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it never hurts to be a little
daring, as two new accessories
collections prove, using vibrant
hues along with a perfect

dose of feminine flair. Here,
AG Limited Editions’ allizator
and Swarovski crystal bag

and Vouelle's silk satin and
feather shoe. For more fresh
accessories designers, see
pages 6 and 7.
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Crisis at Mervyns: Gredit Concerns Mount Over Economic Woes
: By Vicki M. Young foeused on the possibility of a prices, job euts and tight eredit.
% Lenders and eredit analysts bankruptey filing. “We are currently advising

are jittery about the Mervyns, based in Hayward, all clients to hold orders,” Bob

B future of Mervyns, the $2.5 Calif,, has been hurt by the Carbonell, chief eredit officer for
& billion moderate-price regional housing implosion in that state, Bernard Sands, a credit-checking
B department store chain. and its core customers are being  firm, said Friday.
g Industry speculation squeezed by rising gas and food See Mervyns, Page 14




Bond No. 9 Revisits Warhol

iche fragrance marketer Bond

No. 9 is going back to Andy
Warhol’s pre-Pop years in New York
with Andy Warhol Lexington Avenue,
the third scent in the brand’s Warhol-
inspired fragrance collection.

The scent is named for the loca-
tion of one of Warhol’s first apart-
ments — at 242 Lexington Avenue in
Manhattan’s Murray Hill neighbor-
hood — and its bottle fea-
tures a collage of colorful,
high-heeled shoes, graphics
that were .inspired by the
shoe ads he sketched early
in his career.

The fragrance will be
launched next month, when
the artist would have turned
80 years old.

“We wanted to go back to

Warhol’s beginniﬂgs Andy Warhol Lexington Avenue.

BEAUTY BEAT

for his birthday,
so we looked
at the sketches
he did when he
first got start-
ed,” said Bond
No. 9 founder and chief executive
officer Laurice Rahme. “It made
sense to link shoes and fragrance to-
gether, since both are two accessories
women care most about. Shoes are
like fragrance. It’s very personal yet
feminine and fun.”

Andy Warhol Lexington Avenue
will be launched in the U.S. at Bond
No. 9 boutiques, Saks Fifth Avenue
and museum gift shops. The fra-
grance will be rolled out a month
later to 20 markets, including the
U.K., where it will be carried by
such retailers as Harrods, Harvey
Nichols and Selfridges.

The scent, an eau de parfum, is
described as a floral-woody chy-
pre. It was blended by Claude Dir
of Givaudan and is composed of
ton notes of blue evoress. fennel

and cardamom:; middle notes of
pink peony, Florentine orris, creme
briilée and pimento berry, and base
notes of patchouli and sandalwood.

The fragrance will be available in
two sizes, a 100-ml. bottle for $195,
and a 50-ml. size for $135.

For holiday, Bond No. 9 will in-
troduce an Andy Warhol Lexington
Avenue limited edition set in a fi-
berglass shoe, which will
feature three 50-ml. pure
perfumes in white, fuchsia
and lavender bottles. The
shoe set will be introduced
in November and will retail
for $1,100.

As it did for its second
Andy Warhol fragrance,
called Union Square, Bond
No. 9 will again partner with
Warhol jewelry licens-
ee Robert Lee
Morris, who
will ereate 400
limited edition
sterling silver
necklaces fea-
turing four shoe pendants, also in-
spired by Warhol’s shoe sketches.
Pendants will feature an engrav-
ing of a Warhol quote that reads:
“Beauty is shoe, shoe beauty,” as
well as the Bond No. 9 logo. Andy
Warhol Lexington Avenue bottles
that come with the necklace will
retail for $575.

According to industry sources,
Lexington Avenue could generate
up to $3 million in first-year whole-
sale sales volume.

A print ad campaign for the
scent is scheduled to appear in
September issues of W, Interview
and The New York Times. The vi-
sual was photographed by Duane
Michals in 1958 at Warhol’s 242
Lexington Avenue home.

— Michelle Edear






