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PAMELA SHIFFER
Owner of the eponymous store in Primrose 
Hill, London. Pamela Shiffer is a member of 
the Fashion Association of Britain (FAB) and 
was speaking to Melissa Wheeler.

Question: What makes a successful independent 
retailer? Another question: How do you as a 
retailer measure success? 
No doubt there are several answers to both of the 
questions. However, one thing’s for certain: you 
can’t stay relevant and cover all bases without an 
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DIANE SYKES
Owner of fashion agency Diane Sykes 
Fashion Marketing 

With my first season under the umbrella of Diane 
Sykes Fashion Marketing now done and dusted, I 
am able to catch my breath, say a little prayer of 
thanks and reflect on the season as a whole. I have 
been in the role of sales and marketing for nearly 
30 years, so there is not much that I haven’t seen 
or experienced in that time. Obviously, being 

completely on my own was a new experience, but 
with the constant flow of customers, thankfully, 
there was no time to be lonely. 

My customers have been more than fabulous 
this season and I am happy to report that most 
who had an appointment to view my ranges went 
on to buy. It was humbling to experience such 
kindness and encouragement; I don’t think I have 
ever had a conversion rate or a season that was so 
successful with the launch of new brands. I believe 
that the success of the season was due in part to a 
quest for brands which are just that – a complete 
brand. A collection that not only looks attractive 
and excites the buyer but one that will provide 
constants in all areas too.

Bringing in a new label is always exciting, but 
with the emphasis on margins and bottom lines, 
so many cannot afford to take risks. More retailers 
than ever asked about the history of the labels, 
what their unique selling points were, and above 
all else were eager to learn of the security of a 
strong infrastructure. 

It may seem obvious, but it also helps when a 
brand has good strong images. Today’s appetite for 
media coverage is voracious. Whether it be on a 
global level or retailers managing their own social 

All hands on deck amazing team behind you. It might seem obvious, 
but it can be easy to forget just how unbelievably 
valuable good staff are: true in any business, but 
never more so than in our people-based, service-
driven industry. 

So let’s say you have the most wonderful 
team of inspired, loyal, dedicated staff standing 
right by your side, but do you have the right mix 
of brands for your customers? As we all know, 
buying the right brand mix is a minefield we have 
to negotiate season after season. Just when you 
think you’ve discovered a winning formula, 
suddenly a trend you hadn’t spotted six months 
earlier comes up on the inside and storms ahead 
like the winning horse in the Grand National. It’s 
then you need to react with all the flexibility of a 
Pilates teacher as your customers arrive clutching 
their copies of Grazia, Elle and Marie Claire. 

Okay, so you’ve sourced the ‘rank outsider’ 
trend and your customers are delighted with your 
refreshed offer; however, you now need to 
incorporate all the newly invigorated stock to 
make the store look inviting. So merchandising is 
done and all looks rosy until… it’s time to do 
something about promoting your store. 

media via Facebook, Twitter or Instagram 
accounts, images sell product and as we know, a 
picture paints a thousand words. In today’s market 
the need to feed the public with as much 
information as possible seems to be in direct 
correlation with success. When I look at the 
retailers that really work this aspect, it is those that 
have the thriving businesses.

Fortunately the bond between agents and 
retailers is a lot closer, too. Long gone are the days 
where an agent takes an order in February and 
never the twain shall meet until the following 
August. There is a much greater feeling of 
symbiosis now, and although some have always 
worked like this (I know that for me, swapping 
stock was ‘de rigueur’ from as early as the 90s) it 
has taken a while for the wholesale industry to 
catch up and realise that we are all on the same 
side. 

These days it is quite normal for agents to 
help host event days, organise fashion shows and 
generally be a lot more involved in the selling of 
the merchandise at a retail level. I am thrilled that 
so much more importance is attached to these 
unique partnerships because ultimately, don’t we 
all have the same goal?

Most of us would agree social media is a 
wonderful tool for instant attention, however 
there are still other customers who want to see 
your name in a good old-fashioned magazine. So 
you set about deciding where you’re going to 
spend your hard earned cash in the vain hope your 
adverts will reap rewards. On the other hand, and 
this is something I’m very proud of, you could 
impress an editor or journalist with your in-store 
service and offer, to the point they want to write 
about you. That’s the sort of publicity we’d all like 
to court for obvious reasons, however mainly 
because of the confidence and endorsement your 
customers feel when purchasing. 

There are many ways to measure success: for 
some it will mean winning awards and for others 
it will mean expansion into other areas and 
locations. However for me, it’s all about the long 
game of being able to discover new areas of the 
business to explore and bring to our loyal 
customers. It might not sound very glamorous, 
however my judges will always be my customers 
and if we’re doing right by them, then that’s 
success in my eyes.
www.fashionassociationofbritain.co.uk


