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The luxury Italian cashmere 
brand has developed a 
10-piece womenswear
capsule hitting four Saks
Fifth Avenue and Neiman 
Marcus locations in the U.S.

BY MARTINO CARRERA

Fair Isle and flower motifs.

“It’s based on our archives, but not 

looking backward,” Kessler-Sanders said. 

The rationale was “what should we do that 

reintroduces the brand to this incredible 

market [the U.S.] where it was so beloved 

for so many years?” she noted. “Let’s 

bring back beauty…I want beauty in the 

world again.”

Marking the collection’s launch, Malo 

conscripted young British photographer 

Nikolai von Bismarck to portray models 

against a placid seaside landscape, clad 

in pieces from the capsule as well as 

menswear carryovers. The campaign was 

developed under the creative direction 

of David Lipman and his studio, who also 

masterminded a new visual identity and 

web platform for the brand.

Kessler-Sanders said that Malo currently 

counts about 175 stockists, mainly specialty 

boutiques based in Europe, in addition 

to seven flagships, including Italian units 

in Milan, Rome, Venice, and the resort 

destinations of Porto Rotondo and Forte 

Dei Marmi, as well as in Courchevel, 

France, and Marbella, Spain.

“We love independent stores, and we 

want to continue to grow our independent 

network. They are so close to their 

customer, they know how to sell, they 

know what their customer wants before 

their customer even knows. So we’re 

very, very committed to that network 

of retailers, and globally, of course, we 

aspire to grow our business within the Saks 

Global network. But we are [also] looking 

toward the bigger stores across Europe 

and Asia,” Kessler-Sanders explained.

The brand boasts an existing partnership 

with Japanese distributor Woollen, but 

the new owner plans an expansion also in 

South Korea, where the brand used to have 

seven stores at the peak of its success, out 

of its network of 44 flagships.

“Malo was really quite a force….We 

see a global distribution in the right 

stores, in the right locations, with the 

right customers, with the right brand 

adjacencies,” she said.

Despite a marked downturn in global 

luxury spending, which is only now showing 

some signs of recovery, Kessler-Sanders 

said she’s been studying brands that are still 

winning and growing their market share and 

recognized in all of them a certain “magic,” 

which she sees in Malo, too.

“I know our magic. We have a few 

pillars: we’re an independent brand, we 

have our own factories [in Italy] — two 

of them — we’re a knitwear brand in our 

DNA, and our offering will be, at all points, 

likely close to 65 percent knitwear and 35 

percent the balance,” she explained.

“Knitwear sells and it sells because it’s 

easy. It’s beloved by people, it’s flexible…it’s 

an easy purchase, and also, I’m a believer in 

respectful pricing, gentle, respectful pricing. 

I think the market got out of control, and 

I agree that the customer just rebelled 

[against it]. It’s pretty simple,” she opined.

“We have to make clothes that people 

want to buy and that fit well, that are 

modern, that look right and the quality has 

to be high, and then…the customer always 

chooses right,” Kessler-Sanders said. “The 

consumer has a very innate understanding 

of the price-value relationship. They just 

do, no matter what we say….That is how I 

plan to move our company forward,” she 

said, noting that the average price for Malo 

knitwear will be 800 euros.

Founded in 1972, Malo manufactures 

women’s, men’s, baby and home decor 

products featuring 100 percent Italian 

cashmere, in addition to vicuna, alpaca, baby 

llama, camel, mohair, silk and Makò cotton. 

In addition two its two propietary factories, 

Malo relies on a network of Italian suppliers.

As reported, Glickman Capital partnered 

with Naga Brands — a team of entrepreneurs 

providing functional expertise and financing 

to creative founders, designers and brands 

— on the transaction.

Glickman acquired the company from 

Finplace Due Srl, the Padua, Italy-based 

company that has owned Malo since 

September 2018 when it was the only 

participant in the auction organized by 

the Florence court to find a buyer for the 

company, which went bankrupt in June 

2018. The binding offers started from a 

minimum amount of 10 million euros, 

which is how much Finplace Due offered.

The new acquisition price wasn’t 

disclosed.

The New York-based executive 
has worked with companies 
such as Louis Vuitton,
Marc Jacobs and Supergoop.

BY ROSEMARY FEITELBERG

For the first time in its 26-year history, Ulla 

Johnson has hired a chief financial officer.

Laura Pei, an executive whose 

experience includes posts at several 

leading fashion companies, has joined the 

team in its New York office as the company 

is gearing up for its next chapter of growth

Most recently, Pei was CFO at Burberry 

Americas. She exited the company Friday 

after two-and-a-half years and officially 

started her new post at Ulla Johnson on 

Monday. Before Burberry, she worked for 

nearly a year as associate vice president 

for financial, planning and analysis for 

Supergoop. Pei also previously held roles 

at Louis Vuitton, Marc Jacobs and The 

Row. At the New York-based Ulla Johnson, 

she is reunited with the company’s chief 

executive officer Thibaut Perrin-Faivre, 

who had been the president and CEO of 

Burberry Americas for two years. 

Pei said she was eager to get back to 

working with a U.S.-based brand and the 

fact that she would be working for Perrin-

Faivre added to the appeal. In an interview 

Monday, the University of Michigan 

graduate said, “That was sort of a magic 

combination for me.”

Johnson, founder and creative director 

of her namesake company, said, “Laura’s 

breadth of global experience and strategic 

vision make her an extraordinary partner for 

this next chapter in our company’s growth.”

All-in with aligning with Thibaut’s 

and Johnson’s vision, whether that be 

for domestic or international business 

plans, Pei said she was “super excited” 

about the brand’s opening of a Madison 

Avenue store in September, and “all of 

the potential other store expansions.” 

The company also has another store in 

downtown Manhattan, as well as boutiques 

in Amagansett, N.Y., and West Hollywood.

One of the upsides of working again with 

a brand that is still scaling up is that she will 

be closer to production and design. That 

is not always the case when one is part of 

a region of a bigger brand that is based in 

France or the U.K., where sometimes seeing 

the full picture in action can be less visible, 

since certain departments may be in the 

corporate headquarters.

Pei joins a team of about 100 employees. 

A company spokesperson declined to 

comment on Ulla Johnson’s annual sales. 

Perrin-Faivre said Pei’s “financial expertise 

and global perspective” are “invaluable” for 

the company’s next growth phase.

While Johnson’s aesthetic and lifestyle 

might be familiar to many, Pei sad 

she is energized about the prospect 

of the company becoming more of a 

globally recognized U.S.-based brand. 

Category extensions are, of course, up 

for discussion, with leather goods being 

especially of interest, she said.

Given her work experience with other 

luxury companies, Pei said she brings 

many different perspectives regardless 

if that is through her work at larger 

organizations or more similarly sized 

privately owned ones. “I really want to 

pick and choose from my experiences 

what has worked best in the past, so that 

I can support the brand to be the most 

agile and achieve the most strategic and 

considered growth [possible versus] a 

super-fast expansion,” she said.

Knowing what didn’t work in the 

past with other companies can also be 

advantageous, Pei said. From pre- to post-

COVID-19, there was a fundamental shift in 

all industries. “Being agile and flexible to 

adapt to any current or future changes to 

the industry will be super helpful,” she said.

FASHION

Malo Unveils Women’s Capsule at Saks, Neiman Marcus

MILAN — Luxury Italian cashmere brand 

Malo is coming back Stateside, courtesy of 

an exclusive partnership with Saks Global.

Less than eight months after Glickman 

Capital — led by technology and telecoms 

entrepreneur David Glickman — acquired 

the ailing knitwear label, the relaunch 

strategy set in motion by newly installed 

chief executive officer Michelle Kessler-

Sanders is hitting its first high with the 

debut of a capsule collection for pre-spring 

2026 in the U.S. and globally.

In the country it will be available starting 

Tuesday at four physical Saks Fifth Avenue 

and Neiman Marcus doors across the U.S., in 

addition to the respective e-commerce sites.

“I joined five months ago and the very first 

point on the agenda was evaluate, elevate, 

reset,” Kessler-Sanders said in an interview. 

“We have made significant changes already 

and improvements in bringing the quality 

back to where it was and…bringing Malo 

back to its rightful place.”

Entrusted by the new owner to lead the 

company, Kessler-Sanders said that since 

her arrival in June, Malo has recruited a 

new creative team from around the world.

Hinged on the reinterpretation of 

archival styles, the women’s only, 10-piece 

capsule debuting in the U.S. comprises 

hooded knits, oversize cardigans and 

crewnecks, as well as hand-embroidered 

numbers bearing 

BUSINESS

Ulla Johnson Hires Former 
Burberry Executive  
Laura Pei as CFO

The ad campaign for 

Malo's pre-spring 2026 

capsule collection.

The Ulla Johnson 

store in Los Angeles. 


