Feature

J Brand – How to Maintain Leadership

The Los Angeles-based premium label J Brand recently started working with Lynne Koplin, the brand’s new President, who is very well known in the industry. WeAr’s Publisher Klaus Vogel met with Lynne in her offices in L.A. to learn more about her visions for the brand, trend directions, and key steps on how to take an already highly successful company to the next level.

Klaus Vogel

Lynne has spent her entire career working in apparel. Starting off in retail, she moved to the wholesale and manufacturing side of fashion. Her background means that her knowledge at this point in her career is very diverse, and she understands every working aspect of J Brand. Coming from True Religion, where Lynne sat on the board of directors and had the task of selling the company, which she successfully accomplished, she is now focused on driving J Brand to the next level.
Producing great “head-to-toe” looks, Lynne puts a strong focus on the pants side of the business, as this is the key strength of the brand and where a lot of visible and invisible know-how in the making of such a sensitive product is at hand. Producing a great pair of jeans or pants is not only a job, but also a work of art, explains Lynne. A thoughtful construction of any garment will make you look better in a lot of ways and ultimately makes you also simply feel better. “Anybody can make 5-pocket jeans, but to make them really fit, make them comfortable, make the wearer look good, and make them long lasting, makes investing in such a product a clever buy. That is the backbone of J Brand’s success,” Lynne explains.

J Brand has grown over recent years with its very loyal customers and Lynne wants to rejuvenate it and refocus on the younger, fashion-conscious audience. She sees the brand evolving its spectrum from clean, understated products into a more diversified range with a focus on denim and becoming even more relevant in every woman’s wardrobe. “Sexiness and body consciousness is what customers can expect from our products,” she explains. “That, in combination with deep knowledge and attention to detail, is what will make a world of a difference.”
Asking for new styles and trends, Lynne sees that the current emphasis in terms of pants is clearly on a higher waistline for women. “This gives pants a total new silhouette which can be worn by a broader spectrum of consumers.” she explains. As the skinny has dominated almost every woman’s wardrobe for the last couple of years, she sees a long-awaited chance to offer new products, giving a real reason for consumers to buy. Further important innovations at J Brand will come from construction, working with technical fabrics, lighter weights where needed, and new washing techniques. In terms of colors, she favors whites, pale blues, and neutrals for the upcoming Spring 2015 season.

Lynne identifies the rapidly growing men’s market as an interesting field for growth. Men have evolved into serious fashion fanatics who know what they want and are prepared to spend serious money for a carefully crafted garment, and the menswear business is on the rise, especially among younger male consumers, who do shop and who understand brands better than before. That opens up opportunities for growth and wider brand awareness.

In terms of global regions, Lynne sees most growth potential in Asia and the Middle East. Upscale multi-brand and department stores are seen as key partners.
