TREND


BUYERS: VOICING THE TREND

WeAr interviewed international fashion, denim, and footwear buyers about the coming season. There are two key questions: 1. What are you searching for at upcoming trade and designer catwalk shows? 2. What will be the next big trend for 2015?



MANUEL RIVERA
Owner of Different Fashion, Sylt, Germany

Of course we are looking for new trends and for something “special” or “different,” that’s why we take part in the whole international rigmarole. São Paulo is our next gig. It is getting more difficult but it always seems to work out one way or another! The next big trend is “men” – men are the new women. There is momentum here, everything has to be completely re-imagined and we see this as a huge market opportunity for the coming seasons! There is no clearly aligned trend in womenswear. Anything goes, somehow. I am putting my faith in leisure wear like Juvia and coats of all varieties – this is the new “outdoor!”


ARKADIUSZ LIKUS
Founder of Vitkac Department Store, Warsaw, Poland

We always focus on tradition and craftsmanship, that’s why we value designers like Gucci, Lanvin, Balenciaga, or Yves Saint Laurent so much. The main focus for these brands is on skilled cuts, highest-quality materials, and of course original design. The trend for 2015 that we are focusing on here at Vitkac is about being recognizable – the designs, colors, and fabrics must be part of the identity of the brand. But as the trends change, what remains is history, which ultimately marks each trend’s past and future.

ELENA CASTAUDI 
Founder of OnLand, Barcelona, Spain

OnLand is the reference store in Barcelona for local independent designers, whom we show along with our own label. When we attend a trade fair or a fashion show, first we look for enthusiasm, thrill and emotion. Without these qualities it’s not worth working on a fashion collection, because we have to make our customers feel the same anticipation and excitement as we do, the same longing for new arrivals in the shop. Passion is not enough, though. We think a good collection needs the same quantity of reflection, commitment, and hard work. Today’s customers are well informed, exacting, and overwhelmed by a quite infinite variety. They choose design and exclusivity as well as quality and price. The balance between brain and soul is the key to creating something fresh, appealing, and irresistible.


OXANA BONDARENKO
President of Show-Room Li-Lu, Moscow, Russia

We are looking for unusual brands with cool design, good quality, and at an average price. This is the main direction that the world market is taking, not only in Russia. All the basic things and even the basic accessories collections are much less in demand due to the glut on the market. Trend is everything that is inexpensive but exclusive in its design and, of course, of high quality. All new technologies and everything that makes the customer pay attention to an unusual collection or individual item will be on trend. The future of retail lies in well-made collections, well-scheduled deliveries, and brands being recognized due to their uniqueness.



HERBERT HOFMANN
Buyer/Creative Director at Voo Store, Berlin, Germany

It seems like the number one trend is trend! Luxury sportswear and basic timeless outfits are what people like right now and this tendency has been getting stronger for two seasons. Being flexible is essential. The frequency of new collections seems tiring and fashion-educated people realize that keeping it down to earth is what works best. Keep it simple, casual, and sporty and with good quality products!


RON HERMAN
Owner of Ron Herman, Los Angeles, USA

As the buyer for a specialty store my greatest challenge is to provide our customers with exactly what they are looking for, while at the same time offering new and exciting products they have never seen or heard of before. Trade shows are an excellent opportunity to get an overview of the best the current market has to offer. I like the experience of walking an entire show just to see if something jumps out to grab my attention. So, I try not to enter a season or attend a trade show with preconceived notions of what I will find. Having an open mind has allowed me to survive in an industry built on change. 


RUNGANG ZHU
Fashion Director at Unger, Hamburg, Germany

Looking forward to the emerging talents and trends! Runway shows give us the creative experience to understand the brands efficiently and intensively. Concerning trends, we are going back to the seventies when the fashion world was colorful, bold, and revolutionary. Flare pants, platform sandals, fringes, maxi-lengths and other seventies’ details rock Spring/Summer 2015, turning hobo into glamour. 


TIZIANA FAUSTI
Owner of Tiziana Fausti, Bergamo, Italy

I’m not looking for any brand in particular – when I go to trade shows, I look for something that will move me at first glance. This is the same thing that I try to pass on to my customers in the store. I’m also interested in brands of good quality at a good price. The next big trend for Spring/Summer 2015 is about the seventies, with high shoes, wedges, and platform shoes, long skirts and high-waisted belts. I experienced the seventies firsthand and now they will come back in a great form.



BEPPE ANGIOLINI 
Owner of Sugar, Arezzo, Italy 

[bookmark: _GoBack]During the show, I always expect to experience an emotion, a provocation, or an image, that inspires me or hits both the soul and the mind incisively. At trade fairs, I look for more accessible items or new proposals. In general, however, I always look for innovative ideas and the courage to dare, to go beyond anything previously seen. Because fashion is the future. Fashion is always a mirror on society and it is now impossible to identify a single dominant trend: we live in a multi-ethnic and multi-cultural period in which there are different trends that create new mixes and new aesthetics. Perhaps the real trend now is to create your own style, without precise codes, valuing individuality.


ALEXANDER MOISEENKOV 
General Manager at Project 3.14, Moscow, Russia

In general, we watch for the way in which everything moves: form, silhouette, texture. We first try to catch the mood that is in the air and somehow reflected in the works of designers. We are looking for “diamonds” – new names that we believe have potential and their own style. Taking into consideration the peculiarities of our segment it is very difficult to find such designers. Concerning trends, above all the silhouette will be relaxed. It is not as slim as before. Great emphasis is placed on the fabric and texture: even basic clothing gets a completely different style. As always a good leather jacket will be on trend.


HENRY GRAHAM
Co-Founder and Chief Creative Officer at Wolf & Badger, London, UK

I like to use as little regimented thinking as possible. Thinking too hard about a certain prescribed aesthetic criteria can actually be a burden and limit ones perception of the narrative and style a designer is attempting to convey through their collection. By following this approach I get a feel for the collections in a relaxed manner. Once I have been drawn to a certain designer, I then look for specific items that I feel would sit well within our stores and on our e-commerce site. We have a unique way of working with brands in that we are non-directional in our buying and we showcase a selection of the best up-and-coming brands. There are big trends in womenswear. These include the use of lace within the body of a garment as a counterpoint to heavier and denser textiles. Metallic-effect fabric will likely be the preeminent trend that filters through to the high street from the catwalks. In terms of color palette, shades of white were the foundation of many collections. Dusty pink and pastels were also widely seen. Where strong color was used it was a range of purples and blues, from lilac to periwinkle and cornflower to navy.
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MARGARITA ZUBATOVA 
Buyer at Kuznetsky Most 20, Moscow, Russia

We are looking for designers who know how to keep a balance between conceptual and commercial. British designer Nasir Mazhar is inspired by his friends. It is not about the clothes as things, but about the clothes that tell a story. Actually the story is what fascinates you and what you aspire to share with others. The main focus for 2015 is the presentation of designers who can rightly be called conceptual. Their experience in the industry does not matter. It can be J.W.Anderson, one of the few avant-garde artists of the new generation, who works with Loewe and manages to collaborate with Versus, or the 24-year-old Frenchman Jacquemus, telling a story about a young girl from the south of France, who loves herself just as she is: clumsy, uncombed, but charming because of that, with no makeup, wearing a shirt embroidered with a carrot. 

FEDERICO GIGLIO 
Owner of Giglio, Palermo, Italy

I am looking for new inspiration. I want designers to grab my attention and motivate me with something new and beautiful. I assume that these same emotions will then be conveyed to my customers. The most obvious trend for 2015 is the return of simplicity, reinterpreted in a dynamic way. Multi-brand stores are rediscovering the thrill of research, because pieces from different designers can be combined with one another in order to create a unique style.


KAI AVENT-DeLEON
Owner/Head Buyer at Sincerely Tommy, Brooklyn-NY, USA

I am looking for special pieces that tell a story. I usually lean towards a piece vs. a collection. I am obsessed with pieces that play with textures and different fabrics. I love metallics, so usually anything with a silver or gold metallic color will catch my eye. I am seeing a lot of trends from the nineties come back and I think that will be around for a while. A lot of culottes, oversized coats, and women taking on a more masculine style. I love it; it’s definitely a repeat I admire. 


OLIVIER AXER
Owner of Série Noire, Lille, France

I always want to be surprised, to discover new materials and unexpected fittings. I keep a careful eye on innovation and on the highest quality in production. I believe that we can no longer talk about trends. Because each designer has his own universe, his own signature, just as an architect is identifiable by his artwork. My choices have never been based on trends. I choose a designer for his individuality. But I would mention the trend for military inspiration and the omnipresence of khaki, as seen at Balmain, or parkas made entirely from rabbit furs, as seen at Mr. and Mrs. Furs.


RITCHIE CHAN
Founder and Owner, Triple Major, China

I look for a unique design standpoint; individuality is a must if you want to get noticed. Be innovative! When it comes to trends, oversized is the new medium size and we need a new approach to cuts.
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