Editorial 
Why has selling fashion to the broader market become more challenging?
Not taking into account upscale design and haute couture, it is a challenging time for selling branded mass fashion to the broader market. Selling branded fashion, especially high-margin jeans, to a huge global target group was easy business for over a decade, but it has become more and more complicated in recent times.

Why is this the case, and what can we do to boost business?

First of all, most mainstream fashion that is being created these days no longer serves as a status symbol. That role is now filled by cell phones and other electronic gadgets, along with sneakers and active, sports-related fashion. Iconic bags from high-end brands such as Louis Vuitton, Gucci, Prada, or Michael Kors are some of the only items to make it onto the younger generation’s wish list. Basic fashion items from Zara, Mango, H&M, and sometimes even Primark have been created very cheaply but make such a fashionable first impression that quality, longevity, and uniqueness are often not regarded as especially important.

More and more consumers see shopping and updating their wardrobes regularly in an affordable and visually acceptable way as a hobby. This affects sales.

Before we all sink into doom and gloom, let’s stop for a second and reflect on the fact that customers are still willing to pay an often hefty premium for an item they regard as special and desirable. They are also willing to pay for genuine service, know-how, and consultation. A perfunctory “Hi, how are you?” no longer constitutes effective service. Today’s salespeople must not only be motivated – preferably by means of incentives – but also well trained. Selling is an art and not a given talent. Detailed knowledge about the items they are selling, how to wash them, combine them, advice about fashion trends, and so on: all of this turns a simple sales person into a desired consultant. On the other hand, buyers have to do their jobs properly. Buying standard items just to minimize risk may be a dangerous move, as Zara and others of that ilk could offer the same item, only much cheaper. It is all about the identifying those iconic pieces, and prioritizing aspects such as the atmosphere of a store, the service, and the coffee, tea, or bottled water being handed to the customers. The right music, scent, and non-fashion products are also key these days. The WeAr Academy has created an online course for training sales teams. It is a small investment that will lead to groundbreaking results. Not only will your staff be more productive, they will also enjoy being trained well and will earn certificates that could advance their careers. You will find more information on www.wearglobalnetwork.com/trainings.

The season is starting again with its all-important shows. Look for the iconic pieces. They are to be found everywhere. And look forward to “Season’s Best” in our upcoming March edition, where we feature some of the most talented young designers from around the globe. Be different, act differently!

Last but not least, I would like to congratulate the three winners of the 2014 “Best Fashion Retailer of the World Award”:  LA-based American Rag, Hong Kong’s Lane Crawford, and Seoul’s Boon are sharing the prize. Three fine examples of power, passion, and dedication to fashion – congratulations!
Enjoy this issue and all the best for 2015.
Yours,
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