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M AMERICA

L'Officiel Austria flew to New York Fashion Week upon the invitation of none other,
than Myr. Tommy Hilfiger himself. During our one-on-one interview with the
legend himself, at his corporate headquarters at 285 Madison Avenue, we explored
his definition of “all-American style”, spoke about his new and upcoming brand
ambassadors and reminisced over his best and worst, business decisions. As the grand
finale of our trip, we attended his breathtaking Fall/Winter 2024, runway show,
which took place at Grand Central Station’s Oyster Bar.

What a “New York Moment”, indeed!

By ANNA ZNAMENSKY

L'O: Mr. Hilfiger, you are one of the pioneers of what is referred
to as “all-American style”. What does “all-American style” mean to
you, and how would you personally define it? How does the “all-
American style” differ from other forms of style/fashion?
Tommy Hilfiger: It’s different for me than it is for maybe
for other people, so I will speak to the American style as it
relates to the Tommy Hilfiger Brand. It’s happy, all-American,
with a cool twist. We call it American classic cool, or classic
American cool, either way. But it is what I established almost
40 years ago as a preppy classic line with a twist. I wanted to
create something that would be different, than what was out
there at the time. So, I created a preppy look that was more
fashion-forward and more style-conscious. It evolved into
a global lifestyle brand, and now we are all over the world.
We’re in Men,- Women,- Children,- Fashion, Accessories,
Fragrance, throughout everything. We are continually evol-
ving the brand every season. This season we are elevating it
into a slightly more sophisticated look, and we’ll be moving
away from streetwear. It was such a big trend recently, that
we had established in a big way in the 90s. We are a bit more
refined, I guess you could say.

L' O: Tell us a little about your current collection in terms of ins-
piration and special features.

TH: Inspiration comes from, I think, the world as we see
it. It’s sporty, it’s preppy, it’s nautical. I would say thought-
ful in terms of comfort and in terms of fabrication. The
silhouettes are newly shaped, and they can be worn from
day into evening, so it is quite versatile. It is affordable
and wearable.

L'O: You are very experienced in harnessing the powers of cele-
brities (. Zendaya & Lewis Hamilton collaborations, to name a

few) and incorporating them into your brand. What has been your
Javourite collaboration to date, and why?

TH: [ think, the Gigi Hadid collaboration was inspiring. Gigi
herself was very involved with the design, and she was a great
face of the brand. She still is a part of our family, but the new
one coming up with Sophia Richie in 2024 and 2025 is going
to be super exciting as well. She has amazing taste, and she’s
excited about doing it, so I think we have a great new one
coming. She is an embodiment of our Style.

They both are California gitls, so there are a lot of similarities.
But the Zendaya Collaboration was also phenomenal. Working
with Zendaya was great.

L' O: Where do you see the future of your brand? Is there anything
you are still hoping to achieve?

TH: I think there is no end to what we can do, so I'd like
to continue to build it into that global lifestyle brand I men-
tioned, and we haven’t completely finished the home area yet,
so that’s a real dream and focus of mine. To create that home
collection that has everything from furniture to silverware, to
flatware, to tabletop, everything.

So, we continually evolve the brand and the messaging. From
being very youthful to a bit more sophisticated with more refi-
nement and maybe more class with the fabrications and the
shapes and the looks. So that we don’t abandon one customer
base to reach for another. We have to span both. We've been
very fortunate to be able to hold onto the youth but also never
let go of the customers of my generation.

L' O: When it comes to your career, what has been the best and
worst business decision you have ever made?

TH: The best business decision I ever made was to take
in partners who had talents that I didn’t have. We took in
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a partnership with a man from China who own factories,
and that was one of the best I ever did. The worst decision
I think I ever made it think was to overexpand my retail
business when I was in my 20s. Because it led to bankrup-
tcy, and I didn’t really know how to run a business, it was an
eye-opener and a big lesson. So that was the worst decision
I ever made, but it turned into a benefit because it forced me
to really understand how to run a fashion business.

Ilearned a lot from that, and also, I never went to college
because I started my business when I was 18 years old and
in reading about other successful entrepreneurs, mainly

Preppy chic, all-American style. A tribute to New York City that
marks Hilfiger's return to classicism, but with a touch of the 90's
era, in the form of rugby, blazer, chinos and varsity jackets —

casual American sportswear at its best. Strong blazers and long
coats are complimented with short, pleated, school-girl uniform
type skirts with belt details.
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out of silicon valley, Steve Jobs with Apple, and Bill
Gates with Microsoft; they also never really completed
their college education or ended up with diplomas, so I
think that I used to look at that as an embarrassment that
I never went to college, but I look at it now as a benefit,
because if I've gone to college, maybe I would not have
started my business.

L O: What does luxury mean to you personally?
TH: Time is a luxury. And luxury is also spending family
time. I like that.
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