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House Show * E)FEE

aturday began with a breath
S of fresh air as Chinese brand

Zihan showcased its latest
line. The brand, true to its “Mori Girl”
spirit, presented an urban variation
of the “girl in the forest.” Straw hats,
wedges with loose tailoring in soft
shades of pink, gray and white, alto-
gether form a tranquil look that uplifts
the quotidian pressure of many city
girls.

In its 2016 spring and summer show,
established local brand YENLINE took
the audience on a journey to an idyllic
Tuscany, while young designer Austin
Wu took his brand AUSTIN.W “back
to Bauhaus” — unveiling expressive
graphic designs inspired by the iconic
German art school.

Outdoors apparel brand
TRAVELER celebrated its 25th
anniversary with an eye-catching
collection that enables those
wearing it to take on explorations
in wild forests as well as daily life in
metropolis jungles in style. TRAVEL-
ER’s variation on the classic trench
coat and tweed jacket emanates
class, and the leather moto jacket-
inspired attire is as functional as it
is fashion-forward.

Shanghai brand AROMA launched
its first spring collection at Taipei
IN Style on Saturday. Long wavy
vests, roomy overalls and a hint of
pop art: think retro feminine mixed
with playful, childlike elements
— for young female professionals,
AROMA is unleashing the unruly
youth within. =
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Fashion Exhibit * 3582

aiwanese brand 3rd PARTY
TCOOKIE’S white-brushed black
jumpsuit is your best choice to
be chic, comfortable and cool. You can
also mix basic colors with the urban
designs to create the feel of uni-sex

street style.
The edgy white tops of blLender

:Y.\ A,
e

&
7

WV » bLender ‘:: B o

; g - )
Sof T oA > JEANSDA

pair perfectly with their eye-catching
trousers. The designer attracts mod-
ernism-lovers by bringing them back
to their childhoods in the messy hippie
drawings and patterns.

For audacious females, JEANS-
DA’s snowy white boyfriend jeans are
definitely worth trying on. Wrapped in
oversized jeans of snowflake patterns,
those women are too cool to be passé.

NOViIZIO’S super light jacket is a great
add-on for neutrals. Using Tyvek’s eval-
uative paper-light and flexible fabric, the
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jacket is a genius idea for hang-outs. =
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Int’l Seminars * BT E

P> On the third day, Boris Provost, director of brand strategy and
international development at Who’s Next & Premiere Classe, was
invited to talk about how the platforms operate to bring exhibitors
lasting benefits. He also mentioned that participating in profes-
sional trade shows worldwide is crucial for Taiwanese trades to
develop global markets, allowing more brand exposure and busi-

ness expansion. m
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Think outside the socks sAx r &\ . wEs

Kate Ko from the marketing department of Koolfree brand
explains that the company saw the prospects and needs in
products infusing fashion and function when establishing their
brand. Thus came about a line of stockings of vibrant colors.
Also, growing health concern about bad blood circulation
motivated another line of compression socks with medical
functions. Established with ambition, Koolfree aims to provide
more than cozy socks.m

As the second generation of his family in the business, Willy
Sung tells the story of the company’s transition from being
a manufacturer to setting up a recognizable brand name. At
TIS hoping for more exposure, their brand aSalLi attracts a
group of loyal customers with intriguing patterns, especially
in kids’ socks. Other than unique designs, their “bamboo
yarn” sport socks also fare well with customers searching
for comfort. m
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Soxtex brand products stand out with their practical func-
tions, corresponding to the rising interest in health-related
benefits. General Manager Johnny Hsiao enthusiastically
explains that “With happy feet, nothing can go wrong with
our health!” At the fair this year, the company features thermo
socks, heated with a thin piece of metal in the soles, and
stress-relieving cushioned socks, both favored by customers

Originally a manufacturer for numerous international brands,
the company made a perfect transition while carrying on their
own brand’s high-quality tradition to their own brand, W. Chief
Executive Officer Andrew Wu thinks the future of the company
lies in “customization,” and other functional items. For example,
anti-bacterial socks, both functional and fashionable, boasting
their ability to stay odorless even if worn for days. m
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<« Giulio Xiloyannis, managing director of the
ZALORA Taiwan Branch, explains how a
clear focus on in-season fashion collec-
tions and strategies of “drop shipping” in
supply chain management benefit local
brands in e-commerce. =
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