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For the latest womenswear news,
visit www.drapersonline.com/news/
womenswear

MAINSTREAM

More mainstream womenswear indies have credit insurance issues with
suppliers than their menswear counterparts, according to this week’s
survey. Occasionwear was the most recession-proof category, as people
continue to dress up for big events despite the downturn.

TOP10

Best-selling brands of the week

1 Gerry Weber
Joseph Ribkoff
Basler

Michel Ambers
Gold

Marc Cain
Olsen

Frank Walder
Crea Goncept
Oui Moments
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TOP5

Best-selling categories of the week

1 Dresses
2 Tops
3 Knitwear
4 Trousers
5 Occasionwear

TOPS5

Best-selling casual top brands of
the week

1 Repeat
2 Oui Moments
3 Joseph Ribkoff
4 Emreco
5 Betty Barclay
Fashion infigures

How does your week's business compare
with this time last year?

29’

of indies said brands were
struggling to get credit
insurance on them

oe

Inthe current
economic
climate
suppliersare
beingtoo
cautious

Judy Winter,manager of Helen
Wintersonin Marple, Cheshire

oe

Suppliers

want upfront
payment,a
bank guarantee
oryoutosend
your booksin

Sue Foye,owner of Camillein
Skegness, Lincolnshire

Quickfire questions
Which brand’s spring 09 product has
exceeded your sales expectations?

1 Gerry Weber
2 Joseph Ribkoff
3 Condici

Which single product category takes
up the most space on your shop floor?

Occasionwear

Whichvalue-added services do you
offer?

Alterations 82%
Refreshments 38%
Personal shopping 10%
Other 5%

Which product category do you hope
will fare betterin2009 thanin 2008?

Occasionwear

Are customers buying less often but
spending more on higher-priced
items?

Yes 54%

No 46%

Would you like brands to provide
more in-season stock?

Yes 72%
No 28%
Average spend

What was the average spend per
customer in your store this week?

DATE: WEEK ENDING
MARCH 21 2aa9

Drapers spoke to 50 independents about their women’s mainstream fashion business for the week ending March 21.
Brands and styles mentioned in the lists, including the Top 10 and Top 5, are ranked when mentioned by five or more retailers
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Informer

In-season stock is becoming increasingly
important in the tough financial climate,
mainstream womenswear indies said in this
week’s survey. Gwen Brennand, owner of
Checkmate in Clitheroe, Lancashire, said:
“In-season stock saves you committing so
much money upfront.” However, for some
indies in-season stock holds less appeal. Alan
Cousins, owner of Cousins of Cheltenham in
Gloucestershire, said: “I think in-season stock
clogs up the system; if you’ve got an April or
June delivery, then how do the Sales fit in?

It also reduces the clothing’s shelf life.”

Wearability is at the forefront of customers’
minds as they want to purchase items they
can wear more often, according to the
retailers polled. Helen Snelson, owner of
1828 in Nantwich, Cheshire, said:
“Customers think twice before spending on

a full outfit. They want to make sure they can
wear it on more than one occasion.” At
Broadbents in Knutsford, Cheshire, owner
Richard Broadbent added: “Instead of buying
three pieces, customers are buying one piece
to perk up what they already have.”

Formalwear has been less affected by the
downturn than casualwear, according to
most retailers, because of the upcoming
wedding season. “Formalwear is recession-
proof —if your daughter is getting married then
she is getting married,” said Peter Dolphin,
owner of Ann Dolphin in East Grinstead, West
Sussex. “Weddings were financed a year ago
and so the spend is already set,” said Denise
Coyle, owner of Barbara’s of Standish,
Lancashire. However, retailers are still trying
to keep prices low. “We have a budget for
everybody; we haven’t gone above £400 for
a wedding outfit,” said Jean Bunkle, owner of
Saffron in Somercotes, Derbyshire.

Sellable: Marc Cain proved popular
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