


Last September, Versace was purchased for US$2.1 bn (€1.83 bn) by 
the American Michael Kors. One could reflect on the fact that yet an-
other icon of Italian fashion has ended up in foreign hands, or more 
generally, on the inclination of a luxury industry that seems hell-bent 
on creating conglomerates. Kors’ Chief Executive, John Idol, reassures 
that Donatella Versace “will continue to lead the company’s creative vi-
sion. I am thrilled to have the opportunity to work with her on Versace’s 
next chapter of growth.” Once the buyout is complete, the new luxu-
ry group will have a different name: Capri Holdings. So perhaps Ms. 
Versace can take solace in the fact that her Medusa logo’s adoptive 
family will at least sound Italian.
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Versace has had long-standing revenues of 
700 million, with reduced profits and mar-
gins. Numbers that have not been sufficient 
in outfitting the company for battle in the are-
na of the fiercely competitive fashion indus-
try. According to Mr. Idol, the Versace brand 

had been “terribly under-developed”, but he 
promises that Capri will invest in 100 new 
stores as well as increase production. The CEO 
also forecasts that the combined annual sales 
of Capri, now equal to $6 bn, will increase by 
33 per cent to arrive at $8 bn.

Versace was purchased for €1.83 bn ($2.1 bn) by the American Michael Kors. 



Michael Kors, who dressed Michelle Obama as First Lady and has ac-
quired 800 retail stores, is listed on the stock exchange and has even 
become a TV personality thanks to Projet Runaway, the reality show 
with Heidi Klum. The Long Island-born designer has come a long way 
since the days of the film, The Devil Wears Prada. Miranda, alter ego 
of Anna Wintour, had her assistant schedule a meagre 15 minutes for 
Michael Kors’ party: “I want the driver to drop me off at 9:30 and pick 
me up at 9:45 sharp.”

Michael Kors founded the 
label in 1981. The company 

is headquartered in London, 
but MK is American in 

design, outlook, and spirit.



Donatella Versace, with her iconic platinum 
blonde hair, justifies her move, explaining 
that she would have been happy to sell to 
an Italian investor, but there were none to 
be had. And one could hardly blame her for 
not waiting it out. After all, in a world where 
large groups have a monopoly on luxury, it is 
not easy to exist in the market on one’s own. 
The French have understood this perfectly 
well. So well in fact that Pinault and Arnault’s 
proclivities to buy up brands has led some 
to label them as compulsive shoppers. Lvmh 
(Arnault) bought Pucci, Loro Piana, Fendi, 
Bulgari, and Acqua di Parma; while Francois-
Henri Pinault’s Kering has Frenchified Gucci, 
Bottega Veneta, Brioni, and Pomellato. Even 
so, the French are not the only ones mak-
ing purchases in Italy. Valentino has been ab-
sorbed by the Qatar fund Mayhoola, Krizia 
was bought by Shenzen Marisfrolg Fashion, 
and the group Gansu Gangtai Holding se-
cured 85 per cent of the shares of the exclu-
sive jeweller Buccellati.

Donatella Versace has been 
at the creative helm of the 

company for 21 years.



That being said, quite a few formidable Italian brands have been 
able to resist foreign absorption. Prada immediately made it 
known that: “We are not selling and we never will be.” Even Giorgio 
Armani, with its revenue of 2.5 bn, has dug its heels in. Other dis-
senters include Dolce & Gabbana, Ferragamo, Etro, Tod’s (Diego 
Della Valle), Alberta Ferretti, and Missoni, which however sold 
41.2 per cent to the FSI Mid-Market Growth Equity Fund. Then 
there is the case of Ermenegildo Zegna, which is completely 
swimming against the tide. Bucking the trend, it bought an 85 
per cent stake in the American brand Thom Browne. 

Ermenegildo Zegna is one 
of the world’s best-known 

fashion houses for men’s 
clothing and accessories.



Just because a number of Italian brands have finished up in foreign hold-
ings does not mean that the products cannot continue to be forged by 
Italian hands, or that the operation of the company cannot be led by 
Italian minds. An example is the brilliant CEO of Gucci, Marco Bizzarri. 
And at the management level, there are even instances of the opposite 
occurrence, such as the CEO of the jewellery giant Tiffany, Alessandro 
Bogliolo. In short, even though considerable investments are required 
to fight it out on the luxury world’s battle field, and thus large groups 
are required, hands and minds that are made in Italy are still a force to 
be reckoned with.

Kors’ chief executive 
John Idol reassures us 
that Donatella Versace 

“will continue to lead the 
company’s creative vision”.


