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Named after Bonnie Tyler’s most successful song, «Turn 
Around,» this new edition of Premiere Classe invited the 
industry players to move forward and start a new chapter 
after 18 months of obstruction due to the sanitary crisis. 
The artistic directors Romain Costa and Evane Haziza 
Bonnamour, at the helm of the Costa Bonnamour 
Architectures studio, proposed a delicate scenography, all 
in purity and roundness.The immaculate sand of the Jardin 
des Tuileries was prolonged by a minimal décor inside the 
event tent, with raw materials, cream colours to elegantly 
highlight the collections, and subtle volumes to offer the 
dazzling perspectives of a renewal. 
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For four days, Paris finally got its fashion colours back. The 
Tuileries entrance buzzed in all languages with the latest 
trends spotted on the catwalks and on Premiere Classe, with 
the names of up-and-coming designers and the collections 
that will mark the next season. The industry professionals 
returned, and with them fashion design from around the 
world. There is no doubt that «the world of now», as Frédéric 
Maus said with a big smile, has already begun in the aisles 
of «Turn around». 

The director of WSN is «very proud of his team» who, despite 
the stormy weather the industry was facing, managed to stay 
focused on the fundamentals to offer with «Turn Around» 
«the quintessence of what we need to find today in terms of 
fashion»: Premiere Classe is both a long-term commitment 
to young creation and a vision of the future offered to the 
industry. 

«With this smaller format, we have sharpened our  
vocabulary,» agrees Sylvie Pourrat, director of the offer. 
Premiere Classe has strengthened its ties with leading 
institutions in terms of support for young international 
creation. Premiere Classe also supported the young French 
label Ester Manas for its first fashion show on the official 
Paris Fashion Week calendar and for its after-show party. A 
designer in touch with her time and the issues of inclusiveness 
and eco-responsibility that run through society, Ester Manas 
designs pieces that fit all women’s bodies, from 34 to 52. 

The event was punctuated by breaks dedicated to young 
creations, breaks that allow buyers to «keep their eyes 
sharp», in the words of Frédéric Maus, when they set out 
to discover the 225 selected accessory and ready-to-wear 
brands, 54% of which came from abroad (in particular Italy, 
Germany, Brazil, Spain and Belgium) and 70 new exhibitors. 
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At the entrance, visitors were able to discover the silhouettes 
of the creations selected by Birimian, the incubator of 
premium and luxury fashion of African heritage, and which will 
integrate the IFM-Birimian Accelerator x Africa programme, 
in partnership with the French Fashion Institute.

A few metres further on, thanks to a partnership with the 
Hyères Festival, which has been promoting and supporting 
young international creation since 1986, six former finalists 
and winners were able to exhibit their collections in a 
specific curved space that invited encounters. For Joanne 
Guiraud, a Swiss body jewellery designer based in London 
and awarded by the Hyères festival in the midst of the Covid 
crisis, «it’s a breath of fresh air». She is delighted, almost 
moved: «It’s extraordinary to finally be able to share my 
world, to exchange with professionals about my product, 
which needs to be touched and seen. For her, this very first 
experience in the industry is very positive: «I met French 
buyers, including those from the Musée des Arts Décoratifs, 
but also Polish and Swiss buyers, and then the synergy 
created here with the other Hyères Festival winners made 
all six of us want to continue to do projects together! The 
fruitful exchanges between young creation and industry 
will no doubt continue during the opening night of the next 
Hyères Festival (14-17 October 2021), of which Premiere 
Classe is also a partner.
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Next to Joanne Guiraud, the creations of the six finalists of 
the «Premiere Classe x Eyes on Talents» award, selected 
among 41 candidates, answer to those of the three 2021 
winners of the prestigious ANDAM prize: the American Bianca 
Saunders, the French Egon Lab, and the French-Moroccan 
Aswad. The National Association for the Development of 
Fashion Arts has been rewarding tomorrow’s designers 
for over thirty years. Here, Premiere Classe has reserved 
an extra surprise for its visitors and convinced each of the 
award-winners to propose virtual creations in augmented 
reality, accessible from their mobile phones by scanning QR 
codes. A few metres away, a selection of the most beautiful 
creations from the emerging virtual fashion scene, with a 
focus on Helsinki’s virtual Fashion Week, were shown on 
a large screen. «Virtual fashion will account for 10% of the 

offer in a few years’ time,» explains Boris Vey, director of 
partnerships and event experience. The aim is therefore 
to provide the industry players with the keys to tomorrow’s 
market today, by familiarising them with the subjects that are 
gaining in importance and represent a potential for them, 
such as the authentication of creations thanks to NFTs for 
example. «This is just the beginning of a voice that will 
grow,» he adds with infectious enthusiasm.
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Thirty-two years later, the standard accessory event trade 
show Premiere Classe surpassed itself with «Turn around». 
For Sylvie Pourrat, «after 18 months of reflection, exchanges 
and hard work, the magic of this unique event has worked 
again. The offer has attracted buyers and our exhibitors are 
pleased. The bet is won and not only from an economic point 
of view for our brands: we all share the very special feeling 
of being in the right place at the right time. With this edition, 
which expresses our DNA, the second session makes sense 
again». 

Bérengère de Lassée, designer of the Castelier brand, 
manages the development of her young brand alone. She 
bursts out with enthusiasm: «This show is the best I’ve 
ever done in terms of turnover, I’ve gained 50% of new 
customers. I saw my existing customers, but as I don’t 
have a showroom, it was essential that my prospects were 
also there and that was the case! My trade show is more 
than worth it. I usually attend Premiere Classe once a year 
because I only do summer collections, but I am so satisfied 
with this show and the relationship with the Premiere Classe 
team that I wonder if I will also participate to Who’s Next as 
well.»

Barbara Platte is the director of the French scarf brand Traits, 
which she founded in 1994. She is a regular in the industry 
and at Premiere Classe, which she has attended for many 
years. She estimates that «80% of the new customers met 
during this edition, including many foreigners: Americans, 
Italians, Spanishs, and the orders noted are firm! «I miss 
the Asians,» she adds with a resigned smile. If the Asian 
market has been missed by the exhibitors, it is also missed 
by the organisers, explains Frédéric Maus: «We call them all 
regularly because even though Baycrews Co.,Ltd., Beams, 
Tomorrowland, Isetan, Joyce and the buying offices are 
here, we are looking forward to host them all again and they 
also tell us that they are in a hurry to come back. They hope 
to be able to do so at the next March session.»



Like Berangere de Lassée, and Joanne Guiraud, Barbara 
Platte says she is very pleasantly surprised by the unusual 
number of buyers from small multi-brands and sharp 
European boutiques that she did not meet or knew before, 
some of which have just opened.

Antoine Floch, founder and director of the MAN/WOMAN 
trade show, invited to exhibit at Premiere Classe with a 
dozen brands, knows this type of buyer very well and is 
in constant contact with them. He explains: «The health 
crisis has pushed the buyers of the sharp multi-brands to 
accelerate their digital transformation. Those who were 
not doing so before had to resolve to work on zoom and 
to create an e-commerce site and the infrastructure that 
goes with it very quickly. But this forced digitalization has 
created a huge appetite for meeting people, sharing culture 
and the desire to touch the product that we all feel here.» 
For Frédéric Maus, it is a shared feeling: «the emotion of 
meeting and touching the clothes is irreplaceable». 

According to the brands, as well as the organisers, «Turn 
Around» marks the emergence of this new market of 
European multi-brands and boutiques such as Salt resort 
wear (UK), Dell’Oglio (Italy), Vestibule (Switzerland), Alfaro 
1926 (Spain) or Attica department store (Greece) alongside 
reference buyers whose arrival was highly anticipated: 24 
Sèvres, BHV, Brand Bazar, Centre Commercial, Citadium, 
El Corte Ingles, Farfetch, Fortnum & Mason, Galeries 
Lafayette, La Redoute, L’Exception, Le Bon Marché, Les 
Enfants d’Edouard, Lost & Found, Merci, Net à Porter, Place 
des Tendances, Printemps, Victoire, TJX Europe etc.
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At the heart of the European market, the «awakening of the 
French market» was particularly noted by exhibitors as well 
as by Sylvie Pourrat: «The French buyers who managed 
to hold out during the health crisis sold well to their local 
customers. Mobilised and curious, these buyers were the 
great surprise of this recovery season». The analysis is 
corroborated by Anaïs Bertillon, founder of the Abïs jewellery 
brand: «I met a lot of French people during this edition, they 
are keen, they hesitate less. I’ve been coming to Premiere 
Classe for a long time, so they might have spotted me before, 
but I’ve noticed that they make up their minds more quickly.»

For many exhibitors, the «Turn Around» edition also marks 
the gentle return of North American buyers such as Bergdorf 
Goodman, Neiman Marcus, Maison Simons, and multi-
brands such as Cielo boutique Inc. from California or SPACE 
519 from Chicago. Emmanuelle Esnault, manager of the 

Nathalie Blanc showroom, said: «I was pleasantly surprised 
to open new accounts, including one in the USA and another 
in Menorca, in addition to meeting my usual customers and 
a lot of new European contacts!» The foreign exhibitors 
were equally satisfied: at Benaras by Citrus, the directors 
Madhu and Vinay Killa, based in Calcutta, interrupted each 
other in the middle of the meeting, anxious to share their 
feedback: «It was a very good edition! For them, who have 
been participating in Premiere Classe for fifteen years and 
have many compatriots who have come to exhibit in Paris, 
«it’s the best show in town». They note with great interest 
the renewal of the visitor network: «We met multi-brand 
buyers from cities we didn’t know and this represents a new 
market for us: shops from the south of France or Italy, and 
even from Paris who placed firm orders. We have also won 
new buyers from New York, Los Angeles, and even Brazil», 
they assume, thanks to the synergy created by the presence 
of Areia Showroom, a Brazilian high-end ready-to-wear 
showroom. 

©Kim Weber

Felipe Filizola, commercial director of Areia Showroom 
confirms the general feeling. He usually exhibits in his own 
private showroom at Place Vendôme and says he is ready 
to renew his presence at Premiere Classe next season 
because, he says: «the right buyers are there and I like the 
brand offer. I think we can work together with the Premiere 
Classe team to further refine the showroom identity within the 
show.» He points to a steady and consistent flow of visitors 
in general, as does Giuliano Rutigliano, sales manager of 
the Adelaide showroom, who has taken orders from new 
buyers from the Middle East, Paris and the US.

«Turn Around» is also a vision for the future of Paris as 
an international fashion capital. The presence of private 
showrooms and the MAN/WOMAN trade show testifies to 
this desire to bring together for buyers the most qualitative 
offer in a magnificent location in the heart of the capital. 
For Frédéric Maus «the MAN/WOMAN team and we do 
the same job. It is entirely possible and necessary to have 
healthy and dynamic competition for Paris. Our city must 
regain its attractiveness and retain its position as a fashion 
capital loved by professionals from around the world. It is by 
creating bridges between us, the Parisian players, that we 
can meet this challenge.» Bridges between industry players, 
but also between creative fields, since this season, Premiere 
Classe has set the bar very high in terms of catering. «It’s 
not just about feeding visitors and exhibitors,» explains 
Boris Vey, «but about providing a real creative experience, 
unheard of at a professional event.» 



With Maison-Pépite, a supplier of gastronomic experiences, 
Premiere Classe has thought of a tailor-made concept, 
«worthy of the place» adds Boris Vey, looking out over the 
Tuileries and the Louvre Palace. Each day, exhibitors were 
able to discover the pastries of a pastry chef, offer their 
buyers gift trays signed by star chefs, or have lunch at the 
ephemeral restaurant, sublimated by the tableware created 
by the artists of «French Cliché». A table that is destined to 
become a must during fashion week.
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Sylvie Pourrat is delighted, «the Premiere Classe culture 
will be reflected throughout the show and will serve as a 
benchmark for the industry.» And the organisers don’t intend 
to stop there, as the next edition will double the number of 
exhibitors, while remaining deeply rooted in the values that 
made «Turn Around» a success. While waiting for the next 
edition from March 4 to 7, 2022, the doors of the Tuileries 
closed on smiles of wonderment at finally being together, on 
heartfelt moments, on shared emotions, and each one left 
with the luminous feeling that a major event offers: that of a 
certain confidence in the future.
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VISITORS NUMBER : 

Geographical breakdown :

75% French visitors and 35% 
international visitors.

Top 10 of international 
visitors :

- Italy
- Belgium
- Germany
- Spain
- United-States
- Switzerland
- United Kingdom
- Japan
- Netherlands
- Greece

Cumulative : 

-39% compared to Premiere 
Classe october 2019 
60% with the buyer function
24% new visitors 

ABOUT WSN -
whosnext.com

WSN Développement is the 
company that organises 
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. 
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