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At the lively fall edition of Fashion World Tokyo 2014, speeches were given by key representatives of Japan’s fashion retailers. These presentations were filled with valuable tips from those who have weathered the storm of stagnating consumption.  

Barneys Japan has eliminated price reductions, with the exception of biannual sales, since May 2012. Frequent discounts were unavoidable in light of the long-term economic slump, but they were harmful to the brand. CEO Shinichi Uedatani shared that discussions were held with employees about whether or not they enjoyed discount sales, and Barneys’ strengths were reconsidered. Barneys purchases a variety of designer brands and the store is free to coordinate its own collections. The staff is highly motivated by pride. These attributes were perceived to be strengths. Barneys expanded the number of brands being sold, increased the standard of its private label brands, created a buzz with windows and events, and invested in the renovation of existing stores. As a result, Barneys Japan continues to see an increase in sales and profit.

Patterns of consumption are diversifying and customers might not go to physical stores unless absolutely necessary. In light of this, ISETAN MEN’S is focused on creating new value and new connections between people. They are introducing new projects one after another, such as Japan Senses, which highlights Japan’s traditional craftsmanship. As a trial marketing test case, they are also emphasizing a fashionable salon which is centered on the writer, complete with whiskey and a cigar. According to Mitsukoshi Isetan’s Executive Officer Hiroshi Kondo, “The theme is symbiosis, distinctive items, and spiritual richness.”
Beams’ Executive Vice President Keishi Endo says that what is important for branding is “people and newness.” His company, known for employing highly individual staff, has published a book featuring employees’ home decor and interests. Revealing the staff’s personal side is the way to tell Beams’ story, which also involves collaboration with businesses in other industries like hotels and yogurt shops. In this way, Beams is constantly retaining its sense of freshness.    
[bookmark: _GoBack]Urban Research created its first e-shop 15 years ago, and e-commerce now accounts for 20% of sales. The company is setting out to utilize its staff in an omni-channel way. As Senior Managing Director Keisuke Takemura explained, “Our aim is to coordinate the Internet and our sales staff who gain valuable information on the ground on a daily basis.”
It can be said that the key to success is figuring out what one’s real strengths are and putting them into practice.
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