
By MEREDITH DERBY

NEW YORK — After nearly two years, Holly 
Dunlap’s partnership with Kellwood Co. is 
coming to an end.

Dunlap’s Hollywould brand, purchased 
by St. Louis-based Kellwood in December 
2006, is now on the block, and as a result, 
the label’s operations are on hold until a deal 
is reached. According to a statement from 
Kellwood, the firm and Dunlap, who holds 
the title of creative director, “have mutually 
agreed to explore a range of strategic alter-
natives for the business.”

Specific reasons behind the decision to sell 
Hollywould remain unclear, but the $1 billion 
Kellwood has seen a shakeup in the past year.  
In February, Sun Capital launched a hostile 
takeover of the firm and appointed a new CEO, 
Michael Kramer, in July. 

 Kramer appears to be more focused on 
building Kellwood’s larger apparel brands, 
such as Baby Phat, Sag Harbour and Vince, 
than working to grow a small footwear 
brand. 

“It was a matter of our size. [Kellwood is] 
such a huge company. They acquired Hol-
lywould and realized how small we were,” 

Dunlap told Footwear News in an interview. 
“My hope is that someone will buy us that 
will really put the time, money and energy 
into growing [Hollywould and] focus on 
growing it big. We’re a small fish in a big 
pond right now.”

At the time Hollywould 
was acquired by Kellwood, 
analysts pegged the un-
disclosed purchase price 
at between $5 million and 
$10 million; both Dunlap 
and Kellwood would not 
reveal the brand’s current 
revenue figures. 

It’s likely that the economic 
malaise led to Kellwood’s de-
cision to divest Hollywould, 
said retail consultant Em-
manuel Weintraub, whose 
firm bears his name. 

“In this current environment, you have to 
have a core set of companies that you can 
afford to put money on. Kellwood had a lot 
of companies and they are — for reasons 
best known to themselves — getting rid 
of the ones that aren’t going to add value 
or have a good future for them,” Weintraub 

said. “It’s hard for big businesses to man-
age small businesses. ... It’s a drain on 
management’s time.”

Regarding potential buyers, Dunlap said 
she could not afford to buy back the brand 
she founded in 2000, but about 10 firms 

have shown interest in Hol-
lywould since Sun Capital 
acquired Kellwood. “I would 
love to have someone who 
knows the shoe business 
and can really build this 
into an international shoe 
business,” she said. “Shoes 
are still 70 to 80 percent of 
our business. They’re still 
what we’re known for and 
the area that has the stron-
gest growth potential.”

Specifically, there are 
two potential buyers that 

Dunlap said she would be excited to see as 
owners. One is a branded lifestyle company 
with shoes, bags and clothing, and the other 
is a shoe brand.

Meanwhile, Dunlap explained that because 
of plans to sell the label, Hollywould is not 
shipping spring product and has halted prior 

plans for retail expansion. In part, she said, 
that’s so “going forward, this [new owner] 
will have a fresh start with Hollywould.” 

The brand currently operates one retail 
store in New York’s Nolita neighborhood, but, 
as previously reported, had been eyeing lo-
cations in Los Angeles, Dallas and Miami, 
among others, for late 2009.

Kellwood and Sun Capital executives were 
not available for additional comment. In the 
statement, Kellwood said, “During Holly-
would’s two-year relationship with Kellwood, 
Ms. Dunlap successfully worked to develop 
her vision of Hollywould as a contemporary 
luxury brand providing feminine and fun 
footwear, apparel and accessories with all-
American appeal.”

Kramer added in the statement, “We are 
deeply appreciative of the creative passion 
and vision that Holly Dunlap brought to Hol-
lywould and to Kellwood and wish her every 
future success.” 

For her part, Dunlap is optimistic Holly-
would will continue to thrive. “I’m excited 
about the future of the brand. This is going 
to be the best for the brand,” she said. “This 
is a good decision for everyone involved. It’s 
been great working with Kellwood.”

Hollywould Up for Sale, Brand on Hold
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Hollywould founder Holly Dunlap.

By JOCELYN ANDERSON

NEW YORK — Bloomingdale’s Big Apple 
flagship is ramping up its commitment to 
men’s footwear.

The newly renovated men’s floor on the 
lower level of the store boasts a major ex-
pansion of the shoe department, which 
opened late last month. The department 
moved locations to a higher-traffic area and 
increased in size from 14 chairs to 40-plus 
chairs.

“We view ourselves as having an opportuni-
ty to really develop the men’s shoe business,” 
said Dan Leppo, VP of men’s furnishings, 
shoes and sportswear at Bloomingdale’s. “We 
feel we are underpenetrated in it and we have 
an opportunity to bring something special to 
the floor and bring a different point of view 
than any of our competitors.”

In addition to adding square footage, the 

retailer also enhanced its offering. “We in-
creased the selection of almost every brand 
on the floor,” said Leppo. “We also increased 
the average depth of every SKU we were car-
rying. It’s an investment. We are really trying 
to build this business.”

Along with its classic mainstays such as 
Bruno Magli, Bally and Zegna, Bloomingdale’s 
recently added other brands to the mix, in-
cluding Gordon Rush, Sutor Mantellassi, Nar-
rative, Paraboot and A. Testoni.

The retailer also introduced Ferragamo’s 
ultra-high-end line, Tramezza, as part of its 
combined Ferragamo sportswear and shoe 
shop-in-shop — the only one in the U.S. 

“It’s our largest men’s shop-in-shop in terms 
of shoes,” said Tony Costello, SVP of men’s 
sales at Ferragamo. “We basically wanted to 
communicate our brand identity more effec-
tively as [Bloomingdale’s] high-end resource 
for footwear.”

So far it’s working, said Leppo. Ferragamo 
sales have been up by more than 50 percent 
since the reopening. Such figures provide 
high hopes for what is sure to be a tough holi-
day season.

“Anybody who doesn’t think it’s going to be 
a little bit of a challenging holiday season is 
putting their head in the sand,” said Leppo. 
“But I think we’ve built a floor that will convert 
our customer. As long as we give them excite-

ment and events and products, we will have 
an OK Christmas.”

The store plans to hold events once a week 
to boost excitement. Adam Derrick, creative 
director and designer for To Boot New York, 
recently hosted a trunk show there. He said 
Bloomingdale’s has doubled the SKUs of his 
brand and given it increased prominence.

“It’s like night and day,” said Derrick. “Actu-
ally, now it’s day because it’s so bright, open  
and airy there.” 

Bloomingdale’s revamped sneaker depart-
ment bowed in January 2007, along with the 
No. 59 Metro men’s sportswear and denim 
department on the subway level. Leppo said 
Converse by John Varvatos, Puma Black Sta-
tion and Nike have all been bestsellers there.

The finished sportswear section on the 
lower level is scheduled to open in January, 
and the shirt, tie and accessories section on 
the main floor will open in June.

Bloomingdale’s Expands Men’s Footwear Dept.

Bloomingdale’s revamped men’s shoe department.
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