BUYERS’ VOICES
S/S 18, EMERGING FASHION AND GLOBAL PRESENCE 
WeAr has asked several independent retailers what they are looking for in S/S 18 collections, which fashion scenes they keep an eye on and how they attract their international clientele.
Federica Zambon, owner, Wok Store, Milan
www.wok-store.com 
[bookmark: _GoBack]In S/S 18, we are looking for pastel and warm colors along with and simple styles with sophisticated details, hi-tech materials and respect for naturee. Emerging fashion scenes that interest us are Russia (think Gosha Rubchinskiy) and the US (one of our latest finds is Eckaus Latta). 
Our foreign customers are mainly Asian and American.n: Ssome live in Milan, and those who don’t find the store through social media and our partner Farfetch and stop by when they are visiting the city. Other clients come to us while researching brands such as Common Projects, A.P.C. and Gosha Rubchinskiy.
Youngchul An, Marketing Director, Worksout, Seoul
www.worksout.co.kr 
We expect to see a lot of the color blue, and we are on the lookout for loose silhouettes and funky styles. At the moment, the local fashion hotspot we are following particularly closely is Sweden. I recently found a brand that makes everything in corduroy (it reminded me of Levi’s recent denim series), and it was quite impressive. 
At first, the majority of our international clientele came from China and Hong Kong, but lately we have been getting a lot of European customers. Most of them found us through the website Hypebeast. In fact, a lot of them come to see our extraordinary interior – and exterior – rather than our brands!.
Karin Edman, owner, Grandpa, various locations, Sweden 
www.grandpastore.com 
For S/S 18, I’m looking for colors: in womenswear, it’s mainly  fuchsia, pinks, earthy tones of greens and lighter olive greens, yellows and lilacs; and for men, it’s khakis, blues, greens, graeys and browns. In terms of styles for women, my focus is on: wrap dresses in colorful prints that make you happy, wide and flowy pants with a twist;, that white shirt that isn't too feminine,; and denim jackets! In menswear, I'm searching for the perfect overshirts, both in denim and canvas, and as well as polo shirts that don’t look too polo. I’ am also looking on the lookout for the ideal knitted marine sweater both for women and men, along with; sneakers; and new,  and fresh washes of denim –  my hearts always pounds for those beautiful vintage washes set my heart aflutter.

My latest fashion hotspot is Malmö – Sweden’s third- largest city, just over the bridge from Copenhagen. They have always had their own way of living, and the mix of cultures makes the city unique; it’s probably the only city in Sweden where you can find a decent falafel that doesn’t cost a fortune. We have just opened a store there. I love the local nonchalant attitude to fashion. 

Our international clientele comes from all over the world but we have a lot of Americans, Dutch and Germans. Usually, they find out about us by word of mouth and from travel guides. Our first store is situated in a trendy Stockholm area called Sofo, and during weekends we tend to speak more English than Swedish. 

Kirk Beattie and Matthew Murphy, owners, Other Shop, London
www.other-shop.com 

Alongside our all-time favorite palette of navy, white and black, we are currently excited by 'off color' tones of brown, peach, rose and graey. A cocktail of styles and silhouettes, large pants with cropped jackets, workwear in luxury fabrics, streetwear tees with structured trousers and natural colouredcolored denim [is what we are looking for in S/S 18]. 

Our visit to Kiev last year was exciting, there was a new wave of emerging creatives working together to create a like-minded community: photographers modelling in friends’ shows, making music and art, and merging it all into club nights resulting in a genuine and original movement specific to the kids in the city. Definitely a fashion scene to follow.

Being in London, we have a wide mixture of international visitors from Europe, Asia and the US. Most of the customers become aware of the store through social channels, city guides/apps and press, both print and digital.


 







 

