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Who’s Next is a fl agship event which rounds off  
Fashion Week. In order to facilitate the crossing of 
Paris, which was in full eff ervescence, we set up various 
means of transport to reach the event at Porte de 
Versailles. These were from the airports, and the four 
main Parisian train stations, as well as various partner-
ships with companies which were able to get you to 
your destination. The system set up for visitors during 
the strikes was a remarkable success, with 6 pick-up 
points, and more  than 2,000 shuttle service users 
over the 4 days. It was an exceptional service, praised 
by exhibitors, as well as visitors. If Saturday saw the 
least signifi cant number of visitors due to the protests 
in Paris, the other three days held up well…

A total of 42,565 visitors passed through the aisles 
of Who’s Next during this winter edition, demonstrating 
that it remains an unmissable professional gathering. 
There was an overall drop in the number of visitors 
(-4.6%) due in particular to the lower number of visitors 
coming for several days to the event. The visiting 
‘buyers’ were however well on track, even slightly 
higher than the previous edition (+0,77%). Amongst 
the countries present, we note the top 5 who visited: 
France, followed by Italy, Spain, Belgium and fi nally 
Japan. Visitors from the United Kingdom, in sixth place, 
and Germany in seventh, have progressed with 3.79% 
and 7.75% additional visitors respectively. There 
was also a 6.3% increase in unique visitors who had 
never visited Who’s Next before, all categories 
combined, and nearly 11% of new buyers. Despite the 

complex situation and measures put in place to put an 
end to the strikes, buyers still wanted to attend Who’s 
Next, demonstrating that the event remains the 
fl agship of this New Year 2020. 



“We were able to create connections and 
expand our visibility with this edition of 
Impact, which is significant for a young 

brand like us! We have been able to meet 
foreign buyers, from countries such as 

South Korea, Canada and Holland, and we 
are excited to process these orders.” 
— Founder of the brand ‘Green Lion’
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The inspiring scenography of ‘Mirror Palace’, with 
its dandy bars with pastel and retro walls, its dreamlike 
workshops and labyrinthine alleys, which danced to 
the rhythm of the checkerboard pattern, transported 
visitors into the Who’s Next world. Each hall had its 
own aesthetic, completing the following. Lounge areas 
which facilitate favourable exchanges and chance 
encounters that placed this edition under the mark 
of dialogue and style.

 In the ‘V.I.P’ club, a parade of looks and personalities 
were able to exchange and prepare for the new year 
in a warm setting. The clear and visible segmentation, 
along with the continuity of stands, allowed visitors 
to easily navigate the 3 halls of the event. From the 
‘Impact’ talks, to ‘Fashion Scene’, from ‘Villa Beauté’, 
up to the aisles of ‘What’s Up’, from the bankable halls, 
‘Fame’ and ‘Trendy’, to ‘Inside’. The WSN teams worked 
hard to design the best client itineraries both for ex-
hibitors and visitors. In total, 1100 brands exhibited, 
off ering an exhaustive inventory of contemporary 
fashion and its trends: from colourful and futuristic 
designs, to sober cuts characteristic of a more classic 
know-how. From minimalistic accessories, to more 
eccentric and bright pieces from certain collections. 
The eye was attracted by this plurality of tones and 
shapes, like a true mirror of the fashion world. 

Impact, which was long awaited after the success 
of the fi rst edition last September, was this time inte-
grated at the entrance of hall 6 of Who’s Next. This 
layout, which we wanted to be diff erent for the January 
2020 edition, was intended to be one more step to-
wards an ecological transition, which has become 
essential for the entire industry. An extra step, small 
as it was, in order to encourage and develop more 
engaged fashion brands.

 



With this second edition of ‘Impact’, we wanted to 
continue this work of dialogue and mediation.

“What is really nice and different here, 
is dealing with people who are already 
aware of all of Impact’s values, which 
allows for an unparalleled quality of 

discussion. I think that it’s also because 
Who’s Next have been able to develop 
an effective mediation in the field.” 

— The brand ‘1083’

Nevertheless, we are aware that our aims with 
Impact are also and above all, a question of time. To 
take the time to imagine and conceive an engaged 
and viable business model, as much for the fashion 
brands exhibited, as for the whole of our community 
and our teams. We truly wish to show the same level 
of rigour and engagement as these pioneers of sus-
tainability. However, as with any historical transition, 
it is a long and complex process. For this edition, we 
wanted to continue Impact’s action in collaboration 
with symbolic brands, in order to come back next 

September with a structured and strong edition, 
thanks to months of work and preparation. The next 
edition will federate in order to bring together all the 
actors of the fashion industry, whatever their profes-
sion. The ‘Talks’ area space, which brought together 
no less than 18 conferences mostly dedicated to these 
new challenges, and 84 speakers from all kinds of 
fashion backgrounds, was also at the heart of Impact. 
It was an opportunity to listen to thoughtful and 
passionate debates. It was a place of exchange and 
questioning, in order to understand and anticipate 
fashion and its future. 

The ‘Inside’ and ‘Villa Beauté’ areas reinforced the 
success of previous editions, must-have purchases 
have enabled them to build customer loyalty, espe-
cially for the independent retailers. Department stores 
and concept stores were loyal to the event and at-
tended in large numbers. The ‘Inside’ off er has made 
a real place for itself at the heart of Who’s Next, thanks 
to a careful and precise selection. 
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“The number of buyers has risen for us 
since the last session in September and 

we have had contact from more than 40 
retailers, which is very encouraging. The 
‘Inside’ area is perfect for our lifestyle 

brand. We have met buyers from all over 
the world; Spain, Italy, Belgium, 

Germany, China…”
— The brand ‘Saguaro’ 

In the ‘Villa Beauté’ area, cosmetic brand ‘Botanika 
Marrakech’ is delighted with every aspect of their fi rst 
experience at Who’s Next: “The care has been perfect 
in this beauty area which brings together niche brands. 
We’re thrilled and will be back next year.” 

The success of brands such as ‘Make My Happiness’, 
showcased within ‘Inside’, has further confi rmed the 
attractiveness of marketing strategies leading up to 
the event. This is thanks to actions such as the sending 
of boxes to a panel of selected buyers. A successful 
direct marketing operation which encourages Who’s 
Next to increase its off er of personalised services by 

taking into account the objec-
tives and values of brands, in 
order to provide them with the 
most appropriate solutions. An 
off er which goes far beyond 
its prerogatives as a physical 
events organiser, and which 
can be deployed both before 
and after the events. 

The ‘Fashion Scene’ area presented 11 brands. 
Amongst them, were numerous winners of young 
designers’ contests such as, ‘Pag Neckwear’, ‘Emma 
Bruschi’ and ‘Coloreve’. It was an enriching fi rst expe-
rience, thanks to their meetings with journalists and 
fashion personalities. Some of them were even able 
to benefi t from initial approaches from manufacturers 
and factories for future production. The three brilliant 
winners of the fi rst ‘Lab Scene’ competition, in part-
nership with Istituto Marangoni (Salut Beauté, Martin 
Luttecke et Voir(e)), were also able to showcase their 
collections, with multiple and masterful infl uences, 
proudly representing France, Chile, and Belgium. This 
really affi  rmed Who’s Next’s position as an international 
talent scout. The winners had the opportunity to exhibit 
their collections in a specially dedicated area within 
this edition, facilitating their fi rst integration into the 
fashion community.

“We have really gained visibility, and 
have had great meetings with profes-
sionals. We particularly liked working 
with the experts and receiving their 

coaching. The concrete solutions provid-
ed during these Masterclasses helped us 
a lot.” — Caroline Descamp, co-founder 

of the brand ‘Voir(e).’

© Yannick Roudier : Showroom ‘The Contrast’
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The ‘Fame’ area and its meticulously designed 
scenography was also praised by all of the exhibitors. 
“The area is spacious and pleasant, the brand mix is 
relevant to all, and our clients are satisfi ed. We have 
been able to set up orders with clients from all around 
the world: in Chinese department stores, but also with 
Russia, Kazakhstan, Thailand, Japan, Belgium, Canada, 
and the UK. This edition enabled us to shake many 
hands and exchange many smiles, all whilst maintaining 
our expected volume of sales. This is therefore very 
satisfying for us,” concluded Carole Deleuse-Gojon, 
CEO of the brand ‘Suncoo’. Hall 4 therefore saw a real 
success, for both exhibitors and visitors, who were 
able to benefi t from a convivial atmosphere in which 
they could exchange and wrap up their business deals. 
Buyers were predominantly European (French and 
Spanish), but also Asian (Korean and Japanese). “We 
were very pleasantly surprised by the number of orders 
and contracts finalised,” explains Laetitia Bosc, 
Commercial Director of the brand, ‘Stella Forest’. “We 
were a bit worried about this edition because of the 
economic and social climate in Paris, however in the 
end, it was a good edition for us, especially due to our 
buyers who came from all over the world; South 
America (Argentina, Uruguay), but also Asia and 
Europe.”

 

The ‘Trendy’ zone was also able to benefi t from a 
healthy number of visitors and interfaces with quality 
buyers, thus confi rming the attractiveness of this 
fashion sector. Sunday notably saw a great success. 
“We are very satisfi ed with this season, and we thank 
the Who’s Next team for their organisation and atten-
tion to detail. We will be at the next edition in 
September!” Exclaimed the founder of ‘La Petite Étoile’. 
All the exhibitors were able to note that the majority 
of the visitors came, despite the situation in Paris. 

The European ‘ready-to-wear’ area was also a real 
success. “This must be the 22nd time that we have 
participated in Who’s Next, and this edition was one 
of our best! Several orders for customers from Japan, 
Russia and even Mexico. It’s exciting to be part of this 
world twice a year,” says  brand, ‘Leo and Ugo’. The 
brand ‘Imprévu’, also had a positive fi rst experience. 
Its founder, Justine God, is delighted to have received 
feedback from personalities from all over the world: 
“This successful fi rst step has allowed us to create 
long-term investments. We really want to have this 
experience again!” 
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The ‘Accessories’ areas, reserved for jewellery, bags, 
leather goods, textile accessories and shoes has also 
been praised. New jewellery brands exhibited are 
delighted with the visibility they received, notably 
supported by the mixing of stands with ‘Villa Beauté’.

“These four days have enabled us to 
meet key clients for our growing busi-

ness. It’s very positive for us who are just 
starting to reach our goals. It’s really a 

place of choice for young jewellery 
brands. The importance of artisanal and 
hand-made work, at the heart of events 

like Who’s Next, is particularly interesting. 
It has surpassed our expectations.” 

— The brand ‘Nagle and Sisters’

The same goes for the brand ‘Bee Valentina’, which 
is already anticipating a big comeback for the next 
edition. Bags and leather goods also recognise a 
clearer and sharper creative global off er, with the 
strong comeback of major leather goods buyers such 
as ‘Dechhilder’. The brand, ‘Chabrand’ was also able 
to make around 40 contacts, some of which very 
promising, whilst completing over 10 orders. Textile 
accessories have recognised the comprehensiveness 
of the off er and an aff ective segmentation of the 
stands in this small community, which likes to meet at 
each edition. Shoes, located near the ‘Impact’, ‘What’s 
Up’, and ‘Trendy’ areas, were in the spotlight, with 
defi nitely more of a ‘lifestyle’ approach, wishing to 
gradually move towards a more urban, concept store 
distribution. “It’s our fi rst Who’s Next,” exclaims the 
famous brand, ‘Camper’. “We have just returned from 
the Premium shows in Europe and our ambition is to 
show our contemporary lines. We have on display only 
a partial exhibition: this means only 50 of our shoes 
out of the 500 in our complete collection. We have 
had many buyers from big Parisian labels. I think that 
our stands location has also played a big role, since 
our experimental scenography was located at the 
crossroads of the surrounding themes; ‘Impact’, 
‘Shoes’ and ‘Urban’, with all of which completely fi t our 
brand! Our slogan, ‘Little better, never perfect’, also 
represents Who’s Next really well, which opens up 
eco-friendly fashion.”

Visitors and exhibitors were also able to benefi t from 
Masterclasses and personalised coaching with ex-
perts, in order to develop their businesses with con-
crete cases of current events. Amongst these experts 
was Steve Lambert. The success of these personalised 
coaching sessions was highly praised by an industry 
always looking for solutions in a fl uctuating market 
which is made all the more complex by the digital and 
eco-responsible transitions. An anthology of work-
shops also animated these four days of fashion, allow-
ing visitors to enjoy creative workshops; DIY, 
customisation, make-up, and sports. Including yoga 
demonstrations and well-being, with discovery work-
shops such as sophrology and group and sound 
meditation. A meditation, always in groups and rich in 
sound, which went on until the late night, during the 
notorious Who’s Next parties, which truly rival the ‘after 
parties’ of the Parisian catwalks. On Friday, the 
‘Opening Party’ launched this edition with a festive 
spirit thanks to performances from the delightful 
group, ‘House of Ladurée’, followed by the excellent 
DJ group ‘Bagarre’. Though seeing these relaxed 
smiles, choreographies and passionate discussions, 
we also saw what makes the meaning of these great 
annual events: the fashion show. The ‘Closing Party’ 
on Sunday concluded this beautiful edition with style 
and panache under the golden DJ sets of ‘NK ultra 
and Anja Sugar’.
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Save the date :
 Next Who’s Next with Traffic and Impact

 4th—7th September 2020

This New Year 2020 edition thus ended on a truly 
hopeful note. This is an industry undergoing a full 
transformation, eager to fi nd perennial and sustainable 
solutions in order to create an even more visionary 
and responsible fashion. If there are two key words to 
remember from this edition of ‘Who’s Next’, they are 
undoubtedly perseverance and hard work. ‘Rome 
wasn’t built in a day’ and fashion cannot instantly 
change its model. However, given the tenacity of its 
actors, their unwavering and relentlessly ambitious 
creativity, and their will to ‘be’, we already know that 
fashion has nothing to lose: together, we have 
everything to gain. That’s  why Impact is looking for-
ward to seeing you at the next Paris Fair, from April 
30th to May 11th, for a large new community gathering, 
which will renew, with a B2C approach, as in our fi rst 
edition. Impact thus goes beyond the WSN framework 
and will represent the ‘sustainable’ off er at La Foire de 
Paris, with an eclectic ‘fashion and lifestyle’ proposal: 
ready-to-wear, accessories, beauty, decoration, 
lifestyle… 

“We really want to participate in the 
influence of the Impact brands, and make 
them known to as many people as possi-
ble. This is why we are associated with La 

Foire de Paris, where they are in direct 
contact with the consumer.” 

— Frédéric Maus, head of the WSN group.

The event, which aims to attract some 500,000 
visitors, promises to be a major challenge, and an 
additional challenge for our teams, which is part of 
a unifying and sustainable vision of fashion. We are 
also very pleased to present ‘Traffi  c’, the service fair 
of the ‘Fédération Française du Prêt à Porter Féminin’, 
for its fi fth edition, which will take place from 4th to 
7th September at Porte de Versailles, during the next 
edition of Who’s Next. Traffi  c completes an already 
powerful off er in Paris by joining Who’s Next, and 
adding its infl uence as a fashion specialist on inno-
vation issues. Welcoming each year nearly 1300 
exhibitors of ready-to-wear, accessories, beauty and 
lifestyle products, as well as 45,000 French and 
international visitors, Who’s Next is thus further 
widening the circle of its community in order to bring 
you even more solutions. 


