


FRANCO MARIANELLI, CEO, RIFLE
Technology will affect the fashion industry even more. Digital marketing will improve brands’ relationships with consumers. Insights will be available to be collected from social media: customers’ needs, shopping behaviors, preferences and concerns will need to be decoded to become assets for a brand’s strategy. Nowadays not only millennials are digital experts: even elderly people purchase online. However, omnichannel integration does not mean that we no longer have to pay attention to consumer relationship management and in-store experience: we need to continue to give something tangible. We need to offer a product that incorporates brand equity, expertise and authenticity in order to give the consumer a real reason to believe in us.
KEVIN CHEN, CEO/CHIEF CREATIVE, FRANKIE
I believe that looking back to craftsmanship and the traditional techniques of textile development will be key in the near future of fashion. Not only will it allow to develop and empower communities to be developed and empowered and create a more dynamic economy in emerging countries, it will also remind people of the value of artisan work. With fast fashion, materials and labor are often disregarded, and people don’t understand the work behind that goes into creating unique textiles and well-constructed garments. With the rise of technologies, I am also confident that that the fashion industry will merge resources with tech companies to develop environmentally friendly materials and processes onin a larger scale. Sustainability has to be taken into consideration in the future of fashion, in order to make the business less damaging to the planet.
DANIEL GRIEDER, CEO, TOMMY HILFIGER
[bookmark: _GoBack]As the future of retail changes, return on investment can no longer be measured just by sales per square foot. It’s about the surprise, excitement and newness per square foot that increases brand relevance and attracts a new consumer. Bricks and mortar stores will not disappear, but we need to combine traditional retail, where consumers can touch and try the product, with digital and social innovations that open up new opportunities. Our own innovation strategy is focused on transforming our value chain by investing in 3D product design, sustainability commitments, and digital selling capabilities. We invest in technologies that elevate our collections, drive speed in our processes, and put the consumer at the heart of everything we do.











