SURVIVAL STRATEGIES AND TIPS FOR THE FUTURE

Quan, FIT

The brand message must deliver on health safety with full clarity and no ambiguity.
A laser focus on expense mitigation must be fostered to balance the shortfall of revenue. It is critical for fashion brands to deliver the message of HOPE (Health, Optimism, Positivity and Empathy) to their customers.

Moylan, Fashion Snoops

It’s imperative to not come off as pushing product. In light of the pandemic, speak to customers from a lifestyle perspective and offer wellness tips, recipes or workout classes.

Neves, Farfetch

We have launched a comprehensive initiative called #SupportBoutiques to help small businesses by: 

• driving incremental volume to their products through prominent placement in our marketing messages, social media, homepage and visual merchandising 
• lifting certain service level obligations and lowering other fees involved in using our platform 
• when they cannot guarantee the safety of their staff, offering to move their inventory and fulfilling their orders from one of our Fulfilment by Farfetch facilities, and waiving our customary fees for such services.

The sudden repatriation of billions of dollars of Chinese demand cannot be adequately serviced offline, which means exposure to China will continue to be absolutely strategic for our brand and retail partners. GTV (‘Gross Transaction Value’) from the China region grew faster than the overall marketplace throughout the crisis to date. From February 1, the China region growth rates have accelerated and are now rising faster than during all of 2019.


Hovman, Katharina Hovman

I saw my customers, mostly designer boutiques, [were] very creative and busy during the lockdown! They use Instagram, build small online shops in a short time, organize delivery services, etc. This works because they have a very good relationship to their customers. 

When the lockdown started, we worked with our customers to reduce their Winter order in a responsible way, and gave them better payment conditions. We have to stay together!


Ström, Mini Rodini

We have reduced production for the A/W season, chosen to invest more in our own e-commerce business and increased our activity level there.

Farrell, Eastman

We have ongoing programs with our partners on new sustainable fabric collections. We are also using this time to help continue our awareness and education program with our mill partners on the importance of sustainability.

Ding, DFO International

If you have ATS (available-to-sell), consider moving it to China; stores are seeking immediate goods as they slowly get their cash-flow back from the contraction in Q1. Also, seek co-branding opportunities, such as crossover collaborations, to raise the visibility of your brand. 


Tillmann, Premium Exhibitions

At the beginning of the pandemic, we promised our exhibitors to let them out of the signed contracts and to fully reimburse the space already paid for. In return, we were able to experience the same support and encouragement when we had to cancel all our events due to government regulations. Our maxim: You can reach your goal quickly on your own, but you go much further together.

Schmidt, Messe Frankfurt
It is vital to be in close contact with customers and partners. We use our social media channels, through which a lot of exchange takes place, as well as our newsletters. We have also participated in some webinars in the past few weeks. And reporting in the trade press about short interviews and statements is extremely important.

Grieder, Tommy Hilfiger Global and PvH Europe
As stores gradually re-open around the world, we are balancing strict health & safety measures while creating the best possible in-store brand experience. 
Lanowy, Alberto

When we reopened our store, it was soon clear that the clientele that had normally planned a trip to New York was now focusing on cycling, golf, hiking and going to the beer garden. They need clothes for this and the cost of six pairs of new trousers is still much less than the flight to New York. 

Bentivegna, FIT

Retailers that already have a strong e-commerce presence, like Nordstrom, will prevail. Curbside and contactless pickup will rise. Contactless checkout and customer service should be the key areas to focus on. Providing a more secure experience will help a retailer maintain their customer base. Consumers will want to feel appreciated by retailers; now is therefore the time to ramp up CRM programs and personalized messaging.


Broome, Ubamarket

The implementation of retail technology holds the key to building the future of retail, one that supports our new shopping habits. The world won’t go back to how it was – people will be more hygienic and convenience-conscious, and retailers will be looking for ways to adapt to the shift in consumer behaviour.

Lerner, Michael Stars

We started using our sample sewers’ time to make non-medical masks for healthcare facilities. It has created a lot of brand buzz, which fuelled a surge that tripled our e-comm business. People were rediscovering us every day. The PPE initiative also allowed us to offset some of the loss we saw due to our specialty store business closures. 

Pons-Quintana Palliser, Pons Quintana

We are helping our multibrand customers with payment terms and assuming part of the potential losses in our own margin. We also need to think of our suppliers, who are in the same boat, too, to support the entire cycle.

Bungardt, LIEBLINGSSTÜCK

Consumers are looking forward to being able to go out again. Since holiday trips are likely to be cancelled this year, the shopping experience in their own countries should hopefully be all the more enjoyable and they will be supporting their local retailers.

Together with our trading partners, we want to generate a new kind of desire. Maybe sell-out notifications, instead of permanent availability due to high stock levels, can stimulate consumer interest!

At the beginning of the quarantine, many of our upcoming deliveries were postponed, streamlined or even cancelled in the interests of our partners and at our expense. 

Henze, DuPont

End consumers are now scrutinizing their spending more than ever. When they’re ready to make a purchase, they’re choosing brands that align with their values. It’s a great time to consider innovation in material selection for more enduring styles. Selecting quality, sustainable fabrics means garments will perform better over time.

To keep the end consumers engaged and devoted, transparency and trust are essential. 

Arakawa, Laforet Harajuku

Securing the safety of employees and customers, and creating an environment where people can shop with peace of mind will be a key element in attracting customers. I also want to continue to communicate the fun and fabulousness of Harajuku fashion.  


Team Double Double 

We’ve edited what we could [in the A/W20 collection] and kept our running costs low while keeping staff safe and employed. 

Keeping shipping prices competitive has retained our customers that don’t want to shop physically in the store. Moving forward, we are looking to expand our selection on lifestyle and homeware.

Morton and Leonard, Bitter Lemon 
We are continuing to market actively through PR activities, magazines and social media platforms with a view to promoting our unique, sustainable brands created by local designers and artisans in Greece. We are considering a ‘giveaway’ promotion to incentivise our customers. 
Jiang, Chop Suey Club

To sell stock, we need to get creative with our online marketing and get our customers to refocus on existing products rather than new ones.

Cartwright, IPR London
In the current climate, it is more relevant to be informing customers of a company’s charitable endeavours and brand values, rather than trying to sell a dress to somebody with financial anxiety in quarantine.

We have also been monitoring shopping patterns in countries that were first to go into lockdown, such as China and Italy, and observed the initial spending slump being followed by the rise of e-commerce and WeChat sales, in particular with the luxury goods market. Use this knowledge to guide your communications.

Musso, Space 2000 Spa

To enhance customer experience, we are focusing on reshaping our e-store and planning to launch a new retail concept.

Carey, Lenzing

Keeping a focus on health and safety [is key]. Hygiene Austria, a newly established company which is a joint venture of Lenzing AG and Palmers Textil AG, produces protective masks. Collaboration is the key mechanism during this pandemic.

Roselli, La Martina

We implemented our B2B platform to allow a more satisfactory and engaging experience. It allows us to share multimedia content and materials (e.g., for our partners’ own e-commerce platforms), offers solutions connecting their physical shops and our central warehouse, and many other features.


