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TEXT BY YVES TSOU
PHOTO COURTESY DRIES VAN NOTEN

COLLISION AND 
COLLUSION

It’s hard to not notice DRIES VAN NOTEN’s 
designs. Known for his acute sense of color, 
soft tailoring, unconventional 
silhouette and interesting use 
of patterns and prints, the Bel-
gian fashion designer was the 
synonym of avant-garde back in 
the 1990s. One of the prominent 
Antwerp Six and the third gen-
eration of a tailor’s family, DRIES 
VAN NOTEN shown his talent in 
fashion design at an early age. 
Since his debut show in Paris 
Fashion Week in 1986, DRIES 
VAN NOTEN has continued to 
amaze the industry with his lux-
uriant imagination, often inspired 
by his equally luxuriant garden.

Situated on the periphery of 
Antwerp, DRIES VAN NOTEN’s paradise-like 
garden hides in a quaint and quintessential 
19th-century Neoclassic manor. Sprawling with 
exotic blooms and endemic vegetation, the 
coexistence of plants from different habitats 
creates an eclectic pastoral scenery. The phi-
losophy and beauty of eclecticism can also be 
found in his design, a balanced mix of the an-
titheses. Soft tailoring versus innovative cut, 
vibrant prints on mild color fabrics, a mixture 
of masculine and feminine silhouettes… the 
collision of antagonistic elements blend into a 
harmonious collusion, creating surprises and 
iconic designs.

Over the course of his career, 
DRIES VAN NOTEN keeps on 
finding a balance in between of 
his two passion of life – garden-
ing and fashion design, and one 
of his main objectives has always 
been to seamlessly stitch these 
two passions together. It also re-
flects on his newly established 
beauty collection. Launched 
globally in March 2022, decades after the foun-
dation of his eponymous fashion house, DRIES 
VAN NOTEN and his main shareholder Puig 
invite us all to unveil the enchanting secrets in 
his garden with ten flavorfully formulated and 
beautifully packaged eaux de parfums. Each of 
the scent represent a story, a scenario suitable 
for it and the collision of aromas that might not 
often be associated together.

To concoct the most distinctive and appeal-
ing fragrances, DRIES VAN NOTEN invited 11 
noted perfumers (the ‘noses’) from different 
backgrounds to his beautiful garden in Antwerp 

004

for an inspirational tour. The experts scented 
the aroma of the blooms and foliage planted 
in the garden and designed these ferocious-
ly fragrant eaux de parfums, which suit the 
fashion house’s classic, elegant yet innovative 
image. The strong aromatic differences be-
tween orange bloom and santal, mint and iris 
or rosemary and patchouli make the smell ex-
tremely interesting, translating the duality of the 
fragrances that DRIES VAN NOTEN wants to 
express. With its eclectic style and impeccable 
craftsmanship, the eaux de parfum collection is 

without a doubt the perfect 
encapsulation of how unfet-
tered DRIES VAN NOTEN’s 
norm-defying spirit is.

The scent and the name 
of the ten aux de parfums 
are: “Jardin de l’Orangerie” 
(orange blossom & san-
tal), “Neon Garden” (mint & 
iris), “Rosa Carnivora” (rose 
& vetiver), “Raving Rose” 
(pepper & rose), “Canna-
bis Patchouli” (cannabis & 
patchouli), “Santal Green-
ery” (fig & santal), “Voodoo 
Chile” (rosemary & patchou-
li), “Rock the Myrrh” (myrrh 

& smoked wood), “Fleur du Mal” (osmanthus & 
suede) and “Soie Malaquais” (chestnut & silk).

The package of the fragrances is also worthy 
of mention. Inspired by DRIES VAN NOTEN’s 
common use of prints, colors and exotic ref-
erences, the package juxtaposes antagonistic 
elements to create a zestful visual impact. Ten 
eye-catching silk foulards were designed in the 
identical patterns to the fragrances’ package. 
Serving as a stylish addition to the wearer’s 
daily look, they keep the aroma of the eaux de 
parfum stay longer.

Followed by an intimate inauguration of the 
brand’s beauty corner at Rome’s Rinascen-
te department store in Via Del Tritone  earli-
er in April 2023, DRIES VAN NOTEN opened 
a new boutique in the heart of Parisian Rive 
Gauche, dedicated exclusively for fragrances, 
beauty products and accessories. Located 
in a 17th centaury historical landmark on Quai 
Malaquais, the elegantly restored space is the 
ideal site to demonstrate the fashion house’s 
concept of making the ‘impossible combina-
tion’. From there, the aromatic journey of DRIES 
VAN NOTEN’s fragrance collection will for 
sure continues.

TEXT BY CAROLINA BENJUMEA  
PHOTO COURTESY DSQUARED2

GOTHIC ROCK AS 
NEW LEGACY

Dsquared2 dominated the catwalks of the ’90s 
and the Y2K. Today, it has evolved into a cult 
brand with a dedicated fan base, maintaining 
the same disruptive energy that initially set 
them apart. 

Dean and Dan, the twins behind the brand, have 
forged a fashion empire and a symbol of the 
Glam Rock lifestyle through their artistic and 
innovative designs. Born in Canada and made 
in Italy, the brand knows no boundaries when 
it comes to creating its own fashion codes and 
aesthetics. Today, Dsquared2 embodies this 
DNA through a synergy of creativity, refined 
tailoring, and glamourous approach, remaining 
faithful to its origins while venturing into 
new realms. 
In a conversation with BOF, the twins affirmed 
that, «Evolution comes with time. When we 
started the company, we were young and in a 
different head space. The company reflects us 
and our lives; we were going to clubs, we were 
still partying, as we mature and the wardrobe 
starts changing, the brand has matured». Rev-
olutionizing the concept of a runway extrav-
aganza, Dsquared2 delivered catwalk shows 
that exude outrageous fun and inherent disrup-
tion. Music lies at the core of every collection 
and presentation, serving as the foundation of 
Dsquared2's identity. A blend of Rock vibes, 
a touch of ’80s disco, and an abundance of 
pop culture references have constituted their 
winning formula since the brand's inception in 
1995.

As music plays a pivotal role in creating a 
bridge between generations, it also serves as 
the catalyst for blending high fashion with an 
unexpected twist. Their sassy creations have 
shaped the identity and character of those bold 
enough to embrace uniqueness. Nowadays, 
this funky approach resonates within their 
sought-after accessories, exemplified by THE 
GOTHIC BELT BAG. 
For Fall-Winter season, the brand has intro-
duced a new badass symbol, a striking fashion 
statement, an opulence emblem, and a tribute 
to daring individualism. THE GOTHIC BELT 
BAG surpasses the mere concept of a bag; it 
encapsulates audacity and edginess in a man-
ner unique to Dsquared2. This piece stands as 
a testament to the brand's audacious spirit and 
unwavering commitment to pushing the limits 
of fashion.

Conceived to be a canvas for self-expression, 
the bag is comprised of a metal belt buck-
le fused with textured leather, nickel-finished 
half-sphere studs and eyelets, and silver-fin-
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«THE STRONG AROMATIC 
DIFFERENCES BETWEEN 

ORANGE BLOOM AND 
SANTAL, MINT AND IRIS OR 

ROSEMARY AND PATCHOULI 
ENHANCE THE DUALITY 

OF EACH FRAGRANCES.»

WHICH MARKETS ARE YOU FOCUSING ON IN 
TERMS OF GROWTH OR SOLIDIFYING YOUR 

CUSTOMER BASE? AND WHICH ARE YOUR 
KEY PRODUCT CATEGORIES?

As you know, we offer a total look although shoes 
are the first product that everyone thinks of when 
you say Bikkembergs thanks to all Dirk’s work, 
so let’s say a toe-to-head look. We’ve had a jew-
ellery line for some years now. Underwear and 
beachwear are important strategic categories — 
anyone who knows the brand will remember the 
campaign with the 11  footballers standing in un-
derwear — and we are proud of the name we have 
made for ourselves in leather, denim and knitwear. 
Our original DNA blends sportswear and fashion 
and we want to stick to that. Lots of brands have 
moved into this world in recent years but this is 
our DNA and where our strength lies. Our motto 
‘Mens sana in corpore sano’ says it all. Sport is 
an integral part of our brand. In terms of markets, 
Russia has always been an important market. 
Then there’s Italy, especially the south-central 
area. These are the two most important mar-
kets in terms of wholesale and retail, and I want 
to continue to drive and consolidate although 
what’s happening in Russia is what’s happening. 
Spain used to be a very important market for the 
brand, and we are doing well again there. Our 
sights are set on the Middle East and China. Our 
owners are Chinese and have incredible retail ex-
perience, but they have only really just come out 
of the Covid tunnel as their lockdown was lifted 
much later. It was great to finally see them at Pitti 
this year and for them to see the buzz around the 
brand. My dream is to reclaim northern Europe 
where the brand used to be very strong. There 
are some obstacles, we overdistributed back in 
the day, but I never give up! In terms of e-com-
merce, our second biggest market is Germany. 
The physical market there is suffering at the mo-
ment and lots of shops are closing down but it’s 
second place for us on e-commerce. We’ll wait 
for this tough period to pass and then it is defi-
nitely a target market.

DURING YOUR CAREER, 
HAVE YOU HAD A MENTOR 

OR MENTORS WHO HAVE 
INSPIRED 

AND SHAPED YOU?
There hasn’t been just one. I 
have a very particular man-
agement style. I am convinced 
that people work well in an en-
vironment where they know 
they can work to their poten-
tial and say what they think. 
In almost every company that 
I have worked in, there was a 
top manager or owner and I 
always sought to understand 
what about their manage-
ment style didn’t work for me 
and only take the things that 
did. I then avoided and ap-
plied those things to my own 
approach. Rather than a sin-
gle mentor, I have had many 
sources of inspiration from 
whom I have taken things. It’s 

about a corporate philosophy too. I mentioned 
Nike before and of course, if you say Phil Knight, 
it’s like saying the Pope to a Catholic. But I have 
worked in companies where if you weren’t in 
front of the PC until 7 pm you weren’t working 
and then there are companies like Nike where 
you are assessed on results. If you want to go 
to the gym at 11 and you don’t have meetings, 
you go to the gym. I find this approach infinitely 
better. Corporate values are fundamental. It’s 
hard to find a family like the Diesel family, for 
example, it takes years of passion, teamwork, 
and positive energy to create an environment 

like that. Results too because that’s what we’re 
all working towards. A place where everyone 
feels part of the team and where everyone can 
speak their mind. I think that’s fundamental to 
management. I am someone who has no prob-
lem opening the books in front of people, I want 
everyone to know where the company is going 
and where it has the potential to go. It takes ev-
eryone from the receptionist to the CFO to drive 
the ship. To return to your question about men-
tors: nobody and everybody. I have taken what-
ever the people above or below me had to teach 

me and I have tried to leave behind the mistakes 
that I saw happen.

IF SOMETHING GOOD HAPPENS TO YOU AT 
WORK, WHO DO YOU TELL FIRST? 

My wife out of work and then the CFO at work. 
She’s the one with the numbers in hand. I was 
always a peculiar salesman in that I was very 
close to the finance dept. I am convinced that 
a company is made of people but controlled 
by numbers. Numbers are fundamental. If the 
numbers work, everyone is happy. People have 
always told me that I’m a born salesman but — 
and bear in mind I don’t entirely believe in these 
things — I’m also a Leo-Virgo cusp and every-
one tells me that Virgos are fanatic about details 
and numbers, which explains my obsession 
with the finance side of things.

WHAT GOALS DO YOU HAVE FOR 
BIKKEMBERGS FOR 2024? 

Consolidating our business which has been 
difficult in recent years. I want to get the brand 
back to where it should be in terms of distribu-
tion and image. For various reasons, it’s lost a 
bit of ground in recent years. In the long term, 
I would like to see people’s eyes light up when 
they hear the name Bikkembergs. I want to see 
greater brand awareness. I want to see all our 
passion bring results. Numbers and more. And 
I want to see this process kick off in 2024 when 
hopefully all these problems will be behind us. 
World peace perhaps! I don’t want to appear 
like Miss Italia, but I would like to see the mar-
kets and the brand back to a semi-normality. 
We’ll probably never get back to normal again, 
but I can hope for semi-normal. I can’t wait to 
see what everything that we have done in these 

past seven years can achieve in a 
‘normal’ scenario. We’ll see. 
At least double-figure growth.

IN LIGHT OF EVERYTHING WE’VE 
TALKED ABOUT, DOES THE 

BRAND HAVE ANY PLANS TO 
RETURN TO THE RUNWAY?  

In late 2018, we made the decision 
to combine Dirk Bikkembergs and 
Bikkembergs under one umbrella. 
At the time, we decided that the 
best platform to showcase what 
we were doing was Pitti. We were 
back at Pitti in January and June of 
this year, and we’ll go back again 
next year but then the moment will 
come to think about going back to 
the runway. For now, we have to hit 

our targets. We’ve opted for a more commercial 
direction but we’re all keen to get back to it, our 
owners more than anyone. When we last saw 
each other, they confirmed that was still their 
intention. It’s a future goal. I can’t say when, but 
our goal is to return to the runway.

«OUR ORIGINAL DNA 
BLENDS SPORTSWEAR 
AND FASHION AND WE 

WANT TO STICK TO THAT. 
LOTS OF BRANDS HAVE 

MOVED INTO THIS WORLD 
IN RECENT YEARS BUT 
THIS IS OUR DNA AND 

WHERE OUR STRENGTH 
LIES. OUR MOTTO ‘MENS 
SANA IN CORPORE SANO’ 

SAYS IT ALL.»
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ished metal spherical chain handle, creating 
an accessory that celebrates individuality and 
creativity, values that define the Dsquared2 
brand. Its charm stems from an unmistakable 
rock-and-roll attitude, meticulous attention to 
detail, and unwavering commitment to crafts-
manship. The heart of the 
bag's design is the remark-
able belt and buckle, which 
draws its inspiration from the 
iconic archival belt and is in-
fused with gothic and rock 
aesthetics, capturing the es-
sence of Dsquared2's rebel-
lious heritage. Designed with 
versatility in mind and guided 
by boldness as a motto, THE 
GOTHIC BELT BAG offers two 
distinct ways to be worn. With 
a hand looped through the 
belt, for a hand-held acces-
sory, or slung over the shoul-
der with its adjustable leather 
strap, providing the wearer 

with multiple styles and infinite options, and 
embodying the essence of Dsquared2's un-
paralleled legacy. 

Already worn by singers like Dua Lipa, THE 
GOTHIC BELT BAG epitomizes the very values 
that have cemented Dsquared2’s position as 
a prominent influence in shaping pop culture. 
With a keen understanding of the symbiotic 
relationship between fashion and music, the 
label has partnered with the biggest icons of 
each generation and has woven a portfolio of 
artists redefining notions of creativity. During 
its inception, from Madonna to Christina Agu-
ilera, Justin Timberlake and Rihanna, everyone 
wanted a piece of Dsquared2, propelling its 
prominence in mainstream culture and spark-
ing discussions about power, fame and fashion. 
As what Dean and Dan said to BOF, «We appre-
ciate the energy and the support that we have 

By now, it’s probably safe to assume that it’s 
been established that fashion isn’t about 
trends. Silhouettes will come and go; colours 
change every few months and certain acces-
sories are only acceptable once in a lifetime. 
Trends are fun, dynamic, and they are part of 
the cycle that is fashion. But the secret (which 
isn’t so secretive anymore) is that timelessness 
is the key. And this doesn’t even apply to busi-
nesses, which need to survive despite changes 

gotten from the celebrities that we’ve worked 
with, we try to build a nice relationship, it's great 
for the brand, it’s a huge boost». 

After almost 30 years in the business, there is 
something about Dsquared2 that trespasses 

decades and generations. 
According to Lyst, searches 
for Dsquared2 are up 36% – 
maybe its disruptive energy, 
perhaps its innovative nature, 
or its ability to understand the 
youth and define the spirit of 
the times. Dean and Dan have 
managed to read the individ-
uality needs of each genera-
tion, providing them with tools 
of distinction and identity, 
turning the brand into a bea-
con of self-expression, and 
transcending the barriers of 
time, culture and age.

«EVOLUTION COMES WITH 
TIME. WHEN WE STARTED 
THE COMPANY, WE WERE 

YOUNG AND IN A DIFFERENT 
HEAD SPACE. THE COMPANY 

REFLECTS US AND OUR 
LIVES; WE WERE GOING 

TO CLUBS, WE WERE STILL 
PARTYING, AS WE MATURE 

AND THE WARDROBE STARTS 
CHANGING, THE BRAND 

HAS MATURED.»

TEXT BY JOANA RODRIGUES STUMPO 
PHOTO COURTESY POMELLATO

TEXT BY DEBORA MARQUES DE FARIA
PHOTO COURTESY CHANEL

A VERY MILANESE 
QUIET LUXURY

THE FREEDOM OF A NUDE, 
FLAWLESS SKIN
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in the industry – this is a personal claim. While 
trends are an entertaining way to spice up one’s 
wardrobe, they can’t be trusted regarding their 
lifetime. By betting on timeless classic items, 
you’ll be sure to own a piece that will never go 
out of style and is versatile enough to be worn 
on many different occasions. And this is espe-
cially true when it comes to jewelry – and that’s 
what Pomellato specializes in. 

Established in 1967, the Italian house is a mas-
ter in the art of creating unique pieces of jewelry 
that are so classic that they will never become 
obsolete, but are absolutely one of a kind. The 
trademark details of the Pomellato items make 
them easily identifiable, while not being
in-your-face obvious – and that is a rough 
definition of quiet luxury. The concept, funni-
ly enough, is the fruit of an online trend going 
around social media. As more and more it girls 
are seen in discreet yet luxurious clothing, that 
becomes an ideal to be followed by many other 
fashionistas. And when you look at their necks, 
fingers, and ears, what do you expect to see? 
Something like the contemporary staple that is 
the ICONICA collection, in which Pomellato has 
their finest goldsmiths working. The chain is the 
key element. As a sign of the immense heritage 
of Italian elegance and Mediterranean charm, 

the chain is, quite literally, what links togeth-
er the necklace of the contemporary woman. 
And because we need to have some options to 
choose from, the Iconica necklaces come in all 
rose gold and in a gold version where the big-
gest link is encrusted with dozens and dozens 
of diamonds. As would be expected in Pomella-
to attitude, this work is treated with the utmost 
detail, as each diamond is in its different size 
and they are meticulously combined in a har-
monious pattern, to complete what is a natural 
layout of stones. 
For those who might prefer to embellish their 
bare wrists, the Iconica bracelet follows pre-
cisely the same line of thought that led to the 
design of the necklace. By combining a series 
of oval links in slightly different sizes, the result 
is a delicate and classic piece, which stands out 
thanks to its diamond-encrusted link. The new 
ICONICA bracelet comes in the youthful tone 
that is rose gold and in three different sizes, for 

a sleeker or bolder look. With their eye on the 
future, the house has also released new ban-
gle bracelets, which have been slimmed down 
to match the sophistication of timeless tastes. 
The minimalism of the pieces is evident, as they 
stand out by the simplicity of the rose gold, 
topped with the irrefutable charm of diamonds.

It wouldn’t be a complete collection if we didn’t 
discuss the rings – the must-have accesso-
ry everyone owns. And if there is something 
Pomellato is known for, that’s their band rings, 
which have been around since the ‘70s. As 
many people might look for some color in their 
lives, the Italian house reimagined their staple 

piece and made it truly pop. The new ICONICA 
ring shines in every color of the rainbow with 
tiny little diamonds that take multiple shapes: 
stars, teardrops, navettes, triangles, and 
squares light up the rose gold band. The new 
colours just add to the enormous heritage of 
the fine Italian artisans, who have always been 
concerned for the future – both of fashion and 
the environment. The efforts done over these 
decades have come through, as Pomellato has 
been able to significantly reduce their environ-
mental impact by using only Responsible Gold. 
The fine material is sourced from only suppliers 
who respect scrupulous standards of sustain-
ability. All in all, it seems that the Italian house is 
made for the contemporary woman, who cares 
for both the planet, as well as the timelessness 
of their jewelry.

«THE TRADEMARK 
DETAILS OF THE 

POMELLATO ITEMS 
MAKE THEM EASILY 

IDENTIFIABLE, 
WHILE NOT BEING

IN-YOUR-FACE 
OBVIOUS – AND 

THAT IS A ROUGH 
DEFINITION OF 

QUIET LUXURY.»

A dream for the mere mortals, the philosopher’s 
stone for the beauty industry; stirring together 
state of the art scientific research and their un-
deniable know how in all things aesthetic, the 
luxury giant Chanel claims to be a few steps 
closer to that alchemical achievement with BOY 
DE CHANEL Anti-shine Lotion and BOY DE 
CHANEL gel hydratant fortifiant. 

BOY DE CHANEL, the beauty line launched 
by Chanel in 2018 targeting the specificities of 

masculine skins, has recently added these two 
new steps to their skincare routine. Inspired by 
the freedom of a naked skin, these products well 
embody the spirit of BOY – which stands for Be 
Only You. Even though the romantics out there 
can argue (very reasonably) that this is another 
ode to Boy Capel, the love of Coco Chanel’s life 
and timeless reference of masculine youthful-
ness and style. These promising water-based 
gel formulas elegantly bottled in two different 
shades of midnight blue glass, used either sep-
arately or as elements of the same regimen, aim 
to repair the skin hydrolipidic barrier often dis-
turbed by constant shaving and daily environ-
mental aggressions, offering profound comfort 
as well as measurable skin improvements. 

With a formula that combines hyaluronic acid, 
vegetable glycerin, annatto and an exclusive 
potent anti-oxidant principle extracted from 
green coffee beans cultivated in the open-
air Chanel laboratories in Costa Rica, BOY 
DE CHANEL Anti-shine Lotion will mattify 
and energise even the most sensitive 
skin. Especially developed for oily skin, 
it should be ideally used in the morn-
ing, to immediately reinforce the 
skin barrier, helping to strengthen 
its defence mechanisms and im-
proving the overall aspect. Ac-
cording to studies conducted 
by Chanel, after two weeks of 
use there’s a 70% increase 
in skin opacity, 44% more 
luminosity, 24% reduc-
tion of pore visibility 
and 25% more skin 
uniformity. This data 
was obtained from 
the clinical eval-
uation of 22 men of 
Asian origins with oily skin 
and visible skin pores. 

The lotion should be lightly massaged onto 
the face from the center outwards and small-
er doses reapplied with more pressure in the 
areas that require further mattifying. While the 
anti-oxidant component acts as a skin barrier 
protector and promoter of youth, the annatto will 
target directly the sebaceous glands in deeper 
layers of the skin, regulating the production of 
sebum, therefore reducing the visibility of pores, 
which gives the skin that uniform, immaculate 
look. Even before the pleasure of the results 

kicks in, the contact with BOY DE CHANEL 
Anti-shine Lotion is utterly enjoyable from the 
moment the eye meets its exquisite bottle. But 
when the skin gets to meet its fluid, light, slightly 
perfumed, instantly absorbed texture... it is love 
with no undesirable residues attached. No, not 
even on the beard.

BOY DE CHANEL gel hydratant fortifiant is a 
cocktail that blends after-shaving lotion, mois-
turiser and make up primer in one green scent-
ed formula of freshness. Its most praised feature 
is beyond doubt the fondant gel crème texture, 
that despite of proving a rich experience for 
the senses, is absorbed quickly and leaves no 
traces behind. The gel hydratant fortifiant when 

applied on a freshly shaved skin, reduc-
es irritation, discomfort and the 

sensation of dry skin. The 
transparent finishing 
effect makes the skin 

feel so naked and strong 
that it can be used by itself, 

requiring no other products 
to lock in the moisture. It can 

also be applied on the beard, 
following the hair growth, to 

help hydrating and grooming. The 
product is so smooth on the skin it 

even provides a great base for BOY 
DE CHANEL Le Teint, in case make up 

is a desired next step.

And on this note, the brand that approach-
es beauty as a matter of style rather than a 

matter of gender, also offers specific videos 
dedicated to BOY DE CHANEL on their You-
Tube channel. These are mainly grooming tech-
niques and make up tutorials filled with insider 
tips on how to make best use of this beauty line, 
with skin and face styling options that go from 
the most natural looks to the most sophisticated 
or flamboyant ones.

«A FORMULA THAT COMBINES 
HYALURONIC ACID, VEGETABLE 

GLYCERIN, ANNATTO AND AN 
EXCLUSIVE POTENT ANTI-OXIDANT 

PRINCIPLE EXTRACTED FROM 
GREEN COFFEE BEANS CULTIVATED 

IN THE OPEN-AIR CHANEL 
LABORATORIES IN COSTA RICA.»

Firm softness, uniformity, freshness, energised 
luminosity, are characteristics that often come to 
mind when one tries to define the perfect skin. 
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