Milamore jewelry photograph by Jayson Silva

SEPTEMBER 15,2026

15

WWD

MEN'S

Todd Snyder Celebrates 15 Years With NYFW Dinner

Ben Ahlers and
Todd Snyder

@ The designer talks his capsule
collection with Lagavulin
and his vibrant spring 2027
collection, “Lagon dAzur”
BY JEAN E. PALMIERI

It’s been 15 years since Todd Snyder left

a steady paycheck as senior vice president
of menswear at J.Crew to create his own
eponymous collection. And he’s come a long
way since those early days in a tiny office/
showroom in Manhattan, where he and a

working,” Snyder said earlier

in the week at his showroom.

10 “But when I stop to take it
all in, it’s hard to believe. I

Alook from
the Todd
Snyder spring
collection.

small team developed a brand that set out to
modernize classic American menswear.

Now a part of American Eagle Outfitters,
which purchased the business for $11
million in 2015, Snyder consistently creates
new menswear staples that are sold in a
fleet of 24 stores around the country.

It was this history that the designer
celebrated Sunday night during a dinner
at Fasano Restaurant hosted by actor Ben
Ahlers and Lagavulin Single Malt Scotch
Whisky.

“I'm usually just heads down and

remember that tiny room
we had when we started,
iy but we’ve never lost that
I entrepreneurial spirit.”
And he’s still focused
on his mission, which is
3 to design wearable and
T affordable pieces for today’s
man. “That’s why we started
N in the first place,” he said.
“Everything was either crazy
expensive or crazy classic.”
He said looking back at
the last 15 years, he gets
“sentimental,” but knows
that his path is a sure one.
“I'm a much different person
than I was back then and
taste is built over time, but
I still look at the collection
as a foundation where I add
on layers and a patina every
season to give it character.”
At the dinner, he said that
he has remained true to those
“same core principles” that
put him on the map. “It took
time, it took craft, it took patience,” he said.
Snyder was introduced at the dinner
by Ahlers of “The Gilded Age” and “The
Village” fame; both men were born and
raised in Iowa. As an Iowan, Ahlers said
there weren’t a lot of people he could look
to as “guideposts” as he was working to
build a career, but Snyder was one of them.
Ahlers will be the face of Snyder’s latest
campaign, “Time & Craft,” which will
highlight the capsule collection he created
with Lagavulin for fall. The eight-piece

collection will come out in October.

Snyder and Ahlers visited Islay, Scotland,
where Lagavulin operates a distillery, to
shoot the campaign. “That’s the ethos that
drives the campaign,” Ahlers said, adding
that scotch, and fine menswear, take time to
create and cannot be rushed.

The dinner also served as a thank you
to the people who helped Snyder build
his business, from retailers to press to
his family. He thanked his wife, Proenza
Schouler chief executive officer Shira
Suveyke Snyder, and also recalled how his
two young daughters would run out onto
the runway during his bow to be part of
the action and support him.

What the dinner wasn’t, however, was a
spring 2027 collection preview. Although
there were a handful of models at the
cocktail hour prior to the seated dinner,
they were more like icing on the cake
rather than the main course.

But Snyder did design a full collection for
the season that he titled “Lagon d’Azur,” or
“Blue Lagoon.” The line featured a relaxed,
romantic vibe intended to be the ideal
summer wardrobe for an American abroad.
In a preview with WWD, Snyder showed a
range of three-button sack jackets, printed
island shirts, high-waisted Hollywood
trousers and suede utilitarian field jackets.

The collection featured a range
of washed and faded colors such as
azure, papaya and madder red that
complemented the darker chocolate
brown and black hues. “It’s much more
color than I've done in the past,” he said.

Snyder described the collection as
“nonchalant,” with its longer linen cargo
shorts, Shaker sweaters, mesh tanks and
soft tailoring. But there was also a taste of
formalwear with a sueded linen double-
breasted tuxedo and voile shirt.
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George Inaki Moves Milamore Forward

® The CFDA/Vogue Fashion
Fund finalist staged Milamore’s
first NYFW presentation.

BY THOMAS WALLER

Rust, kintsugi, matcha and diamonds:
George Inaki’s first New York Fashion
Week presentation for Milamore was less
a traditional jewelry showcase than an
invitation into his world.

Staged as part of his turn as a 2026
CFDA/Vogue Fashion Fund finalist, the
intimate affair brought together a rusted
full moon artwork by Tsuyoshi Suzuki,
kintsugi pieces by artist Makomako
and tea master Keiko Kitazawa, who
served matcha from a Raku tea bowl.

The overarching idea, Inaki said, was
“mended, not broken.”

“I wanted to create a Japanese
experience without being too traditional,”
said the Manila-born designer, who grew
up in Japan and now lives in New York.
“For me, New York is about being mixed,
being edgy.”

It’s a lived-in collision for Inaki — Manila,
Japan and New York — and increasingly
fertile territory for the designer, who
founded Milamore in 2019. Ideas of repair,
reinvention and imperfection have long
coursed through his jewelry, but after a
tumultuous year personally, they have
taken on greater resonance.

He pointed to his Victoria ring. “It’s my
divorce ring,” he said, explaining that he

melted down his engagement ring and
wedding band to create it. Nearby was
a new kintsugi heart pendant set with

natural diamonds.

“I think it’s more transformation,” he
said. “Because of that, I really understood
myself. And also, I feel like because of that,
I really understand where I want to go.”

That idea can be mechanical, too.
Milamore’s Hassou collection, launched
in 2025, takes its cue from chie-no-wa, a
traditional Japanese interlocking puzzle.
Sterling silver links accented with 18-karat
gold and natural diamonds can be
detached and reconnected, allowing the
jewelry to change configurations. Prices
range from $780 to $10,600.

Developing the mechanism took two
years and required age-hardening the
sterling silver. The unlikely laboratory? A
pizza oven.

“I always laugh when I think about it
because that’s what being a small brand is
like,” Inaki said. “We don’t have million-
dollar equipment, so we use everyday
tools to make ambitious ideas happen.”

Those ambitions are also moving
beyond jewelry. Monsieur Ifiaki, his
clothing project launched in North
America this year with one-of-a-kind
Aloha shirts made from upcycled vintage
kimonos, expands for spring 2027 into a
mini collection of silhouettes. Two special
shirts at the presentation traded the line’s
usual synthetic pearl buttons for natural
Akoya pearls and diamonds.

George Inaki's Milamore jewelry
with Monsieur Ifiaki shirting.

Next spring, Monsieur Ifaki is slated
for its official New York launch with an
exclusive pop-in at Bergdorf Goodman,
featuring the full collection and pieces
made especially for the retailer.

“The shirt brand is my alter ego,” Inaki
said. “I want to be more fun. I want to be
more sexy.”




