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TRENDS  in detail

also tried to ensure that we have included a 
variety of these styles to meet needs and 
current trends.”

With the popularity of period dramas like 
The Crown, it seems that some brides are 
reverting to more traditional silhouettes with 
a modern twist, too. “We see back details 
continuing to be a popular feature but with a 

begin to fade and striking lace and keyhole 
backs will feature more prominently,” adds 
Hayley. “Fabric choice is evolving too, with 
mikado and guipure lace featuring more 
prominently in collections, which will no 
doubt impact the way keyhole backs are 

Across the pond, in the 
Fall/Winter Justin Alexander 
collection, the spotlight was 

simplicity and 
embellishments taking 
centre stage. Here, details 
included linear beading on 
illusion backs, new and 

designs, as well as gorgeous 
low backs adorned with 
romantic lace.

Italian designer Eddy K’s 
latest collection also 
provided a wealth of 
striking styles. Always one 
step ahead of today’s trends, 
these pieces aimed to be 
even more impressive from the back 

keyhole design, crossed straps or 
illusion with plenty of beading.

Similarly, Paloma Blanca’s sister 
label, Mikaella, has taken some 

to provide its brides with modern 
and unique options. As well as guipure 
laces and delicate splashes of pearls 
and beading, racer backs and intricate 
spaghetti straps presented an endless 
selection that will be ideal for 

brides.
But while some designers 

are aiming for impact, others have taken a 
more subtle approach to the trend. One 

boxes is Australia’s Zavana Bridal. “Many of 
our gowns feature a lovely low back, but 
what we’ve been experimenting with is 
beaded back detail for our 2018 collection,” 

says Marketing Manager, Lilly 
Moseley. “We think the way 
beading can drape naturally 
over the back makes a design 
so beautiful and delicate. Our 

actually has removable beading 

aisle making heads turn, but 
can also switch the look later 

It certainly seems the trend 
won’t go away any time soon 

possible with our bridesmaid 
designs, and our stockists look 
to us each season for glamour 

and individuality,” says Lydia Sayles of 
True Bride. “Our elegant True 
Bridesmaids style M740 was inspired by 
Pippa Middleton’s stunning wedding 

back. The lacework on ours 

perfectly. What's more it's
with a neat cap sleeve and dramatic 

So, it’s clear that women everywhere 
are lusting after the look and, with so 
many options, this desirable style is 

size, style, and member of the 
party. From bold and dramatic 

cuts to subtle illusion lace and 
elegant embellishments, you’ll 
certainly be spoilt for choice 
over the coming year. 
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Zavana Bridal, style ZB201, 
zavanabridal.com

Eddy K, style 
CT192, eddyk.
com

Justin Alexander,
style 99002, 
justinalexander.
com

Mikaella Bridal, 
style 2194, 
mikaellabridal.
com

Romantica, style 
Rosalyn, 
romanticaofdevon.
co.uk

Christina Wu, 
style 15658 
eternitybridal.
co.uk
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Weddings abroad are soaring in popularity,  
so what advice do you need to pass on to brides?

 Man exotic location for a wedding 
soaked in glorious sunshine. 
Whether it’s a Caribbean paradise, a 
chic European hideaway or an 
iconic city landscape, saying 'I Do' 

abroad has never been more popular.
Lisa Redgrave, wedding planner from hitchedinitaly.

com, has seen a remarkable increase in brides and 
grooms wanting a destination wedding. “I’ve been 
organising bookings in Italy for 10 years, couples 
getting married abroad is constantly increasing, my 

main reason is the weather; sunnier destinations are 

Halving the cost is one advantage of marrying 
overseas but travelling with just a handful of loved 
ones is another. “Less guests means less stress. On 
average my weddings have 40 guests and for that you 

anymore. It’s so expensive to buy homes nowadays 
people aren’t keen to blow a huge amount on their 
nuptials. Family and friends are happy to travel 
to destinations for a wedding as it means 

Retailers are becoming savvy when it 
comes to advising brides on suitable 
dresses to take abroad. While some brides 
will always choose the dress of their dreams, 
others are listening to the experts. “I have noticed 

sophisticated and looks absolutely stunning for a wedding 
abroad. However, I’ve also seen brides getting married on 
beaches in big, heavy gowns with tight bodices covered in 
beads. I wouldn’t recommend it, but girls buy the dress 
they want to wear, without thinking how uncomfortable it 

Stephanie Hislop from Emma Roy of Edinburgh agrees 
that girls will follow their heart when picking their wedding 
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Bridal
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Romantica 
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WORDS JESSICA BROWN
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on their big day,” says Stephanie. “People are realising you 
don’t need a big castle wedding in the UK, going abroad 
with a handful of people you love is perfect and a good 
idea. Brides should look for a lighter dress, without the 
big underskirts. However, we do have brides who just get 
their perfect dress, if that’s a big princess gown they say 
they’ll just deal with the heat when they get there.”

James Waddington from Romantica of Devon thinks 
brides need to be more serious when choosing a wedding 

dress to wear abroad. “Brides need to buy 
the right dress to travel with, they need to 
think about the heat and how they’re going 
to transport it,” he explains. “Rather than 
buying a big heavy dress, they should look 

much lighter so they will have a better 
experience wearing it on a beach and will 

easier and loosely, and won’t have to deal 
with bad creases.”

dream location is something brides need to 
be advised on, especially if they are boarding 

boxes brides can buy and carry for hand 

are perfect for the cabin measurement 
restrictions. Brides can travel so easily with 
their dresses these days and then use the 
box to store their dress afterwards.”

Retailers know the perfect way to pack 
and travel with your gown, so it’s always 
best to consult the advice of a professional 

into a standard canvas travel bag, which is 
perfect as they allow the dress to breathe 
and not get creased while travelling,” 
explains Stephanie. “However, some of the 

go either in a normal dress bag, or in a 
double duvet cover.”

With beach weddings on the rise, what 
trends are brides going to be wearing 
throughout 2018? “Crepe is coming right 
back into fashion and will be really big for 
next season,” explains James. “It’s perfect 
for a hot sunny day and is a little heavier 

pinks are all still very much in fashion, as 
well as dreamy illusion trains, they look amazing.”

Stephanie agrees saying we are seeing a move away from 
the standard lace gowns. “Brides are either going for super 
simple, very sleek and sophisticated, or the complete 
opposite, really fun with lots of texture,” she concludes. 
“We’re seeing a lot more crochet as opposed to lace, this 
can look really beautiful if it’s done in the right way."

HOW BRIDES 
SHOULD PACK 

GOWNS

1. Casablanca's Charlotte 
Pratt says: “Ensure you 

have access to a garment 
steamer. Whether that is 
something you bring with 
you as a portable steam 
iron or confirming the 

hotel have one on site.”
 2. Don’t be afraid  

to gently fold the gown. 
Heavy laces wrinkle less, 

but can be heavy to  
carry around.

3. Special Day's Joanne 
McFadden says:  

“I transported a dress  
for my own wedding;  

to eliminate lost luggage 
issues, I advise taking 

your dress as carry-on 
luggage. 

4. Bring a needle and 
thread in case of any last 

minute emergencies!
5. Call the airline in 

advance if you have a 
very large wedding dress 

to carry and know it 
won’t be able to fit in as 

standard travel cabin 
luggage. Airlines are 
usually very helpful.

Sottero and
Midgley
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Claire Robertshaw from Alexia Designs discusses the brand’s 
Blush collections and its colourful array of prom gowns

PROM NIGHT 
WORDS REBECCA FOSTER
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TRENDS  new label

 A added another two brands to her 

THE MILLIE MAY CONCEPT

CREATIVE INSPIRATION

these dresses up with a fantastic pair of 

LOOKING 
AHEAD

Despite having launched 
less than 12 months ago, 
the future is looking rosy 
for both Millie May and 

Millie Grace, with 
McGregor feeling 

optimistic. “Feedback 
from the industry has 
been positive,” says 
McGregor. “A lot of 
people have already 

made repeat orders, so 
2018 is going to be busy 

for us. I believed 
business would be good 

– but not this good!”

McGregor has designed 
a range of affordable
design-led dresses,
including the M01

The new collections
feature a range of
different styles, including
this A-line M31 dress

This MM15 dress
has a delicate
neckline  

The MM07 features
on-trend three-quarter
length sleeves



















For more information 
please contact Stephanie:
stephanie@jlmeurope.com
+44 (0)1423 873320

JLMCOUTURE.COM



With an unrivalled focus on supreme 

quality and exquisite detail, the stunning 

new Jessica Grace bridal collection from 

Tiff anys boasts the ultimate in classic 

and couture design sophisication.

t: 02380 334322     e: tiffanys-online@hotmail.co.uk 
www.tiffanys-online.co.uk

byby
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 K
nown for her corsetry and beautifully 
tailored wedding dresses, Caroline 
Castigliano is a designer who really 
understands the needs of brides.  
Her most recent 2018 collection, 
Celebrating Romance, is just as stylish 

and chic as anticipated. Her latest gowns feature beautiful 
silhouettes and a mixture of understated yet strong lines. 
It’s a collection that shows skill and craft, as well as 
displaying her expert knowledge of dressing women. But 
what’s the history of the Caroline Castigliano brand, and 
what can we expect in the future? We caught up with the 
designer to discuss her collection for 2019 and delve into 
her career highlights.

Castigliano's reputation has gone from strength to 
strength, dressing some of the world’s most stylish 

career is undoubtedly dazzling, but it could have ended 

interested in designing and making clothes, my mother 

future held for me. I was sent to dancing school when I 
was 12 and a career in TV began quickly when I had a 
part in a television play for the BBC, so acting became 
my life. It wasn’t until I was in my twenties that I realised 

where she designed active sportswear for women, 

gowns that I design today, I based the bodices on corsets, 
I created beautiful movement in the skirts, and the gowns 

bride. When a girl is wearing a dress that truly represents 

she needed to work with a designer that was already an 

See 
more from 

CAROLINE 
CASTIGLIANO 
at White Gallery 

this March

We meet the designer and find out about the history of the brand, as  
well as how it has reached the celebrated status it has today

CAROLINE 
CASTIGLIANO

The Carousel gown 
shows off Castigliano's
talent for corsetry 
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Obviously this achievement helped to spread the brand's 

This image: The Simplicity
dress is perfectly named.

The ultra chic, paired back 
elegance of the dress 

speaks volumes. Right: The
back detail on the 

Irresistable gown, is
just as the name suggests 

EVENTS  designer interview
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Stephanie Browne is celebrating 30 years of luxury fashion and  
bridal accessories, Zoë Burke finds out more about the brand and  

the iconic styles that brides adore

Three decades of 
SPARKLE

Delicate blue Cornwall 
Chandelier earrings 

The delicate drop 
Queenie Earrings offer 
a touch of  elegance 

The naturally inspired 
Silver Fern headpiece

The Abbey Gardens Comb 
mixes on-trend metallics 
with a touch of sparkle
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EVENTS  jewellery

 S
tephanie Browne is a name synonymous 
with stylish, unique jewellery, and it’s no 
surprise after 30 years in the business. 
After starting in Melbourne in 1988, the 

Tell us about the history of Stephanie Browne –  

how did the company start? 

darling dad, Robert Biddle, helped 
me to start my business. He was a 

Melbourne and had a need for 

his gowns.  

opening in Melbourne not 
long after.  

proud of all the wonderful people we work with in the 

where we are today.

What inspires you?  

art. Coming from a family of artists, it’s not hard to 

Which accessory trend do you wish would come  

back around? 

Are there any trends that you are glad to see  

the back of? 

What are you most proud of in your 

three decades in business? 

business. My son Andrew, who is an 

jeweller, and my gorgeous daughter 
Chelsea now works in our Premier 

generation is bringing a breath of 
fresh air to what we do.

What lessons have you learned over 

the years that you can share with 

small business owners? 

Be true to yourself and your style, 

and a good reputation.

What can we expect from you at this year’s shows? 

What styling advice would you encourage retailers to 

give to brides? 

QUICK FIRE 
QUESTIONS – 

Gold or silver? Silver

Diamonds or pearls? 
Diamonds but that’s a 
personal preference!

Earrings or necklace? 
Earrings

Tiara or headpiece? 
Headpiece

Leaves or flowers? 
Leaves

The Silver Fern tiara is 
perfect for brides with a 
love of organic, pretty  
shapes from nature

Bold, bright gold: 
Melinda earrings

The Augusta comb is
pretty and delicate

The Kanda earrings give 
a nod to the current 
pavé trend

Brides with a love of all
things celestial will adore
the Galaxy crown

The Splendour is the ideal
accessory for princess
style dresses
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 D
inner, drinks and dancing to celebrate 
the best of the bridal industry? Sounds 
like the perfect night, and something 

The Bridal Buyer Awards 2018 is set to 
be the biggest and brightest awards 

event to date…but, as they say, you have to be in it to win 

com to get an overview of the entry process, and then 

strengths are and what really makes you stand out from 

From there you will be asked to select a category from 

When your entry has been successfully submitted, you 

There is no limit to the number of categories that you 

It’s the new year, so what better time to 
reflect on your strengths? Entry to this 

year’s industry awards will open soon; it’s 
time to think about your accolade-

worthy submission

BRIDAL 
BUYER  

AWARDS 2018
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EVENTS  awards

can submit. However, it is far better for you to create one 
or two really strong entries in the categories that best 

ups. To submit additional entries, click on ‘Make Another 

and repeat the submission process. All entries are 

The award winners will be announced, and the 
celebrations will take place on 10th September 2018, 

tie event attracts an audience of more than 600 guests 
from all sectors of the industry, including retailers, 

winners, but provides an unrivalled networking 

Find out more at awards.bridalbuyer.com. 
Deadline for entries is 4th May 2018.

SEVEN STEPS TO SUCCESS 

Some of 2017's winners share their top tips on making 
a winning application:

 “Self-promotion doesn’t come naturally to everyone, but it’s 

absolutely critical in an awards entry. Don’t lose sight of the fact 

that you need to shout about what makes your business special. 

Think about your USP’s and what separates your business from 

others. It’s not a time for modesty and the judges are searching for 

stand-out entries, so go for it! ”

AIGAIL’S COLLECTION

 “Set some time aside and enjoy filling in the forms. By writing 

everything down, I realised how much we’d achieved in the last year.”

MAIDS TO MEASURE

 “I stayed up until around 2am to write down the essence of what I 

wanted to portray in my answers. I sent the document through to my 

brother Andrew - he edited it for me and ensured that the responses 

were within the word count. I had made a couple of enquiries as to how 

strict the word count was, and was told it absolutely had to be within 

the restrictions. I also asked about supporting evidence and we sent 

through extra videos and pictures to enable a fuller understanding of 

what we do at Eden Bridal. I think working between the two of us was 

beneficial, it ensured a more complete application, so I would advise 

having more than one person look at your entry.”

  EDEN BRIDAL

“Start your application well in advance of the deadline so you have 

plenty of time to create thoughtful, comprehensive answers. Don’t 

be afraid to brag about your accomplishments! And finally, try to 

focus on one or two categories in which your business truly excels. 

This will make it easier to include real data, photos and personal 

stories that prove your success over the last 12 months.”

ESSENSE OF AUSTRALIA

 “My best advice would be to answer the questions as honestly as 

you can, rather than trying to second guess what the judges want to 

hear. The truth is you don’t know, so being yourself is the best way 

to be - imagine you’re actually talking to the panel. Also make sure 

your entry is factual, concise and to the point!”

RACHEL SIMPSON SHOES

  “Don’t lose confidence in your entry! I had completed entry forms 

for the past two years, but then I thought there is no way we could 

win so decided not to submit. Last year I just went for it and look 

what happened! Be sure to give yourself plenty of time to complete 

the entry so you can think about all the points you want to include, 

then you can be confident you have given it your best.”

MILIMILI

 “Try your best to put yourself in the shoes of a bride and explain what 

it is that your boutique does that is unique and inspiring. I found that 

completing my entry over a few days/weeks was best; I would go back 

into the boutique and have a day with brides and then I would have 

lots more inspiration to help answer the questions asked by the Bridal 

Buyer team. Good luck and remember anyone can win, we did!” 

DOTTY BRIDAL

RETAILER CATEGORIES
Bridalwear Retailer of the Year – England

Bridalwear Retailer of the Year – Ireland

Bridalwear Retailer of the Year – Scotland

Bridalwear Retailer of the Year – Wales

New Bridalwear Retailer of the Year
Best Mens’ Formalwear Retailer

Long Standing Retailer of the Year
Best Retailer Customer Service of the Year

Retailer Website of the Year 
Best In-Store Design

SUPPLIER CATEGORIES 
Best Bridalwear Manufacturer of the Year

Best Bridesmaid Collection of the Year
Best Prom Collection of the Year

Best Mother-of-the-Bride Collection of the Year
Best Plus-Size Collection of the Year

Best Headdress Collection of the Year
Best Supplier Customer Service of the Year

SPECIAL CATEGORIES
Student Designer of the Year

Wedding Dress of the Year
British Bridalwear Designer of the Year



View the collection at:

London Bridal Week | ExCel London
March 25-27, 2018 | Booth #B50

Book your appointment today!

Email: sales@coyacollection.com
Website: www.coyacollection.com

Agents Welcome
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Business
ADVICE AND GUIDANCE FOR THE BRIDAL RETAIL INDUSTRY

Let our experts guide you through 
the technicalities of working in the 
bridal industry. The BBSA and RBA 
bring you their latest updates and 

highlights from the past 12 months.
New columnist Warren Knight 

don't miss it! Our resident tech guru 
Chris Partridge shines a light on 

on how to stay secure. Plus, our 
team of legal eagles answer your 
questions and tackle the latest 

business hot topics

STAY AHEAD





BUSINESS  news

INSIDE JOB
Fraud committed by staff 

can be particularly upsetting, 

and according to Action 

Fraud, nearly one in five small 

businesses will be defrauded 

at some point. There are 

countless ways that an 

employee can abuse trust such 

as: fake purchases of goods 

or services; false references 

and qualifications; and fake 

accounts and invoices. While 

fraud is an ever-present risk, 

you can take preventative 

measures to protect your 

business. The first step is to 

proactively check on everyone 

that is employed, especially 

where they have access to 

systems such as tills or the 

company bank account. 

References should be sought 

and followed up with calls. At 

the very minimum, confirm 

an employee’s identity, date 

of birth, residential address, 

qualifications, employment 

history, criminal history, and 

financial background. The 

process can be undertaken 

as part of the statutory 

obligation to ensure that an 

employee has the legal right to 

work in the UK. 

Engender the ethos 

that criminality will not 

be tolerated. Policies and 

procedures need to be written 

so that on joining, every 

employee is given an anti-

fraud policy. As harsh as it 

sounds, firms need to strictly 

control access to their back 

rooms and systems. As soon 

as an employee leaves their 

access should be terminated 

immediately. Passwords 

should be changed and 

possession should be regained 

of company laptops and 

mobiles.

Processes need 

to be put in place 

so that no one 

person has sole 

control over tills, 

cheque books 

or the ability to 

singly authorise 

purchases over a given (low) 

value. Invoices should be 

checked to ensure that they 

are from genuine suppliers; 

unexpected requests to 

change bank accounts should 

be verified; and suppliers need 

to be informed in writing each 

time a payment is made.

Fraud is an unpleasant fact 

of life. However, those that 

make it harder for 

employees who 

are criminally 

minded will be 

much better 

off. Remove the 

opportunity and 

you'll eliminate 

the temptation.

facilitating tax evasion under The Criminal Finances Act 2017, which has 

and partnerships liable when they fail to prevent their employees, agents, 
or others who provide services on their behalf from criminally facilitating 

they can only be found liable for criminally facilitating tax evasion if 

Are you are eligible for 

employment tribunal fee 

refunds? If so apply now! 

The process comes after 

the Supreme Court ruled 

the fees to be unlawful. The 

first 1,000 claimants will be 

contacted individually and 

given the chance to complete 

applications. As well as 

being refunded, successful 

applicants will also be paid 

interest of 0.5%, calculated 

from the date of the original 

payment up until the refund 

date. To register, email:  

thelpwithfees@hmcts.gsi.

gov.uk

EXPORT FINANCE HELP FOR SMALL FIRMSBETTER BROADBAND

Small businesses struggling to access 

options under a new government 

Compared, and Funding Options 

their permission before their details 

share these details with alternative 
providers and go on to facilitate a 

conversation between the business 
and any provider who expresses an 

EMPLOYMENT 
TRIBUNAL FEE

Under a range of new protections 

set out by Ofcom recently, 

broadband subscribers must 

receive better information about 

speeds before they commit 

to a contract. Broadband 

is an essential service, and 

speed is a vital factor when 

shopping around. But there can 

be confusion between what 

broadband customers believe 

they are buying, and what they 

actually receive. Ofcom is 

proposing to enhance its existing 

Codes of Practice, which commits 

internet companies who have 

signed up to it to give customers 

the estimated range of speeds 

they are likely to receive, as well 

as the right to exit their contracts 

penalty-free if their speed falls 

below a minimum level. Ofcom 

is also planning to improve speed 

information at the point of sale 

and in contracts, by reflecting 

the slower speeds people can 

experience at ‘peak’ time; and by 

ensuring providers always give a 

minimum guaranteed speed.

ALTERNATIVE 
FINANCE
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The government is considering 

offering individuals in debt with up to 

six weeks free from further interest, 

charges and enforcement action. 

This period would give those affected 

time to seek financial advice, which 

is key in helping people access a 

range of solutions to help them get 

back on their feet. The new scheme 

could include legal protections that 

would shield individuals from further 

creditor action once a plan to repay 

their debts is in place.

The Low Incomes Tax Reform 

Group (LITRG) is urging HMRC to 

be ready to publicise new income 

allowances. By law, individuals have 

to notify HMRC of a new source 

of income by 5 October in the 

tax year following that in which 

the new source began. According 

to LITRG, things could get very 

confusing. From 6 April 2017 those 

with rental and/or trading income 

below £1,000 will no longer have 

to tell HMRC about the income 

by the deadline or pay tax on it. If 

the trading or property income 

exceeds the allowance, they will 

need to notify HMRC and can 

choose whether to calculate their 

taxable profit in the usual way or 

by simply deducting the allowance. 

LITRG is concerned that some 

taxpayers may register for and 

complete a tax return when they 

do not need to do so. Others with 

income above £1,000 may not 

realise that they need to register, 

which could subsequently result 

in significant penalties for late 

notification and filing.

INCOME  
ALLOWANCES

NETWORKING
COULD HELP

DEBT PROBLEMS 
SOLVED

NEED TO 
KNOW: TAX



Sales agent required for 
Scotland and North of England.

e-mail bernard@specialday-ireland.com

SPECIALDAY
Bridal  Wear

SPECIALDAY
Bridal  Wear
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Digital expert Warren Knight kicks off his new six-part 
series on how to transform your boutique's online 
presence, starting with formulating your website

The
Digital  

PLAYBOOK

FIND  
OUT MORE 
about Warren at 

thinkdigitalfirst.com and 
don't miss his London 
Bridal Week seminar -  

for details go to 
londonbridal 

week.com
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BUSINESS  online advice

 A
re you happy with your 
website? It is a very simple 
question, but the answer 
will be a lot more complex.

You might be saying;
“Yes, but I know I need 

to spend more money to make it better”.
Or; “Yes, but it is the new year, and things 
are a bit slow which is to be expected."

Regardless of whether your answer is a 
“no” or a “yes, but” there are always things 
you can do better on your website. We are 
in a new year, and there is no better time 
to take a step back, and really look at 
building a website that will drive success 
for your bridal business.

Google processes 40,000 search queries 
every second. That’s 3.5 billion searches per 
day, and 1.2 trillion search per year. Your 
bridal business is contributing to those 
searches but the question is; how much? I 
want to help you. I want to make sure that 
you are doing everything you possibly can 

website from the ground up on your own. 
The second, is about going to an agency, 
and having them build a website for you.

OPTION ONE  
BUILD YOUR OWN
If you are going to build your own  

 
to get you started.
 
1 Choose a platform 
You might be thinking about starting with 
a new website because the platform you 
are currently using is not giving you the 
functionality you want. I have found this 
to be the case with bridal businesses, and if 
this is true to your business, here are a 
selection of things you need to consider 
when choosing a website platform.

 

grow your business online. 

“responsive” meaning your website will 
change size based on device. 

 
 
2 Domain name  
When choosing a domain name to 

represent your online identity, it needs to 
be relevant to your bridal business, and 
easy for your audience to remember. The 
domain names that are most memorable, 
are typically the most successful. 

so that your audience does not confuse you 
with another business, the right extension 

your audience to remember. 
 
3 Choose a template/theme 
Regardless of the platform you use for 
creating a website, you will need to choose 
a template. Do you want your website to 
be more visual based, where you showcase 

going to be writing a lot of unique blog 

your website and are you going to sell 

of these questions are important, and will 
need answering when choosing a template. 

make sure you spend time looking at your 
competitors and understanding exactly 
what you want from your website.

 
Key things to remember
If you are going down the “option one” 

think about at every step of the way.
Have a plan: the same rules apply online, 

Clean homepage: there is so much 
content online, that when a visitor comes 
to your website, you need to show real 
value. One way to do this is a professional, 
clean homepage.
Slow servers: it has been reported that a 
potential prospect will wait for a website 
to load for just four seconds before 
“bouncing."
Contact page: don’t forget about having a 
contact page with either a contact form, or 
an email address and telephone number. 
Quality visuals: If you are going to use 
visuals to display your content on your 
website, make sure they are high quality.

The alternative solution is 
to go to an agency, and 
have them build your 
website for you. The costs 

what you’re building. In 
my opinion, anything 

for purpose that you the 

choosing an agency, 
consider the following:
• It may take some time
Working with an agency is 
a long process, and takes 

be as patient as possible.
• Do your research
Find an agency who has 
worked in the bridal 
industry, and can create a 
website with the 
functionality you are 
looking for.

• Ask lots of questions
My suggestion would be, 
once you have narrowed 
down your search to three 
potential agencies, reach 
out to some of their 
existing clients to see how 
they found the process.
• Be prepared
You will be giving a lot of 
design control to the 
agency, so make sure you 
create a mood board and 
wire frames followed by a 
brand style guide, then 

5 TOP TIPS
1
important part of a 
successful business, so 
make sure you have 
reviews and testimonials 
on the homepage.
2

social sharing icons, and 
the second, icons where 
people can connect with 
you inside of the social 
networks you are using.
3
regular content is 
important to Google, 
and... it will get your 

than a website without a 
blog.
4 Think about copy. 

from your store and 
brochures to your website 
and social media. They 
must all match and be 
brand consistent.
5 Think about the call 

website. What do you 
want your website visitors 

newsletter, come and  
visit you in person, or give 
you a call? 

OPTION TWO AGENCY WEBSITE BUILD
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Protecting your premises is vital to the 
health and well-being of your business. 
So how can you keep things safe? Tech 
expert Chris Partridge investigates

SECURE YOUR 
STOCK
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BUSINESS  technology

T 
echnology is making things very 
hard for shoplifters. So hard, 
indeed, Amazon is trialling 
grocery stores that allow 
shoppers to help themselves to 
what they want and walk out of 

goods are automatically charged to their 
account. It is said to be almost impossible to 

Amazon’s unattended store format, dubbed 
Amazon Go, is a convenience store selling 

gowns and accessories, largely because brides 

robot can supply. But the underlying 
technologies have potential for cutting out 
shoplifting and shrinkage in all retail outlets.

A wide range of technologies are used to 
safeguard stock in unattended stores, but the 
three most important are 
RFID, facial recognition and 

smartphone is crucial because 
it establishes the link 
between the store and the 
customer’s account, in 
Amazon’s case, Amazon 

app when they enter the 
store, which brings up a QR 
code that is scanned into the 
turnstile at the entrance. As 

the store the app pays the bill automatically.
One of the subtle features of the system is 

that you have to have an Amazon Prime 

you needed to be a registered customer to go 
into your local supermarket. For the likes of 

demand that all their customers sign up for a 
compulsory Clubcard before going in.

At least one large chain in the US, believed 
to be Walmart, has introduced facial 
recognition. Cameras at the entrance take 
images that are scanned for the faces of 
known shoplifters, who are challenged by a 
security guard and escorted out. 

Shoplifters get on the register when they are 

police or be banned from the store, with the 
added condition they agree to their face being 
scanned into the system.

Retailers would love to share the facial 
scans, but this raises privacy issues. Even the 
keenest Law and Order fan sees the danger in a 
Big Brother system where a single attempt to 

step is behaviour recognition, where 
computers look for suspicious actions in much 

looks for customers who seem to be wary of 

Mobile points of sale, such as wireless 

to the customer, are major weapons in the war 

proactive in assisting 
customers. For small but 
valuable items such as 
jewellery, smart displays can 
detect when things are 
removed and sound an alarm 

taken at once.
Improvements in product 

tags are also helping to deter 

and can only do one thing 

complete stock number for the item. Because 
the scanners only sound the alarm for your 
own stock, false alarms are minimal.

improved physical security. Stocktaking can 
be completed in a few minutes by waving a 
wand. Fashion store River Island now does 
stocktaking weekly instead of yearly, with the 

greatly improving the chances of identifying 
the culprit. And, of course, it radically 

in price since the introduction of a global 

tag, depending on volumes. Adopting these 
tags could even allow bridal shops to 
abolish the checkout completely, 
automatically scanning every item as it 
is placed in the bride’s bag and charging 
her account electronically. 

HOWEVER 
SOPHISTICATED 

SECURITY TECHNOLOGY 
BECOMES, THE BEST 

LINE OF DEFENCE 
AGAINST SHOPLIFTING IS 

VIGILANCE:

1 Greet every customer as 
they come in. This simple 

step establishes a personal 
bond that criminals find 

unsettling - research shows 
shoplifters tend to avoid 
shops with attentive sales 

people. Get greeting!

2 Watch out for the 
overdressed, such as people 

wearing heavy coats in 
summer. In the run up to 

Thanksgiving 2017 in the US, 
a woman was arrested with 

more than a thousand dollars 
worth of fashion accessories 

concealed in the turkey 
costume she was wearing. 

Most won't go to these 
extremes, but be vigilant. 

3 Keep your stock well 
organised and neatly placed. 

This will help you to spot 
gaps immediately.

4 Talk to your neighbours 
and create a community of 
shop owners. It could mean 
you get to hear about new 

shoplifting strategies before 
you become a victim.

5 Post signs warning against 
shoplifting. Psychologists 

say signs with eyes are 
surprisingly effective in 
deterring casual theft.

LOW-TECH 
SECURITY 
TIPS....

There is no 
checkout - 
when the 
customer 

leaves, the app 
pays the bill
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BUSINESS  in her words

TAKING STOCK
Ellie Sanderson reflects on 2017 and provides her top tips for a prosperous 2018

 W
hat an interesting 
year 2017 turned 
out to be. There 
was much to 
celebrate as 
shoppers 

embraced independent shops, but there was 
a great deal of pressure too. Most retailers are 
stocked to the max at the moment and stuck 
between a rock and a hard place managing 
stock commitments and selling samples. 

Stock turnover is a key performance 
indicator in any retail business, but even 
more so in an industry where the single item 
value is as high as bridal. The high street 
giants expect anything from a 
x3.8 to a x4.2 turnover of stock. 
This means that every stock item 

x4.2 times a year. I have spent the 
last month looking at the average 
for bridal along with other stock 
management challenges.

x7.5, for total stock versus sales. For 
example: Stock holding of 100 dresses and 
turnover 200 a year means you have a 
stock turn of x2. Stock holding of 70 
dresses and a turnover of 300 a year means 
you have a stock turn of x4.2. Stock 
holding of 110 dresses and a turnover of 
550 a year means you have a stock turn of x5.

This includes ALL stock, old, new and it 
includes sample in the sales, too. At the 
moment retailers seem to be running to keep 
up with stock commitments and constantly 
looking to clear out dresses before the next 
buying season begins. The temptation to sell a 
sample just to liquidate the asset and get cash in 
the bank is getting greater. 

STOCK COMMITMENTS
Most retailers have dropped the number of 
suppliers they buy from in the last year to 
ensure that they can truly focus on repeats and not just 
sample buying. There are however still some big labels 
out there demanding minimums of 16 or 20 a year. 

been footfall drivers in the past, a lot of the product is 
no longer unique and so buying 20 of them is just 

me they buy 10 to keep the supplier happy 
and another 10 in duplicate styles / sizes to 
use up as their bridal stock. I think we all 
know this goes on, but we cannot continue 
to do this or we are enabling the problem. 

One of the labels I sell took a grown up 
and pragmatic approach in 2017, their 

it meant I got great value for money. 
Augusta Jones has been one of my old time 
labels, and the sales rep Christine Marchant 
has a positive impact on how this label 
connects with its retailers. There is always a 
concern if repeats don’t happen and 

bought less this year from them I have 
repeated more as the relationship is a two 

dress at full price and full margin to a bride.

OUR SUPPLIERS 
There are two sides to this business though 
and we need to remind ourselves of that 
and be mindful that our suppliers are our 
partners and need to make a living, too. 
They need sensible buying and proper 
brand commitment from retailers, not one 
season wonders. Not label hoggers or 
disingenuous buyers who have no money 

to pay when the samples once they are made. 
They need shops to stop and think about what 
they are spending and to spend it wisely. 

I had a great chat with Sassi Holford last week 
and something she said is worth us all thinking 
about. All the samples we are shown in March 
are massively invested into way ahead of 
receiving the cash for the samples from retailers. 
They too have to take a leap of faith and design, 
invest and hope we buy. It’s a nervy time for 
everyone, which is why the communication 
needs to stay positive and close.

inventing new labels. Please STOP splitting labels 
into two or three to gain more market share. It takes huge 
advantage of retailers who are desperate to be successful, 

great unique product that is not a rehash of last year’s 
best sellers. Splitting labels means the product is no 
longer exclusive and whilst some retailers may invest, 
it will probably only be for the short term. 

All the samples we  
are shown in March 

are massively 
invested into way 

ahead of receiving the 
cash for the samples 

from retailers



#BBFW18

18

23- 29 APRIL 2018
MONTJUÏC VENUE

THE
POWER
OF
UNIQUENESS
FA S H I O N  S H OW S   23  -  27  A P R I L           P RO F E SS I O N A L T R A D E  FA I R   27  -  2 9  A P R I L



79BRIDALBUYER.COM

BUSINESS  training

little thought as to who is ‘their 
bride,' meaning their gown 
collection is as random as a 

Competitive Advantage

IDEA 1: 

brides the same question either 

that information. 

IDEA 2: 

lead times, colour and train 

advantage.

GREAT IDEA
A new year, a new rethink. Training expert Maria Musgrove says that hitting on 
the right strategy to develop your business is key in these competitive times

It all starts with a 

branding is a fascinating read at 

in the business of travel, value 

traditional brands. Few of us 

IDEA 3: 

IDEA 4: Join an association 

or contact me to discuss 

For more details visit 
bridalsalestraining.com or call 
Maria on 07768 297290

 B reading this 

when things went quite in 2017, 

 
T’was the night before Christmas 
When all through the house  
Not a creature was stirring 
Not even a mouse 

 
If your shop is like the Marie Celeste 
Here are some ideas 

said Jeroen de Flander author 
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From pyramid formations and popular themes to knowing your 
customer, the RBA's Nicola Garton provides key advice learnt from 

the association's recent Visual Display training day

T
he Retail Bridal Association's 

London towards 
the end of 2017. 

were Helen Goodwin and Janet 

essential in order to create that 

Helen and Janet ran a fantastic 

call 01904 654 933.

HELEN & JANET’S TOP TIPS 

want to tell.

THE STEPS TO 
SUCCESS

1. Location Where is 
your display? Do you 
have a window, shelf, 
table or cabinet? Who 

will see it? 
2. Know your customer
How old are they? What 
do they like and what are 

their interests? 
3. Inspiration Where do 
you find it? What’s your 
budget, colour scheme, 

props and materials?
4. Good techniques 

Consider, space, focal 
points, balance, 

grouping, suspension and 
creating depth.

5. General housekeeping
Are your lights working? 
Is your signage correct?

Are your windows clean? 
Is your merchandise 

faded or dated? 

How to design your
WINDOWS 

DISPLAY
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BUSINESS  BBSA/RBA

As a not-for-
profit organisation 

Amanda Bradwell would 
like to extend a thank you 

to all members of the BBSA 
who have contributed  

to a successful  
2017.

T
here were a whole host 
of highs and lows last 
year, but with 2018 
upon us, it’s a great 

months that are now 

opened its membership to independent 

links between them and suppliers. The 

well over 100 new members joining 

pressure from internet 
retailers are plain to 

property, brides 

knowledge they 

order, and not a fake, 

information between stores 
and suppliers to ensure levels of 

highlight the perils of buying 

page adverts in the retail show guides 

join the trade body.

attended and grooved until the early 
hours. This is now an annual event 

 

 

testimonials from those that 

Victoria’s Bridal Boutique, 
Orpington, Kent

most amazing sale week and 
we want to say thank you 

for all their help. The 

helped to get brides 

weekend it has been.”
Emma Hartley, 

Colne, Lancs: 
day, we have had our busiest 

The sale worked brilliantly for us.”
The Wedding Wardrobe, 

Waterloo, London: “The sale went 

nationally advertised in a professional 
way and also on our own website, I 
felt this has helped drive brides into 

and bookings before the event and 
someone travelled down from the 

If you would like to join the BBSA 
please contact Justine on Justine@
bridalsuppliers.co.uk

2017 was quite a year…but what have the highs 
been for the BBSA? The association reveals all

BBSA  
yearly review







18–20 February 2018
 NEC Birmingham
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BUSINESS  legal

YOUR 
QUESTIONS 
ANSWERED
Legal expert Raj Dhokia resolves your business 

related and personal legal queries

 Q After visiting my shop, a bride 
has posted comments on social 
media criticising my staff, my 
stock, even my décor. How can I 

handle this? 
It is unlawful to criticise a business without 
any real foundation online, and it is within 
your right to make a claim for defamation, 
that being when an individual publishes a 
knowingly false statement. Making a claim 
against the perpetrator is arguably the most 

that publishing these statements online 
could cause irreparable damage to the 
business targeted by these false statements. 
The legal remedies available include: a claim 
for damages, an injunction, publication of a 
summary of the court’s judgement and an 
order to remove the defamatory statement. 
If the identity of the perpetrator is 
unknown, it is also possible to obtain a 
court order for the operator of the website 
to disclose their identity. 

 Q I am a small shop with just me and 
a part-time member of staff, so I 
tend to develop a close 
relationship with my brides. But 

how much can one leave to trust? How 
often should I have new terms and 
conditions drawn up and should they be 
handed to every customer?  
It is important to provide customers with 
terms and conditions and the principal 
reasons for doing so are:

contract information to the customer. 

customer may have. For example, what, if 

modify the trader/customer relationship to 
the limited extent permitted by law. For 

example, the trader may exclude liability for 
failures caused by circumstances which are 
genuinely outside its control. 
   Excluding liability to the extent permitted 
by law is perhaps the most persuasive reason 
for a business to use standard terms and 
conditions. Businesses are advised to keep 
their terms and conditions under review at 

practice and can be costly. For smaller 

years may be the best compromise. An 

change in the law. For example, the 

represented a substantial overhaul of the 
existing consumer law regime such that 
terms and conditions that were in force 
before the CRA 2015 came into force may 
now be out of date. Small business owners 
need to keep an eye out for changes in the 
law and take advice if they think their terms 
and conditions need to be updated.

A customer needs to agree to the terms 
and conditions if they are to apply to the 
contract between the business and that 
particular contract. Traditionally, a customer 
would sign the terms and conditions but, of 
course nowadays many contracts are entered 
online, be it via an exchange of emails or via a 

indicate their agreement to terms and 

on the retailer’s website. If your customers 
place orders via a website it is something 
worth considering. 

 Q What's involved in going to the 
small claims court?
To issue a claim using the small 
claims track, the value of the 

The rules and procedures are designed to be 
less formal and more accessible to litigants in 
person. However, except where certain rules 
have been disapplied, the court has the same 
powers to grant remedies in a small claim as 

to bring a claim on the small claims track, as 

preparation and the formalities of a 
traditional trial.

The procedure for the preparation of the 
case and the conduct of any hearing are 
designed to make it possible for litigants to 
represent themselves, further reducing the 
cost of bringing a claim. Small claims will 
usually be managed and heard by District 
Judges. Only limited costs are recoverable 

The rules for the small claims track are 
contained in Civil Procedure Rule 27 and 
Practice Direction 27. 

For a private consultation 
with Raj, email 

r.dhokia@fgdlaw.co.uk

Raj of Freedman Green
Dhokia looks at the legal

issues you may face
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Out on 
How do you make the most of your accessories? Neil Flatley of Linzi Jay and  

designer collection Arianna Tiaras says it is all about light and space

DISPLAY
 1 The most important 

factor for any retailer 
wanting to display and 
sell bridal accessories is 

light, and lots of it. Crystal and 
pearl products need it to 
emphasise their warmth and 
texture. Bathe them in the 
correct light to get the 
attention of your bride, soft for 
ivory pearls, bright white light 
for crystals.

2 Display your chosen 

coloured backgrounds 
and see what works 

emphasise brightness but can 
also dull the senses when 
viewed casually. If that is the 
case, a neutral tone will work 
better in that particular 
situation. Experiment to get 
the right results.

3  I believe that 
headdresses and tiaras 
should generally be on 

don’t like the idea of the locked 
glass cabinet, although I know 
a lot of retailers swear by this 
method. I think that products 
like this have greater 
appeal to brides who 
will tempted to touch 
them and try them.

4   

stand that will 
accommodate around 

20 headpieces; it is a great 

displaying headdresses and,  
say, jewellery.

5 Why not try a glass 
bell jar for your very 
special tiara or unusual 
shaped headdress? 

Maybe suspend some of your 
products from the ceiling or a 

you won’t be using valuable 
desk or rail space.

6 Veils can be awkward 
to display as they can 
look lifeless without 
the correct lighting. 

Avoid hanging them in a 
straight line but rather look for 
innovative ways to display 
them. Try pulling the veil tight 

the edge or the scattered 
components. You 
could even pin a veil 
against the wall. 

Consider suspending long veils 
from up high so that the bride 
can see the edging or at least 
the main selling feature of the 
design.

7 Try using brightly 
coloured headdresses 
and/or veils for your 
window display at 

certain times of the year. It’s all 
about getting the customer’s 
attention in a positive and 

warmth always have appeal. 

8  If you follow the 
research that 
supermarkets have 
undertaken, you should 

try to put your optimum 

level if possible. Products that 

obviously won’t get the same 
degree of attention. Items at 

produce results. The use of 

greenery can enhance any 
accessories display by 

breaking up your existing 

colour scheme which  
is more than likely to be 
predominantly silver, gold  
and ivory. 

9 Look for alternative 
artefacts to display 
your products upon; 
search online for props 

that will enhance and 
compliment your accessories, 

make your product look great.  
Garters, for example,can be  
suspended from something 
rather than wrapped around a 
tube; and they look even better 
when hung from a very sparkly 

the correct light on them.  
Try using a shimmering cone 
for display, too, or even 
mirrored boxes. 

 10 Making use of 
limited space is 
the biggest test 
for retailers.  

Take some inspiration from  
the larger department stores 
who, admittedly, have a huge 
budget to play with. They  
get the most out of space and 

How often do you walk into  

irresistible because it is 
displayed so invitingly?

BUSINESS  top tips
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THE LONDON BRIDAL SHOW, STAND B19 

marysbridal.com

Price range is £119 - £699
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www.angela-jane.com  
For stockist enquiries please e-mail angelajanebridal@gmail.com

www.angela-jane.com  
For stockist enquiries please e-mail angelajanebridal@gmail.com

0161 456 2211 • joanleewholesale@btconnect.com
www.joanlee.co.uk

Our 2018 bridal collection “Rêve de Fleur” redefines 
bridal fashion for women by creating delicate and 
unforgettable wedding dresses with flawless hand 

detailing. Each wedding dress is a love story written 
in fine, luxurious fabrics, adorned with hand-applied 

beads, sequins, gemstones, and defined by impeccable 
silhouettes in shades of light and dark ivory.

Contact office@fashionbylaina.eu, 
visit www.fashionbylaina.eu
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Features
RETAIL TRENDS • EXCLUSIVE INTERVIEWS • BOUTIQUE SECRETS •  INTERIOR DESIGN & MUCH MORE

Let's talk shop  
From key words from our 

depth interview with True 
Bride, this month’s Features 
section has a whole host of 
topics to help you make your 
boutique even better than 
ever. Turn to page 98 to get 
some troubleshooting tips 
from retailers across the 

House of Snow bagged a 2017 
Bridal Buyer Award for its 
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FEATURES  abi says

 I 
love to learn, but I’m no 
academic. At school I 
really had to apply myself 
as studying didn’t come 
naturally. Biology was my 
least favourite subject, 

partly because the teacher was 
bonkers and she’d often share 
weird stories about childbirth! 

In some respects, business 

application and ‘learning’, I’ve 
found I have had to study 
continuously over the years to drive my business forward. 
Things change so fast now and keeping up is a task in itself. 
From the latest in Facebook digital algorithms to consumer 
shopper expectations; as business owners, we have to wear 
so many hats and keep abreast of so much, sometimes it’s 
enough to make my head spin and brain ache. 

I’ve joined various business networking groups and 
participated in a fair few training courses. In my quest to 

subjects such as mind set, motivation, marketing and 
management. The courses I’ve invested in have been 

participated in some great online programmes in social 
media and marketing. There’s so much to learn from 

So where to start? Well if you’re seeking education 
online, try searching within Facebook. Before you know 
it, you’ll have access to free tasters and intro courses plus 

taster. Joining an entrepreneurial forum or local business 

KEEP  
LEARNING

 Training and expanding your knowledge is key to running a successful business,  
says Abi Neil, so be on the look out for some business education  

group can also help spread your 
knowledge and business wings 

bridal business owners about your 
daily challenges can be useful and 
inspiring because, essentially, we’re 
all driving at the same thing; a 

and a healthy work/life balance.
Attending seminars during 

London Bridal Week, RBA 
conferences, or talks at Excel’s The 

up, rejuvenated and ready for 2018! All aspects of business 
management and development can be found from 

management and sales. I myself love working with various 

have subjected our team to tons of 

Talks at trade shows are a 
fantastic way to gain knowledge.  
At London Bridal last year I 

Warren Knight’s digital bootcamp.  
Both were well worth the 
investment, and I gained a great 
deal from the free seminars I’d 
attended, too. You may consider learning from the experts 
at the forthcoming London Bridal Week so head to the 
show for the free education even if it means an earlier 
train or an overnight stay: I mean do you really want your 
competitors gaining more knowledge and insider tips 
than you? For us, continual investment keeps our shop 
wheels turning. Last week I attended an RBA visual 
merchandising training day with one of my colleagues. It 

away buzzing with ideas. That’s despite getting lost on the 
underground!  

the London Bridal Week seminars or business clinics.

In some respects, 

business 

ownership isn't 

much different to 

being at school
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TRUE
 BRIDE

We meet Lydia Sayles, the creative designer behind 
True Bride, to find out more about the company as it 

launches its latest collection

WORDS SOPHIE VENING

Dressing maids in a variety 
of dress styles all in the 
same colour remains a 
popular trend. Style M740, 
left, and M750, right, are 
set to become best sellers

Nicki Flynn's 
creative diversity is

 evident in the range 
of styles and details 

on display in the 
latest collection. 
Left to right are 

styles M742, M755 
and W306
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T        

Above: The blush 
millenial pink colour 
on the M756 and 
M727 continues to 
be a strong trend 
Below: An elegant 
neckline and pretty 
detailing gives the 
W305 an luxourious 
finish



Register now to receive the 
latest show news, collection 
updates and exclusive offers.

londonbridalweek.com

25 – 27 March
ExCeL London



A new destination for bridal.
London Bridal Week is set to become the 
first bridal ‘super-show’ in the UK, bringing 
collections from the world’s leading designers 
and manufacturers under one roof.

Timed to be the first major event in the 
international calendar, it is a fusion of large-
scale trade fair, fashion show, and educational 
seminar programme.

The newly created event will cover 10,000 
square metres - making this the largest bridal 
trade show ever to be held in the city, and the 
ultimate Spring buying destination. 

Fashion Shows.
The Fashion Show Theatre will seat an audience 
of up to 250 retailers and press, and will host 
up to four different shows each day.

This is the perfect opportunity to discover 
the latest trends, watch the dresses come to 
life, and make the best buying decisions for 
your business. 

Be inspired.
London Bridal Week is more than a 
buying event - it is a meeting place for the 
international bridal community.

Learn and be inspired at the Bridal Retail 
Success Academy, network at our after-hours 
events, and above all meet the world’s finest 
manufactures and designers in one calm and 
accessible environment. 

co-located with:



Top tips for 
troubleshooting
Every business has its challenges, and bridal is no exception. The ‘difficult’ 

bride, the poor social media review, the dresses that are never 
collected... Jill Eckersley talks to retailers about the trickiest challenges 

they've had to face, and how they overcame the issues

BOUTIQUE  
SUCCESS GUIDE 

FEATURES  shop talk
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“One of the most frustrating problems 
we faced since we opened involved 
alterations. We used to use an 
independent seamstress. She would visit 
our boutique for the 

the bride to her. 

always seemed to be a 
breakdown in the 
process! Brides would 
turn up at the wrong 

always where they needed 

losing the personal touch.

decided the best thing to do was to bring 

seamstress. Luckily we had an upstairs 

necessary. We now have an 

the work on our dresses is 
completed here. Our brides 
are much happier because 

their dress elsewhere. They 
feel we are here with them 
every step of the 
way. An added 

control of the prices 
charged for alterations 
and can ensure they 
remain competitive."

Lauren Wade from MiliMili  Bridal in Colchester says:

for the team to see all this and it also 
fosters a healthy sense of competition.

Another little tip is to place the sales 

read and digest all the information.” 

“One of the trickiest areas we have faced 

targets when you are a new business. We 
have now been trading for two years and 

achievable goals.

lose its drive to succeed.

where we monitor how much has been 

alongside the targets for those periods. 

“How do you move samples on? When we 
took over the business a couple of years 

to have some cash than dead stock! Dresses 

or given to charity.
Going forward from there we have put 

OTP prices on the gowns and found this 
very successful. We at Eden believe in 
being transparent with our brides and 

service we can. 
All our gowns 

include the price 

that the OTP 

imperative to have 

Labels including an OTP price have proved 
a valuable part of our business. We sell one 

brides on a tighter budget who may not 
want to admit it!”

Meet Kimberley, from Eden 
Bridal in Belfast, who says:

Shannon from Dotty 
Taylor Bridal in Holmfirth, 

Yorkshire, says:

By sending our 
brides elsewhere 

I felt we were 
losing the 

personal touch 
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“In 2014 we were a growing business with 
our beautiful boutique brand going from 
strength to strength. However, we were 
starting to feel we couldn’t deliver the 

this was down to space! 

Gowns looked squashed on the rails and 

appointments were too ‘busy’ and crowded, 
and brides were not getting their exclusive 

becoming a real issue. I realised that it  

and bigger!
We were in the perfect location in the 

heart of our beautiful city and I asked 
myself how I could increase my square 
footage and still keep my costs low?  

After a year or more of looking at 
hundreds of properties, we ended up 
opening our bridal studio in June 2015.  
We are just two doors down from our 

rates. Our move was one of the best 
business decisions I ever made!” 

“Terms and Conditions have been a 

customers to reject  
goods which are of 
‘unsatisfactory quality, 
not as described, or not 

caused much confusion 
for local Trading 
Standards and legal 
teams. There were many 
questions about how the 

world. Having done a lot of research 

and investigation into this 

safely say my T&Cs are 
fully compliant with the 
new law. I am really glad 
I joined the Association. 

invaluable to me, and we 

correct information from 
its expert team when 
needed. I’m just so glad I 
joined at the time I did. I 
now have total peace of 

mind on a subject that I was not 

Keeping up with relevant legislation gave 
Rebecca from The Dressing Rooms in 
Halesowen a few headaches. She says:

I am really glad 
I joined the 
Association. 

The RBA has 
been invaluable 

to me

Jo from YAP Bridal 
in Newcastle simply 
ran out of space!  

She says: 

FEATURES  shop talk



All new and existing stockists are welcome
to view our new and current collections at

The London Bridal Show
@ STAND D40 March 25-27

www.tinavalerdi.com
uksales@tinavalerdi.com

Please visit our Birmingham Flagship Boutique to view all 
our new collections of Wedding Dress, Prom, Bridesmaids 

Dress and Flower girl / Holy Communion Dress.

26-28 Islington Row Middleway, Birmingham, B15 1LD.
E: enquiry@junepeonybridal.co.uk 

T: 0121 454 8778
W: www.junepeonybridal.co.uk



E X C E L  L O N D O N

2 5  –  2 7  M A R C H
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The collection of dresses
stocked at House of Snow
cover all price points

RETAIL FOCUS  U
p until May 2017, Harriet 
Moore was a costume 
designer, creating elaborate 
clothing for television and 
theatre companies in 
America and the UK. Less 

than 18 months later and she is the proud 

beautiful market town of Bury St Edmunds. 
Crowned New Bridalwear Retailer of the Year 
at The Bridal Buyer Awards 2017, House of 

“I always had a passion for bridal gowns,” 
says Moore, for whom the industry has been a 

wedding dress for a GCSE school project 
when I was 16. I modelled it myself in our 
local church.” 

Moore went on to study Costume Design at 
London College of Fashion, where she 

“Costume was the most elaborate design path 
I could take and it allowed me to express my 

with bridal gowns, including corsetry, which is 

to understand the construction behind the 
dresses that I stock.” 

However, Moore decided to move away 
from design to focus on becoming a retailer, 
after a visit to the Bridal Buyer Awards in  

House Of
SNOW

A love of tailoring 
guided Harriet 

Moore into 
the bridal 
industry, 
and now 

her award-
winning 

boutique is 
setting an 

industry 
example. Jennifer 

Grimble finds out more 
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2013 sparked a new goal. “When I 
was at the ceremony, with the 
company I worked for at the time, I 
just knew I wanted to be on that 
stage one day representing my own 
boutique.” 

In early 2016 Moore opened  
House of Snow. She named the store 
after her grandparents Betty and 
Dennis Snow, who were married for 
62 years. Her dream of success was 
realised soon after when, a year later, 
she secured an award. “Winning the 
accolade was a huge achievement and 
helped remind me why I started the 

CUSTOMER CARE
For Moore, customer experience is 
engrained in House of Snow’s 
identity, something which she 
believes has been the key to its 

exclusivity and personal attention, 
the sort of service one might expect 

Knightsbridge. Each bride is given 
full use of the boutique, meaning 

an expert consultant. 
“We want our customers to feel like the only bride 

in the world,” says Moore. Yet exclusivity does not 

more relaxed buying experience, overcoming the 

A TYPICAL 
MONDAY

“Mondays are usually 

incredibly busy with new 

bride appointments, so 

we like to start the week 

with a deep clean of the 

boutique. We spend 

time getting the store 

looking perfect, ready 

for our first customer. 

Then it is time for a cup 

of tea and essential 

admin! We usually have 

lots of emails to attend 

to and social media has 

become a huge part of 

our daily routine, 

especially on Mondays. 

We dedicate at least an 

hour to setting up our 

digital content for the 

next seven days, which 

helps me to get my head 

around what the week 

ahead looks like. Then it’s 

time for ordering and 

other management jobs 

that need to be done.” 

MONDAY

1

Every Monday the shop is 
cleaned, ready for the 
week ahead

House of Snow is located 
in picturesque Bury St 
Edmunds, Suffolk
01284 488188;
houseofsnow.co.uk
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TOP TIPS

•  "Strong brand identity 

is essential. Know what 

kind of boutique you are 

and stick to it. If you love 

your brand, so will your 

customers."

• "Find the time to 

invest in social media. It 

has become an essential 

tool for us, so make it 

part of your daily 

routine."

• "The little touches are 

important. Ensure your 

boutique is immaculate. 

Your brides will see how 

much care 

you’ve put into 

your space, 

and will know 

their dress is in 

safe hands.

friendly expert advice and we pride ourselves on our 
bridal knowledge.” House of Snow also hosts event 
weekends where numerous brides attend at once, for 
those looking for a more informal browse of the 
collections. By taking time to consider the customer in 

a formula for success.

THE GOWNS
Maintaining a strong brand identity 
was key to taking House of Snow to 
the next level and sourcing the right 
collections became an integral part 
of Moore’s strategy. She began by 

retailer stocked. Moore was able to 
build her brand around the unique 

her brides. The selection process was 
lengthy. Each dress not only had to 
be unique, but they all had to work 
well together as an overall collection. 

complimented one another, while 
individually having something 

balanced brands that cover all price 
points. There is a certain 
timelessness and vintage elegance to 
the dresses that Moore stocks, 
including pieces from Pronovias, 
Jenny Packham, Suzanne Neville, 
Watters Wtoo and Justin Alexander, 
brands that Moore herself has a 
passion for. “I would never stock 
anything that I don’t love.” 

When discussing how her buying habits have 
changed since the store opened, Moore comments: 

 
to go with my gut decision. I don’t second guess myself 
anymore.” Knowing this reassures Moore about the 
direction to take House of Snow in. “It’s imperative  

of our gowns, and I know that our current stock 
 

all of our designers.” 

A BRIDE’S JOURNEY

its customers from browsing through to buying? When 
a bride makes an appointment, she is welcomed into 
the store and given two hours to shop at her leisure, 
trying on as many dresses as she wants.

“We don’t want our brides to feel 
rushed. Giving them time to properly 
understand what they are looking for 
is an incredibly important and special 
part of the wedding journey.” 

After the dress is secured and the 
right size arrives in store, the bride is 

“It's the perfect opportunity to try 

The bride will then book an 
appointment with the boutique's 
seamstress, Lara, who has 20 years of 
experience in bridalwear. “Most of 

usually start around eight to 10 weeks 
prior to the brides’ big day and 
Moore will look after the 
gown right up until the 
day before the wedding. 

The stylish boutique, with its 

impeccable customer service, 

fought off stiff competition to win 

the New Bridalwear Retailer of the 

Year accolade at the 2017 BBAs. “We 

were in complete shock as we knew we 

were up against some incredible 

competition. To make it to the finalist stage was 

a huge achievement, we were over the moon. 

Our application was honest and transparent of 

all the ups and downs since opening, and 

highlighted where we had succeeded and where 

there was room for improvement," says Moore.

AWARD WINNER

You can find the shop at 
5a Hatter Street, Bury St 
Edmunds, IP33 1LZ
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Tell us about your boutique? As founder of The 
White Closet, I set up the brand while on 
maternity leave. I was engaged at the time 
and as I began my dress search, I noticed a 
huge gap in the market in Manchester and 

brands. At the time, it was a very dated 
wedding dress market. When The White 
Closet opened in 2009, we knew we’d found 
our niche and haven’t looked back since. My 
business partner, Eve Broadhurst, joined a year 
later. With my journalistic background and experience, 
Eve’s skills in design and embroidery and our shared 

passion for interior design and developing 
a strong brand in the industry, we have a 
very creative partnership. Over the years, 
The White Closet has brought us beautiful 

and travels. In 2015, we decided to spread 
our wings to sunny Liverpool for 
an alternative bridal experience focussing 
on the exclusivity and privacy that a studio 
allows. Neither of us set out to own a 
bridal store, but our individual skill 
set turned out to be the perfect blend for 
the bridal industry!

What inspired you to start the Capsule 

Curve collection? The launch of our 
Curve collection was long overdue. We held a survey over 
the summer asking our brides for feedback in all areas of 
our business, the reaction was amazing and the responses 
were invaluable. One of the overwhelming comments and 
concerns came down to sample sizes. Although our 
samples are mainly 12s and 14s, 
industry standard, we wanted to 
shake the ‘skinny bird’ label we’d 
been branded with by some 
brides and address this issue. 
Our Capsule Curve collection 
provides a curated selection of 

means brides of all sizes can 
have the same luxurious 
experience. Since its early launch 

The WHITE  
CLOSET

The much-loved Manchester boutique is attracting more brides 
than ever before. We chat to Nikki Graeme about the launch of 

her new Capsule Curve collection

it has already been a huge hit with our 

dresses to brides of all shapes and 
sizes means we know bodies, 
boobs and bums, and how to 

keen to break away from the 
stigma that the curvier bride has 

to shop in the backwaters of 

we want to break through 

ladies aspirational brands, like Charlie Brear, Halfpenny 
London and Jesus Peiro and provide the opportunity to try 
the samples closer to their size. 

How have our customers reacted? The response has 
been overwhelming and we have been inundated with 
enquiries and bookings. We believe we’ll bring a new wave 
of brides to our business and, what we feel is an untapped 
market that we’re keen to celebrate and 
explore. It’s important to note that our Curve collection 
isn’t segregated to a separate rail, or room, our Curve 
dresses simply sit alongside our usual bridal collections, 
but each Curve dress has a discreet logo to indicate it’s a 
size 16 plus. This collection is about being inclusive, and to 

through the doors of a bridal shop and panics she won’t be 

Should retailers be more accommodating when it comes 

to curvy brides? As part of our research, we saw a steady 

growing market that made business sense to explore. We 
understand stores can’t cater for 
everyone all of the time, but 
small changes such as ordering 
some slightly roomier samples 
can really make the customer 
feel comfortable and more 

 
Fingers crossed for continued 

not only for our customers  
as brides, but for all of us  
as women.



The newly re-launched 
bridalbuyer.com is an  
indispensable tool for 
bridal retailers, supporting 
in all aspects of running 
a successful business.

OPPORTUNITIES 

For digital advertising opportunities, 
please email:
nardene.smith@oceanmedia.co.uk

STAY CONNECTED 
bridalbuyer.com is updated daily with 
valuable industry news and advice. 
Visit the website now to register for 
free unlimited access.

bridalbuyer.com gives you instant 
access to:

 Exclusive industry news
 Practical business advice 
 Valuable expert opinion 
 The latest fashion trends 

Your

INDUSTRY
connection

CONSTANT



109BRIDALBUYER.COM

FEATURES  interiors

SHOP THE TREND 

USE THE LOOK
• Mix metallic objects with 

different textures elsewhere  

to balance things out – think 

a thick pile rug or large 

woollen throws

• Keep the rest of the colour 

scheme in your boutique 

fairly subdued. Greys are 

a perfect match for brass, 

while golds and coppers 

will look elegant alongside 

creams and blush tones 

• Ease yourself into the 

trend with accessories. You 

can change pieces around 

and see what works best, 

and where, until you find 

the perfect balance. 

Warm 
metallics

Decorate your boutique with glorious rose 
gold, copper and brass to create an  
on-trend and ultra-modern space

This stunning lamp
mixes a polished
copper cylinder 
with a patinated
bottom. During the
patination process,
the Verdigris forms
in random shapes, 
giving a unique 
finish. Orvinio Table 
Lamp, £108, 
darlighting.co.uk

The occasional table has got it all: 
simple and elegant brass with a soft 
peachy pink top, and it’s the perfect 
size for serving afternoon tea and 
cake. Pastel Lustre Occasional Table, 
£185, audenza.com
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This metallic
cushion is the
perfect way to add
a luxurious touch
to a sofa or
armchair. Taha’a 
Pewter & Gold 
Cushion, £85, 
penelopehope.com

This shelving unit in 
metal and glass is 
the perfect way to 
showcase your 
accessories and 
create a focal point 
in the boutique. 
Milano Open 
Shelving Unit, £425, 
audenza.com

Simple and 
sophisticated, this 
accent chair is sure
to add glamour to
your seating area.
Skyler Curve Accent 
Chair, £305, 
shabbystore.co.uk

This blush pink,
pleated velvet seat
looks effortlessly
chic, the tapered gold
legs complete the look. 
Hepburn Armchair, £567, 
sweetpeaandwillow.com

Add interest and 
colour with your 
accessories, this 
tactile vase would 
look stunning filled 
with freshly cut 
blooms. L’Abbaye 
Hammered Gold 
Round Vase, £60, 
hegrondecarle.co.uk

Practical pieces 
don’t have to be 
dull; this brass 
waste bin has the 
perfect mix of 
form and 
function. Menu 
Norm Wire Bin, 
£89.95, 
black-by-design.
co.uk

This alluring table is
ideal for dressing
areas or in your
seating section to
place champagne
glasses and coffee
cups. Twister Side 
Table, £310, alexander 
andpearl.co.uk

Keep appointments 
stylishly on time: this 
clock’s curved shape 
has an almost retro 
vibe, while the warm 
copper keeps things 
contemporary. Bard 
Pendulum Wall Clock, 
£39, made.com



Serving the
industry for

26 YEARS
Bridal Buyer’s reputation 
as the industry-leading 
bridal publication has 
been cultivated over the 
past 26 years.

Our mix of practical advice, exclusive 
industry news, trend information and 
expert opinion can’t be found anywhere 
else; making Bridal Buyer an indispensable 
guide for bridal retailers.

 
of The Harrogate Bridal Show and the 
newly launched London Bridal Week, 
which will be held at Excel London in 
March 2018.

STAY CONNECTED 
bridalbuyer.com is updated daily with 
valuable industry news and advice. 
Visit the website now to register for 
free unlimited access.

OPPORTUNITIES 
If you are interested in advertising
opportunities, please email:
nardene.smith@oceanmedia.co.uk



fabrics

fabrics

accessories

Catch up with 
the latest 
industry news, 
join discussions 
and gain 
fantastic insight 
into new 
collections. 
Source new 
suppliers in our 
comprehensive 
directory and 
read the latest 
edition of 
Bridal Buyer 
online
Brriiddaalll BBBuuuyyyyeeerr  
oonline

accessories  fabric  DIRECTORY



To advertise in the 
directory please contact

Shelley Williams on 
020 7772 8498

CONTACT US TODAY AT
OPPORTUNITIES@BRIDALBUYER.COM 

FOR MORE DETAILS

fabrics fabrics

iron and steamers

Catch up with 
the latest 
industry news, 
join discussions 
and gain 
fantastic insight 
into new 
collections. 
Source new 
suppliers in our 
comprehensive 
directory and 
read the latest 
edition of 
Bridal Buyer 
online
Brriiddaalll BBBuuuyyyyeeerr  
oonline

DIRECTORY  fabric  iron and steamers



Catch up with 
the latest 
industry news, 
join discussions 
and gain 
fantastic insight 
into new 
collections. 
Source new 
suppliers in our 
comprehensive 
directory and 
read the latest 
edition of 
Bridal Buyer 
online
Brriiddaalll BBBuuuyyyyeeerr  
oonline

recruitment

wedding boxes

If you are looking for a UK Sales Representative, 
Agent or Distributor or thinking about selling 
your business – we can help.

Bridalbuyer.com’s 
‘Opportunities’ package gets 
the right people together and 
opens new chapters…

LOOKING FOR A SALES 
REPRESENTATIVE/   
AGENT IN THE UK AND 
IRELAND?

NEED A UK 
DISTRIBUTOR?

WANT TO 
SELL YOUR 
BUSINESS?

?

 …WANT TO BE 
REPRESENTED BY 
THE BEST?

CONTACT US TODAY AT
OPPORTUNITIES@
BRIDALBUYER.COM 
FOR MORE DETAILS

recruitment  wedding boxes  DIRECTORY



 

We've been out and about snapping the world of bridal; launch parties, 
boutique windows, the latest collections and more  

INSPIRATION
Instagram 

How amazing are the @wildaboutflower 
displays at the @confettiwedding and 
@brideluxofficial launch? #bridalbuyer

#Regram from @hollytucker - it's 
important to support local and 

independent businesses #retailer

We are obsessed with this @galialahav 
wonder! See their whole FW18 

collection on the BB homepage 

Takeover! #thewindowat62 Can you 
spot the surprise in the window?! 

#channel4 #partytime

We’re wondering what style of dress 
Meghan Markle will go for on her 

wedding day? #royalwedding

We are in love with these  
@sophiawebster beauties from  

@theweddinggalleryofficial #shoes

Get your digital fix on bridalbuyer.com and don’t forget to share your snaps of @bridalbuyer magazine using #MyBridalBuyer

114 BRIDALBUYER.COM

FEATURES  social shares



www.tarikediz.com | fflondon@live.co.uk | 020 7561 1359
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