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RATHER THAN SIMPLY AIMING TO SELL GARMENTS, FASHION RETAILERS ARE INCREASINGLY TRYING TO CREATE COMMUNITIES 

One of the best things about online retail is that a webstore that has a dedicated social media manager can easily foster a community: it’s easier to talk to strangers online. However, lately brick-and-mortar stores, too, have been exploring strategies that would allow them to bring their customer base together and encourage bonding over shared interests – in real life. Prada and Hermès, for instance, have experimented with pop-up members’ clubs in London and Shanghai, respectively. More permanent establishments are now finding their way into the fashion retail scene, too.

At Slowear18 store in Milan, the new Mixology Bar serves Milanese aperitivo, boasts special personalized drinks and sells exclusive wines and spirits. Every evening, the space that is home to selected international avant-garde brands for a young urban clientele is transformed into a hip nightlife spot.  

Some stores offer less hedonistic and more active options. The cult streetwear brand Supreme created an elevated skateboarding bowl for its skaters’ community inside its new space in San Francisco, following the success of the one at its Brooklyn store. Pushing the boundaries of retail, the second multibrand store Unknwn, co-founded by basketball superstar LeBron James, Jaron Kanfer and Frankie Walker Jr., opened in Miami Wynwood last December. The store features a retail space and an open-air courtyard with a colorful basketball-court-cum-cultural-hub for customers to play a game of their favorite sport and mingle. And the L&T store in the heart of Osnabrück in Germany has gone even further and installed an indoor surfing pool with a standing surf wave where customers young and old can learn to surf together.

[bookmark: _GoBack]As these examples show, community-building activities can vary. However, one thing that unites all the aforementioned cases is that these activities are not about fashion. It might seem daunting to a fashion retailer to venture into less familiar territories, but it pays off: if you tap into your customers’ interests outside of the framework of your usual interactions, they are likely to come back for more. Start by asking your clients to fill in a simple questionnaire discussing their interests outside shopping: this data will help you to come up with ideas for community-building initiatives. They don’t have to be costly: sometimes a series of film screenings followed by drinks and games of Scrabble can do wonders for human bonding. 
