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The future relations between Textile and Clothing Industry and the Retail will depend on how we cooperate to understand and service the growingly elusive and intangible consumers’ needs
[image: image2.jpg]


On the 9th June 2011 the EURATEX President, Mr. Alberto Paccanelli, in welcoming the numerous participants to the public part of the EURATEX Annual General Assembly stated that:”The textile and clothing industry registered in 2010 a far better year compared to 2008 and 2009. The industry reacted positively to the somewhat better economic environment allowing to reach a turnover of € 172 billions (+4,2%) a level still below the pre-crisis ones but announcing a growing confidence into the future as the industry registered more than € 5 billion of investment in machinery (+11%) to which we should add all the intangible investments done by the companies to better services their markets, be them industrial, home or fashion. In the market the dynamism of the more than 127.000 T&C companies, still employing over 1,9 million workers within the EU-27 boundaries, is materialised by innovative approaches offering flexible solutions to solve the societal challenges we are faced with. EURATEX will continue to act strongly to support the industry competitiveness in ensuring the best possible framework both within the EU-27 and abroad”. He continued in welcoming the participants to the panel on the “The future relations between Textile & Clothing industry and retail” stressing the importance of a broad discussion on the current and future developments in retail and assess how the relationships within the chain might evolve. 

	In her opening keynote speech, Mrs Dorothea ERN-STOCKUM (Managing Director, Kurt Salmon) highlighted how the consumers needs, the blurring frontier between brands and retailers and the new e-channels has/is and will influence(d) the way of the T&C pipeline is working. She outlined how the supplier market has changed with the generalisation, among the top actors, of a parallel and vertical integration process that she summarises with the “Act Vertical TM” motto. In concluding her speech Mrs Ern-Stockum stressed that “… In future, winning companies will be the ones able to connect with consumers and optimise their in-store experience thanks to an integrated business and product planning. The latter should speed-up design and development while integrating sourcing, supply and logistic partners with the aim of improving companies service strategies and create unique flow paths.”
	[image: image3.jpg]





Continue…

While not rejecting such generalisation, Mr. Carlo MASSOLETTI (AEDT Vice-President and independent retailer) highlighted that the recent years confirmed the difficulty to apprehend the consumer and that in his view “… (the) experience has shown that, when suppliers and retailers cooperate, exchange information on stock levels and sales and, more generally, create solid and long-lasting relationships as business partners, both parties can achieve much better results than if they deal with each other merely as suppliers and buyers.” In this context, despite higher costs, sourcing in Europe and in the proximity area will help both actors to remain active in the market. 

With a different approach and background Mr. Xavier COURT (Director Communication & New Bizz, Vente Privée) confirmed that his company success comes from the fact that today’s consumers are ready to buy if they feel that there is constantly newness in the offer. In his view and based on his daily experience,  consumers are no more making the difference between retailing channels, be them classical retails or e-commerce. In concluding he stressed that retailing channels are self-supportive as “ ... recent researches confirmed that e-commerce channel: encourages purchase in brands’ traditional retail networks; provokes impulse buying due to frustration at being unable to buy on the Vente Privée site and generates publicity for brands bringing new customers visiting their shops.”

The experience of transforming the company industrial culture to a more consumer-driven culture was highlighted by Mr. Giuseppe MIROGLIO (CEO, Miroglio Textile Spa). He confirmed that thanks to constant market feedback, his group is trying to deliver quickly and in a flexible way fashionable and affordable products to the end-consumers through all the different retail channels used. To reach such goal, producing in the proximity of the main consumers and growing markets is and will be key asset to service them fast. He concluded by emphasising that “... the key drivers for my company to strengthen its position are in decreasing order: creativity (for the new inputs), cooperation (for the product development with the customer and the supplier), service and quick delivery and a good price/quality mix (price/value).” 
Speaking as last panel member Mr. Franz-Peter FALKE (CEO, Falke KgaA) expressed his believe that “… the world cannot always get faster and service cheaper products to end-consumers!” He continued by stressing that whatever tool, instrument, skill-set, method is used to help service the market needs, all boils down on how business operators will be able to cooperate in a mutual respect and commitment to serve the market. He pleaded for a more equal-footing partnership among the value chain partners, avoiding anti-competitive behaviours, in order to have a true consumer focus. In concluding he stressed that “… we should find and develop in future a “fair-play” ground among partners through which our joint planning will help us all to be more sustainable.” 
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Following those presentations, reactions among panel participants and questions put by the attendees brought to the following conclusions:

· Sustainability of the offer is already an important element and will be one of the assets the textile & clothing pipeline will have to growingly tale care off in future.

· Even though the consumer is at the centre of the companies’ focus, he is difficult to understand as his buying attitude is mainly driven by emotion. Recent examples do show that for companies, to be successful, it is key the have its own conviction on the quality and benefits of the products sold and to take the leadership in communicating and servicing it to the consumers.

· E-commerce has changed the way consumer perceives himself. Today he is at the centre of everything and e-commerce attempts to capture this. But, as consumers, such “new” retail channel is also changing faster adding a new dimension to the complexity this industry is faced with.
· We need to overcome the “relations of power” between industry and retail to allow all operators (retailers and producers) to better understand and value what the European textile chain can bring as  innovative solution(s)  to tap consumers needs.
More information about this event, key presentations and the activities of Euratex is available at www.euratex.eu. More on the panel participants at www.kurtsalomon.com; www.aedt.eu; www.vente-privee.com; www.mirogliogroup.com; www.falke.com
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Mrs Ern-Stockum and Mr A. Paccanelli
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Panel Members : (Left to right)


Mr X. Court, Mr C. Massoletti, Mr A. Paccanelli, Mrs D. Ern-Stockum, Mr G. Miroglio and Mr F.P. Falke
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