Dear Reader,

Embrace the change and power on: this may well be the motto of the coming buying season. 

With new shows in the US overhauling the traditional trade calendar, while ongoing digitization and world events are shaking up all industries, it is vital to focus even more strongly on things that stimulate business. Do: build strong customer relationships; make thoughtful use of the shop floor (both virtual and real); create a community that follows your store’s activities, and therefore foster loyalty; buy seasonless basics that will keep as staples; invest in brands that nurture innovation; and create events around your store to make fashion an experience. 

Don’t: invest in the latest trends. Judging by the interviews WeAr conducted with buyers from across the globe, seasonal fads are no longer as important as the overall store philosophy. Do not jump on the digitization bandwagon without a plan that is well thought-through: it could end up costing you a lot more. Don’t be afraid to be old school: sometimes analogue works best, be it using your shop floor as an event space or promoting your websites in magazines that have a quality audience. 

For this issue, we asked the CEOs of successful brands for advice on how to minimize risk and future-proof stores. One of the key themes that runs through most of their answers is the importance of a retailer’s sales force. As digital sales tools become more sophisticated (read about them in our reports and App-Date), sales assistants’ jobs become less mechanical and more skilled, reliant on interpersonal skills and deep knowledge of the brands. Sales associates are the brand ambassadors, the connoisseurs, the people who can convert a customer who is merely curious into an aficionado. Invest in your staff and educate them: our new section, Shop Floor, contains tips on how to train them to become even better communicators.  

[bookmark: _GoBack]Contact the brands and ask them for additional marketing material: do the jeans you buy have special components, such as durable fibers or a coating that makes them waterproof and therefore festival ready? This might be a selling point for the younger consumer. Most brands nowadays invest in sustainable fabrics: an important argument for your customers, most of whom are already purchasing organic food items and are probably only a step away from investing in sustainable clothing. Read our fabric report to stay abreast of the innovations happening in the field of textiles and raw materials.

Most importantly, though, enjoy the trade you are in: fashion has always been the fun industry that combines business, creativity and joie de vivre. Let’s foster this mood and pass it on to our clients: it is what makes our world so fascinating to outsiders.

Wishing you every success,

Shamin Vogel and Jana Melkumova-Reynolds 
Editors
