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A GROWING COTERIE 

Shamin Vogel 

AS COTERIE LAUNCHES ITS NEW EVENT IN JUNE, WeAr TALKS TO TOM NASTOS, PRESIDENT FOR READY-TO-WEAR AND ACCESSORIES, ABOUT THE TRADE SHOW'S ROLE IN THE CHANGING FASHION LANDSCAPE

You have rearranged the trade show calendar and created an early version of Coterie. Please tell us about your reasoning and your expectations for this new show? 

[pre] COTERIE is the first major American pre-collection trade event. The June timing coincides with large scale fashion events happening in NYC during the first two weeks of the month, including the ACE and CFDA award dinners. The June market timing is also growing in significance as retailers have increased buying power to spend on product shipping in Q4, known to some as Holiday, Resort or Pre-Collection. 

Will buyers’ experience of the new show be different?
 
At the June 10–12 event, we will propose the [pre] Coterie Experience: a multi-sensory art installation with augmented reality. There will be an aesthetically enhanced experience and activations for retail buyers and public attendees who come to shop Vintage and Beauty @ Coterie. Utilizing technology, clients will be able to quickly learn about many of our show’s newest brands, including where they come from, their design inspiration and current season collateral. 

Tell us about the reason for your lifestyle expansion at Coterie.
 
It was a no-brainer as many stores have started creating a 360-degree approach to understanding their customer, purchasing from brands to create a one-stop-shop to suit his/her lifestyle requirements. We have taken a similar approach in the way we grow and merchandise our shows – making it effortless for the buyer to find new products and add-on items that suit their vision.
 
We have launched specific neighborhoods for Resort, Vintage and Beauty/apothecary in the last year. We will continue to launch new and relevant adjacencies to accompany our strong ready-to-wear penetration as we see more opportunities for expanded categories into the future. 
  
You have also overseen a new event that is the first dual-gender trade show in New York. What was your reasoning behind this event and what are your expectations for it?
 
We have unified what had previously been separate men’s and women’s market weeks in the same venue only two weeks apart. With the best dual gender stores in the US shopping either our late July or our early August shows, it was obvious that there would be efficiencies in combining these marketplaces. We anticipate that categories such as denim and casual knitwear will be especially strong.
 
As wholesale becomes more and more disrupted by the direct consumer, how do you stay relevant as a trade show?
 
We are expanding the ways in which we provide our brands and designers, including connecting directly with the consumer. Our recent initiatives include:

· Collaborating with online retailers to create the EDIT lookbook. Our most recent collaborations have been with Plan de Ville and Lisa Says Gah!

· Revamping our Fashion Influencer Awards at Project Women’s to emphasize real product to the influencer’s consumer-heavy following. 

· Creating a consumer-focused POP-UP shop at the Faena Bazaar in Miami this July to feature outstanding Resort product, curated from our inaugural [pre] Coterie roster.
 
Will you open parts of the show to the public?
 
We have already begun to open certain parts of the show to the public. We opened our Vintage @ Coterie event to the public in January 2018. We are expanding our shoppable neighborhoods in June to include Beauty, highlighting Australian beauty and apothecary products. 
 
What are the future plans for Coterie, the leading US-based womenswear show?
[bookmark: _GoBack]Coterie will maintain its three editions each year and continue to further develop our assortments and experiences, helping the fashion community to evolve along with us. 
 

