


BUYER VOICES

HOPES, FEARS AND TRENDS

WeAr HAS ASKED INTERNATIONAL RETAILERS WHAT THEY WOULD CHANGE IN THE INDUSTRY, IF THEY STILL CARE ABOUT TRENDS AND HOW THEY MINIMIZE RISKS IN THE CURRENT CLIMATE

FILIPPO ANZALONE
OWNER, BJORK
FLORENCE, ITALY
www.bjorkflorence.com


Technology and social media are reshaping how we shop; the figure of the merchant as the driving force is disappearing. In order to survive, physical stores will have to emphasize the experience of shopping, which, if crafted properly, can leave a unique imprint.

Although I value the importance of being up to the minute, I run everything through my filter of timelessness. When buying, I always make sure that every piece is going to stand the test of time in terms of quality, functionality and wearability. I do this by selecting essentials made of superior fabrics.

My main tip is: fully understand your client. The more you know, the less risk you take when buying. My principle: ‘buy less but choose well’. Sometimes the total look that a brand is trying to impose just does not work for you. So focus mainly on products that you really believe in: it will save you from deadstock and help to boost your own confidence in the value of the product during the selling process. 


ALEXANDRE FURTADO
CO-FOUNDER, DAMAGE PLAYGROUND 
ROTTERDAM, THE NETHERLANDS 
https://www.damageplayground.com

Reduce supply by 90%, thereby revaluing what garments are actually made for. Less luxury farce, more focus on high-quality production, finishing and durability. Concentrate on the boring but essential basics of garment production. Discourage waste! 

Trends are fake. People buy or reject what is presented to them. The industry merely adapts. If a critical mass is reached, the rest will follow and a new trend will emerge. My decisions are based on perceiving what could be, without compromising the ‘now’. ‘Items that last forever’ is my mantra, though in the end it’s nothing but a wild guess: what didn't work yesterday could become all the rage tomorrow for some odd reason.

Sell before you buy. Focus on close long-term relationships with a select group of partners. This might mean that you have to be satisfied with less, especially in the beginning, or maybe even forever.

KASPER HOSTRUP
FOUNDER & BUYER, GOODS
COPENHAGEN, DENMARK
http://shop.goodscph.com


Less hype! And more attention to craftsmanship. With regard to retail, it would be nice to stop the acceleration that has been prominent over the last 10 years. Men’s collections are shipped earlier every year and are getting out of touch with the seasons: heavy knitwear should not be delivered in June/July, or even in August.

We don’t follow trends, and we do not buy for the sake of brand names. We are product-driven; quality and sense of design are key. Our selection is a result of extensive online research, our vast international network and lots of traveling. 

My tips? Find your niche within the business. Establish lasting partnerships with your suppliers. Work up a good rapport based on honesty and don’t be pressured to buy minimums. Find good suppliers with a strong stock support and core program. And finally, no deal is good enough to overrun your concept, personal beliefs or gut feeling – only buy what you believe in, and if a good deal comes along, then bravo! 

ROMA COHEN
OWNER, ALCHEMIST
Miami, USA
www.alchemist.miami 

I wish sales weren’t 100% influenced by digital tools. Brick and mortar and the feeling that one has about the physical experience should remain important. 

We do keep track of trends by way of social media, seeing stores, reading, attending shows and just feeling the vibes in the air. But trends are not that significant: most clients’ buying decisions are not based on them. 

My tips: slow and steady wins the race. It's not a matter of how much you sell but how well you sell it. Profit over PR. At this difficult time in the industry, it's better to be safe than sorry. I don't see the current moment as a growth phase but rather a re-evaluation point. Great things come out of change, so choose your moves wisely. 

CRISTIAN MUSARDO 
CEO, LN-CC 
LONDON, UK AND ONLINE
www.ln-cc.com 
 

Creativity should lead tech and business, not vice versa. Also, shortening the sourcing cycle would help both fashion and retail. I’m not saying ‘see now, buy now’ is the way to go, but a 6-month lag between runway and retail isn’t either. 
   
I don’t believe trends are relevant for our business. When you pinpoint a trend, it means that it is already dead. Instead, ideas and products are very important. In mid-2014, we started developing our selection of ‘conscious’ brands and products. We wanted to get behind the people who are making a conscious effort to move towards a more ethical way of producing. We believed in this idea, and we decided to make it part of our brand. Today, it’s one of the most important reasons why our customers shop with us. 
 
Tips? Well, the ones who know don’t say, the ones who say don’t know.
 

ANTONIA GIACINTI
OWNER, ANTONIA 
MILAN, ITALY
www.antonia.it


If I could change the industry, I would change the heads of companies that use us as a promotional vehicle without giving us good commercial conditions! The whole system is in crisis, certainly not just because of us, but because of conflicts of interest between brands, dealers and consumers.

Today everything is about trends: every day we create a new universe on our bodies. Having fun with fashion without taking oneself too seriously is key.

My tip is to ask for support from companies [brands] that have gained a lot through us [retailers]. Of course, they also gave us a certain allure, but unfortunately this is not enough: allure does not contribute towards the expenses of a store.

EKATERINA NOZHKINA 
MANAGER, TREND ISLAND 
MOSCOW, RUSSIA
www.trendisland.ru

Simplicity is perfection. If I could change one thing, I would add more functionality and simplicity. 

Yes, trends are important. They show the face of society, and only by studying trends is it possible to form a commercially viable buying strategy. Buying is a complex process, influenced by psychology, sociology, economics and politics.

My tips: monitor the sales statistics; observe your clients, spend more time in the store; be flexible in terms of marketing and discovering new names; understand your target audience and adapt the entire sales process to their interests. We are entering the era of stylists and social media: you need to be tuned into the hype.

LARS BRAUN
FOUNDER, BRAUN HAMBURG
HAMBURG, GERMANY
www.braun-hamburg.com
 
I would really like to prohibit our competitors’ early sale promotions. Midsummer sales and the like are not constructive – people no longer believe in what they bought a short while ago.
 
Of course, trends are extremely important for us. They inspire fashion and retail, and if they are gone, our business will be gone. We trace them across all kinds of influences, like architecture, art, zeitgeist and everything else that comes with it. But when we decide what to include in our range, we rely exclusively on our experience.

Retail needs to stop focusing on what is tried and tested. It needs to be courageous enough to venture into new territories and keep asking: do customers really need this, or are they just feeling insecure?
 

SARAH ANDELMAN
OWNER, COLETTE
PARIS, FRANCE
www.colette.fr 

What would I change about retail? Great question! Come to think of it, nothing.
[bookmark: _GoBack]I never select products based on their trendiness. I only follow my feelings, my heart.
My advice is: don’t be afraid to take risks. We need energy, love and creativity.


VICTORIA DE LA FUENTE 
ACCOUNT MANAGER, BERGDORF GOODMAN, NEIMAN MARCUS AND FENWICK, LAMBERT AND ASSOCIATES BUYING AGENCY
NEW YORK, USA
www.lambertandassociatesgroup.com 


What I would change is speed. Designers now show 4–6 collections a year. This has an impact on creativity, as designers don’t have enough time to nurture a concept before it becomes a collection, and on quality, as manufacturing is outsourced and craftsmanship is no longer valued. The consumer pays the price, too: there is a lack of a sense of exclusivity, which luxury fashion should be based on. 

Trends are important, as they help to create a guideline. We read all the main publications, go to art and tech fairs, follow the shows and the street style. Before the season starts, we create a trend book that showcases colors and styles we need to look out for. It helps us to stay focused during the market.

Knowing the customer inside out is key to minimizing risks. Spend time in the store, talk to them, observe them. I believe in giving clients something they cannot get anywhere else; this means staying on top of up-and-coming designers, and bringing customizable products, collaborations and one-of-a-kind items to the store. Pop-ups and trunk shows are a great way to try out new designers before committing to buying while creating novel in-store experiences for customers.


PETER HANNEWALD
CEO, POOL 
MUNICH, GERMANY
www.verypoolish.com  

I would change offerings to match the seasons, i.e., sell winter items in winter and summer items in summer.

Always keep your eyes peeled. Social media has undoubtedly grown in influence, even if every self-proclaimed ‘influencer’ isn’t always influential. 

More interaction with suppliers would be ideal. A multi-channel strategy also helps: today retailers not only have to be active across all sales channels in order to reach and retain customers, they also have to offer added value through merging different channels. We achieve this via both our brick-and-mortar and online stores. Being constantly aware of what the competition is doing is also key.






