


THE KNOWLEDGE

SAILING THROUGH SEA CHANGE

WeAr ASKED THE TOP MANAGERS OF LEADING BRANDS WHAT ADVICE THEY WOULD GIVE RETAILERS ON NAVIGATING THE SHIFTING FASHION LANDSCAPE AND MINIMIZING RISKS, AND ABOUT HOW THEY SUPPORT THEIR WHOLESALE PARTNERS

MARCO LANOWY, MANAGING DIRECTOR, ALBERTO

More and more local heroes are winning in the fashion business: those who repeatedly surprise and inspire their clients; those who provide incomparable customer service and a distinctive assortment. Therefore, my tip: invest in brand ambassadors on the floor! They are the ones who create fans out of clients. Besides, installing new intelligent techniques like voice controlled personal assistants can pay off – at least it did for us, in our own concept store in Mönchengladbach.

ENRICO ROSELLI, CEO, LA MARTINA

The current fashion climate pushes everyone to work together, sharing risks, solutions and skills. We have invested in technologies allowing us to integrate selected multibrand shops as pick-up points for customers who have purchased our goods. Furthermore, our platforms allow our retail partners to access our stock according to their needs and to run joint communication and marketing activities on and off-line, thus creating a more consolidated relationship. We aim to create a collaborative workflow where each activity is carried out by whoever is in the best position, and has the capability, to do so, with margins and remuneration split proportionally.

DAVID RAZON, CEO, SEVEN7ORIGINAL

To prevent risks: 
· Focus on your brand identity to avoid its dilution
· Impeccable customer service
· Comply with regulations and prevent data leaks 
· Stay up to date on the latest trends and benchmark regularly
· Keep track of your activity
· Minimize queue length 
· Be attentive to the appearance of the shop
To ‘future-proof’ your business: 
· Broaden services: ‘Click and collect’, more payment methods, etc. 
· Exist online and innovate
· Make customers feel special with ‘simple treats’
· Value good staff 
· Social media: build your community of followers and reward them in a customized manner


JOCHEN BAUER, OWNER, HEINZ BAUER MANUFAKT

I don’t think that risk minimization is the duty of an entrepreneur. If there were such a thing as a safe haven in the fashion industry, then surely one wouldn’t be able to talk about an exciting shopping experience. I would invest in things that substantiate my authenticity and credibility, concentrate on special topics and celebrate those through store design, product selection and events. 

We deliver merchandise to our wholesale partners that is most demanded at the POS – on short notice, within the season. We also supply unique pieces, anniversary pieces, etc. Furthermore, we are starting advertising campaigns that support both: the brand and its wholesale partner. 

ANDREW BERG, PRESIDENT, ROBERT GRAHAM 

In this quickly changing fashion landscape, customers no longer define luxury by the price tag, but rather the overall brand experience. At the store level, the field leadership holds the key to providing an environment in which visiting the store is a deliberate and intentional choice to shop over other channels. Whether it is the increased personalized service level, or curated events and activations that speak to the passion points of the consumers, the store needs to consistently deliver a rich brand experience and give customers a compelling reason to come back.
 
MANUELE MUSSO, CEO, SPACE 2000
We think retailers should collaborate with brands to develop common solution patterns. To win in this difficult market, everybody should focus on their own specialization but work in tandem. This is why we support our wholesale customers by offering them tailored solutions to facilitate selling the brand, from re-order systems to a complete IT/logistics package.
ALEXANDRA CARNEIRO, FOUNDER AND CREATIVE DIRECTOR, A-LINE 

[bookmark: _GoBack]I think the best advice I could give is: "Trust your gut”! If you look deep inside yourself and listen to those on whom you can count on a daily basis, you will know how to lead your business carefully. That’s why you should invest, first and foremost, in human resources. 





