logos and numpers;” he said during
a recent trip to Hong Kong. Instead,
he envisions a design direction for

Swiss frm MVaus Freres acquired a 9o.6
percent stake in Gant.
Rennie said that among his very

New Web Site Corners

Online Designer Market

centot our husimess1s there;” he said.
Gant sales for 2007 totaled 800 mil-
lion euros; or $117 billion, at the cur-
rent exchange rate.

Rennie said he will also change
Gant’s other lines, Rugger and Gant
New Haven. “There’s been too much
cannibalization. I see that having

plans to open tour to 11ve stores n w
Mainland China “in the next couple ©
of years.” One advantage that Gant £
has in China is its men’s wear tradi-&
tion. Men’s, alongside women’s hand- ©
bags, is providing many brands with @
successful introductions into the
Chinese market.

PHOTO

NEW YORK — Top men’s designer
brands have a new online home.
Called Thecorner.com, the site
is operated by Yoox Group, parent
company of online fashion retailer
Yoox.com. [t went live in the U.S.
and Europe last week and, accord-
ing to Federico Marchetti, CEO and
Founder of Yoox Group, is “a high-
end, online department store,” sell-
ing current season fashion by top
brands including Givenchy, Etro,
Marc Jacobs, Viktor & Rolf, Rykiel
Homme and Hussein Chalayan.
Thecorner.com is organized by
brand, with each label creating a per-
sonalized space on its “‘corner” of the
Web site. Thecorner.com provides a
boxy, grid-like layout in black, white
and gray as the background.
“We're bringing together a vari-
ety of brands all under the same
‘roof,” showcasing each in its own cor-
ner,” Marchetti said. Some brands,
like Hussein Chalayan, have chosen
Yoox Group to be its sole e-commerce
outlet for on-season goods. Other
brands, such as Raf Simons, will be
added to the site beginning this sum-
mer, according to spokespeople at
Thecorner.com and Raf Simons.
For now, the site sells only men’s
wear. “Welaunched men’s firstbecause
our research of their online shopping

Etro’s
“corner”
onthe
Web site

habits over the last eight years shows
that they are much quicker to buy and
haveahigher sell-through than women,”
Marchetti explained.

Later this year, women’s wear will
be added, he said, and the site will
also launch in Japan.

Yoox Services will power the Web
site, providing customer service and
facilitating shipping and returns. Yoox
Services was launched in 2006 to run
monobrand online flagship stores for
labels such as Marni, Emporio Armani
and Diesel, following the success of
Yoox.com, which had sales of $100 mil-
lion in 2006 (69 million euros). Sales
for the Italian company in 2007 have
not been disclosed and the company
is preparing for an IPO. Growth last
year was 35 to 40 percent, according
to a company spokesperson.

—MAISIE WILHELM

The Real Deal: Truly Organic

ATLANTA — Eco-friendly apparel purists need look no further. Truly Organic,
a completely organic and chemical-free contemporary line, is launching at
stores this spring.

The collection of tops and bottoms for men and women uses organic cotton
and plant-based dyes from sources that include turmeric, onion, indigo and
pomegranate. In fact, the company said, the dye effluent from the method
used by its fabric manufacturer, India-based Aura Herbal Wear, can be used
to irrigate agricultural crops.

“The process we’re using to dye the fabrics is no different from what was
done for thousands and thousands of years,” said Paul Weinstein, pres-
ident of Tenfold Organic Textiles, the Seattle-based parent company of
Truly Organic. “But we're going about it differently.” Aura Herbal Wear, he
explained, can produce volume. “If you want to have an impact, you have to
find a way to get [organic textiles] into more people’s hands.”

The men’s spring 2008 line is comprised of five tops, including long-
sleeved dress shirts in six colors and in a stripe, a chambray and a check, as
well as T-shirts. The fall 2008 collection will be bigger, and will include cordu-
roy and twill chino pants, sereenprinted T-shirts and woven shirts, and two
jackets—a poplin-lined corduroy twill and a hooded, heavy cotton twill. Retail
prices range from $39 to $92 for men’s shirts, $169 to $189 for the jackets
and $98 for the pants. Truly Organic is also adding piece-dyed and garment-
dyed product for fall. Spring product started shipping March 1 to boutiques,
and Truly Organic also has online distribution in the U.S. and Canada.

The dyes meet Global Organic Textile Standards (GOTS) for wet and light.
fastness, and Truly Organic is also certified fair trade.

‘Weinstein said his inspiration for Truly Organic came from his sister,
Leah, a quilter living in Canada who started experimenting with natural
dyes a few years ago. “It didn’t make sense to her to use chemical dyes with
organic cotton,” Weinstein said.

“I'm seeing the growth of organic [fibers] in apparel, but there’s virtu-
ally no one using organic dyes,” he said. “They’re using eco-friendly or low-
impact dyes, butit’s still chemical.” —BRENDA LLOYD
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