


ROUND TABLE

WeAr ASKS MAJOR FASHION INFLUENCERS: "What are your expectations, hopes and fears – in terms of your business, but also globally for the fashion industry – for 2017?"


Andrew Berg, President, Robert Graham 

My expectation for 2017 is that that fashion industry will remain fully committed to constant innovation and brand experiences to fuel the need for newness and connection in real time. Crossing all international and domestic lines, the luxury gentleman is moving faster and demanding more than he ever has before, and he will link his product purchase intent with the overall brand experience.
 
Jean-Marc André, Marketing and Communication Director, Who’s Next

[bookmark: _GoBack]‘See-now-buy-now’ impacts our industry at all levels, but, even though the immediacy of information made possible by the Internet influences consumer behaviors, not all customers expect items to be instantly accessible. More importantly, not all designers can adapt to this model. The worst thing that could happen [in 2017] would be to see designers prioritizing sales over creativity while designing their collections. 

This oversaturation with information is leading to a need for curation. As a trade show, and even more importantly as a brand, you need to have your own editorial line, a story to tell, and provide your customers with experience. You need to make strong choices that will differentiate you from the others. In an oversaturated world, customers are looking for personified brands whose DNA fits their beliefs and their vision.

Hans-Bernd Cartsburg, CPO, Mustang 

My hope for 2017 is that some of the global crises that are bringing so much misery to the population groups in these regions can finally be stopped. For the fashion business, I hope that the changes necessary for the successful future of retail trade will be tackled on all sides by increasing communication and the desire for change. Together we can still achieve a lot.


Robin Chretien, Founder and Designer, Robin’s Jean

My expectation for business is that Robin's Jean will continue to grow at a steady pace. We have over 20 new retail stores projected to open over the next three years in the US, which I am very excited to reveal. 
Whether the economy is up or down, people will always invest in quality and craftsmanship. 
For 2017 and the following years to come, I am very optimistic that the business will continue to grow along with the global fashion industry.

Jason Gallen, Global President & CEO, Victorinox Fashion

We are very optimistic that the consumer's desire for functional, high-quality contemporary products at a fair price will serve Victorinox well in 2017. 

Our fear for 2017 is purely the macroeconomic and the geopolitical landscape. As a global brand, we distribute our apparel to all the major regions (Asia, the Americas, Europe). Along with many brands, we are under pressure due to currency fluctuations and instability in government policies that could impact trade agreements. Our hope is that our global leaders will find win-win solutions to ensure that the local and global impacts are positive.   

Cindy McNaull, Global Brand and Marketing Director, Cordura 

From suits and work apparel to the latest denim jeans, consumers are constantly demanding more from their clothing. In 2017, we expect the fashion industry to continue to move in this direction – with adaptive clothing constructed within the ‘tradition meets innovation’ mindset. Blending classic natural fibers like wool and cotton with the latest synthetic performance fibers will play an important role in creating cross-functional garments that can push the limits and take wearers further. As the Cordura brand enters its 50th anniversary year, we hope to continue to be at the forefront of this trend. 

Markus Meindl, CEO, Meindl

I expect everything will change a bit in 2017, but not too much. We will still have fast fashion killing small labels and retailers, but the number of people who are interested in authenticity and longevity will continue to grow. These people are not loud. They have style and personality. They travel a lot, they understand how the world works, and they know what quality means.

There is too much stuff on the market, so everyone is in ‘sale’ mode all the time. The only way forward for retailers is to look for brands that are not selling to the big players. This allows for more engagement and more exclusivity for the retailers, but also more risk, and it only works if they look for brands and products that work for more than one season. 

 
Jason Denham, Founder and Chief Executive, Denham

Expectations: 2017 is going to be a big year for Denham – we plan to open 5–10 more stores in Japan and our first standalone stores in China. In Europe we will continue our expansion, focusing on Germany and Holland.

Hopes: that there will be more global stability in 2017. There was a lot of uncertainty in 2016 with Brexit and the US election. It affects consumer activity and exchange rates. We deserve a year of stability after 2016.

Fears: that this terrible trend of black skinny jeans with ripped out knees – even worse when it’s worn by men – will still be visible on the street. 

MARCO LANOWY, CEO, ALBERTO

I am hoping for the year to come – and all the following ones – that each Alberto employee wakes up in the morning and enjoys what they are doing. We can only change the world so much. There is a lot in life that is out of our control but not the perspective, the way we look at things. In this way, we are trying to influence our direct surroundings, but also the fashion industry as a whole, and the global world too, if only a little bit.

MASANAKA SAKAO, CEO AND CREATIVE DESIGNER, TATRAS

We are working towards a worldwide brand awareness focusing on the quality and the research of best materials, with keen attention to detail, in a search for new design solutions.

MAG.VURAL ILTAR, HEAD OF MONTGOMERY LEATHER JACKETS AND MANAGING DIRECTOR OF WIEDER & ILTAR KG 

I expect a slight decline in sales in the brick-and-mortar trade and further growth for online retailers and new players (such as supermarket chains and discounters). I have always seen fashion’s delivery schedule as problematic: new season’s merchandise arrives before current season’s merchandise has been sold. My other slight concern is the unclear political situation in countries important to us, such as Turkey and the US. But whatever happens, our customers will remain interested in innovative and fashionable goods. 

BJÖRN GERICKE, CEO AND FOUNDER, G-LAB
 
Consumers and trade have come to understand that performance fashion is eligible for a space of its own. Zeitgeist and weather both play in our favor. 
Fear is a state I try to avoid at all costs. Fear blocks creativity, paralyses and ultimately finishes you off. Challenge, on the contrary, is something I can live and work with. In a young and growing company like ours, you need to embrace change. The retail environment is transforming rapidly. In a world that is increasingly online- and price-driven, brick-and-mortar retail needs to create more value for the consumer and come forward with more individual store concepts and new brands in their repertoire.

THOMAS BUNGARDT, CEO, LIEBLINGSSTÜCK

We have had very positive business development in the last years, especially in 2016, and are looking forward to 2017. We believe in retailers with expertise and in strategic alliances that strengthen individual brand concepts. 

MIRKO GHIGNONE, FOUNDER AND CREATIVE DIRECTOR, AVANT TOI 

The development of technology is leading people towards virtual experiences; handmade items and the human touch are becoming a rarity. In the New Year, we want to slow down, go back to traditions and embrace Mother Nature.

LARS BRAUN, OWNER AND CEO, 04651/ 

I am an optimist, as only an optimist is a realist. It is not clear yet which way the world economy is going, and it is an election year in Germany – election years are bad for retail! So my 2017 prognosis is not extremely positive, but it is positive nonetheless.
 
I am worried about the worldwide consumption crisis along with the economic turmoil, and of course, I am worried about demagogues taking over world politics. My other concern is that retail is giving itself a hard time by trying to allure customers with unnecessarily early sales promotions. It is difficult to maintain the image we arduously built up. We have to think more sustainably; short-term incentivization is not an enrichment for us. Still, good quality and good service will always win. 
 
ROBIN J. YATES, VICE PRESIDENT, NOBIS

We are ecstatic that today's fashion consumers are demanding functional performance attributes from their premium fashion forward outerwear purchases. The once polarized consumers of ‘performance without fashion’ and ‘fashion without performance’ outerwear are now demanding it all: we couldn't be more pleased.

JOCHEN BAUER, OWNER, HEINZ BAUER MANUFAKT

It’s not an easy time for brick-and-mortar retailers. Diversified consumer shopping habits and disproportionately high rents in central areas pose a problem; it is a challenge to offer seasonal merchandise at the right time and price. The industry has its problems, too, as investors’ behavior becomes more restrictive. But, even if retail is weaker, the industry should do everything to create fresh and innovative products. 

We feel the retailers are more careful, but we also see that sell-throughs for our product are very good. We offer our retail partners special programs whereby they can order according to their own needs, which, of course, doesn’t completely replace the pre-order system. I am convinced that high-quality manufacturing will bloom in difficult times. 







