BUYERS’ VOICES
HOT STYLES, SEASONLESS STAPLES AND IN-STORE EXPERIENCE
WeAr asked international retailers what they were looking out for in A/W 18-19, if there was a product category that worked across the seasons, and what sort of shopping experience they offered their customers.
LENA TERLUTTER
OWNER, BOUTIQUE BELGIQUE AND BB LOVES, COLOGNE, GERMANY
Fake fur coats are still very much in trend. ‘Outdoor’ is popular, as is everything oversized. Teddy, plush and fluffy fabrics, as well as down, are in. I mainly explore new colors; rose, burgundy and nougat have been huge and will win over even more fans next year.

In recent years, our knitwear selection has performed well across the seasons. Clean, simple and plain fine knits have had a strong showing every season. There are a few classics in the 69–80 EUR price range that we now stock in over ten colors. Our customers love the no-fuss styles and the wide choice of combinations in our knitwear range, which is why last year we decided to stock a year-round collection. 
We offer customers regular events featuring unique and innovative in-store décor, one-off events (e.g., discount campaigns), DJs and special goodie bags. Today it’s important to transport your customers to another world; to sell more than just ‘stuff’ – our main focus is lifestyle. 
www.boutique-belgique.de

www.lenaterlutter.com/stores
INGE WINTERBERG 
OWNER, SPAZIO CONCEPT STORE, FRANKFURT AM MAIN, GERMANY
I’m on the lookout for new brands that reflect the zeitgeist as well as highlights from collections I know and trust. I’m always drawn to new products and I usually consider new concepts and/or partnerships; retail has to stay fresh and exciting. 
Our shopping experiences include individual wish lists and bachelor parties, as well as private gatherings and big celebrations.
www.spaziofrankfurt.de 
CORINNE GRÜTER
OWNER, SET&SEKT, BASEL, SWITZERLAND

I’m looking out for quality in timeless key pieces. For example, Dusan cashmere offers very high spec materials as well as a signature look. To me, aesthetics are about emotions. I try to find the perfect pieces for each customer, and this is only possible if I am willing to understand their flow in life.
We always carry a few sustainable basics, such as Common Projects sneakers and Acne’s ‘Blå Konst’ denim line. And Susanne Kaufmann cosmetics: I’m in love with their products, their philosophy and their Hotel Post Bezau – one of my favorite places to slow down.

As for in-store experience: we like to keep it simple! The biggest thing I can offer my customers is an outstanding, motivated and individual team that cares about the philosophy we share with our clients. There are spontaneous and priceless gestures, like little gifts on a customer’s birthday, but the most important experience is authenticity.

www.setandsekt.com 
RICCARDO TORTATO 
FASHION DIRECTOR (E-COMMERCE), TSUM; MEN’S FASHION DIRECTOR, TSUM, MOSCOW, AND DLT, ST PETERSBURG, RUSSIA

We are looking out for new brands and for old brands with new designers at the helm, as well as more sportswear, comfortable styles and limited-edition products. I’m looking forward to seeing Givenchy and Chloé’s new collections.

Product categories that sell across the seasons include outerwear, shoes (especially sneakers) and high boots.

In terms of in-store experience, we focus on visual merchandising, product display and clever organization of space. Events are important, too, especially those dedicated to limited-edition and capsule products available in store.

www.tsum.ru
www.dlt.ru 
LEEANN SAUTER 
FOUNDER AND CEO, MARIS COLLECTIVE, MULTIPLE INTERNATIONAL LOCATIONS
We are always searching for new designers with their own identity. We love to work with brands that really make a connection. Unlike many stores today that carry the same brands and have the same feel, we want you to walk into our stores and feel like you are discovering something new.   

 

Our biggest challenge during the Autumn/Winter season is finding appropriate ‘buy now/wear now’ pieces as the consumer is not buying ahead anymore.

 

Jewelry will always be a staple for Maris Collective – we work very closely with our designers and have built lasting relationships over the years. Resort stores always need swim cover-ups, dresses and basics. At our city stores, we are always selling dresses and special unexpected novelties.

 

Our in-store experience is highly influenced by our clients, the surroundings of every particular store and the culture. Each of our stores is unique and has its own personality; we aim to create one-of-a-kind experiences all over the world. 

www.mariscollective.com
