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IN TIMES OF GLOBALIZED AND HOMOGENIZED FASHION OFFERS, SELLING LOCAL LABELS IS A WAY TO STAND OUT, MANAGE RISK AND ATTRACT INTERNATIONAL CLIENTS

At the last Pitti Uomo, the revamped Gucci Garden museum-cum-store in Florence was the talk of industry insiders. Everyone praised the venue’s interior, the clever melding of the museum part into the shoppable part, and especially the unique merchandise: many Gucci items sold here can only be purchased in this particular location. These items are status symbols twice over: the customer who wears them not only shows that they can afford to buy Gucci but that they have also been to Florence.

The Gucci Garden is like a high-end souvenir store: people go there not only to buy into the brand’s universe but also to purchase a memento of their trip. Other fashion retailers have been adopting a similar approach, too, and introducing items the customer would be hard pressed to find elsewhere. 

[bookmark: _GoBack]Last year, Moscow’s GUM department store, located in a historic building on the Red Square, launched a pop-up area called Section featuring only Russian designers. Situated opposite a Louis Vuitton boutique, it carries a variety of local names, including well-known luxury brands such as Chapurin, streetwear labels such as Dva Myacha and objects by Heart of Moscow, as well as books on Moscow’s modernist architecture. Due to its location, and a decidedly Russian but by no means pastiche aesthetic, the store caters both to international visitors after a piece of Russia and to fashionable Muscovites.

In China, too, retailers are showing an interest in homegrown talent. A few months ago, the department store company Bailian Group opened The Balancing, a multilabel store in Shanghai that stocks avant-garde Chinese designers such as Sankuanz and Angus Chiang next to international brands such as Walter Van Beirendonck. More established retailers, such as Lane Crawford, now feature local labels, too. This helps Chinese stores to increase margins because of lower taxes, duties and shipping costs, as well as attract an international clientele.

In an era when stores around the world sell the same brand mix, competition is stiff: retailers feel pressured to start price reductions no later than their competitors as the customers can buy the same products everywhere. But unique local items can be sold at full price throughout the year as they are not available anywhere else. Working with local labels can also make the process of stock swaps and reorders easier, reducing the retailer’s risk. Besides, it is easier to establish trust and negotiate special conditions, such as sale-or-return, with an emerging local label. Finally, adding local names into the brand mix helps stores to create a sense of place – a great cultural value in an increasingly digital and globalized world. 



