Dear Reader,

We hope you have had a good start to the season and found plenty of new labels and styles for your portfolio. As the industry is mourning the loss of key figures, such as Karl Lagerfeld, it’s nevertheless wonderful to see a steady influx of new creativity, both from young and established designers. Our Lookbook will hopefully be a testament to this and give you even more inspiration in case you were missing something. While it is important to have new names in your selection, brand partners who always deliver good product on time and enable you to buy with foresight are equally necessary. Do not forget to buy into the staple goods that will complete every purchase. 

As the shows in Europe and North America are coming to a close for the season, we urge you to also consider attending the Asian and South American fairs: it is vital to gain inspiration not only from the exhibitions but also from the people on the street and other retailers, and to get out of one’s comfort zone. However, we at WeAr of course endeavor to give you an insight into the global markets. So, even if you do not have the time to travel, we will keep you in the loop, both through our magazine and our global platform: www.wearglobalnetwork.com.

To make buying decisions easier for you, we asked some of the key trade shows and showrooms around the world to tell us what sold well for them and to give you, dear readers, confidence to make the right decisions for your customers. 

Of course, we also aim to expand your horizons. With important shows in adjacent industries, such as Salone del Mobile in Milan, coming up shortly, it might be a good time to think about what items could complement the fashion collections that you are offering. 

The floor space (or the web space) of your shop is as crucial as your merchandise as it creates emotion: think about creating a display that will make your clientele dream. Shows like Coterie concoct entire worlds at their events with the help of unique furniture and art pieces; there is much to learn from them. The customer who is purchasing a fantastic outfit might happen to be on the lookout for an outstanding futon. If you work with the right furniture companies and use in-store electronic displays, you can offer a whole range of items while only using minimum floor space and become a destination for your customers. 

[bookmark: _GoBack]It is also important not to forget that you are the center of a large community – that of your customers. Make sure to constantly communicate with them, both online and by coming in and talking to them on the shop floor: your customers are probably more hungry for knowledge – on trends, brands and ideas – than you realize, and will appreciate it if you share your insight with them.

As always, we wish you every success with your business,

Shamin Vogel and Jana Melkumova-Reynolds, Editors


