
his fall 2021 collection, which hinged on 
hand-made finishes and was completed 
with the support of suppliers spread across 
the country. But the digital presentations 
eventually resulted in the best opportunity 
for Rizza to gain momentum.

“I must admit that the switch to a digital 
version of fashion week has given much 
more visibility to lesser-known brands, 
giving them creative space,” said the 
designer. “A real, physical presentation 
has time and logistics limits that usually 
don’t help, but that the digitalization 
of the fashion shows have torn down, 
thus giving the possibility to better 
[communicate] the message of each 
individual creative to each observer.”

Rizza’s goal for the label is to increase 
its brand awareness globally, banking 
not only on his designs and wearability 
but also on the appealing price points, 
as retail prices range from 200 euros to 
1,500 euros.

In the longer term, the designer would 
like Des Phemmes to become “a channel 
to support female figures in all areas, from 
art and sculpture to literature. [The goal is] 
to transform it into a sort of incubator and 
use its visibility to bring attention on other 
female talents that are not necessarily 
linked to fashion, celebrating the feminine 
genius overall.” —  Sandra Salibian

 
AC9
Former publicist-turned-designer 
Alfredo Cortese is part of a legion of 
up-and-coming Italian designers who are 
resurrecting sensual femininity via clothes 
that expose the flesh.

After dropping out of PR in 2018 
when he was working at No. 21, 
Cortese established his AC9 fashion 
brand, leveraging his expertise in 
communications, which he said was a 
“mixed blessing” that often pushed him to 
think first about marketing his brand than 
about his fashions.

But for fall 2021, Cortese presented 
his most mature and straightforward 
collection so far, filled with ladylike 
pieces, both minimal and languid. Cue 
see-through chi �on frocks with plunging 
V-necks, or prom dresses stripped out of 
their exuberance in wet-look black silk. 
Knitwear pieces, the back left entirely 
exposed, were intriguing, while Cortese 
allowed himself some fun via feather-
embellished pink pencil skirts paired with 
o�-the-shoulder fluid shirts. �

FASHION

Five Emerging Brands  
That Stood Out in Milan

A look from the AC9 fall 
2021 collection.

Haus of Honey’s 
lacquered wedges.

A look 
from Des 
Phemmes 
fall 2021 
collection.
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“Since the inception, I wanted to build 
the brand on a solid rock basis rather than 
on sand, meaning I’ve never tried to tap 
into ‘hype’ that easily draws the attention 
of the press and social media, but maybe 
lacks commercial strength,” Cortese said. 
“My journey has been more contorted but 
truer to myself,” he added. In his view this 
commercially savvy approach is more in 
sync with buyers’ needs for salable clothes 
rather than experimental fashion.

O�ering a full look, the spring collection 
“marked an evolution both in creativity 
and operations,” said Cortese, noting he’s 
introduced footwear and further expanded 
product categories. Among the things 
that changed compared to past seasons 
were the financial means to source more 
luxurious fabrics, including bespoke ones, 
which translated into higher quality.

The brand has sealed a partnership with 
showroom Tomorrow London for the last 
three seasons and is looking to expand 
its footprint globally. AC9 was also one 
of the two brands selected by Alessandro 
Dell’Acqua and Tomorrow for design and 
production development, marketing and 
distribution consultancy services as part of 
the two companies’ mentorship program 
for emerging designers.

Retailing between 350 euros and 1,100 
euros, the brand is through 17 stores 
worldwide and, according to Cortese, 
it is favored by international buyers, 
although the designer acknowledged that 
the COVID-19 pandemic influenced buyers 
to be more skeptical in embracing young 
designer brands.

“Despite all of this, we’re compiling a 
list of target doors and markets,” he said. 
“With travel bans in place, it’s harder to 

creation of his collections by a very 
universal, intangible yet highly valuable 
inspiration: empathy.

The designer, who was born in 1988, is 
part of a new generation of creatives that 
cannot ignore what’s happening around 
them, especially in these unsettling times.

“The Black Lives Matter movement, then 
the increasing hate against Asians, but also 
the issues that the religious minorities in 
my country have to face…we cannot turn 
the head,” said the designer. “But I think 
what can cure us is empathy, bringing 
relief to one another.”

In the fall 2021 collection he presented 
at Milan Fashion Week, Kapoor stressed 
the message by embellishing some of 
the garments with prints or detachable 
patches featuring words such as “Non 
regimental” and “Numinous.” Freedom of 
expression, inclusivity and a multicultural 
point of view define the designs of Kapoor, 
who lets himself be inspired by the 
aesthetic of India, which he mixes with 
global inspirations.

In particular, the designer, who looks 
at the bright colors of the clothes worn by 
women in the desert regions of Rajasthan 
and Jaipur, is also deeply influenced 
by the modern minimalism of Milan, 
a city where he lived for a while. After 
graduating from the National Institute of 
Fashion Technology in New Delhi and a 
brief working experience as digital editor 
at Vogue India, Kapoor in 2011 moved to 
Milan to attend the Istituto Marangoni 
fashion school. In 2013, he joined the 
women’s wear design team of Etro, but in 
2014 moved back to India, and in Mumbai 
he presented his first capsule collection.

One of the most promising designers 

our place to showcase the collections,” 
said the designer. “As soon as there is 
the opportunity to return to physical 
showcases, I’ll jump on that. I think we 
all miss the energy of the physical events 
and I miss meeting with people, discussing 
ideas and sharing points of view.”

Dhruv Kapoor collections are entirely 
made in India, leveraging the country’s 
heritage in textile and garment making. “I 
want to celebrate our tradition, especially 
the hand looming and embroideries,” 
said the designer, who added that he 
would like to establish production in Italy, 
especially for accessories. “Because of the 
export duties imposed by India, we are 
also setting up a logistics center in Italy to 
handle international shipments.”

Retailing from 350 euros to 850 
euros, the brand’s collections are mainly 
conceived as wardrobes with cool, 
eye-catching items, mainly injected 
with a genderless spirit, to be mixed 
and matched. “It’s really fun when the 
collection is done and I can start putting 
together the pieces to create the looks,” 
said the designer, who continues to 
collaborate with his friend and designer 
Kulsum Shadab Wahab, founder of Ara 
Lumiere, a brand of creative, high-end 
headpieces handcrafted by Indian women 
who have been victims of acid attacks. 
“We kicked o � the collaboration only 
styling some pieces for my collection, 
but then we started creating pieces with 
fabrics and embellishments that I use. 
I’m so inspired by the energy that Kulsum 
puts in the project and we will continue 
working together to help the women she 
greatly supports.”

The brand is becoming popular in 
India, but it’s also quickly expanding its 
presence in the United States, where it 
is distributed by Anthropologie, and in 
Japan, where it’s available at prestigious 
stores, including Isetan. “The next step is 
boosting the business in Europe,” said the 
designer. — A.T.

VÌEN
Italian emerging label Vìen is not new 
to the Milan scene, but this season it 
presented a more mature and convincing 
e�ort with a collection that blended 
tailoring with sportswear. The launch of 
men’s wear played a big role in this step 
up, as it helped designer Vincenzo Palazzo 
to show his aesthetics across a cohesive, 
well-rounded o �ering.

“Men’s wear has been part of Vìen 
since the beginning, especially in the 
construction of women’s outerwear and 
pants, but we never launched a proper, 
dedicated line,” said Palazzo. “It was a 
couple of seasons that I was thinking about 

it and given the situation this year and that 
I was at home all day, I thought it was a 
good moment. I needed to keep my mind 
busy,” he added with a smile during a 
Zoom call.

For fall 2021, Palazzo crafted men’s 
wear classics — including coats, blazers 
and pleated pants — from a Japanese 
fabric looking like fresco wool but with 
a fluid, jersey-like touch that heightens 
functionality and comfort. Logoed 
hoodies, acetate tracksuits, pu �er jackets 
and technical parkas with reflective 
details complemented the sartorial pieces, 
which for women included oversized 
blazers styled with pleated skirts in 
di�erent lengths as well as pants zipped 
open on the front to nod to technical 
sport gear. Cropped varsity jackets and 
cutout knit dresses were also part of the 
range, accessorized with macro pouches, 
backpacks and gym bags to add to 
Palazzo’s overall inspiration of traveling.

For the designer, the men’s line further 
helped him “to create my idea of a 
uniform and try to get two distant worlds 
collide in one.”

“If I were to describe Vìen with a 
word, I would say ‘crossover.’ We live 
in times defined by crossovers since 
2000. Everything has been done, what 
needed to be invented was invented, 
now newness comes from mixing, from a 
clash,” noted Palazzo.

He perfects his mixing skills on a daily 
basis by simply opening his closet. “I 
collect vintage stu � and If you see my 
wardrobe, it’s divided in two parts. On one 
side, there are all these vintage tailoring, 
like old Kiton and Brioni [suits]. And on 
the other, all streetwear pieces from the 
‘80s and ‘90s.”

Growing up in the Italian region 
of Puglia, Palazzo has always been 
surrounded by clothes, as his grandmother 
was a seamstress. From his aunts and 
uncles he inherited the passion for ‘80s 
music, ranging from Duran Duran to 
The Smiths, which he further developed 
spending most of his time in a local book 
and music shop. “I discovered all these 
subcultures I loved, and each of them had 
a sort of uniform, so that’s when I realized 
how important fashion is,” he said.

After moving to Milan and traveling 
around the world, he returned to his 
hometown and opened a club, before 
establishing Vìen four years ago. Now the 
brand is available at Bernardelli in Italy 
and Concento Paris in Tokyo, among 
others, as well as at its own e-commerce. 
But Palazzo’s dreams for the future include 
launching a store in London’s Savile Row, 
as well as developing his brand beyond 
apparel, “maybe returning to clubbing or 
opening a restaurant, too.” — S.S. �
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Easily one of the buzziest names to emerge from the scene is Sanchez-Kane, the namesake label of

Barbara Sanchez-Kane. The 33-year-old designer, who studied at Polimoda in Florence and

interned under Bernhard Willhelm in Los Angeles, is part of a new generation of creatives in the

region who are challenging gender norms. With her skin-revealing chaps and pants cut with cheeky

mesh handprints across the back, she subverts traditional macho dress codes.

Entitled Prêt-à-Patria, Sanchez-Kane’s latest collection takes that idea to its hyper-masculine

conclusion with a military-inspired theme. Uniform-style clothes appear standard issue in the

front, only to be slashed and cut in the back, revealing male models in garter belts and thongs. For

Sanchez-Kane, her work gives an opportunity to explore the many layers of her identity. “My work

is an internal exploration, and it's very much what is happening in my life at that moment,” says

Sanchez-Kane, who launched her label in 2015. “I give my Latin culture di�erent forms. I dene

the usual distinctions between male and female, natural and articial, ugly and beautiful.”—L.S.
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- VOGUE, USA- Listed the brand amongst the top 27 brands from 
around the world for their September Issue 2021.

- DESIGNER OF THE YEAR, GRAZIA 2022 

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022 

- DESIGNER OF THE YEAR, GRAZIA 2022

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022

AWARDS & RECOGNITION

- VOGUE INDIA FASHION FUND - WINNER 2015

- 50 MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2017

- DESIGNER OF THE YEAR- MENSWEAR, GQ INDIA 2018

- DESIGNER OF THE YEAR- WOMENSWEAR, VOGUE INDIA 2019

- The brand has been invited & sponsored by Camera Moda to show-
case its collections for the past 6 seasons.

- Young Designer Award (Fashion Hub Market), Camera Moda 2019

- Vogue Talents, Italy has listed the brand under the best new talents 
from Milan Fashion Week for the last 6 seasons.

- WWD, Italy listed the brand in Top New Talents from Milan Fashion 
Week 2021.
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A new guard of talented 
designers is stealing the 
spotlight on the Milan scene, 
bringing fresh ideas.

BY ALESSANDRA TURRA, SANDRA SALIBIAN  
AND MARTINO CARRERA

 
While Milan Fashion  Week had the usual 
stalwarts of Italian fashion, there also were 
plenty of new names breaking onto the 
scene. Here, WWD highlights five designers 
worth noting.

HAUS OF HONEY  
Stefano Miele grew up surrounded by 
shoes since his mother was running a 
footwear shop in Gaeta, a seaside resort 
halfway between Rome and Naples. And 
shoes are now the center of his own 
professional life. After more than 10 years 
working on the commercial teams of high-
profile brands including Moschino in New 
York, and Prada and Miu Miu in Milan, last 
year Miele decided to launch his footwear 
brand Haus of Honey.

“Honey because my last name is Miele, 
which in English translates into honey, and 
also because I feel like a bear: I’m gluttonous, 
I’m physically lazy — I would always work 
from my bed — and when it’s necessary, I can 
attack,” said Miele. “Haus because I wanted 
to tribute Bauhaus, not only because I love 
its clean, graphic shapes, but also because 
the criteria which they used to select their 
students, with no previous design education, 
really reflects what I am: I’ve always breathed 
fashion and shoes, but I didn’t go to school to 
become a shoe designer.”

However, his commercial skills are 
definitely helping Miele, who presented his 
first collection in September to 10 stores and 
all of them purchased it. The list includes 
Modes, Antonia, Just One Eye, Tiziana Fausti 
and Julian Fashion, among others.

Focusing on a precise market segment, 
Miele centered his brand on one idea: 
developing luxurious cork wedges with 
special details.

“I love wedges because they are never 
on trend, they are timeless,” said Miele, 
who looked at Salvatore Ferragamo’s 
eccentric creations in the ‘40s as examples. 
“In my childhood I’ve always been strongly 
fascinated by the women populating my 
home town in the summers…with their 
wedges they were intriguing men, showing 
their feminine appeal.”

For his eye-catching, glamorous wedges, 

which are handcrafted in Italy, Miele 
uses only Tuscan cork, giving the shoes 
lightness, and durability.

Haus of Honey’s wedged sandals 
are decorated with elegant, multicolor 
beaded patterns, thermo-stitched 
irregular Swarovski crystals, or are fully 
lacquered in tones spanning from black 
and powder pink to bright orange. In 
addition, for fall 2021, the designer 
combined the wedged soles with new 
uppers to create distinctive Mary Janes, 
booties and boots with an extra chunky 
rubber sole adding an urban attitude.

The collection, which retails from 590 
euros to 2,000 euros, o �ers a wide size 
range from 4.5 to 12.5. “I took this decision 
because I want that everyone who has 
the desire to wear my wedges can just 
do that,” said Miele. “I didn’t want to 
associate my shoes to a specific gender, 
I really believe in the importance of 
freedom and self-expression.”

The brand, whose collections are now 
distributed for the wholesale channel by 
the Massimo Bonini showroom in Milan, 
will also start selling its summer styles 
beginning this spring through its online 
store. — Alessandra Turra

DES PHEMMES
Salvo Rizza’s ‘90s aesthetics earned his 
brand Des Phemmes a special mention 
among the emerging names in Milan this 
season.

Launched 18 months ago, the label 
presented a collection that referenced 
Kurt Cobain, but diverted from the usual 
grunge approach toward a feminine 
reinterpretation of the style.

Cue tie-dye knits in acid tones 

embellished with crystals and styled with 
pencil skirts with deep side slits, as well as 
oversize cardigans worn over slipdresses 
crafted from gray wool gabardine and 
adorned with geometrical crystal motifs.

In a less literal approach, Rizza 
enhanced the sensual appeal of the lineup, 
layering body-hugging knit pieces, tucking 
crisp white shirts into draped tulle pencil 
skirts and sequined mini options and 
having ostrich feathers to charmingly pop 
here and there on garments.

Everything contributed to conveying 
the strong, feminine vision of the designer. 
This seems to have been influenced by his 
professional beginnings at Giambattista 
Valli in Paris, which he joined after 
graduating in fashion design from Milan’s 
Istituto Marangoni in 2011.

Starting as an intern in the design team, 
he climbed the ranks over the span of five 
years to oversee ready-to-wear and haute 
couture collections. Then Rizza returned 
to Milan to freelance for brands including 
Agnona, Max Mara and Emilio Pucci.

Under his own label, he gradually 
drew the industry’s attention. Last year 
Des Phemmes also took part in the 
“Who Is on Next?” talent search contest 
organized by AltaRoma in collaboration 
with Vogue Italia.

While the pandemic impacted the 
designer’s development of his brand and 
his fall 2021 collection, which hinged on 
hand-made finishes and was completed 
with the support of suppliers spread across 
the country. But the digital presentations 
eventually resulted in the best opportunity 
for Rizza to gain momentum.

“I must admit that the switch to a digital 
version of fashion week has given much 
more visibility to lesser-known brands, 
giving them creative space,” said the 
designer. “A real, physical presentation 
has time and logistics limits that usually 
don’t help, but that the digitalization 
of the fashion shows have torn down, 
thus giving the possibility to better 
[communicate] the message of each 
individual creative to each observer.”

Rizza’s goal for the label is to increase 
its brand awareness globally, banking 
not only on his designs and wearability 
but also on the appealing price points, 
as retail prices range from 200 euros to 
1,500 euros.

In the longer term, the designer would 
like Des Phemmes to become “a channel 
to support female figures in all areas, from 
art and sculpture to literature. [The goal is] 
to transform it into a sort of incubator and 
use its visibility to bring attention on other 
female talents that are not necessarily 
linked to fashion, celebrating the feminine 
genius overall.” —  Sandra Salibian

 
AC9
Former publicist-turned-designer 
Alfredo Cortese is part of a legion of 
up-and-coming Italian designers who are 
resurrecting sensual femininity via clothes 
that expose the flesh.

After dropping out of PR in 2018 
when he was working at No. 21, 
Cortese established his AC9 fashion 
brand, leveraging his expertise in 
communications, which he said was a 
“mixed blessing” that often pushed him to 
think first about marketing his brand than 
about his fashions.

But for fall 2021, Cortese presented 
his most mature and straightforward 
collection so far, filled with ladylike 
pieces, both minimal and languid. Cue 
see-through chi �on frocks with plunging 
V-necks, or prom dresses stripped out of 
their exuberance in wet-look black silk. 
Knitwear pieces, the back left entirely 
exposed, were intriguing, while Cortese 
allowed himself some fun via feather-
embellished pink pencil skirts paired with 
o�-the-shoulder fluid shirts. �

FASHION

Five Emerging Brands  
That Stood Out in Milan

A look from the AC9 fall 
2021 collection.

Haus of Honey’s 
lacquered wedges.

A look 
from Des 
Phemmes 
fall 2021 
collection.
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“Since the inception, I wanted to build 
the brand on a solid rock basis rather than 
on sand, meaning I’ve never tried to tap 
into ‘hype’ that easily draws the attention 
of the press and social media, but maybe 
lacks commercial strength,” Cortese said. 
“My journey has been more contorted but 
truer to myself,” he added. In his view this 
commercially savvy approach is more in 
sync with buyers’ needs for salable clothes 
rather than experimental fashion.

O�ering a full look, the spring collection 
“marked an evolution both in creativity 
and operations,” said Cortese, noting he’s 
introduced footwear and further expanded 
product categories. Among the things 
that changed compared to past seasons 
were the financial means to source more 
luxurious fabrics, including bespoke ones, 
which translated into higher quality.

The brand has sealed a partnership with 
showroom Tomorrow London for the last 
three seasons and is looking to expand 
its footprint globally. AC9 was also one 
of the two brands selected by Alessandro 
Dell’Acqua and Tomorrow for design and 
production development, marketing and 
distribution consultancy services as part of 
the two companies’ mentorship program 
for emerging designers.

Retailing between 350 euros and 1,100 
euros, the brand is through 17 stores 
worldwide and, according to Cortese, 
it is favored by international buyers, 
although the designer acknowledged that 
the COVID-19 pandemic influenced buyers 
to be more skeptical in embracing young 
designer brands.

“Despite all of this, we’re compiling a 
list of target doors and markets,” he said. 
“With travel bans in place, it’s harder to 

creation of his collections by a very 
universal, intangible yet highly valuable 
inspiration: empathy.

The designer, who was born in 1988, is 
part of a new generation of creatives that 
cannot ignore what’s happening around 
them, especially in these unsettling times.

“The Black Lives Matter movement, then 
the increasing hate against Asians, but also 
the issues that the religious minorities in 
my country have to face…we cannot turn 
the head,” said the designer. “But I think 
what can cure us is empathy, bringing 
relief to one another.”

In the fall 2021 collection he presented 
at Milan Fashion Week, Kapoor stressed 
the message by embellishing some of 
the garments with prints or detachable 
patches featuring words such as “Non 
regimental” and “Numinous.” Freedom of 
expression, inclusivity and a multicultural 
point of view define the designs of Kapoor, 
who lets himself be inspired by the 
aesthetic of India, which he mixes with 
global inspirations.

In particular, the designer, who looks 
at the bright colors of the clothes worn by 
women in the desert regions of Rajasthan 
and Jaipur, is also deeply influenced 
by the modern minimalism of Milan, 
a city where he lived for a while. After 
graduating from the National Institute of 
Fashion Technology in New Delhi and a 
brief working experience as digital editor 
at Vogue India, Kapoor in 2011 moved to 
Milan to attend the Istituto Marangoni 
fashion school. In 2013, he joined the 
women’s wear design team of Etro, but in 
2014 moved back to India, and in Mumbai 
he presented his first capsule collection.

One of the most promising designers 

our place to showcase the collections,” 
said the designer. “As soon as there is 
the opportunity to return to physical 
showcases, I’ll jump on that. I think we 
all miss the energy of the physical events 
and I miss meeting with people, discussing 
ideas and sharing points of view.”

Dhruv Kapoor collections are entirely 
made in India, leveraging the country’s 
heritage in textile and garment making. “I 
want to celebrate our tradition, especially 
the hand looming and embroideries,” 
said the designer, who added that he 
would like to establish production in Italy, 
especially for accessories. “Because of the 
export duties imposed by India, we are 
also setting up a logistics center in Italy to 
handle international shipments.”

Retailing from 350 euros to 850 
euros, the brand’s collections are mainly 
conceived as wardrobes with cool, 
eye-catching items, mainly injected 
with a genderless spirit, to be mixed 
and matched. “It’s really fun when the 
collection is done and I can start putting 
together the pieces to create the looks,” 
said the designer, who continues to 
collaborate with his friend and designer 
Kulsum Shadab Wahab, founder of Ara 
Lumiere, a brand of creative, high-end 
headpieces handcrafted by Indian women 
who have been victims of acid attacks. 
“We kicked o � the collaboration only 
styling some pieces for my collection, 
but then we started creating pieces with 
fabrics and embellishments that I use. 
I’m so inspired by the energy that Kulsum 
puts in the project and we will continue 
working together to help the women she 
greatly supports.”

The brand is becoming popular in 
India, but it’s also quickly expanding its 
presence in the United States, where it 
is distributed by Anthropologie, and in 
Japan, where it’s available at prestigious 
stores, including Isetan. “The next step is 
boosting the business in Europe,” said the 
designer. — A.T.

VÌEN
Italian emerging label Vìen is not new 
to the Milan scene, but this season it 
presented a more mature and convincing 
e�ort with a collection that blended 
tailoring with sportswear. The launch of 
men’s wear played a big role in this step 
up, as it helped designer Vincenzo Palazzo 
to show his aesthetics across a cohesive, 
well-rounded o �ering.

“Men’s wear has been part of Vìen 
since the beginning, especially in the 
construction of women’s outerwear and 
pants, but we never launched a proper, 
dedicated line,” said Palazzo. “It was a 
couple of seasons that I was thinking about 

it and given the situation this year and that 
I was at home all day, I thought it was a 
good moment. I needed to keep my mind 
busy,” he added with a smile during a 
Zoom call.

For fall 2021, Palazzo crafted men’s 
wear classics — including coats, blazers 
and pleated pants — from a Japanese 
fabric looking like fresco wool but with 
a fluid, jersey-like touch that heightens 
functionality and comfort. Logoed 
hoodies, acetate tracksuits, pu �er jackets 
and technical parkas with reflective 
details complemented the sartorial pieces, 
which for women included oversized 
blazers styled with pleated skirts in 
di�erent lengths as well as pants zipped 
open on the front to nod to technical 
sport gear. Cropped varsity jackets and 
cutout knit dresses were also part of the 
range, accessorized with macro pouches, 
backpacks and gym bags to add to 
Palazzo’s overall inspiration of traveling.

For the designer, the men’s line further 
helped him “to create my idea of a 
uniform and try to get two distant worlds 
collide in one.”

“If I were to describe Vìen with a 
word, I would say ‘crossover.’ We live 
in times defined by crossovers since 
2000. Everything has been done, what 
needed to be invented was invented, 
now newness comes from mixing, from a 
clash,” noted Palazzo.

He perfects his mixing skills on a daily 
basis by simply opening his closet. “I 
collect vintage stu � and If you see my 
wardrobe, it’s divided in two parts. On one 
side, there are all these vintage tailoring, 
like old Kiton and Brioni [suits]. And on 
the other, all streetwear pieces from the 
‘80s and ‘90s.”

Growing up in the Italian region 
of Puglia, Palazzo has always been 
surrounded by clothes, as his grandmother 
was a seamstress. From his aunts and 
uncles he inherited the passion for ‘80s 
music, ranging from Duran Duran to 
The Smiths, which he further developed 
spending most of his time in a local book 
and music shop. “I discovered all these 
subcultures I loved, and each of them had 
a sort of uniform, so that’s when I realized 
how important fashion is,” he said.

After moving to Milan and traveling 
around the world, he returned to his 
hometown and opened a club, before 
establishing Vìen four years ago. Now the 
brand is available at Bernardelli in Italy 
and Concento Paris in Tokyo, among 
others, as well as at its own e-commerce. 
But Palazzo’s dreams for the future include 
launching a store in London’s Savile Row, 
as well as developing his brand beyond 
apparel, “maybe returning to clubbing or 
opening a restaurant, too.” — S.S. �
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is an internal exploration, and it's very much what is happening in my life at that moment,” says

Sanchez-Kane, who launched her label in 2015. “I give my Latin culture di�erent forms. I dene

the usual distinctions between male and female, natural and articial, ugly and beautiful.”—L.S.

- VOGUE, USA- Listed the brand amongst the top 27 brands from 
around the world for their September Issue 2021.

- DESIGNER OF THE YEAR, GRAZIA 2022 

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022 

- DESIGNER OF THE YEAR, GRAZIA 2022

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022

AWARDS & RECOGNITION

- VOGUE INDIA FASHION FUND - WINNER 2015

- 50 MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2017

- DESIGNER OF THE YEAR- MENSWEAR, GQ INDIA 2018

- DESIGNER OF THE YEAR- WOMENSWEAR, VOGUE INDIA 2019

- The brand has been invited & sponsored by Camera Moda to show-
case its collections for the past 6 seasons.

- Young Designer Award (Fashion Hub Market), Camera Moda 2019

- Vogue Talents, Italy has listed the brand under the best new talents 
from Milan Fashion Week for the last 6 seasons.

- WWD, Italy listed the brand in Top New Talents from Milan Fashion 
Week 2021.
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A new guard of talented 
designers is stealing the 
spotlight on the Milan scene, 
bringing fresh ideas.

BY ALESSANDRA TURRA, SANDRA SALIBIAN  
AND MARTINO CARRERA

 
While Milan Fashion  Week had the usual 
stalwarts of Italian fashion, there also were 
plenty of new names breaking onto the 
scene. Here, WWD highlights five designers 
worth noting.

HAUS OF HONEY  
Stefano Miele grew up surrounded by 
shoes since his mother was running a 
footwear shop in Gaeta, a seaside resort 
halfway between Rome and Naples. And 
shoes are now the center of his own 
professional life. After more than 10 years 
working on the commercial teams of high-
profile brands including Moschino in New 
York, and Prada and Miu Miu in Milan, last 
year Miele decided to launch his footwear 
brand Haus of Honey.

“Honey because my last name is Miele, 
which in English translates into honey, and 
also because I feel like a bear: I’m gluttonous, 
I’m physically lazy — I would always work 
from my bed — and when it’s necessary, I can 
attack,” said Miele. “Haus because I wanted 
to tribute Bauhaus, not only because I love 
its clean, graphic shapes, but also because 
the criteria which they used to select their 
students, with no previous design education, 
really reflects what I am: I’ve always breathed 
fashion and shoes, but I didn’t go to school to 
become a shoe designer.”

However, his commercial skills are 
definitely helping Miele, who presented his 
first collection in September to 10 stores and 
all of them purchased it. The list includes 
Modes, Antonia, Just One Eye, Tiziana Fausti 
and Julian Fashion, among others.

Focusing on a precise market segment, 
Miele centered his brand on one idea: 
developing luxurious cork wedges with 
special details.

“I love wedges because they are never 
on trend, they are timeless,” said Miele, 
who looked at Salvatore Ferragamo’s 
eccentric creations in the ‘40s as examples. 
“In my childhood I’ve always been strongly 
fascinated by the women populating my 
home town in the summers…with their 
wedges they were intriguing men, showing 
their feminine appeal.”

For his eye-catching, glamorous wedges, 

which are handcrafted in Italy, Miele 
uses only Tuscan cork, giving the shoes 
lightness, and durability.

Haus of Honey’s wedged sandals 
are decorated with elegant, multicolor 
beaded patterns, thermo-stitched 
irregular Swarovski crystals, or are fully 
lacquered in tones spanning from black 
and powder pink to bright orange. In 
addition, for fall 2021, the designer 
combined the wedged soles with new 
uppers to create distinctive Mary Janes, 
booties and boots with an extra chunky 
rubber sole adding an urban attitude.

The collection, which retails from 590 
euros to 2,000 euros, o �ers a wide size 
range from 4.5 to 12.5. “I took this decision 
because I want that everyone who has 
the desire to wear my wedges can just 
do that,” said Miele. “I didn’t want to 
associate my shoes to a specific gender, 
I really believe in the importance of 
freedom and self-expression.”

The brand, whose collections are now 
distributed for the wholesale channel by 
the Massimo Bonini showroom in Milan, 
will also start selling its summer styles 
beginning this spring through its online 
store. — Alessandra Turra

DES PHEMMES
Salvo Rizza’s ‘90s aesthetics earned his 
brand Des Phemmes a special mention 
among the emerging names in Milan this 
season.

Launched 18 months ago, the label 
presented a collection that referenced 
Kurt Cobain, but diverted from the usual 
grunge approach toward a feminine 
reinterpretation of the style.

Cue tie-dye knits in acid tones 

embellished with crystals and styled with 
pencil skirts with deep side slits, as well as 
oversize cardigans worn over slipdresses 
crafted from gray wool gabardine and 
adorned with geometrical crystal motifs.

In a less literal approach, Rizza 
enhanced the sensual appeal of the lineup, 
layering body-hugging knit pieces, tucking 
crisp white shirts into draped tulle pencil 
skirts and sequined mini options and 
having ostrich feathers to charmingly pop 
here and there on garments.

Everything contributed to conveying 
the strong, feminine vision of the designer. 
This seems to have been influenced by his 
professional beginnings at Giambattista 
Valli in Paris, which he joined after 
graduating in fashion design from Milan’s 
Istituto Marangoni in 2011.

Starting as an intern in the design team, 
he climbed the ranks over the span of five 
years to oversee ready-to-wear and haute 
couture collections. Then Rizza returned 
to Milan to freelance for brands including 
Agnona, Max Mara and Emilio Pucci.

Under his own label, he gradually 
drew the industry’s attention. Last year 
Des Phemmes also took part in the 
“Who Is on Next?” talent search contest 
organized by AltaRoma in collaboration 
with Vogue Italia.

While the pandemic impacted the 
designer’s development of his brand and 
his fall 2021 collection, which hinged on 
hand-made finishes and was completed 
with the support of suppliers spread across 
the country. But the digital presentations 
eventually resulted in the best opportunity 
for Rizza to gain momentum.

“I must admit that the switch to a digital 
version of fashion week has given much 
more visibility to lesser-known brands, 
giving them creative space,” said the 
designer. “A real, physical presentation 
has time and logistics limits that usually 
don’t help, but that the digitalization 
of the fashion shows have torn down, 
thus giving the possibility to better 
[communicate] the message of each 
individual creative to each observer.”

Rizza’s goal for the label is to increase 
its brand awareness globally, banking 
not only on his designs and wearability 
but also on the appealing price points, 
as retail prices range from 200 euros to 
1,500 euros.

In the longer term, the designer would 
like Des Phemmes to become “a channel 
to support female figures in all areas, from 
art and sculpture to literature. [The goal is] 
to transform it into a sort of incubator and 
use its visibility to bring attention on other 
female talents that are not necessarily 
linked to fashion, celebrating the feminine 
genius overall.” —  Sandra Salibian

 
AC9
Former publicist-turned-designer 
Alfredo Cortese is part of a legion of 
up-and-coming Italian designers who are 
resurrecting sensual femininity via clothes 
that expose the flesh.

After dropping out of PR in 2018 
when he was working at No. 21, 
Cortese established his AC9 fashion 
brand, leveraging his expertise in 
communications, which he said was a 
“mixed blessing” that often pushed him to 
think first about marketing his brand than 
about his fashions.

But for fall 2021, Cortese presented 
his most mature and straightforward 
collection so far, filled with ladylike 
pieces, both minimal and languid. Cue 
see-through chi �on frocks with plunging 
V-necks, or prom dresses stripped out of 
their exuberance in wet-look black silk. 
Knitwear pieces, the back left entirely 
exposed, were intriguing, while Cortese 
allowed himself some fun via feather-
embellished pink pencil skirts paired with 
o�-the-shoulder fluid shirts. �
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A look from the AC9 fall 
2021 collection.

Haus of Honey’s 
lacquered wedges.

A look 
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collection.
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“Since the inception, I wanted to build 
the brand on a solid rock basis rather than 
on sand, meaning I’ve never tried to tap 
into ‘hype’ that easily draws the attention 
of the press and social media, but maybe 
lacks commercial strength,” Cortese said. 
“My journey has been more contorted but 
truer to myself,” he added. In his view this 
commercially savvy approach is more in 
sync with buyers’ needs for salable clothes 
rather than experimental fashion.

O�ering a full look, the spring collection 
“marked an evolution both in creativity 
and operations,” said Cortese, noting he’s 
introduced footwear and further expanded 
product categories. Among the things 
that changed compared to past seasons 
were the financial means to source more 
luxurious fabrics, including bespoke ones, 
which translated into higher quality.

The brand has sealed a partnership with 
showroom Tomorrow London for the last 
three seasons and is looking to expand 
its footprint globally. AC9 was also one 
of the two brands selected by Alessandro 
Dell’Acqua and Tomorrow for design and 
production development, marketing and 

creation of his collections by a very 
universal, intangible yet highly valuable 
inspiration: empathy.

The designer, who was born in 1988, is 
part of a new generation of creatives that 
cannot ignore what’s happening around 
them, especially in these unsettling times.

“The Black Lives Matter movement, then 
the increasing hate against Asians, but also 
the issues that the religious minorities in 
my country have to face…we cannot turn 
the head,” said the designer. “But I think 
what can cure us is empathy, bringing 
relief to one another.”

In the fall 2021 collection he presented 
at Milan Fashion Week, Kapoor stressed 
the message by embellishing some of 
the garments with prints or detachable 
patches featuring words such as “Non 
regimental” and “Numinous.” Freedom of 
expression, inclusivity and a multicultural 
point of view define the designs of Kapoor, 
who lets himself be inspired by the 
aesthetic of India, which he mixes with 
global inspirations.

In particular, the designer, who looks 
at the bright colors of the clothes worn by 

our place to showcase the collections,” 
said the designer. “As soon as there is 
the opportunity to return to physical 
showcases, I’ll jump on that. I think we 
all miss the energy of the physical events 
and I miss meeting with people, discussing 
ideas and sharing points of view.”

Dhruv Kapoor collections are entirely 
made in India, leveraging the country’s 
heritage in textile and garment making. “I 
want to celebrate our tradition, especially 
the hand looming and embroideries,” 
said the designer, who added that he 
would like to establish production in Italy, 
especially for accessories. “Because of the 
export duties imposed by India, we are 
also setting up a logistics center in Italy to 
handle international shipments.”

Retailing from 350 euros to 850 
euros, the brand’s collections are mainly 
conceived as wardrobes with cool, 
eye-catching items, mainly injected 
with a genderless spirit, to be mixed 
and matched. “It’s really fun when the 
collection is done and I can start putting 
together the pieces to create the looks,” 
said the designer, who continues to 
collaborate with his friend and designer 
Kulsum Shadab Wahab, founder of Ara 
Lumiere, a brand of creative, high-end 
headpieces handcrafted by Indian women 
who have been victims of acid attacks. 
“We kicked o � the collaboration only 
styling some pieces for my collection, 
but then we started creating pieces with 
fabrics and embellishments that I use. 
I’m so inspired by the energy that Kulsum 
puts in the project and we will continue 
working together to help the women she 
greatly supports.”

The brand is becoming popular in 
India, but it’s also quickly expanding its 
presence in the United States, where it 
is distributed by Anthropologie, and in 
Japan, where it’s available at prestigious 
stores, including Isetan. “The next step is 
boosting the business in Europe,” said the 
designer. — A.T.

VÌEN
Italian emerging label Vìen is not new 
to the Milan scene, but this season it 
presented a more mature and convincing 
e�ort with a collection that blended 
tailoring with sportswear. The launch of 
men’s wear played a big role in this step 
up, as it helped designer Vincenzo Palazzo 
to show his aesthetics across a cohesive, 
well-rounded o �ering.

“Men’s wear has been part of Vìen 
since the beginning, especially in the 
construction of women’s outerwear and 
pants, but we never launched a proper, 
dedicated line,” said Palazzo. “It was a 
couple of seasons that I was thinking about 

it and given the situation this year and that 
I was at home all day, I thought it was a 
good moment. I needed to keep my mind 
busy,” he added with a smile during a 
Zoom call.

For fall 2021, Palazzo crafted men’s 
wear classics — including coats, blazers 
and pleated pants — from a Japanese 
fabric looking like fresco wool but with 
a fluid, jersey-like touch that heightens 
functionality and comfort. Logoed 
hoodies, acetate tracksuits, pu �er jackets 
and technical parkas with reflective 
details complemented the sartorial pieces, 
which for women included oversized 
blazers styled with pleated skirts in 
di�erent lengths as well as pants zipped 
open on the front to nod to technical 
sport gear. Cropped varsity jackets and 
cutout knit dresses were also part of the 
range, accessorized with macro pouches, 
backpacks and gym bags to add to 
Palazzo’s overall inspiration of traveling.

For the designer, the men’s line further 
helped him “to create my idea of a 
uniform and try to get two distant worlds 
collide in one.”

“If I were to describe Vìen with a 
word, I would say ‘crossover.’ We live 
in times defined by crossovers since 
2000. Everything has been done, what 
needed to be invented was invented, 
now newness comes from mixing, from a 
clash,” noted Palazzo.

He perfects his mixing skills on a daily 
basis by simply opening his closet. “I 
collect vintage stu � and If you see my 
wardrobe, it’s divided in two parts. On one 
side, there are all these vintage tailoring, 
like old Kiton and Brioni [suits]. And on 
the other, all streetwear pieces from the 
‘80s and ‘90s.”

Growing up in the Italian region 
of Puglia, Palazzo has always been 
surrounded by clothes, as his grandmother 
was a seamstress. From his aunts and 
uncles he inherited the passion for ‘80s 
music, ranging from Duran Duran to 
The Smiths, which he further developed 
spending most of his time in a local book 
and music shop. “I discovered all these 
subcultures I loved, and each of them had 
a sort of uniform, so that’s when I realized 
how important fashion is,” he said.

After moving to Milan and traveling 
around the world, he returned to his 
hometown and opened a club, before 
establishing Vìen four years ago. Now the 
brand is available at Bernardelli in Italy 
and Concento Paris in Tokyo, among 
others, as well as at its own e-commerce. 
But Palazzo’s dreams for the future include 
launching a store in London’s Savile Row, 
as well as developing his brand beyond 
apparel, “maybe returning to clubbing or 
opening a restaurant, too.” — S.S. �

Looks from Vìen fall 
2021 coed collection.

Ara Lumiere & Dhurv 
Kapoor, fall 2021
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Easily one of the buzziest names to emerge from the scene is Sanchez-Kane, the namesake label of

Barbara Sanchez-Kane. The 33-year-old designer, who studied at Polimoda in Florence and

interned under Bernhard Willhelm in Los Angeles, is part of a new generation of creatives in the

region who are challenging gender norms. With her skin-revealing chaps and pants cut with cheeky

mesh handprints across the back, she subverts traditional macho dress codes.

Entitled Prêt-à-Patria, Sanchez-Kane’s latest collection takes that idea to its hyper-masculine

conclusion with a military-inspired theme. Uniform-style clothes appear standard issue in the

front, only to be slashed and cut in the back, revealing male models in garter belts and thongs. For

Sanchez-Kane, her work gives an opportunity to explore the many layers of her identity. “My work
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While Milan Fashion  Week had the usual 
stalwarts of Italian fashion, there also were 
plenty of new names breaking onto the 
scene. Here, WWD highlights five designers 
worth noting.

HAUS OF HONEY  
Stefano Miele grew up surrounded by 
shoes since his mother was running a 
footwear shop in Gaeta, a seaside resort 
halfway between Rome and Naples. And 
shoes are now the center of his own 
professional life. After more than 10 years 
working on the commercial teams of high-
profile brands including Moschino in New 
York, and Prada and Miu Miu in Milan, last 
year Miele decided to launch his footwear 
brand Haus of Honey.

“Honey because my last name is Miele, 
which in English translates into honey, and 
also because I feel like a bear: I’m gluttonous, 
I’m physically lazy — I would always work 
from my bed — and when it’s necessary, I can 
attack,” said Miele. “Haus because I wanted 
to tribute Bauhaus, not only because I love 
its clean, graphic shapes, but also because 
the criteria which they used to select their 
students, with no previous design education, 
really reflects what I am: I’ve always breathed 
fashion and shoes, but I didn’t go to school to 
become a shoe designer.”

However, his commercial skills are 
definitely helping Miele, who presented his 
first collection in September to 10 stores and 
all of them purchased it. The list includes 
Modes, Antonia, Just One Eye, Tiziana Fausti 
and Julian Fashion, among others.

Focusing on a precise market segment, 
Miele centered his brand on one idea: 
developing luxurious cork wedges with 
special details.

“I love wedges because they are never 
on trend, they are timeless,” said Miele, 
who looked at Salvatore Ferragamo’s 
eccentric creations in the ‘40s as examples. 
“In my childhood I’ve always been strongly 
fascinated by the women populating my 
home town in the summers…with their 
wedges they were intriguing men, showing 
their feminine appeal.”

For his eye-catching, glamorous wedges, 

which are handcrafted in Italy, Miele 
uses only Tuscan cork, giving the shoes 
lightness, and durability.

Haus of Honey’s wedged sandals 
are decorated with elegant, multicolor 
beaded patterns, thermo-stitched 
irregular Swarovski crystals, or are fully 
lacquered in tones spanning from black 
and powder pink to bright orange. In 
addition, for fall 2021, the designer 
combined the wedged soles with new 
uppers to create distinctive Mary Janes, 
booties and boots with an extra chunky 
rubber sole adding an urban attitude.

The collection, which retails from 590 
euros to 2,000 euros, o �ers a wide size 
range from 4.5 to 12.5. “I took this decision 
because I want that everyone who has 
the desire to wear my wedges can just 
do that,” said Miele. “I didn’t want to 
associate my shoes to a specific gender, 
I really believe in the importance of 
freedom and self-expression.”

The brand, whose collections are now 
distributed for the wholesale channel by 
the Massimo Bonini showroom in Milan, 
will also start selling its summer styles 
beginning this spring through its online 
store. — Alessandra Turra

DES PHEMMES
Salvo Rizza’s ‘90s aesthetics earned his 
brand Des Phemmes a special mention 
among the emerging names in Milan this 
season.

Launched 18 months ago, the label 
presented a collection that referenced 
Kurt Cobain, but diverted from the usual 
grunge approach toward a feminine 
reinterpretation of the style.

Cue tie-dye knits in acid tones 

embellished with crystals and styled with 
pencil skirts with deep side slits, as well as 
oversize cardigans worn over slipdresses 
crafted from gray wool gabardine and 
adorned with geometrical crystal motifs.

In a less literal approach, Rizza 
enhanced the sensual appeal of the lineup, 
layering body-hugging knit pieces, tucking 
crisp white shirts into draped tulle pencil 
skirts and sequined mini options and 
having ostrich feathers to charmingly pop 
here and there on garments.

Everything contributed to conveying 
the strong, feminine vision of the designer. 
This seems to have been influenced by his 
professional beginnings at Giambattista 
Valli in Paris, which he joined after 
graduating in fashion design from Milan’s 
Istituto Marangoni in 2011.

Starting as an intern in the design team, 
he climbed the ranks over the span of five 
years to oversee ready-to-wear and haute 
couture collections. Then Rizza returned 
to Milan to freelance for brands including 
Agnona, Max Mara and Emilio Pucci.

Under his own label, he gradually 
drew the industry’s attention. Last year 
Des Phemmes also took part in the 
“Who Is on Next?” talent search contest 
organized by AltaRoma in collaboration 
with Vogue Italia.

While the pandemic impacted the 
designer’s development of his brand and 
his fall 2021 collection, which hinged on 
hand-made finishes and was completed 
with the support of suppliers spread across 
the country. But the digital presentations 
eventually resulted in the best opportunity 
for Rizza to gain momentum.

“I must admit that the switch to a digital 
version of fashion week has given much 
more visibility to lesser-known brands, 
giving them creative space,” said the 
designer. “A real, physical presentation 
has time and logistics limits that usually 
don’t help, but that the digitalization 
of the fashion shows have torn down, 
thus giving the possibility to better 
[communicate] the message of each 
individual creative to each observer.”

Rizza’s goal for the label is to increase 
its brand awareness globally, banking 
not only on his designs and wearability 
but also on the appealing price points, 
as retail prices range from 200 euros to 
1,500 euros.

In the longer term, the designer would 
like Des Phemmes to become “a channel 
to support female figures in all areas, from 
art and sculpture to literature. [The goal is] 
to transform it into a sort of incubator and 
use its visibility to bring attention on other 
female talents that are not necessarily 
linked to fashion, celebrating the feminine 
genius overall.” —  Sandra Salibian

 
AC9
Former publicist-turned-designer 
Alfredo Cortese is part of a legion of 
up-and-coming Italian designers who are 
resurrecting sensual femininity via clothes 
that expose the flesh.

After dropping out of PR in 2018 
when he was working at No. 21, 
Cortese established his AC9 fashion 
brand, leveraging his expertise in 
communications, which he said was a 
“mixed blessing” that often pushed him to 
think first about marketing his brand than 
about his fashions.

But for fall 2021, Cortese presented 
his most mature and straightforward 
collection so far, filled with ladylike 
pieces, both minimal and languid. Cue 
see-through chi �on frocks with plunging 
V-necks, or prom dresses stripped out of 
their exuberance in wet-look black silk. 
Knitwear pieces, the back left entirely 
exposed, were intriguing, while Cortese 
allowed himself some fun via feather-
embellished pink pencil skirts paired with 
o�-the-shoulder fluid shirts. �
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A look from the AC9 fall 
2021 collection.

Haus of Honey’s 
lacquered wedges.

A look 
from Des 
Phemmes 
fall 2021 
collection.
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“Since the inception, I wanted to build 
the brand on a solid rock basis rather than 
on sand, meaning I’ve never tried to tap 
into ‘hype’ that easily draws the attention 
of the press and social media, but maybe 
lacks commercial strength,” Cortese said. 
“My journey has been more contorted but 
truer to myself,” he added. In his view this 
commercially savvy approach is more in 
sync with buyers’ needs for salable clothes 
rather than experimental fashion.

O�ering a full look, the spring collection 
“marked an evolution both in creativity 
and operations,” said Cortese, noting he’s 
introduced footwear and further expanded 
product categories. Among the things 
that changed compared to past seasons 
were the financial means to source more 
luxurious fabrics, including bespoke ones, 
which translated into higher quality.

The brand has sealed a partnership with 
showroom Tomorrow London for the last 
three seasons and is looking to expand 
its footprint globally. AC9 was also one 
of the two brands selected by Alessandro 
Dell’Acqua and Tomorrow for design and 
production development, marketing and 
distribution consultancy services as part of 
the two companies’ mentorship program 
for emerging designers.

Retailing between 350 euros and 1,100 
euros, the brand is through 17 stores 
worldwide and, according to Cortese, 
it is favored by international buyers, 
although the designer acknowledged that 
the COVID-19 pandemic influenced buyers 
to be more skeptical in embracing young 
designer brands.

“Despite all of this, we’re compiling a 
list of target doors and markets,” he said. 

creation of his collections by a very 
universal, intangible yet highly valuable 
inspiration: empathy.

The designer, who was born in 1988, is 
part of a new generation of creatives that 
cannot ignore what’s happening around 
them, especially in these unsettling times.

“The Black Lives Matter movement, then 
the increasing hate against Asians, but also 
the issues that the religious minorities in 
my country have to face…we cannot turn 
the head,” said the designer. “But I think 
what can cure us is empathy, bringing 
relief to one another.”

In the fall 2021 collection he presented 
at Milan Fashion Week, Kapoor stressed 
the message by embellishing some of 
the garments with prints or detachable 
patches featuring words such as “Non 
regimental” and “Numinous.” Freedom of 
expression, inclusivity and a multicultural 
point of view define the designs of Kapoor, 
who lets himself be inspired by the 
aesthetic of India, which he mixes with 
global inspirations.

In particular, the designer, who looks 
at the bright colors of the clothes worn by 
women in the desert regions of Rajasthan 
and Jaipur, is also deeply influenced 
by the modern minimalism of Milan, 
a city where he lived for a while. After 
graduating from the National Institute of 
Fashion Technology in New Delhi and a 
brief working experience as digital editor 
at Vogue India, Kapoor in 2011 moved to 
Milan to attend the Istituto Marangoni 
fashion school. In 2013, he joined the 
women’s wear design team of Etro, but in 
2014 moved back to India, and in Mumbai 
he presented his first capsule collection.

our place to showcase the collections,” 
said the designer. “As soon as there is 
the opportunity to return to physical 
showcases, I’ll jump on that. I think we 
all miss the energy of the physical events 
and I miss meeting with people, discussing 
ideas and sharing points of view.”

Dhruv Kapoor collections are entirely 
made in India, leveraging the country’s 
heritage in textile and garment making. “I 
want to celebrate our tradition, especially 
the hand looming and embroideries,” 
said the designer, who added that he 
would like to establish production in Italy, 
especially for accessories. “Because of the 
export duties imposed by India, we are 
also setting up a logistics center in Italy to 
handle international shipments.”

Retailing from 350 euros to 850 
euros, the brand’s collections are mainly 
conceived as wardrobes with cool, 
eye-catching items, mainly injected 
with a genderless spirit, to be mixed 
and matched. “It’s really fun when the 
collection is done and I can start putting 
together the pieces to create the looks,” 
said the designer, who continues to 
collaborate with his friend and designer 
Kulsum Shadab Wahab, founder of Ara 
Lumiere, a brand of creative, high-end 
headpieces handcrafted by Indian women 
who have been victims of acid attacks. 
“We kicked o � the collaboration only 
styling some pieces for my collection, 
but then we started creating pieces with 
fabrics and embellishments that I use. 
I’m so inspired by the energy that Kulsum 
puts in the project and we will continue 
working together to help the women she 
greatly supports.”

The brand is becoming popular in 
India, but it’s also quickly expanding its 
presence in the United States, where it 
is distributed by Anthropologie, and in 
Japan, where it’s available at prestigious 
stores, including Isetan. “The next step is 
boosting the business in Europe,” said the 
designer. — A.T.

VÌEN
Italian emerging label Vìen is not new 
to the Milan scene, but this season it 
presented a more mature and convincing 
e�ort with a collection that blended 
tailoring with sportswear. The launch of 
men’s wear played a big role in this step 
up, as it helped designer Vincenzo Palazzo 
to show his aesthetics across a cohesive, 
well-rounded o �ering.

“Men’s wear has been part of Vìen 
since the beginning, especially in the 
construction of women’s outerwear and 
pants, but we never launched a proper, 
dedicated line,” said Palazzo. “It was a 
couple of seasons that I was thinking about 

it and given the situation this year and that 
I was at home all day, I thought it was a 
good moment. I needed to keep my mind 
busy,” he added with a smile during a 
Zoom call.

For fall 2021, Palazzo crafted men’s 
wear classics — including coats, blazers 
and pleated pants — from a Japanese 
fabric looking like fresco wool but with 
a fluid, jersey-like touch that heightens 
functionality and comfort. Logoed 
hoodies, acetate tracksuits, pu �er jackets 
and technical parkas with reflective 
details complemented the sartorial pieces, 
which for women included oversized 
blazers styled with pleated skirts in 
di�erent lengths as well as pants zipped 
open on the front to nod to technical 
sport gear. Cropped varsity jackets and 
cutout knit dresses were also part of the 
range, accessorized with macro pouches, 
backpacks and gym bags to add to 
Palazzo’s overall inspiration of traveling.

For the designer, the men’s line further 
helped him “to create my idea of a 
uniform and try to get two distant worlds 
collide in one.”

“If I were to describe Vìen with a 
word, I would say ‘crossover.’ We live 
in times defined by crossovers since 
2000. Everything has been done, what 
needed to be invented was invented, 
now newness comes from mixing, from a 
clash,” noted Palazzo.

He perfects his mixing skills on a daily 
basis by simply opening his closet. “I 
collect vintage stu � and If you see my 
wardrobe, it’s divided in two parts. On one 
side, there are all these vintage tailoring, 
like old Kiton and Brioni [suits]. And on 
the other, all streetwear pieces from the 
‘80s and ‘90s.”

Growing up in the Italian region 
of Puglia, Palazzo has always been 
surrounded by clothes, as his grandmother 
was a seamstress. From his aunts and 
uncles he inherited the passion for ‘80s 
music, ranging from Duran Duran to 
The Smiths, which he further developed 
spending most of his time in a local book 
and music shop. “I discovered all these 
subcultures I loved, and each of them had 
a sort of uniform, so that’s when I realized 
how important fashion is,” he said.

After moving to Milan and traveling 
around the world, he returned to his 
hometown and opened a club, before 
establishing Vìen four years ago. Now the 
brand is available at Bernardelli in Italy 
and Concento Paris in Tokyo, among 
others, as well as at its own e-commerce. 
But Palazzo’s dreams for the future include 
launching a store in London’s Savile Row, 
as well as developing his brand beyond 
apparel, “maybe returning to clubbing or 
opening a restaurant, too.” — S.S. �

Looks from Vìen fall 
2021 coed collection.

Ara Lumiere & Dhurv 
Kapoor, fall 2021
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Easily one of the buzziest names to emerge from the scene is Sanchez-Kane, the namesake label of

Barbara Sanchez-Kane. The 33-year-old designer, who studied at Polimoda in Florence and

interned under Bernhard Willhelm in Los Angeles, is part of a new generation of creatives in the

region who are challenging gender norms. With her skin-revealing chaps and pants cut with cheeky

mesh handprints across the back, she subverts traditional macho dress codes.

Entitled Prêt-à-Patria, Sanchez-Kane’s latest collection takes that idea to its hyper-masculine

conclusion with a military-inspired theme. Uniform-style clothes appear standard issue in the

front, only to be slashed and cut in the back, revealing male models in garter belts and thongs. For

Sanchez-Kane, her work gives an opportunity to explore the many layers of her identity. “My work

is an internal exploration, and it's very much what is happening in my life at that moment,” says

Sanchez-Kane, who launched her label in 2015. “I give my Latin culture di�erent forms. I dene

the usual distinctions between male and female, natural and articial, ugly and beautiful.”—L.S.
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- VOGUE, USA- Listed the brand amongst the top 27 brands from 
around the world for their September Issue 2021.

- DESIGNER OF THE YEAR, GRAZIA 2022 

- GQ MOST INFLUENTIAL YOUNG INDIANS, GQ INDIA 2022 

  - DHL Young Designer Award, Camera Moda 2022

KAPOOR DNA

BRAND IDEOLOGY

FOUNDED IN: 2013  DATE OF FIRST COLLECTION:
CREATIVE DIRECTOR: DHRUV KAPOOR
COUNTRY OF ORIGIN: INDIA
NO. OF COLLECTIONS: 4 (Annually)
- REVOLUTION, PROGRESSIVE, EMPOWERMENT

- Breaking the traditional gender stereotypes by not following the 
traditional gender roles defined by the system. Creating a genderful vibe 
without barriers.

- We celebrate multiplicity and plurality of visions, while upholding the brand 
values i.e. liberty, vitality, eternity and realising our highest potential.

- Far from traditional aesthetic imagery, the brand depicts an endless play of 
past, present, and future. It is an unrestrained reflection of contemporary 
society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.
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society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.

-The collections are defined by Kapoor’s signature juxtaposing design and 
attention to detail, with an emphasis on tailoring and an eclectic use of materi-
als and custom-developed fabrics.

-Profuse, exuberant, prodigal, multiple.
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Custom made prints 

developed by the brand 
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PRICE POINTS

Line Sheet Sample- Fall Winter’21-22, Part II

WOMEN

DETAILS

NUMINOUS MEGA TEE

       COLOR Black
  Composition: 100% Supima Cotton
  Product ID: DKFW22-139
  Price: € 188 / € 54
  Size: XS , S , M , L , XL 

PLEATED SKIRT

       COLOR Multi
  Composition: 100% Polyester
  Product ID: DKFW22-109
  Price: € 350 / € 100
  Size:  XS , S , M , L ,  XL

DELIVERY : JULY 2021 / AUGUST 2021

Fall Winter’ 21-22

*Model is 5’8 wearing:
T-shirt- M
Skirt- S
*Tee Slogan- Numinous

MEN

DETAILS

DELIVERY : JULY 2021 / AUGUST 2021

Fall Winter’ 21-22

*Model is 6’2 wearing:
Top- M
Bottom- M

PRINTED MEGA SHIRT

       COLOR Multi
  Composition: 100% Cotton
  Product ID: DKFW22-94
  Price: € 263 / € 75
  Size: XS , S , M , L , XL 

CARPENTER PANTS

       COLOR French Navy
  Composition: 60% Cotton 38% Tencel 2% Lycra
  Product ID: DKFW22-50
  Price: € 220 / € 63
  Size:  XS , S , M , L ,  XL

Average Retail Price Point

Country of Production

Suggested Retail Mark-up

MARKETS

€250 - €2500

India

3.5

USA, INDIA, UAE, JAPAN

EU & UK

CHINA, RUSSIA

KEY MARKETS

GROWING

POTENTIAL

, EU

UK, CHINA, RUSSIA, AUSTRALIA
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DATE OF FIRST COLLECTION: September 2014

 REVOLUTION, PROGRESSIVE, EMPOWERMENT

- Breaking the traditional gender stereotypes by not following the 
traditional gender roles defined by the system. Creating a genderful vibe 

- We celebrate multiplicity and plurality of visions, while upholding the brand 
 liberty, vitality, eternity and realising our highest potential.

Far from traditional aesthetic imagery, the brand depicts an endless play of 
past, present, and future. It is an unrestrained reflection of contemporary 
society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.

SUSTAINABILITY

CIRCULAR SYSTEM
We avoid adding more to the system. 40% of the collection incorporates 
discarded textiles from large Indian manufacturers. India stands as one 
of the largest textile manufacturers in the world and the company has 
built its network with key manufactures to assist us season after season.

RE-USE / RE-PURPOSE
A recent practice of reusing old textiles/materials and uplifting existing 
styles. Introducing versatile pieces, that can be worn in more than one 
way- focussing on longevity of each product.

SOCIAL
Introducing special collaborative projects with social causes such as 
Hothur Foundation. Hothur Foundation assists acid attack survivors 
from India with employment opportunities and sound training facilities. 
The brand works with them to generate small accessories and capsule 
collections at a more accessible price point, where all proceeds go to the 
foundation.

INCLUSIVITY, UPLIFTMENT & TRAINING
Revaluing handcrafted embroideries and lost Indian crafts. The brand 
employs multiple craftsmen from the country and trains them with updat-
ed technology, approach traditional techniques with a contemporary 
taste. Collaborative projects in remote villages of the country to train and 
uplift Indian artisans and their skilled knowledge of hand work.
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SUSTAINABILITY

CIRCULAR SYSTEM
We avoid adding more to the system. 40% of the collection incorporates 
discarded textiles from large Indian manufacturers. India stands as one 
of the largest textile manufacturers in the world and the company has 
built its network with key manufactures to assist us season after season.

RE-USE / RE-PURPOSE
A recent practice of reusing old textiles/materials and uplifting existing 
styles. Introducing versatile pieces, that can be worn in more than one 
way- focussing on longevity of each product.

SOCIAL
Introducing special collaborative projects with social causes such as 
Hothur Foundation. Hothur Foundation assists acid attack survivors 
from India with employment opportunities and sound training facilities. 
The brand works with them to generate small accessories and capsule 
collections at a more accessible price point, where all proceeds go to the 
foundation.

INCLUSIVITY, UPLIFTMENT & TRAINING
Revaluing handcrafted embroideries and lost Indian crafts. The brand 
employs multiple craftsmen from the country and trains them with updat-
ed technology, approach traditional techniques with a contemporary 
taste. Collaborative projects in remote villages of the country to train and 
uplift Indian artisans and their skilled knowledge of hand work.

Fall Winter’ 23-24- Milano Fashion Week

KAPOOR DNA

BRAND IDEOLOGY

FOUNDED IN: 2013  DATE OF FIRST COLLECTION:
CREATIVE DIRECTOR: DHRUV KAPOOR
COUNTRY OF ORIGIN: INDIA
NO. OF COLLECTIONS: 4 (Annually)
- REVOLUTION, PROGRESSIVE, EMPOWERMENT

- Breaking the traditional gender stereotypes by not following the 
traditional gender roles defined by the system. Creating a genderful vibe 
without barriers.

- We celebrate multiplicity and plurality of visions, while upholding the brand 
values i.e. liberty, vitality, eternity and realising our highest potential.

- Far from traditional aesthetic imagery, the brand depicts an endless play of 
past, present, and future. It is an unrestrained reflection of contemporary 
society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.BRAND IDEOLOGY
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past, present, and future. It is an unrestrained reflection of contemporary 
society and its interactions with the most diverse cultures where convention 
is re-defined in the tireless search of new perspectives.

-The collections are defined by Kapoor’s signature juxtaposing design and 
attention to detail, with an emphasis on tailoring and an eclectic use of materi
als and custom-developed fabrics.
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