


Dear Readers,

By the time you read this magazine, the people of France and the United Kingdom will have given their verdicts in pivotal general elections. The pPolitical events of the last year have shown how increasingly difficult it is to make predictions and understand what is on people’s minds. They have also shown that at the moment there is more diversity – in values, opinions and tastes – than there has been in a long time. Polls are repeatedly wrong about everything; behaviourbehavior patterns are less and less predictable. Apply this to a consumer market and you realiserealize that trying to calculate its next move nowadays is pretty useless; the only way forward, like in politics, is identifying your key audience and talking to it in a language it understands and wants to hear, rather than attempting to please everyone.

You are about to embark on your S/S 18 buying trip, and we have tried to make it as exciting and smooth as possible. As always, you will find color, fabric and style trend predictions from the world’s leading trend agencies, as well as S/S 18 wish lists from international buyers, and promising new brands in our ‘Labels To Watch’ and ‘New Generation’ sections. Our reports will suggest ideas on concerning innovative retail design, new product categories to look out for and in-store features and programs to build a stronger bond with your customer. 

Fashion is increasingly global, and it is worth looking beyond the usual Milan-New York-Paris circuit if you want to discover what might be tomorrow’s big name or trend. For this reason, we have asked some of fashion’s leading players, both in retail and among brand CEOs, what cities and countries are high on their watch lists at the moment, and some of them came up with truly unexpected answers. 

Your customers’ social behaviourbehavior is inextricably linked to their smartphones and Instagram accounts. They ‘“see and are seen’” more than any other consumer generation, ever. This means that they long for individualistic styles, and fashion plays a big role in being unique. Make your store a source of inspiration and special pieces. 

[bookmark: _GoBack]The world is your oyster – try and take inspiration from it. The global team of WeAr mMagazine will help you do so without the non-stop travel. 

As always, we wish you good every success in your business,	Comment by Proofreader: “As always, we wish you every success in your business,” was the version used in some previous issues and would be my preference here. 
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