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The Buzz for 
British Brands
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2013 is the year that the British fashion industry hopes to make its mark in China. 
A crop of big name designers will be testing the water with their first flagship 
stores in China, while brands that have already established a presence will be 
looking to expand with new stores and concessions. 

ノ䓾ᎡᲒຏҵ৮㵹͇ऄݝ䛾㲺࢞ᱧ⮱ᒞ৺ॵᠮ㐚̸䋹䊝

߬喑♣㔹䪬䔉Გⰸݺᮜ䔅᭜ٶᬻ⮱ȡ䶱䃎ݝ����Ꭱ喑͚

పᄳͧڕ⤰すι๔ຏҵ৮ጯ౧喑ϲ⁎λ㒻పȡ䞡λₑ喑

ф็㠞పᬣᅇ৮❹喑ຯጡ㢶Ƞ㪴㪴ᖖe䴓➦кᓤȠशٸࣷ⣈

⮫㢶ぶ৮❹䘪ᰶౕ͚ప܍๔ጯᐭ䃫Ꮔ⮱កツ喑䔆ᄦλ๔❹ㆶ

Გ䄡ᬍ⪾᭜̭͗๖๔⮱ສ⊵ᖜȡ㔹䔆ψ৮❹̭ᬓౕ͚ప∕ڹߌ喑

ፓᲒ⮱ᩣ̺᩵ϲϲч᭜ౕ͚ప喑ΌчӰ䔈ౕ⁔≟͚ప⍥⮱䉚Ν 

᱈ȡᢛጡ㢶⮱ڲ䘕㐌䃎喑χ≟䶫⮱䉚Ν䛼⣝ጟ䓫ݝγЃЙѓ᪓䨭

ਜ਼䷊⮱̶ȡ

ρᎡݺᰫϻ͚పጯ౧᧑ܧ⮱㠞ప䃫䃎ጵ৮❹Ԋ㒄eटჳ۳ิ

λϷᎡ͉ᆞں䊤喑Ѓ⮱ᏄࣨᎡᏂౕ๖≒ᐭ͇喑ϷᎡ᭒๖ࡄϙᏄΌࢠ

ᄳᐭ͇ȡౕ ̷⊤喑̭ ͗����Ꭰ㠞ᅧ⮱Ԋ㒄eटჳᬄ㝝ᏄΌᄳλ

Ϸ㥪ȡ䔆ग᭜ЃЙ䪬ᝅ⪒⮱ᐭ〜喑᱗ᲒρᎡԊ㒄eटჳ䃎ܿ

ౕ͚పᐭ䃫䊲䓴��䬡Ꮔȡ㔹ጟ㏼̷ౕ⊤ᰶ͑͗䬕Ꮔ⮱㪴㪴ᖖe䴓

➦кᓤΌ䃎ܿ㺮ិ䬕Ꮔពᆂݝ��䬡ȡ

䉌䉐ౕڕ⤰ᣕߕ᱙ౌᬣ㷲䃫䃎ጵ⮱㠞పᬣ㷲ࡼч䓾ౕ仆⍜

ᐭ䃫γᆂч喑ᣕ䔈ᅩज៶eٸкᓤȠᒩᓄe⯛≈ចহ㏠ḛeᵾ

ᓤ䔆ᵤ⮱ᬣᅇ⩹ᭌȡ

㠞పэ㐌৮❹Όᄦ͚పຏ৮ጯ౧㶕⣝ܧᲮ๔⮱ڡ䋐喑В⯛䲖

㶸㦄ऺ⮱㠞పĄ㔮ႄतą⣈⮫㢶喑ϷᎡΌᄳ㐔㐚ពᏄȡ䄒৮❹λ����

Ꭱλ㠞పᄼ䩴㥕吅උ➦喑⣝ຯϷጟ᭜䬨ऺ̓⩹⮱㠞ప৮❹喑⎽㜗λ

ᢂ冩Ƞ⠖⠻হᄱܨぶ㠞పэ㐌䶦Ⱋ喑ᅞγڥڣಸ⮱㠞ѓ䷻ᵩȡ

⣈⮫㢶λ͑Ꭱݺ䔈侨ࡄϙ喑ϷᎡ䄒৮❹ጟ㏼̷ౕ⊤⮱⮫䉔

ੳ౧⩌ᵦ喑����Ꭱᄳ䭳㐚ᰶ̶უᏄౕϙȠ⇗䬗ϛ⮨౧ȡ⣈⮫㢶

⮱৮❹仃ፚប㵹Ⴥጰ冮䄧eशⅥ䄡喑ⰛݺЃЙౕ͚పᰭ⩲䨭⮱᭜

#BZTXBUFSȠ"MFYBহ%FM�3FZ㈨݄࠲࠲ȡ䗐͵͚ప⊵䉦㔲ጟ㏼䃑ज

γ䔆͗৮❹ॄ喤

Ą͚ప⮱⊵䉦㔲गчᄦᩫᓰ⮱৮❹ᢼ㚝࠲ȡ⣈⮫㢶ಇᠮ⮱㠞

పэ㐌ጒ㞧Вࣷࢳटэឬᕔₐᄦ͚ప⊵䉦㔲⮱㗰ऐȡЙ㜠ϷϺ♣

ಇᠮԊ䃮̭͗⣈⮫㢶䘪᭜ₐჄ⮱㠞పϔȡąጰ冮䄧䄡ȡ

Ѓ㼭ₐ͚γౕ͑͗ڕ⤰☚䬕⮱ڠ䩛䃺喟эឬ̻ₐჄȡ⊵䉦㔲

ᰡᙬᘼ̭ͧ͗㗹ऻᰶⱭߕϧᩲθ⮱৮❹Νࢂ喑a ຯ㠞పጡ㢶⮱㏼

㠞పэ㐌䉢ȡ⮱ݣ㶐喑ϓᝃѓ᪓㦄ऺ⮱㥕㐡ᅁ㶄Ⴧ䷻ڥ

ओ̭͗ڥಸ⮱Ҹၽᅞ᭜ᰫͧ⍖䶬eͅ शᅁ䛼䏘Ⴧև㷲⮱৮

❹शٸȡಇᠮЃЙ̭䉜⮱㏲ธ䷻ᵩ喑ЃЙϻᰭౕ݊㦄ऺ⮱㠞ᐼ

㷲䃏ݣ㶄㥕㐡ᅁ㶄⮱ᄼᄼጒ҉ბ喑ຯϷࣾᆂݝγౕ͚ప᠒ᰶ���

უ䬕Ꮔ⮱๔৮❹喑ڣᒞ৺߈㺳Ⰳ᪡͗χ≟ȡ䄒৮❹ౕ⣝Ϸ⮱ጯ౧͚

Ϻಇᠮ㜗ጞ⮱⩌䉏䖀喟ЃЙ䔅ౕӈэ㐌⮱㷲䃏ݣߎ喑ͧ ͚

ప㏲ธЙ䛼䏘Ⴧև㺬㷲̻㶙㶘ȡशٸₐౕ߈ߗ䓻व͚పϧ⮱⾬

㶐䷻ᵩহ⊵䉦ᘜ喑ĄౕԊᠮ㏜ₐ⮱㠞ప䷻ᵩ⮱हᬣౝݣą᭜Ѓ

Й⮱⤳ᔢȡ䓾ᬒशٸጟ㷘仆⍜ݖ䗓ڙथᑂ͚ڒప喑䄒ڙथᬄ̸䔅

हᬣ᠒ᰶ㗜䔗᪴ぶ৮❹ȡ����Ꭱ喑В䰕㶐㔹䬨ऺ⮱㠞ప৮❹䯲ᵩ⠛

ͦΌ㷘̭უ͚పڙथВ̭ࡰρ⮫̴㠞䩾Ν͚ڒపȡⰸᲒ͚ప̺ࢂ᭜

ౕΝ䔆ψຏҵ৮喑हᬣΌౕ䉚Ν䔆ψ৮❹ȡ

̺ノᔻᵤ喑⁔≟৮❹ₐ䊷Გ䊷⌞ݨౝᘼ䃳ݝ喑ౕ ͚పႵᵗᒲځ

䔆᠈㵹̺䕇ȡЃЙᓲ䶨䓻व͚పጯ౧⮱䰭Ⅿ喑Ꭳ⼜Ხ॥ᑂ⊵䉦㔲ȡ䗐

ψฺᱯ䆎⮱Ꭼॷ䄚⩇㜠৮❹ᴴᔄ喑䘪䔉̺ࣷ৮❹ᩲθ̻ࢳटౕ͚

పᰡ㘪॥ᑂ⊵䉦㔲ȡ

ᘼᕨ݈ڣ≪ᠴ⊗❹喑∂పጡ叻৮⮨ٵ๔৮❹ጟᢤ䋠܍ᰶ≟⁔

⯾䭬ᅁќe㞫ᅁጡ㡕ݺᎡ�ᰵౕࡄϙͫߋγ̭͗ᭌٶ⛍⛍⮱Ⰸч喑䷅

Ąͧ⊗ࡄ❞ϙą喠ऑΌ䔶᠖γᱻևЃЙ⮱χ≟А㼭ϧ喠䔗ຒ

䲍Ɑຏ1*7⮱ࡻᰡ㶐оᖜბᲒ॥ᑂЃЙᡒ䛾ຯౌ⮱䶫喠ጡ㢶Ό

̭Ⱑౕݖ⩕ϑ㑾〆ຯᐭᓰ㑾ぶᲒ॥ᑂᰡᎡ䒨⮱ㆶ͊㓑喠⩤㷲৮❹

⮨ૉ䌜ࣨᎡΌᣕܧγ䭽䛼❵哆Ꭱ㷃ថȡ

㏢㻯Ⱋ͚ݺపຏҵ৮ጯ౧⮱ắۢ喑す̭ₒٵ᭜ຯ҂⣝䔆ψ㠞

ప৮❹⮱䔈侨喑ϻ㔹ᐧ⿸̭͗ᔍ⮱䶫ധȡ̭ ᬓ⣝γ䔆̭ₒ

䃎ܿ喑ᣒ̸Გᰭᰶ䋐⮱䘕ܳ喑ᅞ᭜ⰸ䔆ψ৮❹ᔻᵤᏁᄦ䪬⮱ᠾᝅ喑

ևݝ〆⽠㙇䌌⮱हᬣࣵԊᠮ䷻ᵩ̺अȡ喍㔨䃾喟䭵⏗喎

⩤㷲৮❹⮨ૉ䌜ࣨᎡᣕܧγ䭽䛼❵哆Ꭱ㷃ថ
%VOIJMM�DSFBUFE�MJNJUFE�FEJUJPO�DVGGMJOLT�UP�DFMFCSBUF������BT�UIF�ZFBS�PG�UIF�%SBHPO��

㠞పĄ㔮ႄतą⣈⮫㢶ౕࡄϙ⮱Ꮔ
.VMCFSSZ�JOJUJBMMZ�WFOUVSFE�JOUP�$IJOB�
UXP�ZFBST�BHP�XJUI�B�TUPSF�JO�#FJKJOH�

IN FASHION    ❞ܧ㞟



112 113

T he recent decline in designer purchases has sent shock 

waves through the luxury sector. However, the long-term 

forecast is more optimistic, with predictions that China will be 

the world’s second largest luxury market after the U.S. by 2017. In light 

of this, British fashion brands such as Burberry, Vivienne Westwood, 

Gieves & Hawkes and Mulberry are continuing to expand in major cities 

throughout China, keen to showcase a comprehensive message about 

their brands to the consumer. If the labels can get it right, they will see 

not only increased sales in their Chinese stores, but also from Chinese 

visitors in Europe. Burberry recently reported that a staggering 30% of 

their London customers are from Asia. 

Having withdrawn from the Chinese market five years ago, British 

designer Paul Smith is set to make a comeback in 2013. His store 

in Tianjin opened towards the end of 2012 and will be followed by a 

Beijing store opening in the Spring of 2013, then a 5,000 square foot 

flagship store in Shanghai in the Fall of 2013. This is part of a wider 

attempt to reintroduce the brand in China, with the long-term strategy 

to open more than twenty stores over the next five years. Vivienne 

Westwood, who already has two outlets in Shanghai, is also aiming to 

open twenty stores throughout China. 

The British Fashion Council, responsible for promoting British fashion 

designers internationally, recently set up a showroom in Hong Kong 

to showcase rising stars such as Nicholas Kirkwood, Peter Pilotto and 

Jonathan Saunders. 

British heritage brands are also receiving great interest within 

the Chinese luxury market. Mulberry, famed for their crafted leather 

handbags, will continue to expand in China this year. The company, 

which started in rural Somerset in 1971, has gained popularity both in 

the UK and internationally by presenting a quintessentially-British style 

that is inspired by the country pursuits of fishing, hunting and shooting. 

Mulberry initially ventured into China two years ago with a store in 

Beijing. The brand was recently introduced into a large department 

store in Shanghai and 2013 will see three new stores pop up in 

Shanghai and Beijing. 

Mulberry’s Chief Executive, Bruno Guillon, says that the best sellers 

in China at the moment are iconic products such as the Bayswater, 

Alexa and Del Rey bags. So why does he think Chinese customers will 

connect with Mulberry as a brand? “Our Chinese customers want to 

invest in a piece of luxury that they feel confident about. Mulberry has a 

strong sense of its British heritage and history of craftsmanship and our 

customers appreciate this - our dedication to the craft behind handbag-

making and the fact that we still produce many of our bags in the UK.”

He hit on key themes that are being echoed elsewhere in the luxury 

market – heritage and authenticity. Consumers are more willing to 

invest in established brands that have an engaging story to tell. There 

is a genuine interest in British brands with a rich history, from Burberry’s 

classic trench coat, to Savile Row tailors who have traditionally dressed 

the British aristocracy. 

One such brand is the gentlemen’s tailors Gieves & Hawkes, 

whose previous clients have included Sir Winston Churchill. From their 

workshop in Savile Row, London, an address that is associated with 

quintessentially-British tailoring, they have expanded throughout Asia 

and now have 108 stores and concessions in China. The company has 

successfully carved out a niche in the market by offering a traditional 

tailoring service in a modern environment, selling suits, blazers and 

dress shirts to Chinese gentlemen, although Gieves & Hawkes do 

localize with respect to Chinese taste, consumer behavior and styles. 

As the company says, it is striving to create “the balance between 

upholding the British authenticity and allowing regional adaptations.” 

Gieves & Hawkes were recently bought by the Hong Kong group 

Trinity, who also own the gentlemen’s outfitters Kent and Curwen. In 

2011, the British label Aquascutum, famed for its raincoats, entered 

administration and was bought by a Chinese trading company for £15 

million. China is not only buying the products from these luxury brands, 

but also buying the brands themselves. 

However, European brands are becoming increasingly aware that 

their luxury goods will not sell themselves in China. The brands that 

will forge ahead in the current climate need to actively engage the 

customer and attempt to understand the cultural landscape. There is a 

higher interest in fashion brands that use a sophisticated and symbolic 

language, rather than those that rely on logos to do the talking. Fashion 

houses that have traditionally relied on Western cultural associations 

will now need to work harder to communicate their brand story to the 

Chinese audience. 

European brands that have recognised this and are wooing the 

Chinese public include the Parisian fashion house Lanvin, who sent its 

creative director Alber Elbaz to China last May to host a star-studded 

event entitled ‘Lanvin Loves Beijing’. Gucci has chosen the actress Li 

Bingbing to model for its Asia campaign, and French label Dior is luring 

the big spenders into its Chinese stores with glamorous VIP rooms for 

shoppers. Burberry has also been utilising social media sites such as 

Kaixin to attract a younger crowd of fans and the luxury menswear label 

Dunhill created limited edition cufflinks to celebrate 2012 as the year of 

the Dragon. 

As China’s retail scene evolves, the short-term challenge for these 

British brands will be how to engage the Chinese market and establish 

a loyal fan base. Once that is achieved, it will be interesting to see 

how they tackle the long-term challenge of ensuring availability, whilst 

maintaining that all-important exclusivity.  
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