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Fashion needs to become more sustainable, timeless and contemporary. The main trend will be authenticity and the link between bricks-and-mortar and digital will become inevitable.

Tom Nastos, PRESIDENT FOR READY-TO-WEAR AND ACCESSORIES, UBM FASHION

Fashion is global, but it’s also very tribal. As consumers, we all have unlimited amounts of information available on our smartphones. We select news feeds, celebrities and designers we want to follow. The result is tribal lifestyles: it’s how we are organized now. This will have a significant impact on digital and bricks-and-mortar retail and various brands around the world.  

Cindy McNaull, Global Brand and Marketing Director, CORDURA 
We continue to see the importance and emergence of cross-functional textiles that are designed to take you faster and farther. Our denims enhanced with ‘hidden science’ – technologies that you may not be able to see on the surface, but that are designed with added performance in mind – epitomize this trend. Softness and overall comfort are also key performance capabilities that consumers continue to demand.  
 
Renee Henze, Global Marketing Director, DuPont Biomaterials

[bookmark: _GoBack]The personalization trend is influencing the fashion industry, both in terms of the products created and the experience through which they’re sold. Consumers are seeking apparel and accessories that reflect not only their personal style, but also the values that they hold, which can take the form of sustainable materials, local manufacturing and other business standards. But beyond the product itself, brands are also adapting to the demand for personalization by customizing the shopping experience. In fact, according to Forrester Research, more than 70% of retailers are trying to personalize the store experience and create a more relevant, engaging touchpoint with shoppers.




