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THE KNOWLEDGE: KEY TRENDS FOR 2019

WeAr ASKED FASHION INDUSTRY LEADERS AROUND THE WORLD ABOUT THIS YEAR’S KEY TRENDS IN TERMS OF STYLES, MATERIALS AND ECONOMIC, SOCIAL AND CULTURAL PHENOMENA

Marco Lanowy, Managing Director, Alberto

The way things are right now, I feel the fashion industry is drowning in its endless launches. Someone urgently needs to put a stop to all these pre- and cruise collections that seem to be outdoing each other at breakneck speed, with items flooding the market one minute only to end up in sales bins or outlet stores the next. Neither retailers nor consumers can keep up in the long term. Numerous producers – and retailers – need to further perfect their brand DNA in order to bring about the end of the absurd 'more of the same' mantra. We need quality instead of quantity – a trend that should never have fallen out of fashion in the first place.
Roman Stepek, VP, HEAD Sportswear
For those of us in the skiwear segment, climate change is becoming an increasingly major issue. It's becoming harder to rely on ideal skiing weather, which is why we're focusing more on cross-functionality. To be able to offer the consumer outfits that can be worn not just on the piste but in town, HEAD Sportswear has developed a capsule collection that can do both thanks to a sophisticated design and state-of-the-art materials. 
Jochen Bauer, Owner, Heinz Bauer Manufakt

For us leather and jacket specialists, lamb fur is getting more and more attention from men and women alike. Another emerging trend worth mentioning is refining models and making them more sophisticated – think, for instance, hardly visible seams as well as tone-on-tone features.

Christian Bieniek, Director, Brand and Product Management, Fynch-Hatton

An unstoppable digitalization is offering higher and faster interaction rates on Instagram, giving smaller brands the opportunity to spread the word about themselves more quickly. Videos will oust pictures, taking over the online traffic. The affinity of our buyers for the online world will continue to grow, as will the number of posts with hashtag advertising. Regardless of the trends, however, Fynch-Hatton will stay true to its beliefs: high quality, sustainable thinking and social responsibility are timeless values – and, in the end, they will inevitably underpin many of the new trends to come. 

Mirko Ghignone and Sabrina Verrando, Creative Directors, Avant Toi

Chance encounters; because intelligence and sensibility are always alert, never tired of searching, never sated with what they have already seen, what they have already known; always welcoming new people and initiatives with which to build and explore new paths.
The most alive, emotional energy is that which comes from within; it feeds on the beauty and the goodness around it, to overcome limits and boundaries, becoming the most sustainable fuel.

Franco Catania, CEO, Giada S.p.A.
Every day the media informs us of the damage caused by the lack of respect for the environment in which we live. More and more companies, including ours, are showing a growing sensitivity towards this issue. We are going to research and use eco-sustainable materials more. It pays to invest in meticulous research: it increases consumer interest and help to grow the business, since customers are more attentive and informed about various processes than ever.
In terms of style, fits are undergoing variations, becoming generally softer. As far as trousers are concerned, men and women alike are once again appreciating the higher waist, while palazzo pants have made a comeback in womenswear. 
Andrew Berg, President, Robert Graham

Understanding how the consumer communicates, and how he/she desires to be spoken to, will be the key to success. Customer preferences, frequency and aligned messaging, across every distribution point, will retain the loyal collectors and bring in the new generation of brand enthusiasts. From online searches, the website flagship experience and social channel footprint to the bricks-and-mortar activations, partnerships and collaborations, the challenge is to carry the identical brand spirit and luxury viewpoint across the spectrum. The consumer anticipates the same tone/voice and quality throughout, regardless of where they are geographically, which device they use or how they choose to interact.

[bookmark: _GoBack]Kim Hyldahl, Founder, Mos Mosh

2019 brings a sense of positivity to our collections, so one of the key trends for us has been the bright, romantic era of the 1970s. There’s a focus on playful prints and details with strong 70s references, with a focus on perfect and flattering fits above all. Good workmanship, good qualities and responsibility will continue to be a growing demand within the field of fashion.

Mads Mørup, Founder and CEO, Knowledge Cotton

[bookmark: _gjdgxs]To make a difference! People have realized that climate change is real and are willing to make sustainable choices. I think we will see new ideas, new business platforms and new purchase patterns. Consumers will look for brands that are true to their calling and determined to challenge the conventions of the fashion industry. We can, and we need, to change our behavior and consider what is reasonable to consume. More people will also come to understand that we can't just wait for someone else to make changes. We only have this planet, and it's everyone's responsibility to take action. 

Santi Pons-Quintana Palliser, CEO and Creative Director, Pons Quintana

2019 will be a year full of challenges in which we will consolidate the brand in Spain as well as expand in our European market. Comfort will remain a basic element for the brave, urban woman. She will, however, be unafraid to wear a heel – our response to the trends of the emerging markets that have catapulted our sales in recent years. We believe in the basics and will continue to offer unique handmade pieces that will be reinterpreted in the explosive colors of Mediterranean nature, which is our habitat and our inspiration.

Daniel Grieder, CEO, Tommy Hilfiger Global and PvH Europe

Consumer preference and shopping habits are changing our industry. Customers’ feedback is clear: they want engaging and personalized experiences in stores and online. To keep pace and stay relevant, you have to embrace disruption, continuously evolving, testing and learning to meet their ever-changing desires.

Robin Yates, VP, Nobis

As fast fashion has been ever-present in the industry for the past few decades, we are noticing its influence in the premium outerwear category, with brands proposing trend-oriented capsule collections with presale capability. Our constant drive to achieve a balance between the fast-moving fashion trends and traditionally constructed down outerwear is outweighed by our responsibility to lead the consumer with trends that are not disposable. 
Allowing this longevity entails a cleaner exterior design, with hints of trend-driven characteristics of the season, and a broader range of adaptability. The outerwear industry, with its combination of significant material consumption, cost and development/production timeline requirements, calls for us to bear greater responsibility from both an environmental and a trend perspective. 
 
ANNARITA PILOTTI, PRESIDENT, theMICAM

Footwear trends can be split into three themes. Firstly, a vintage influence combined with eco-sustainability – what we call the ‘Purpose Full’ trend: inspired by the past, but with an eye to the future so as to create new products that have, nonetheless, a spirit of continuity. Secondly, ‘Light Magic’, a trend that draws inspiration from mysticism and spirituality and proposes a series of romantic and Gothic designs drawing on mythological themes and on the fairy-tale world. Thirdly, the ‘Free Style’ trend challenges conventions and celebrates freedom of expression, with a fluid vision of cultural references producing a carefree look based on ideas of play and subversion.



