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NEXT BIG THINGS

WeAr ASKED BUSINESS INSIDERS OVER AROUND THE WORLD FOR THEIR THOUGHTS ON : “WHAT ARE THE 2-3 KEY FASHION INDUSTRY TRENDSDEVELOPMENTS TO LOOK FORWARD TO  IN THE DEVELOPMENT OF THE FASHION INDUSTRY OVER THEIN THE NEXT COMINGFEW YEARS
?” 

RENEE HENZE, GLOBAL MARKETING DIRECTOR, DUPONT BIOMATERIALS
 
The key to the fashion industry’s future lies in a combination of performance, sustainability and functionality. Stretch, for example, will be incorporated more frequently into ready-to-wear and high fashion pieces; garments can be beautifully constructed and designed, yet simultaneously offer performance benefits and comfort. Coupled with performance, sustainable apparel will become more prevalent – from a rise in renewably sourced materials to greater supply chain transparency in eco-efficient textile practices. I also anticipate a growth in digitally-connected clothing, with brands incorporating wearables and electronic technologies to further integrate apparel into consumers’ daily lives.

BJÖRN GERICKE, FOUNDER & CEO, G-LAB

The democratisationdemocratization of luxury will continue. In this world caught between the cheapest fast fashion and overwhelming luxury goods, consumers will continuously trade down to affordable luxury and trade up from discount to value. The desire for continuity and values is growing. Affordable luxury brands with a sustainable concept and a unique and relevant product will be the winners. 

MARCO LANOWY, MANAGING DIRECTOR, ALBERTO

I see two trends: consumption for consumption’s sake, which will increasingly rely on discount stores and vertically integrated brands; and conscious consumption, part of a healthy, happy lifestyle, based on treating oneself with care and taking responsibility for one's own actions. The food sector is more advanced in this regard than fashion: places such as Laura's Deli in Dusseldorf and Massimo Bottura’s Refettorio restaurants in Italy offer healthy items crafted with heart, hand and mind. Dedication to craft and quality involves much work and does not come cheap, so the core principle behind this is ‘consume less, but better quality’. And produce in the same way, too: we as manufacturers have to take responsibility. 
 
 ANDREW BERG, PRESIDENT, ROBERT GRAHAM

[bookmark: _GoBack]Successful retailing will come down to obsessing about the overall customer’s experience with the product and the brand. The intent should be to enrich all interactions (beyond traditional in- store experiences), on whatever device they occur, when it is convenient for the end consumer. The human element of interaction [with the customer] and through their passion points (e.g., being present with them at their leisure events, like as within the luxury car spacesegment) will be critical beyond 2018. The goals are: to attract the consumer and retain them by creating an emotional – not just transactional – loyalty.






