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As the sun sets, darkness unveils 
the Porte de Versailles under 
Tokyo’s appearance surrounded 
by red, blue, pink neons: with this 
Race4Fashion edition, Who’s Next 
heightened the adrenaline of the 
fashion community for 4 days.

For this edition, the organizers wished 
to offer the industry incomparable 
energy and an unusual working 
experience. By considering the 
brands and buyers’ needs as well 
as the governmental restrictions, the 
WSN maintained a fashion event built 
on a huge concept store with food 
offers, beauty, art, workshops, etc.
It was an immersive edition set in an 
exhilarating atmosphere and a real 
challenge at the time when the health 
crisis is paralyzing the organizers of 
trade shows in all industries. From 
Who’s Next, to Impact, to Traffic, to 

Bijorhca, we all awaited this edition: 
pre-registration for visitors increased 
by 10% compared to September 
2021, and 750 fashion brands, 
including 200 new exhibitors, were 
there to present their Winter 2022/23 
and even Summer 2022 collection on 
immediate delivery. 

For Frédéric Maus, the CEO of WSN, 
Race 4 Fashion celebrates “the 
exceptional resilience of the fashion 
sector with creative brands and 
active buyers no matter the obstacles. 
Along with the Pitti in Florence, we 
are proving that it is possible to have 
an ambitious attitude when it comes 
to trade shows”. WSN responded to 
buyers’ needs with new products after 
having successful sales last season. 
In the halls, both organizers and 
brands have noticed the rejuvenation 
of the industry: European buyers are 

opening stores, mixing pre-order 
and pronto collections,  presenting 
diverse products within a common 
space leading them to explore the 
different areas and categories of our 
event. Frédéric Maus highlights a 
practical evolution of buyers from the 
Middle East who, aside from luxury, 
are opening their doors to a bigger 
diversity of creative brands.



WHO’S NEXT TO 
THE BEAT OF 
INNOVATION AND 
YOUNG CREATION:

The WSN Product offer was at its 
best revamping the buyers: Urban 
vibes were reflected with 360° 
Ride, the area dedicated to outdoor 
sportswear, sneakers brands were 
in a herd coloring the Accessory 
section. Nature and its importance 
was reinforced these last months 
by the pandemic, and has altered 
the market’s trend.” Whether it’s 
in the suburbs of the metropolitan 
cities, concept-stores are looking for 
technical products for clients and 
from now fashion and outdoor go 
hand in hand and we must shed light 
on them” explains Frédéric Maus.

On the other hand, the Who’s Next 
accessory section, benefits from the 
presence of the Bijorhca trade show 
to affirm its identity as creative and 
in a larger position than Premiere 
Classe. Yacine Challal the designer 
of the genderless jewellery brand 
Carré Y affirms the intuition of 
organizers: “Feels good to be back 
to work !”. Even though the trade 
show calendar got lighter this winter 
and buyers haven’t been traveling 
a lot since March 2020, Yacine 
refused to miss Who’s Next:” It is a 
real partnership with a team who 
has been assisting on a long term 
basis.” He accentuates the audacity 
of Belgian and Swiss buyers who are 
taking more risks than French people, 
in his opinion. Six months ago, Nina 
Nomen co-founded a scarves brand; 
Mitat, 100% made in France and she 
believes that “Who’s Next is the key 
international trade show to participate 
in.” She is very happy about her 
choice: “ Since Friday morning, she 
has met six interested new buyers, 
three from Greece and three from 
France!” During the event Nina 
benefited from product feedback 
from the industry: “visitors are very 
constructive, enthusiastic and it’s 
valuable at this step of the launch”. 

The wave of youth was powered by the 
Accessory section but also by Impact, 
the section dedicated to sustainable 
fashion whose surface doubled in two 
years. Young designers, upcycling 
and savoir-faire, short cycle, natural 
and recycled fibers, and zero waste 

have become trends offered at the 
trade show. 

Céline and Ryan Limandat launched 
Musu, an eyewear brand three 
months ago intending to prove that 
bold styles go with ethical production. 
They chose Who’s Next to access “ 
a solid professional network”. They 
didn’t go wrong since they have 
already attracted concept-stores from 
Saint-Barths, Morocco, Mauritius as 
well as stores from Paris and Rennes. 
“We were surprised to find buyers 
and a solid united network around 
us like brands willing to share their 
expertise to help us. This tradeshow 
is an excellent training for us”. A 
few meters from Musu, Simon de 
Suwarte is marking 4 years at Who’s 

Next with his shoe brand Caval. He is 
launching Moda, recyclable sneakers 
made out of fruits and presented in 
gardener's boxes “With Covid, we 
noticed a decrease of visitors but we 
were able to meet our clients and new 
potential Belgian and French buyers. 
The Impact section is a great initiative 
because it encourages innovation.” 
We salute the perseverance of the 
Race4Fashion edition: “You dared 
the challenge !”

At the heart of Impact, the WSN team 
proves to always reach the top with 
the Who’s Next x Ulule partnership. 
For the past year, around forty 
handpicked projects leaders have 
exhibited their creations at the heart 
of Who’s Next. Élodie Verdan, the 
founder of the brand Shoe-Shoe, was 
“pleasantly surprised”. Her only goal 
was for people to discover her brand, 
she “didn’t stop talking with bloggers, 

wholesalers, professionals from 
all ages.” “We tie knots with other 
exhibitors and exchange on 
entrepreneurship challenges.” 
Her shoes will be available at 
Centre Commercial in March and 
it’s Race4Fashion who’ll mark its 
entrance in the professional world.
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EXPERT TO THE 
SERVICE OF THE 
INDUSTRY

These eager visitors have 
experienced innovation, emerging 
creations but also gained Who’s Next 
expertise on subjects questioned in 
society concerning the industry. Boris 
Vey, director of partnerships and 
events, has turned upside down the 
conventional conference model and 
brought WSN's signature to it.

Round tables, podcasts, and talks 
embellished our days and witnessed 
strong speeches. 

Designed as an educational tool, 
the conference area led to debates 
around virtual fashion, ethics in 
the textile industry, inclusivity and 
diversity and trends. The program 
deliberated with the Fédération 
Française du Prêt-à-Porter Féminin 
(FFPAPF) reuniting sixty key players 
like PETA, Mothers and Leherpeur 
Paris to embrace subjects on potential 
levers (NFT and cryptocurrency 
for instance). At the end of the 
day, visitors, fashion brands and 
exhibitors of the Traffic section have 
reunited for an exclusive experience 
with comedian stand-ups.

Organized with the FFPAPF, Traffic 
presents innovative solutions for 
brands and retailers in coordination 
with the themes developed during 
conferences. The conference area 
has been taken advantage of by 
hosting pitches and presenting 

live solutions to exchange on the 
challenges of the industry. For the 
next season, Boris Vey has already 
set the idea of a conference area 
following the Agora system for strong 
and dynamic meetings to push 
forward Traffic now that innovative 
solutions and the public are back 
together.

KEY PLAYERS IN 
THEIR ELEMENT: 

At the heart of innovation, expertise, 
and talents, we find Bijorhca, the 
trade show dedicated to jewellery, 
watches, and technical industries 
which was celebrating its 150th 
edition! 

Festivities may have been reduced 
for sanitary reasons, but 110 
brands have responded present 
and two exhibitions were retracing 
what Bijorhca has brought to the 
fashion industry over the years. One 
retrospective was under the form 
of a joyful banquet set designed by 
Alexandre Dinzé Solis and offered 
access to exclusive and precious 
archive pieces (Yves Saint Laurent, 
Lanvin, etc.) issued from private 
collections. The second exhibition 
was created in collaboration with 
Francéclat. Exhibitors and visitors 
discovered the Bijorhca approach to 
innovation with 3D jewellery and gold 
dust. 

Finally, a conference on traceability 
on diamonds put sparkles in the eyes 
of designers and representatives 
of fifty trade corporations. A highly 
anticipated edition since 90% of 
registered brands in September 
wished to come back with the support 
of the jewellery federation.

A few alleys further, we find 
accustomed brands share their 
experience, aware that their 
reputation is a valuable asset in 
uncertain times where the industry 
is less keen to travel. For Rafael 
Zabalqoqtazcoa, sales director of 
Kangol, the iconic headwear brand 
from the 80s “The Who’s Next 
experience is the continuity of the Pitti 
trade show” whose team is returning. 
“Despite having a tight market we got 
strong responses to activities and 
exchanges”.

Thereby, as soon as Who’s Next 
opened he met new buyers mostly 
French. The same goes for the 
Parisian cashmere brand Kujten 
celebrating its ten years this year: “ 
We have met beautiful and interesting 
people during the tradeshow and 
have attracted new prospects from 
France, Germany, and Switzerland.” 
Clément Dannacker, wholesale 
manager. Marc Andria, key account 
manager of the shoe brand Pataugas 
launched 70 years ago, noticed that 
despite having fewer international 
visitors there are more Belgium and 
French visitors: “we are happy to 
have met a lot of provincials and it’s 
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now up to us to evolve.” For the 
brand, Who’s Next represents the 
opportunity to work on its image: “ The 
Bon Marché, with whom we work, just 
passed by and after this encounter, 
we might enlarge our presence on 
other segments “. Jean Charles 
Fernandez, sales manager of the 
shoe brand Diadora, has set its new 
record with twenty-five new French 
clients met during the first two days:’’ 
we have a ten-year experience and 
it changes everything. Our notoriety 
is a strong asset compared to other 
brands entering the market in this 
difficult time.

Sophie Deluc has participated in 
Who’s Next for 20 years now, the 
artistic director of the Imperial group, 
and this Race4Fashion edition marks 
their comeback. For safety reasons, 
they decreased their space and team 
by two “‘ We were not expecting that 
many people in the first 2 days, and 
we did the same turnover as our 
last participation in January 2020! 
Since the first day, we were always 
working and won over 16 new clients 
for Dixie. They mainly come from 
France, Ireland, Belgium, and even 
Israel.” Sophie met buyers preparing 
their upcoming opening: “they want 
joyful, pop and bold pieces from blue 
to green to fuschia they are not shy!” 
Trends that go with the Race4Fashion 
imagined by the WSN team. An 
edition with an audacious team that 
will leave memories in the minds of 
the fashion industry after the doors of 
Porte de Versailles close.

WHO’S NEXT, 
PARTNER OF 
THE INDUSTRY’S 
PLAYERS

Whether it’s for emerging or 
established professionals, Who’s 
Next is a vital reference with a network 
of buyers who despite being tight on 
France and Belgium is solid and high 
standard. For the brands and buyers 
who were not able to travel and extend 
their physical experience of the trade 
show, WSN has the solutions: CXMP, 

the B2B digital platform of 
Comexposium was launched on the 
15th December after two months of 
intense tests along 50 partner brands. 
It has allowed 150 fashion brands to 
register pre-orders or sell stocks for 
immediate delivery. Brands choose 
CXMP with the same trust they chose 
Who’s Next: for the solidity of the 
B2B expertise and a high-standard 
network. 

The WSN team decided to share 
this expertise with buyers and 
brands by tightening the strings 
with professionals all year long. With 
CXMP, but also with professional 
encounters and festive events true 
to the WSN DNA, events will be 
imagined from la Caserne where 
the team is moving in March 2022! “ 
WSN is the specialist of B2B events 
and la Caserne is dedicated to the 
industry and sustainable fashion: 
the dynamic is ideal to make the 

industry’s heartbeat from the capital !” 
A proficiency and signature for 
which WSN will add the service of 2e 
BUREAU, the press office for Parisian 
fashion and culture.

In the meantime, the WSN team is 
in the starting blocks to prepare the 
September 2022 edition of Who’s 
Next with the ambition of having 
the comeback of European and 
international institutions at our trade 
show. Frédéric Maus and its team 
have promised: September 2022 will 
be a big party signed by WSN!

To all the accessory professionals 
we are excited to see you again for 
Premiere Classe at the Jardin des 
Tuileries from March 4 to March 7. We 
are already teasing the unavoidable 
accessory trade show, with the coming 
back of our scenography duo Romain 
Costa / Evane Haziza-Bonnamour 
presenting a mesmerizing edition “All-
Over”. Anything to satisfy our fashion 
bucket list and satisfy our demanding 
buyers!
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About WSN - 
https://whosnext.com/

WSN Développement organizes the 
Parisian trade fairs for international 
fashion professionals, mainly brands and 
distributors.
WHO'S NEXT, in January and September, 
presents ready-to-wear, accessories, 
beauty and lifestyle alongside IMPACT, 
the gathering of initiatives promoting 
ecological and solidarity transition, and 
TRAFFIC, the event dedicated to solutions 
and innovations for fashion retailers and 
brands. Since May 2021, WSN has been 
running BIJORHCA for BOCI alongside 
WHO'S NEXT. During Fashion Week in 
March and October, PREMIERE CLASSE 
presents fashion accessories together 
with a fine selection of ready-to-wear. 

Press Contact WSN 
at 2e BUREAU

Hugo Howlett
+33 6 18 08 10 55
h.howlett@2e-bureau.com

KEY NUMBER 
VISITORS :
 
70% of visitors are buyers
 
Breakdown:
France 82% 
INTER 18% 
 
Top 5 international countries:
1/ Belgium 3,73%
2/ Spain 2,87%
3/ Italy 1,59%
4/ Switzerland 1,17%
5/ Germany 1,16%
 
New visitors:
 24 % of visitors visited Who’s Next for 
the first time.
 
In compairaison to September 2021
+4% visitors


