REPORT

THE CHANGING PACE OF FASHION

Beatrice Campani

[bookmark: _GoBack]THE FASHION CALENDAR IS RAPIDLY INCREASING, BUT HOW MUCH IS TOO MUCH?

At the moment in which I’m writing it’s the end of the summer and looking at what fashion companies have presented for the next seasons, we can already see the following: the current womenswear collections for SS 2015, pre-fall 2015, ready to wear AW 2015, resort 2016, haute couture AW 2016 and menswear SS 2016. Now, September will see the presentation of womenswear SS 2016.

In May, Chanel kicked off the pre-collection presentations with a big show in Seoul, South Korea. Then, between Palm Springs (Louis Vuitton), New York, London, Paris and Milan, resort trends have been sparkling worldwide. Each designer calls it as they prefer: cruise, resort or pre-spring. 

It’s always the same: consumers wait months to wear their ‘catwalk best trend’, but at the same time they are constantly bombarded with new trends. Plus, companies are also studying other formats of presentation, such as showing mainline menswear with resort capsules for womenswear at the same time. At Milan Men’s Fashion Week for AW 2016, there were luxury labels such as Gucci and Prada doing this, but also sportswear brands such as Marcelo Burlon County of Milan. Going one step further – in June - Emilio Pucci presented ‘The Pilot Episode’: a preview of SS 2016 by new creative director Massimo Giorgetti, which included womenswear pieces. The designer presented his eccentric ‘Pucci woman’ with a few urban contemporary pieces, to leave the observer with the sensation that he/she can’t wait to see the whole S/S 2016 collection in September. 

Meanwhile, the ‘seasonal order period’ is getting even more confused thanks to another idea: what we can call ‘ready to sale’ capsule collections. These are items that are presented during a fashion show and are then immediately on sale in flagship or department stores. Moschino, under creative director Jeremy Scott, has embraced this idea for several seasons, and those items sell incredibly well. Other labels have followed, such as the upcoming Italian menswear brand Leitmotiv. “We wanted to offer a ready to sale service to our consumers, with short waiting time, giving the possibility to wear a preview of SS 2016,” said the Leitmotiv designers.

But what does this mean for consumers? Are they heading for confusion? “I don’t think so,” says Beppe Angiolini, Honorary President of the Italian Chamber of Fashion Buyers and owner of the boutique Sugar in Arezzo, Italy. “This is a positive attitude, it creates ‘movement’. Now the fashion business has become very quick and designers make an incredible job with new collections every six months. Capsule or ready to sale collections and every other idea is welcome to create movement and a positive energy. But retailers have to follow this attitude.”

According to the key players, this new system satisfies consumers and is key to intensifying sales. Thus, when the advantages are taken, the outcome will see boutiques inevitably benefit as active participants of this new flow. 
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