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By JULIE NAUGHTON

IN ITS THIRD LUXURIOUS and somewhat idiosyn-
cratic acquisition in less than a month, the Estée Lauder 
Cos. Inc. has signed an agreement to purchase artisinal 
fragrance brand Editions de Parfums Frédéric Malle.

The deal is expected to close in January. Terms 
were not disclosed, although Malle’s business is esti-
mated at roughly $16 million wholesale.

The Malle acquisition joins new siblings Le Labo, 
an irreverent artisinal fragrance brand that Lauder 
acquired on Oct. 15, and upscale skin-care business 
Rodin Olio Lusso, which it bought last week.

Lauder appears to have entered into an acquisi-
tion battle with L’Oréal, which has snapped up Carol’s 
Daughter; NYX Cosmetics; Sayuki Custom Cosmetics; 
Brazil’s Niely Cosméticos; maker of Chinese facial 
masks Magic Holdings International Ltd.; Decléor, and 
Carita this year, although L’Oréal’s acquisitions seem 
to be larger and more expensive deals than Lauder’s.

Earlier this week, Fabrizio Freda, president and 
chief executive offi cer of Lauder, revealed to analysts 
that while fi rst-quarter profi ts plunged 24.1 percent, 
the company’s brands are growing, and he doesn’t 
plan to sacrifi ce innovation. “We expect to generate 
sales growth of 5 to 6 percent this fi scal year, with a 
signifi cant contribution coming from MAC and our 
midsize brands,” he told analysts. “To maintain our 
steady annual growth, we are driving our portfolio on 
two main fronts. We are strengthening and expanding 
our existing brands to keep them relevant in all our 

SEE PAGE 5

TOUGH BALANCE

H&M Pushes Growth,
Talks Sustainability

Lauder on a Spree,
Buys Frédéric Malle

SEE PAGE 9

For the past three years, brow bars have been 
prominent players in the beauty service revolution 
at retail. The art of shaping brows started as an 
afterthought at home, and has since evolved into 
a fashion essential and a $143 million business in 
U.S. prestige sales. For more, see page 6. 
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GRAND FETE
BEYONCÉ, LIONEL RICHIE AND MORE TURNED OUT AT 

GRAND CENTRAL TERMINAL TO CELEBRATE THE OPENING 
OF TOPSHOP’S FIFTH AVENUE STORE. PAGE 10

FLY BUY
GETTING AIR TRAVELERS TO BUY MORE WAS A KEY THEME OF THE 
TAX FREE WORLD ASSOCIATION MEETING IN CANNES. PAGES 8 AND 9

By SHARON EDELSON

NEW YORK — H&M’s ambitious agenda — which 
includes expanding its product offerings, creating 
another stand-alone brand and opening more and 
more stores worldwide — may seem at odds with sus-
tainability and human rights. But not to Karl-Johan 
Persson, managing director of Hennes & Mauritz AB.

The Swedish retailer this year will open nearly 365 
stores — almost one for every day of the year — and 
the size of those stores is increasing. At a time when 
retailers such as Wal-Mart Stores Inc. and Target  
Corp. are building smaller units, H&M in June un-
veiled a 57,000-square-foot fl agship on Fifth Avenue 
and 48th Street here, and a 63,000-square-foot unit will 
bow on West 34th Street here next year. H&M deliv-
ers dozens of new styles daily to its stores, a massive 
logistical effort repeated 3,388 times around the world. 

Persson defends the retailer’s seemingly endless 
quest for growth — even as he acknowledges most 
consumers have enough “stuff.” In his view, H&M 
needs to grow because “consumption creates lots 
of jobs. To consume less of everything could have a 
negative effect on the economy. Sometimes, when 
we’re speaking about fast fashion, it’s connected to a 
negative impact on the world. The customer is getting 
good value for their money. It creates taxes and jobs 
in developed countries and creates a lot of jobs in the 
developing world. The one thing is the environment. 
The right response is to continue consuming, but to 
consume from companies that are responsible. Tesla 
is a great example. They’re cracking the code.”

Of course, Persson believes H&M is another re-
sponsible company. “On the environmental side, we 
want to continue to grow while respecting planetary 
boundaries,” he said. “We have to change how fashion 
is made. We have to make more with less. We have 
to go from a linear model to a circular model. We re-
cycle in all stores the H&M brand and other brands. 




