


This edition of Who’s Next has been 
characterised by open-mindedness, 
escapism and travelling, centred around 
the PARIS-TEXAS theme. 4 days of 
strolling, the public were free to roam 
rows and rows of fashion at the Porte de 
Versailles exhibition centre in Paris, 
decked out in the finest decor for 
the occasion. An adventure with 
a road-movie air,  meet ing the 
designers of today and tomorrow, 
pioneers and groundbreakers in fashion.

The 6th of September was a special 
edition for WSN as it launched IMPACT, 
the hybrid event, the new rendez-vous 
for sustainable fashion in Paris. Shining 
a necessary spotlight on fashion in 
search of meaning and an indus-
try craving progress. It is an ambitious 
project, whose success has delighted 
our teams, who are so proud of a first edi-
tion that gives such hope for the future. 
With nearly 120 partners present and 
around 11,000 visitors over the four 
days, Impact has won the hearts of the 
public and caught the attention of indus-
try professionals, who did not hesitate 
to cross the walkway joining the two 
events to discover this new “green” initia-
tive. The conferences were the hotspot 
of the event and confirmed their role 
as the think tanks for fashion of tomor-
row, giving over 100 speakers a voice.

KEY FIGURES

4 day-long event
1,400 exhibitors
43,675 visitors over 4 days
54% of visitors from France
46% international visitors

TOP 5 countries ranked outside 

France:

1/ and 2/ Spain = Italy

3/ Belgium

4/ Japan

5/ Switzerland
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After the success of the 25-year anni-
versary edition in January, Who’s Next 
has once again confirmed that they 
are still the unmissable rendez-vous in 
September in Paris. An edition centred 
around discovery and forward-thinking, 
aiming to tackle the new challenges pre-
sent in the industry. On the Paris-Texas 
route, we encountered buyers from all 
over the world, navigating the paths of 
a completely redesigned space maxi-
mising the Who’s Next experience 
and “concept-store” state of mind.

With every adventure, there is always 
a starting-point: Hall 2.2 welcomed the 
ready-to-wear sector called Trendy 
which was a success, alongside the 
Resort & Swimwear area, in partnership 
with Riviera. This connected Hall 2.2 and 
Hall 1 with the air of an Indian summer, 
offering a sense of meaning to complete 
the Spring-Summer collections in shops. 
Then, you arrived in the main Hall 1 
area, which brought together all different 
types of collections: the Ready-to-wear 
and Fame area, the urban and must-see 
What’s Up selection, textile accesso-
ries, shoes and leather goods sparkled 
next to jewellery, the second edition of 
INSIDE with lifestyle pieces (furniture, 
stationery…), not forgetting Villa Beauté 
for a third edition, stronger and bigger 
than ever. These two relatively new sec-
tors continue to reiterate the importance 
of the experience of buying in a shop. 
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The proximity of these areas to brand 
collectives - such as Atelier Meraki - and 
the fresh new brands placed in prime 
positions - such as Gamut and Dhurv 
Kapoor - created a great dynamic, and 
opportunities for buyers to truly meet as 
many of the 1400 brands as possible. 
The range of designers from all different 
creative worlds was reinforced, this year, 
by the arrival of 400 new names. There 
is another new launch this year, centred 
around aiding our mission to support 
new designers: LAB.SCENE the incu-
bator for emerging brands, created in 
partnership with Istituto Marangoni. An 
avant-garde, innovative and dynamic 
space consolidating Who’s Next sup-
portive role towards young designers 
that has been present from the very 
beginning. Adventurers get ready, LAB.
SCENE has launched their competition 
and is offering the 3 winners, who will 
be announced in December, their sup-
port for a whole year with both brand 
strategy and business development.

As part of this progress and business, 
Who’s Next has received the support of 
government agencies in charge of sup-
porting companies with their exports: 
Poland, Morocco, Greece, Turkey, Italy, 
Spain, UK, Switzerland, Korea, Portu-
gal, Taiwan, India, Brazil and Romania. 
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The 4 days of the event were punc-
tuated by many masterclasses hosted 
by 8 experts, workshops and talks. 
These configurations, meetings and 
exchanges set-up to tackle new challen-
ges in the industry, which has changed 
considerably in the last few years. WSN 
solutions in line with current industry 
challenges for this edition were: the 
wide range of services, the launch of 
the Lab.Scene incubator, IMPACT, 
and the redesigned layout. An edition 
demonstrating boldness, discovery, 
sharing and celebration: all that makes 
up the Who’s Next DNA. Meetings and 
exchanges followed by parties, concerts 
and DJ sets. This edition concluded 
as an invitation to new horizons. 
The dawn of a new fashion industry.



FOCUS ON THE SECTORS 
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WHAT’S UP -
What’s a road-trip without a selection of 
sportswear? Not the best, that’s for sure. 
To make sure you had the perfect jour-
ney, the What’s Up area showcased the 
new wave of young streetwear designers 
in an exclusive Paris-Texas capsule col-
lection! So that you can embark on your 
trip unhindered.

“When we decided to relaunch Royal 
Mer, Who’s Next was an obvious choice. 
It is the 6th edition that we have attended 
to help our international visibility and to 
meet new buyers and suppliers as well 
as other kinds of potential partners. A real 
place for business.”
Roland Coulombel, 
Founder of Royal Mer

YOUNG DESIGNERS -
Young design was omnipresent 
throughout the event. The different initia-
tives disrupted the established systems 
in the fashion industry: demi-mesure, effi-
cient mono-products, innovative cuts ... 
plenty of reasons to refresh buyers’ order 
books.

Brands to remember: Fade out label, 
Visual society

Collectives to remember: Atelier Meraki, 
C/Store, Paper Lab & Col(Lab)
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INSIDE -
The lifestyle segment offering furniture, 
stationery, ceramics...products with a key 
place in concept-stores.

Brands to remember: Give me hap-
piness, Jonesie

“Ten years ago, we decided to include fur-
niture and more lifestyle-centric products 
in our shops. This decision has allowed 
us to attract different clients to our bou-
tique, men in particular, and to increase 
our average basket size.”
Paula Coste, 

Founder of the Paula Coste concept-stores

FASHION SCENE -
To mark the presence of young design 
at Who’s Next, the Fashion Scene area 
regrouped brands, in ideal locations, and 
showcased their promising first collec-
tions.

Brands to remember: the Indian brand 
“Dhruv kapoor”, the French brand 
“Gamut”.

“It was our second time at Who’s Next. 
For an emerging brand like ours, it’s “the 
place to be” for both business and press 
coverage.”
Dhruv Kapoor, 
Founder of the eponymous brand

VILLA BEAUTÉ -
The third edition of Villa Beauté has seen 
the area grow by 50%.

Brands to remember: ON THE WILD 
SIDE,  the brand from Bordeaux, founded 
by an ex-L’Oréal employee, that was very 
well received. VALLEBELLE

“I am pleasantly surprised that all the 
brands present had an eco-friendly ap-
proach; which was very pleasing for 
buyers who know that this corresponds 
to the interests of the current consumer”
Anne-Sophie Nardy, 
Founder of ON THE WILD SIDE

“This was my first time at Who’s Next 
and my products were very well re-
ceived. I also had the chance to network 
with other brands in my sector”
Marie Beristain, 
Founder of VALLEBELLE
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ACCESSORIES -
SHOES, JEWELLERY & TEXTILE ACCES-
SORIES

The accessories area, which is always 
a key part of Who’s Next, showcased a 
cutting-edge selection this year, across 
3 areas for Shoes, Jewellery and Textile 
accessories. Big companies, department 
stores, e-shop and concept stores were 
all present.

Shoe brands to remember: Bronx, Love-
lies, M.Moustache, Anthology Paris

“We have doubled our turnover this sea-
son, with new and loyal buyers (35% of 
a total 50% have validated their orders 
at the moment.)  At Who’s Next, we met 
buyers that we wouldn’t see at trade-
shows just specialising in shoes, such as 
those for the department stores”
Stéphanie Lecoutour, 
French agent for BRONX SHOES

Jewellery brands to remember: April 
Please, Room service, BDM studio

Accessory brands to remember: Storiati-
pic, Epice, Borsalino

“Who’s Next is very important for us, as 
a chance to make it in the French mar-
ket. We have taken note of the split of 
buyers, with 60% French and 40% in-
ternational” 
Georgio Fidiciero, 
BORSALINO representative
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RESORT & 
SWIMWEAR -
Between Hall 1 and 2.2, Who’s Next and 
Riviera combined their expertise to create 
a new space dedicated to swimwear, 
resort-wear, beachwear and other sum-
mer accessories. The walkway took 
shape as an interlude, a breath of fresh 
air. A never-ending Indian summer, the 
beaches of California, the sun, the sea… 
All that creates good energy before we 
have to return to reality with new resolu-
tions ...

Brands to remember: Lara Ethnics, Pearl 
and Caviar, Sowe Biarritz, Kori, Devotion

“We had a really good spot between 
IMPACT and the walkway to Hall 1 which 
gave us lots of visibility. Some boutiques 
that only sell ready-to-wear finally bought 
some swimwear pieces from us.”
Perrine Lacombe, 
Founder of Sowe Biarritz

READY-TO-WEAR -
Brands to remember:  Access fashion, 
Jayko, Swgt, Kedziorek, Marie la Lune, 
Meilleur Moment

“We came to Who’s Next to discover 
the European market and that is exac-
tly what we have achieved as every-
thing is so different compared to India: 
the buying processes, business rela-
tionships,... our products have been 
well received. For the next edition, we 
will return stronger than before thanks 
to this new found knowledge.”
Abhisceck Dhoundiyal, 
SWGT representative

FAME -
The Fame sector dedicated to the 
contemporary brands at Who’s Next 
continued to establish its importance. 
French and international buyers came 
together to experience trends including 
bold prints, delicate knitwear and ‘state-
ment’ pieces. 

Brands to remember: Fabienne Chapot, 
Valentine Gauthier, Nous Tricot

“I think that Who’s Next is the place-to-be. 
This was our first time exhibiting and we 
are very happy with how it turned out, we 
have surpassed our objectives. For me, 
the atmosphere was young and dyna-
mic.”
Geoffrey Gillon, 
Founder of Nous Tricot

TRENDY -
The Trendy area held a selection of 
ready-to-wear of this season’s trends to 
help you create the perfect look. Must-
haves, latest trends, crushes, there to test 
the waters. 

Brands to remember: La Petite Étoile, 
Imperial

“This year, the area was redesigned and 
it became more comfortable and clear-
cut. We had a brilliant season and met 
many new prospective clients.”
Pier Luigi Temperini,
Head of commercial for IMPERIAL in Eastern Europe 
and Belgium



SEE YOU IN JANUARY !
1 7 -2 0  J A N .  2 0 2 0
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