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IN THE FIRST OF WEAR’S NEW SERIES FASHION FRANCHISE, WE LOOK AT THE INNOVATIVE NEW RETAIL PROJECT FROM LA MARTINA.
[bookmark: _GoBack]Argentinian polo and lifestyle label La Martina celebrated its 30th anniversary this year with several exciting and innovative new projects. The brand, which launched in 1985, now has 85 stores in over 50 countries, as well as a presence at more than 100 annual polo events. Responding to the needs of a changing market, the label has developed a concept for its franchise partners in order to create a new kind of partnership between the brand and its retailers.
“We realized that world has changed due to the digital advent and this led us to understand that all our management had to be complemented by new resources,” says Enrico Roselli, CEO of LM Europe SA,  “All the businesses have or will change radically, and the fashion is changing. On the other hand, the digital culture is inclusive and pervasive. It should serve as a support to traditional retail in which there is precious expertise and sophistication. Often novelties are seen by traditional operators as incompetent intruders and seen by the newcomers as out of the new world. We instead consider that the two operators and tools have strengths and valuable knowledge, which should be combined. Our project has been conceived in this context.”

The concept is based on four elements, ‘brand’, ‘product’, ‘e-commerce and digitalization’ and ‘experiences’. Brand and product refer to the uniqueness of La Martina, which is the only company producing technical, high performance polo equipment along with its clothing line. The brand is also going beyond sportswear by additionally developing new interpretations of formal apparel. 

‘E-commerce and Digitalisation’ and Experiences’ are another key. Rather than see e-commerce as a competitor to the traditional store format, La Martina sets out to bring digitalization into the store, so that the retailer can increase sales and directly benefit from it. This is multi-layered, with elements including technology that allows stores to check both their own warehouses and the LM general warehouse for product not available on their shelves. The consumers can decide, for example, to have the product shipped directly to them, or into the store, but the retailer gains their regular commission either way. Further, La Martina locates customers shopping via its own e-commerce by geographical area and adds them to their leading retailers’ databases in that region. Using digitalization in this way, La Martina franchise partners can guarantee satisfaction to their customers with just a few clicks, while the ‘experience’ of the La Martina brand as a lifestyle label, along with the expertise of the retailer, creates the customer’s all-important physical experience at the same time. 
“Digitalization is now part of all of our lives. Mobile devices are our connection to the real world,” says Lando Simonetti, La Martina’s owner and founder. “On the other hand, experiences are what make us feel unique: we all appreciate a retailer that knows our individual tastes. But the best retailer will be the one who will give us the opportunity to experience unique emotions and occasions and not just steer us towards the right outfit.“

La Martina is available for appointments at leading trade shows including WeAr Select London, where it will be possible to have a smart introduction to this project. Contact retail@lamartina.eu for more information.
www.lamartina.com 

