


GUESS
HEAD-TURNING ACTIVEWEAR

Guess is presenting activewear for men and women with inspirations spanning three main themes: travel, space and urban life. Vivid colors – pink, yellow, light gray and, for men, a bold beach-like palette of primary tones – meet cyber inspirations with a lot of silver and reflective, shimmering materials. Retro and heritage motifs are key, while contemporary silhouettes, logo maximalism, fleece, nylon and softshell mix make the garments gym-to-street ready. With apparel for the future and for the beach, the line comprises clothes to be worn at home and to impress.

guess.com


theMICAM
DIGITAL FOCUS

theMICAM trade show is making a concerted digitalization effort to mitigate the effects of the lockdown. In collaboration with Brandsdistribution, it has launched BDroppy, a digital platform that allows made-in-Italy brands to sell their products directly all over the world and maximise their advertising and marketing investments. A technological resource that can help companies dispose of the excess stock that has accumulated, particularly in the recent period, this is a welcome move both for fashion companies and for consumers hungry for Italian craftsmanship.

themicam.com

STONE ISLAND
SHENZHEN OPENING

On May 1, Stone Island opened its first monobrand store in Shenzhen, China. The 90 sq m retail space is located in the Mix City shopping mall. The store has an industrial appearance: hanging aluminum bars, carbon hangers and modular shelves covered in black felt. The floor is decorated with natural gray stone blocks in triangular shapes, and the black back wall features the brand’s logo. The Italian brand led by Carlo Rivetti counts 26 freestanding stores, besides eighteen shops in malls and 45 corner stores.

www.stoneisland.com

TOMMY HILFIGER
ADAPTIVE COLLECTION

Tommy Hilfiger Adaptive is an innovative collection designed to make dressing easier for people with disabilities. The collection will launch in Europe in June. It features the same classic American cool as the brand’s other lines and comprises menswear, womenswear and childrenswear. The styles promote easy movement, easy closure, seated-wear solutions and special fits for prosthetics. The concept was driven by Mr. Hilfiger’s experiences arising from having children with autism. Solutions include magnetic closures, extended zipper pulls, side-seam openings, adjustable hems and wide-leg openings accommodating leg braces, casts and orthotics. 

www.tommy.com

CALVIN KLEIN
#PROUDINMYCALVINS

Calvin Klein has partnered with OutRight Action International on their Covid-19 LGBTIQ Global Emergency Fund, offering emergency financial resources to LGBTQ+ organizations around the world serving people impacted by the pandemic. This is in line with the brand’s ongoing effort to support LGBTQ+ communities, as is its new campaign #Proudinmycalvins, celebrating the full spectrum of LGBTQ+ identities. The series of stills and videos features nine talents from around the world and their unique stories. Photographer Ryan McGinley said the campaign is about “taking pride in everything that makes you unique”.

www.calvinklein.com

TENCEL
GREEN DRESS AWARD

Red Carpet Green Dress has launched the RCGD Global Design Contest 2020 in partnership with TENCEL, challenging designers to create sustainable Oscar-worthy gowns. The winning entrants, selected by an international panel of experts, will get to dress and present to a cohort of prominent industry influencers at the RCGD Gala in LA. A percentage of funds raised through entries will be used to provide financial support and face masks to garment workers who have been impacted by the Covid-19 pandemic in Myanmar and Bangladesh. Closing date for entries is July 30.

www.lenzing.com
www.rcgdglobal.com 





