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《欧美最潮的时装网店，谁开的？》

Digital luxury: the next generation

Sixteen years after the fashion website Net-a-Porter was launched, ecommerce is still immensely attractive to
entrepreneurs. But today’s new sites are evolving. The latest digital incarnations sit apart from the major fashion
houses and lifestyle behemoths to offer a more nuanced experience.  ????Net-a-
Porter??16???????????????????????????????????????????????????????????????????????

These three women offer something beyond click-to-buy. The key word in luxury today is narrative, and each of the
following sites are using editorial, social media and shared experiences to engage consumers, taking know-how
from previous careers — whether buying or blogging — to give their new projects edge and a sense of the personal. 
???????????????????????????????????????????????????????????????????????????????????????????????????
???????????????????

Nasiba Adilova: thetot.com ????????(Nasiba Adilova)??thetot.com??

If there’s a product on Nasiba Adilova’s parenting website The Tot that sums up its appeal in one neat package,
it’s the limited-edition diaper bag by British designer Mary Katrantzou. Just launched, the leather tote comes in two
designs, one featuring a postage-stamp print, the other two white horses on a powdery blue background ($1,700).
Crucially, you’d never know when it’s zipped up that inside there’s a waterproof lining, multiple compartments, a
removable accessories pouch and changing mat on the side. Check out Russian-born, Texas-based Adilova’s
Instagram account (90,000-plus followers) for a photo of her carrying it with her two-year-old son, or demonstrating
its usefulness on a video, and you’ll crack the ethos of The Tot; practical, chic and social-media savvy.

The Tot, which launched in May 2016, combines useful editorial about pregnancy and motherhood with an e-shop
offering all things stylishly mother and baby. The Tot is as much a destination for new mothers looking for advice,
and to share their own experiences as it is a shop, but don’t expect Mumsnet. “First and foremost, we’re catering
to mums like us,” says Adilova, “so these are all of our friends who are also fashion mums or they’re working in
the industry but don’t have the luxury of time for browsing.” Formerly a business development director on
Miroslava Duma’s Buro 24/7 lifestyle and fashion site, Adilova created The Tot with Duma because her friends
were asking her for a “baby list” of recommendations, and the selection represents all the tried-and-tested products
she swears by. There’s cool jersey maternity wear by Hatch, organic skincare by brands such as Kahina Giving
Beauty, and tasteful toys that would complement rather than clutter even the most Scandi of interiors. “We make
the selection very easy and tightly curated,” says Adilova, “everything has to pass what we call the tot test. We
look at how eco-friendly, how safety and health conscious it is, as well as how innovative. We always choose a
small company over a big one because we want to help support entrepreneurs that are trying to do good.”
????????????The Tot?????????????????????????????????(Mary Katrantzou)?????????(Diaper Bag)????????????
??????????????????????????????????1700?????????????????????????????????????????????????????????????
?????????????????Instagram?????????9????????????????????????????????????????The
Tot?????????????????????

Probably the biggest difference between Adilova’s site and others with a similar focus, is the fashion sensibility she
has brought to it. It’s not just in the collaborations between designers and companies producing products for
children (there are exclusive Oscar de la Renta childrenswear pieces coming out for Christmas) that signify style,
it’s in the understated way a wooden toy camera is photographed for a features, or in the “Being Mama” profiles
they publish with other inspirational (and high-profile) mothers; women such as editor, street-style star and retailer
Taylor Tomasi Hill, artist Quentin Jones and stylist Rachel Zoe.

Adilova lives, breathes and dreams digital, and she’s noticed the migration of women in the fashion industry
towards its bright lights. The Tot?????????????????????????????????????????????The
Tot???????????????????????????????????Mumsnet?????????“???The
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Tot??????????????”??????“??????????????????????????????????????????”???????????????(Miroslava
Duma)????????Buro 24/7????????????The Tot????????????????????????????????“????”????The
Tot???Hatch???????Kahina Giving Beauty????????????“?????????????????????”??????“???????????tot???????
????????????????????????????????????????????????????????????????????”

“There are so many new ideas and opportunities that I feel like women from fashion are trying to explore,” she
says. “When I went to New York a few months ago to do our press meetings for The Tot, most of the fashion
editors I talked to were saying how much they wanted to leave and work in digital. We go to quite a few tech
conferences and people from fashion are going and showing an interest.” ????????????????????????????The
Tot????????????????????????????????????(Oscar De La
Renta)??????????????????????????????????????????“Being
Mama”??????????????????????????????????????????????????????(Taylor Tomasi Hill)??????????(Quentin
Jones)???????????(Rachel Zoe)???

Anna Garner: thegarnered.com ?????????????????????????????????

While the pace of online fashion and retail seems to move ever faster, Anna Garner is slowing things down. Her
new project, The Garnered, which launched this week, sells beautiful objects and accessories, from vases to ties to
necklaces, all produced by skilled artisans and designers. Some of their creations are available straight away,
others are made to order. “?????????????????????????????????”???“????????????The
Tot?????????????????????????????????????????????????????????????????????????????”

The ecommerce site is the antithesis of fashion’s preoccupation with chasing the new, although Garner, 43, would
know all about that from her previous careers as head of fashion at Selfridges, and as the former right-hand woman
of Joseph Ettedgui, founder of Joseph. Garner isn’t a social-media star, but within the fashion industry she’s an
experienced, respected name. ?????(Anna Garner)??thegarnered.com?

The British-born mother of three boys says that the starting point for The Garnered came when “Ed Burstell,
Liberty’s managing director, asked me to produce a collection, which included hats. I tracked down a man called
Tom Llewellyn who made hats for Vivienne Westwood and Phillip Treacy, and he was pretty much a one-man band
with no one to hand over his skills to. That made me think I wanted to do something to support craftsmanship.”

The Garnered doesn’t carry inventory, instead the site acts as a shop window for craft studios and ateliers around
the world — each sale is handled by one of 25 represented artists (there will be 40 by Christmas). “It’s not about
me trying to be a tastemaker,” says Garner, “it’s about me gathering talents and giving them the right platform to
tap into globalisation.” Josh Vogel, who is based in the Hudson Valley, makes sculptural kitchen wares using a
lathe for his Blackcreek Mercantile & Trading Company; his large Splatter spice bowl (?140) comes in cream with
muted splotches. Paris-based Fran?ois-Régis Laporte studied pattern-cutting at the école de la Chambre Syndicale
de la Couture, before launching tie-makers Maison F five years ago. His ties, made from a thick high-quality silk
from Lyon, include a bow shaped like a butterfly (?185). ???????????????????????????????????????The
Garnered??????????????????????????????????????????????????????????????????

The entry price point for the site is ?30 for a hand-bound journal from London-based stationers Mark+Fold. At the
higher end, handcrafted leather bags by Hugo Matha of France start at about ?2,000. Each designer stocked on
the site has a little profile and photos, so users can feel “ a personal connection” with the person they are buying
from. The Garnered?????“??”????????43????????????????????????????????(Selfridges)?????????????Joseph?
??????????(Joseph Ettedgui)???????????????????????????????????

The project is self funded. “Having a finite amount of money really focuses the mind,” says Garner who pinpoints
photography and imagery as her “number-one drive” to get right. The Garnered dramatically outshines many
similar art and design shops that often feel cluttered and a little homespun. She’s also prioritised slick customer
experience; she and her team of eight (including freelance photographers and journalists) have made sure all
duties and shipping are included in the price and that returns are smooth. Ultimately, though, she says, “It’s about
cutting through the noise. In any scenario it always comes down to product. Product is still king.” You can take the
girl out of buying?.?.?.?
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Chiara Ferragni: theblondesalad.com ?????????????????????The Garnered???????“??Liberty?????????????(Ed
Burstell)???????????????????????????????????(Tom Llewellyn)???????????????(Vivienne
Westwood)????????(Philip Treacy)????????????????????????????????????????????”

Chiara Ferragni has been the subject of a Harvard Business School case study, appeared on the Forbes magazine
30 under 30 power list, and has 6.9m Instagram followers (more than twice as many as Hillary Clinton). Who is
she? Try digital influencer and editor-in-chief of what she calls her “inspirational platform” The Blonde Salad. The G
arnered?????????????????????????????——?????25????????????????????????40??????“???????????????”????“
?????????????????????????????????”??????????(Hudson Valley)???????(Josh Vogel)????????????? Blackcreek
Mercantile & Trading Company??????????????Splatter??????140????????????????????(Fran?ois-Régis
Laporte)?????????(école de la Chambre Syndicale de la Couture)??????????????????Maison
F???????????????????????????????????185????

Italian-born, the 29-year-old LA-based former law student Ferragni started out as a fashion blogger (“I’m super
proud of that”), putting her first post up in 2009. She launched a shoe line in 2013, turned her blog into a lifestyle
magazine in 2015, and launched e-commerce this September.

The Blonde Salad e-shop features products that are all limited edition or brand collaborations with a Ferragni twist;
Levi’s have created special stretch 501s with a bandana tied to the belt loop, while jewellery designer Delfina
Delettrez has turned her signature eyes and lips motif earring (?750) into a ring in a unique colourway. “She’s one
of my favourite designers,” says Ferragni. Italian shoe designer Giuseppe Zanotti has created sky-high denim
sandals (?595). The merchandise is playful, fun and poppy — with a dash of rock’n’roll. There are pom-pom
sandals, palm-print espadrilles, and bright scarf-silk kimono jackets, along with Grease-style painted leather
jackets. She says: “My goal is to always look effortlessly cool. For me it’s about following my instinct not
overthinking it. Fashion is amazing if you can have fun with it, but if you take it too seriously forget it, it’s not
working.” ?The Garnered??????????????????Mark+Fold????????????30??????????????????Hugo
Matha???????2000????????????????????????????????????????????????“????”?

Ferragni’s commercial value has been built on her numerous street-style looks and a brand of model-like, glossy
haired beauty. She’s unapologetic about the role of the fashion blogger in the industry today. “There is room for
everybody. It’s up to the audience who they want to follow and who’s more powerful now.” The
Garnered???????“?????????????????”?????????????????????“????”?The Garnered?????????????????????????
???????????????????????????????????8???????????????????????????????????????????“???????????????????
?????????????????????”???????????????……

Ferragni’s sidestepping of traditional media has paid dividends. Her TBS brand that also encompasses “talent” —
her, her sister and the “TBS crew”, combined with her shoe line, brought in $10m in revenue last year. And she
expects to make $500,000 in sales from the new e-commerce line. “This is a long-term project so we don’t expect
to earn as much with e-commerce as we do with other partnerships” (such as advertising campaigns, paid
endorsements and appearance fees). ???????(Chiara Ferragni)??theblondesalad.com??

She’s come a long way since the days of being invited to fashion shows where “people had no idea who you were
and were just really, really rude.” Now she says, “I have a team of 25 people, everybody is hired, most of them are
under 30, and it’s really hard for people my age to find a job in Italy. The moment you stop caring about other
people’s opinions is when you are really free, strong and powerful.”

Photographs: Sarah Weal ???????????????(Harvard Business School)?????????????“30?30??????”(Forbes
magazine 30 Under 30 power list)?????690?Instagram???????????(Hillary
Clinton)Instagram???????????????????????????????????“??????”The Blonde Salad????

????????????????29??????????????????????????????“???????”??2009??????????????2013???????????????20
15???????????????????????????????

  The Blonde Salad????????????????????????????501???????????????(Levi’s)?????????????(bandana)???????
?????????(Delfina Delettrez)????????????????????750??????????????“????????????????????”???????????????
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??????(Giuseppe Zanotti)??????????????595????The Blonde Salad???????????????——?????????????????????
??????????????????????????Grease????????????????“??????????????????????????????????????????????????
?????????????????????”

  ?????????????????????????????????????????????????????????????????“????????????????????????????????
?????????”

  ?????????????????????????TBS???The Blonde Salad?????????????“TBS????”?“?????”????????????1000?
????????????????50???????“????????????????????????????????”?????????????????

  ?????????????????????????????????“??????????????????????????”??????“????25????????????????????30??
?????????????????????????????????????????????????????”

  ???Sarah Weal???

  ??/??
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