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INTELLIGENCE

The Billionaire Who Backed Michael Kors Is Investing in Influencer Arielle
Charnas

Charnas, whose licensing deal with Nordstrom is ending, has raised $10 million from Silas Chou and
other investors to start a lifestyle brand headed by Naadam co-founder Matt Scanlan.

BY RACHEL STRUGATZ

AUGUST 15, 2019 05:18
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NEW YORK, United States — Billionaire tycoon Silas Chou made his name in fashion as an early investor in Tommy Hilfiger and Michael Kors.

His latest bet is on Arielle Charnas, an influencer with 1.2 million Instagram followers but no design experience.

Chou and his Vanterra Capital fund are participating in a $10 million funding round that values the Charnas brand at close to $45 million. Other
investors include Harry’s and Warby Parker backer Box Group, M3 Ventures, Silas Capital, Third Kind Ventures and Rent the Runway co-
founder Jennifer Fleiss.

The investment is one of the biggest secured by an influencer to date, and indicates that Charnas has ambitions far beyond her licensing
agreement with Nordstrom, which expires at the end of the year. The influencer has hired Matt Scanlan, co-founder and chief executive of the
cashmere brand Naadam, to turn her Something Navy brand into an independent business. Scanlan will remain at the helm at Naadam.

For now, Something Navy’s chief asset is its founder’s Instagram-famous face. Though Charnas employs a small team that works with her on
social media content, Nordstrom has handled the design, manufacturing and logistics involved in the brand’s apparel and accessories lines.
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Those collections have generated big sales for the department store, including $4 million in a single day last September. Shortly after,
Nordstrom Co-president Pete Nordstrom called Charnas’ collections the “most successful launches for any brand” at the retailer. Charnas’ final
collection with Nordstrom comes out in November. Chou and the other investors are gambling that her personal brand is strong enough to
stand on its own.

“She’s not a designer … neither was Ralph Lauren … Calvin Klein … [or] Tommy Hilfiger,” Scanlan said. “These guys were just style
merchandising icons. They understood the lifestyle that they wanted to position for people and they had a clear, concise vision of what that
looks like and could communicate that.”

Scanlan will hire between 12 and 20 employees in the next 18 months to build a direct-to-consumer “lifestyle brand.” The initial focus will be on
apparel, with 10 to 20 “core styles” dropping every 30 to 40 days at the brand’s online shop and, eventually, a network of her own brick-and-
mortar stores. Over the next few years, they plan to roll out accessories, home decor, childrenswear and beauty.

In striking out on her own, Charnas is taking on more risk; it will now be her and her investors, not a third-party retailer, who must grapple with
design and the complications that inevitably arise at any fledgling e-commerce operation, from cost overruns to production hiccups to the
inevitable flop releases. She also won’t be able to rely on Nordstrom’s marketing engine to get the word out about her products.
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Charnas’ Instagram account will therefore remain central to the operation. It will act as a platform to crowdsource ideas and present new
products, Charnas said. She added that she’ll continue to work with other brands and retailers, though she plans to scale back on the sponsored
content.

“I want to make girls that can’t be in the fashion industry and can’t afford runway designs to feel included,” she told BoF.

Even with a loyal fanbase, it’s still a gamble. Charnas is launching her business at a time when many of her fellow influencers are backing
businesses ranging from swimsuits to co-working spaces. Meanwhile, consumers bombarded with ads and sponsored content are growing
increasingly disenchanted with what they see on social media.

And Charnas herself has attracted controversy as her star has risen. Diet Prada accused Charnas of knocking off designers for her some of her
Nordstrom pieces, posting side-by-side photos on the fashion watchdog’s popular Instagram account. The New York Times published an article
last week detailing potential harmful effects of posting about one’s children without their permission. Charnas was not named in the story, but
took to Instagram to defend putting her family life on public display.

Charnas intends to work with an in-house team to create original designs. She said she won’t copy what comes down the runway but she’ll
continue to draw inspiration from “designers and runway and street style.”

The influencer’s evolution into proprietor of a lifestyle brand has potential to succeed, said Lauren Goodsitt, an analyst at Mintel. But
assembling a strong team is one of the most important steps in that transition, she said.

“[Fans are] looking at them as more than just, ‘Oh, these are the women who post pretty pictures on social media,’” Goodsitt said. “They’re really
becoming brands in and of themselves.”

Still, Charnas said she’s well aware she’ll need to fight the perception that being an Instagram fixture and a businesswoman are mutually
exclusive.

“So many people just don’t want influencers to succeed. I mean, they hate influencers,” she said. “It’s really hard to be an influencer and to gain
the respect from anyone in the industry, but I think that this is the time that we’re actually going to really show the effect that we have on the
customer. We are the future of fashion and the future of retail.”

Related Articles:

Is Arielle Charnas the Future of Fashion?

Influencers Are Investors Now, Too

The New Rules of Influencer Marketing

YOU MIGHT LIKE

https://www.businessoffashion.com/community/people/pete-nordstrom
https://www.businessoffashion.com/community/people/ralph-lauren
https://www.businessoffashion.com/community/people/calvin-klein
https://www.businessoffashion.com/articles/professional/how-weworewhats-danielle-bernstein-sold-nearly-2-million-in-swimwear-in-12-hours
https://www.businessoffashion.com/articles/professional/more-than-an-influential-face-how-social-media-stars-are-diversifying
https://www.businessoffashion.com/articles/professional/social-media-advertising-rising-costs-instagram-facebook
https://www.nytimes.com/2019/08/07/opinion/parents-social-media.html?searchResultPosition=19
https://www.businessoffashion.com/articles/professional/is-arielle-charnas-the-future-of-fashion
https://www.businessoffashion.com/articles/professional/influencers-are-investors-now-too
https://www.businessoffashion.com/articles/professional/the-new-rules-of-influencer-marketing
https://www.businessoffashion.com/2019/05/the-new-rules-of-influencer-marketing.html?source=bibblio
https://www.businessoffashion.com/2019/08/more-than-an-influential-face-how-social-media-stars-are-diversifying.html?source=bibblio


29 MAY 2019

The New Rules of Influencer Marketing

9 AUGUST 2019

More Than an Influential Face: How Social Media Stars Are
Diversifying

5 JUNE 2019

Live Event Wrap-Up: How To Maximise Your Influencer
Strategy

20 JUNE 2019

How Three Influencers Built Legitimate Fashion Brands

ADVERTISING

https://www.businessoffashion.com/2019/05/the-new-rules-of-influencer-marketing.html?source=bibblio
https://www.businessoffashion.com/2019/08/more-than-an-influential-face-how-social-media-stars-are-diversifying.html?source=bibblio
https://www.businessoffashion.com/2019/06/live-event-wrap-up-how-to-maximise-your-influencer-strategy.html?source=bibblio
https://www.businessoffashion.com/2019/06/influencer-brands-attico-midnight-00-toteme-elin-kling.html?source=bibblio
https://adclick.g.doubleclick.net/pcs/click?xai=AKAOjstvEZu2V97sCuCSIV-P4XuWAY_cXMQLB5If3oRm8xuKoVP5_7mfrdYE5FGwQB5m5eZd2VYUi4J6Obvu_CxjSWrVWdoVL78xwedmaj09kgO659PkzDsjJDoW7Ds8KtfGQaZHzCPBiXe4Ji8vCJYF4FR1Y4dmscUqbTKSC2HcnlxVN6HWGEzbUIBR9p4fHEZsFp9bC6IhCp6EKnT5c2xiwD2y20v5kAar7i33cf6ORaV-owgkUS7yYSy55fyjOs60dAnH_mtYnCm-xhUlWMs-fU2_fK0T2ko&sig=Cg0ArKJSzDyyIhwMjHr-EAE&urlfix=1&adurl=https://www.businessoffashion.com/articles/professional/hm-inventory-retail-supply-chain?int_source=direct&int_medium=houseads&int_campaign=hmcasestudy&int_content=ret

