BUYERS’ VOICES

KEY ITEMS FOR S/S19, SALES AND SEASONALITY

AS NEXT SEASON’S BUYING KICKS OFF, WeAr ASKS INTERNATIONAL RETAILERS WHAT THEY ARE LOOKING FOR IN S/S19, HOW THEY APPROACH PRICE REDUCTIONS AND HOW OFTEN THEY HAVE PRODUCT DROPS

NICOLAS IVARS, FOUNDER, THE NEXT DOOR, AVIGNON, FRANCE 

When buying, we don’t look for specific items, colors or materials but pieces that represent our vision of fashion. This season, though, all lights are on utility and functional clothes.
In store, we’ll start our national sales on June 27, running until August 7, but we’ll do some private sales on our website a week before, as usual, to attract our international customers. Throughout the year, we punctually offer our local and digital customers discounts on some exceptional items and offer free shipping on some brands. However, we can’t offer discounts on Comme des Garçons Play (Converse Play), Aesop, Byredo and Common Projects.
We are constantly updating our selection with regular drops from our brands and keeping our community up-to-date with daily posts. This can represent up to 150 updates per year. We also sometimes have to follow the planned launch dates for some exclusive sneakers – last year we had around 80 launches.
The fashion cycle has been accelerating for 2–3 years. The customer wants to wear – and show off – what they bought as quickly as possible thanks to Instagram. Our clients will buy a tee or a shirt every 2–3 weeks. We adapt to this demand by working with independent labels, such as PLEASURES or Chinatown Market, who don’t follow the traditional pattern of seasonality.
www.thenextdoor.fr

SERGEY KUB, CREATIVE DIRECTOR, BELIEF, MOSCOW, RUSSIA

When choosing collections, we are guided by these fundamental rules: do not follow trends; check quality and functionality; study each detail together with the designer and his team to fully understand the product. So, in S/S19, as always, we will choose items that accurately characterize the designer's philosophy, possess certain functional features and will serve for more than one season. We never look for specific items or colors.

In the seven years of our existence, we have only ever had one seasonal sale. We never do mid-season sales. A number of our brands are opposed to discounts – Wolf’s Head, M & M, Peanuts & Co., Magical Design and other small local Japanese brands that are struggling to cooperate with foreigners and are fully focused on the local market.

[bookmark: _GoBack]Our brand list includes 36 labels, 30 of which are based in Japan, so we are tied to the timings of the Japanese market. We receive one to two shipments per month during the season. Our task is to offer the items that the customer can wear straightaway, because we’ve noticed that in one in every three cases of ‘shopping for the future’, the customer just loses interest in the product after 2–3 months if he does not wear it [straightaway].

www.beliefmoscow.com 

DANIEL BRUNNER, MANAGER, KAUFHAUS MITTE, STUTTGART, GERMANY 
My approach to buying is a little unusual: no pre-orders, only in-stock products. This allows me to stay flexible and to adjust my order depending on the circumstances. Trends are largely irrelevant for me; I order whatever catches my eye: a good mix of small, regional and international labels.
Unlike other stores, I launch the main sale period relatively late. There are some brands that I never mark down as they are timeless. If a product hasn’t sold well, I reduce the price. Sometimes even mid-season. As I’m always on the hunt for new labels, I might sometimes decide to reduce an outgoing label straightaway. 
Some customers always want to have the latest collection – they show up immediately at the store and might even buy summer wear in January. But the majority of my customers tend to make spontaneous purchases. That is why I intermittently organize flash sales that last one or two days. These are only announced a few days in advance but customers can enjoy (moderate) discounts on the entire stock. I arrange such events every other week: it goes down well, creates space for new items and puts a smile on customers’ faces.

www.kaufhausmitte.com



