INTERVIEW

EXPERT VIEW: ACCESSING THE CHINESE MARKET

Shamin Vogel

Established in 2010, Danube Fashion Office is currently the largest fashion distributer for international brands in China and Southeast Asia. It represents over 60 brands, including fast fashion, ready-to-wear and premium eveningwear, and caters to over 600 buyers.
Due to her success in introducing brands to the Asian market, WeAr magazine asked DFO’s CEO Meimei Ding about key aspects to look out for.  

What is important as a showroom bridging brands between Europe and Asia?
We are very strategic. More than two years ago we were the first ones in China to ever conduct a carpet-sweep research across China’s top five cities on the presence of multi-label boutiques.  We chose to put our showroom in Shanghai based on statistics, not buzz.  We do not simply take a brand to market, rather we evaluate it closely as a team and build a strategy around how to push and grow it in our markets. 

What makes a line successful in China?
In general, a line that works for the Chinese market needs to appeal to local aesthetics.  This does not mean printing a dragon or cherry blossoms.  It means the Chinese customer needs to feel it is unique, on trend, and the silhouette has to suit them.  Our customers are very fashion-driven. They may not care about where a brand is from, but they look for design and quality.  Over 80% of our brands are frequent exhibitors during Paris Fashion Week and we operate several business models for them, from wholesale to building department store corners to establishing franchises.
[bookmark: _GoBack]
Can you give some tips how to sell best to Chinese buyers?
1. Curatorship:  Customers are smart and as soon as they walk into a showroom they can feel why specific collections are there.  2. Professionalism: Knowing what you are selling and how to sell each brand. 3. Press:  Having local press to do celebrity and editorial placements to create buzz and boost sales, 4. Service:  Be dedicated to your customer’s needs.  

Who are your key clients?
We have customers ranging from commercial property groups, department store chains, shopping plazas, e-retailers and multi-label boutiques.  For example, major department stores from China: Yintai, Parkson, Jinying Rainbow; but also from outside China: Shinkong & Isetan and many more.

Within China are there different tastes when it comes to buying fashion? 
Yes, Chinese customers have their preferred elements. A big thing is seasonality. Many parts of China get to over 27°C from March, which means heavier S/S pieces are very difficult. 
The delivery window is another major hurdle for international brands. A brand must have cleared customs and arrived into stores before the “Golden Week” (Oct 1st-7th) for retail business.  Afterwards, temperature drops to about 15°C, which means lighter A/W pieces are difficult to sell.  For brands that respond well to these characteristics in China, sales growth rises tremendously.

www.danubefashionoffice.com
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