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Tom Ford has announced that after only one year of supporting the see-now, buy-now business model, the brand is
dropping it, suggesting that the once popular trend may be dying out among the big names of the fashion world.

The fashion brand cited difficulties relating to the store-shipping and fashion show schedules that made it
challenging to have a collection for sale and on the runway at the same time. With other big fashion houses such as
Thakoon also dropping see-now, buy-now, the fire of the business model looks like it could be slowly dying out,
while some still defend this retail innovation.

"We don't think the see-now, buy-now model is a passing trend," said Jennifer Loverude, vice president of Infor
Fashion. "We believe brands are always looking for ways to test concepts, engage their customers and generate
excitement.

"The see-now, buy-now model aligns with customers, especially younger customers, that are accustomed to instant
gratification and getting what they want, when they want it," she said. "This model drives traffic to the store and the
brand's online presence, allowing the brand to take advantage of the excitement to further connect with the
customer, promote or upsell other products, and drive a unique experience.

"The challenge is understanding your customer, operational capabilities and supply network to align the strategy for
success. As fashion houses and retailers implement better operational systems and analytics, they will be better
positioned to deliver on the promise of this model."

See-now, buy-nowSee-now, buy-now

This time last year, the fashion world looked to be undergoing an intense reformation in the commercial process,
with multiple fashion houses adopting the see-now, buy-now model rather than forcing shoppers to wait the
traditional four-to-six-month wait between a collection's runway debut and its availability for purchase.

Among the brands that adopted this model were some of the biggest names in fashion, including Burberry, Ralph
Lauren and Michael Kors.
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The theory behind it made perfect sense: why wait months between the hype around a collection's reveal and the
customer's ability to purchase it?

Thakoon's latest collection

But in the past few months it appears that fashion houses' whirlwind romance with see-now, buy-now may be
coming to an end.

Tom Ford has just announced it is  dropping the model, and so has Thakoon, another early adopter.

In a statement to Women's Wear Daily, Mr. Ford referenced scheduling conflicts as the main barrier to success with
the model.

"The store-shipping schedule doesn't align with the fashion show schedule," he said in the interview.

This is a far cry from the confidence Mr. Ford expressed a year ago when the model was first adopted by his label.

"In a world that has become increasingly immediate, the current way of showing a collection four months before it
is  available to customers is an antiquated idea and one that no longer makes sense," Mr. Ford said in a release from
last February.

In the same week that Tom Ford made this announcement, Vogue reported that Thakoon was also dropping the
business model.

Could this signal the beginning of the end for see-now, buy-now?

Balancing act
One of the major appeals of the see-now, buy-now model is the changing tides of commerce outside of the luxury
world.

Customers expect more instant gratification now than ever before. For many younger consumers who were raised
with this model, the idea that the clothes they see on the runway will not be available for months may seem
untenable.

Especially in the age of social media, when feedback is instantaneous, brands may feel the pressure to be able to
offer the products that customers see and react to as soon as they are unveiled.

It seems for some brands, the logistics of the model have not caught up with the where customer desire is.

Thakoon referenced this problem in its stated reasoning for abandoning see-now, buy-now. In a statement to WWD,
Thakoon "recognized that the business model is ahead of the current retail environment," according to Silas Chou.
"Therefore, we are taking a pause and an eventual restructure."
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Tom Ford's newest collection will not use the see-now, buy-now model

But other brands are continuing to embrace see-now, buy-now, such as Tag Heuer, which leveraged the model for its
latest watch, the Connected Modular 45.

Tag Heuer distributed the Connected Modular 45 using a see-now, buy-now strategy, making it the first watchmaker
to use the fashion concept. As of March 14, the Connected Modular 45 smartwatch can be bought online, at Tag
Heuer boutiques and through a selection of retailers (see story).

Ultimately, the fate of see-now, buy-now depends partially on logistics and partially on how many resources fashion
houses are willing to expend to make it work right.

"If fashion brands determine this is a model they want to adopt, they need to determine a strategy regarding how
much of their business and which product lines or individual styles are best suited for the model," Infor Fashion's
Ms. Loverude said. "Brands have consistently been challenged with shortening the time-to-market and ensuring
strong design, quality and delivery.

"The see-now, buy-now model makes this operationally more challenging to scale in a compressed timeframe," she
said. "They will need to drive alignment on a new calendar throughout their supply chain and network.

"They will need to manage the risk that new products will be shipped and available but not presented until the show.
From a customer perspective, fashion brands need to evaluate and manage customer experience to ensure that they
create a sense of urgency, balanced with the ability to drive excitement and traffic throughout the year."

For now, see-now, buy-now's fate remains to be seen, but the departure of a few major labels may signal some of the
obstacles ahead.

"Ultimately, one of the biggest challenges will be to measure the success and benefits of the new model," Ms.
Loverude said.
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