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1.   PROGRAMME RESULTS 

 

PROGRAMME OVERVIEW 

A total of 112 guests from 14 countries 

 

65 VIP buyers from 37 stores from 10 countries 

47 VIP international media from 11 countries 

 

Orders placed for British designers by International Guest Programme guests: £64,508,000 

 

Editorial value of media coverage for British designers by International Guest Programme 

guests: £89,502,521 

 

Total return to date for International Guest Programme = £154,010,521 

 

 
 

FINANCE SUMMARY  

 

 

 

 

 

 

UK Trade and Investment funding: 

£25,000 

 

Greater London Authority funding:  

£12,000  

 

BFC 

funding: 

    £38,000 

 

Total income:  

 

 

 

£75,000 

 

Private sector leverage: 

 

No one guest is fully funded to attend London Fashion Week.  Rather, they are given a 

contribution towards the cost of their flight or accommodation.  The BFC then works to leverage 

additional contributions from our LFW sponsors, for rooms through our hotel partner, The May 

Fair Hotel, and transportation is provided by our sponsor Mercedes.  In addition private sector 

leverage is achieved through each guest paying for their own non-supported costs. 

 

 

RETURN ON INVESTMENT 

Average budget per guest:  

£75,000   112 media and buyers = £670 

 

Average return by guest to date (once deducted initial investment):  

£154,010,521 – £75,000 = £153,935,512   112 = £1,374,424 
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Average return on each £1 invested to date:  

£154,010,521   £75,000 = £2,053 

 

 

There is a significant decrease in media value from S12 to F13, but in comparison with F12 (the 
comparable season), it has increased and is the highest media value to date. The decrease in 
media value from S12 to F13 is down to a few key factors: 

  A publication from Asia as well as a broadcaster from the Middle East with an extremely 

high page rates attended in S12 and not F13, thus affecting the media value by £15 
million. 

  Similarly in the US, one online publication attended in S12 and didn’t in F13; their 

contribution to the media value in S12 was £3million. 

 
The above figures are estimates based on confidential information and should not be disclosed 
in part or in full without written consent from the BFC. 
 
Please find following a detailed analysis of the International Guest Programme for London 
Fashion Week February 2013. 
 
 
 
2.   INTERNATIONAL GUEST PROGRAMME OVERVIEW 
 
 
PROGRAMME OBJECTIVES 
 
The British Fashion Council’s International Guest Programme is designed to strengthen and 
stimulate international business for British designers and international attendance at London 
Fashion Week. It enables the most influential and relevant buyers and press to visit London to 
work with London-based designers and their collections. 
 
The funding given to the International Guest Programme enables the BFC to create a strategic 
and tailored programme for visiting press and buyers.  The BFC’s international team works 
closely with the designers at London Fashion Week to understand their collections, so that they 
can then choose the markets to target and analyse the customer profile of press and buyers in 
those markets, in order to maximise the opportunities for London’s designers.  The team then 
create a detailed schedule of shows, exhibitors and meetings for the IGP guests to maximise 
the opportunities for designers.  The team also works closely with catwalk and exhibition 
businesses to enable them to understand which press and buyers will be in attendance, and 
advises on whom to target.  This then ensures that businesses create a higher value of sales.   
 
The programme’s objectives are to: 

  Attract and maintain season on season “front row” attendance of influential journalists 

and buyers.  

  Raise London Fashion Week’s profile globally and consolidates its position as one of the 

four leading fashion capitals, New York, London, Milan and Paris.  

  Stimulate and generate media coverage and propels designers’ sales performance 

worldwide. 
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  Promote London as a leading and influential fashion city through London Fashion Week. 

 
SWOT ANALYSIS 

Strengths  

London Fashion Week February 2013 was an incredibly strong season.  Highlights included: 
 

  New to schedule was Tom Ford, L’Wren Scott and returning designer Julien MacDonald 

  First show contemporary designer Zoe Jordan.  

  New to the presentation schedule was Ostwald Helgason who presented alongside 

returning British designer Paul Costelloe 

 
Building on the contacts built through BFC’s ongoing London showrooms programme, key 
buyers attended from the key markets including: USA, Japan and China. 
 
Weaknesses  

There are always limitations to the scope of the programme due to the limited budget available.  
It can therefore be difficult to manage the guest list and ensure that there is a balance between 
inviting previous guests to return, whilst supporting new guests to attend LFW.   

Opportunities  

International press and buyers have recognised London as THE place to look for creativity and 
new, fresh talent.  This creates a real opportunity for every young designer, and also for the 
established avant-garde designers, to capitalise on their brand perception and the importance of 
its intrinsic connection with London. This is particularly relevant for our major target markets 
USA and Asia as the Eurozone continues to experience a challenging time. 

 
Threats  

The impact of the global financial crisis has caused insecurity in the international investment 
markets and has affected the growth of economies globally. 

  Principally, the extended domestic market that Europe represents is in deep economical 

crisis. The Russian market is also weakened and Russian stores have a lot of 
outstanding merchandise and debts. The Middle East political situation has created a 
less favourable/friendly export environment. 

  Recently increased instability of exchange rates supports trade insecurity for global 

brands. 

  Business is slow; no sector of the market is unaffected.   

International buyers, with a reduced travel budget and the prospect of being out of the office for 
a month while in New York, London, Milan and Paris, would choose to skip London if the Guest 
Programme was not there to assist their buying trip to London. As a result, international 
department stores and boutiques as well as the media houses have drastically cut their travel 
budgets. The Guest Programme has proved more important than ever to support British talent. 
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from the stores to finance their productions, as stores are increasingly resistant to pay a 
percentage up front  of deliveries in this uncertain economic climate. 

At other major fashion weeks the established brands showing would have their own “guest 
programmes”, however in London our emerging designers do not have the level of sponsorship 
to enable them to invite and pay for guests themselves. 
 
Designers don’t always sell from London.  The BFC’s international team has been working with 
designers to ensure that more sales are made in London. 
 
 
PROGRAMME STRATEGIES 
 
Typically, the BFC develops a strategy for the International Guest Programme for a year on a 
rolling basis, based on the SWOT analysis above and identified opportunities in target markets.  
Strategies are currently to: 
 

  Create a joint strategy on media and buyers in every target market. 

  Target key media coverage in VIP buyer markets. International buyers are increasingly 

looking at designers’ coverage in the fashion media before committing to buy.  

  Joint strategy with individual designers in target markets  

  Target markets according to seasonality, i.e. target Brazil and Los Angeles for summer 

collections. 

 

MARKETS TARGETED 

The following markets have been assessed: 

  The USA continues to be the major target as it is crucial for our designers’ sales and 

media presence.  It was one of the first economies to come out of recession and is one 
of the largest buying markets.  The Guest programme is crucial to consolidate the 
presence of major department stores’ decision makers and the presence of the most 
influential fashion figures worldwide. 

  China as a mainland market is starting and is ready to be exposed to UK designers 

through Hong Kong’s leading retail off-springs. 

  The Paris stores continue to be important as they promote our designers internationally 

through their shop windows (boutiques and department stores) as well as through the 
coverage of their internationally distributed publications.  

  Italian independent boutiques will be targeted as regardless of the economic downturn 

they are looking at British designers for a point of reference. 

  Emerging markets such as: Brazil, China, Russia and South Korea to be represented in 

London by leading buyers; with particular focus on China to capitalise on exposure and 
media coverage gained via the LONDON show ROOMS Hong Kong and soon Beijing. 
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INTERNATIONAL GUEST SUPPORT PROGRAMME: BUYERS 

  

COUNTRY 

NO. OF STORES 

NO. OF BUYERS 

SALES 

BELGIUM 

1 

2 

£78,000.00

CHINA 

3 

3 

£2,170,000.00

FRANCE 

8 

18 

£13,795,000.00

GERMANY 

1 

1 

£3,000,000.00

GREECE 

1 

2 

£110,000.00

ITALY 

8 

20 

£7,898,000.00

JAPAN 

3 

4 

£685,000.00

LUXEMBOURG 

1 

1 

£2,150,000.00

RUSSIA&CIS 

1 

2 

£560,000.00

USA 

10 

12 

£34,062,000.00

10 

37 

65 

£64,508,000.00

 
 
 
 

INTERNATIONAL GUEST PROGRAMME F13- MEDIA VALUE BY COUNTRY 

COUNTRY 

NO. OF MEDIA 

MEDIA VALUE 

AUSTRALIA 1 

£66,000 

BELGIUM 1 

£3,996,000 

CANADA 1 

£277,582 

CHINA 1 

£462,000 

FRANCE 11 

£20,076,405 

GERMANY 1 

283,544 

ITALY 7 

£1,551,083 

JAPAN 2 

£297,099 

SOUTH KOREA 

1 

£1,398,969 

UAE 1 

£118,233 

USA 20 

£60,975,606 

 

TOTAL 

47 £89,502,521 

NB: Calculation is calculated using the Advertising Rate Card of each publication multiplied by 
three to equal the Editorial Media Value. 
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“I very much felt that this was one of the strongest London Fashion Weeks – each of the 
emerging designers that I saw had taken their work to a new level. There was optimism and 
talent and tremendous vitality; all very exhilarating. There were a number of shows that 
emerged as amongst the strongest on the international fashion show schedule. I felt the 
standard of professionalism was remarkable – the punctuality of shows, general efficiency of 
management and etc. – combined with the expected high levels of creative imagination and 
vision that one expects in London. Thank you very much: the program is very generous and 
very well organized. Can’t wait to be in June for London Collections: Men”. REDACTED  
 
“From a fashion perspective, London is one of the most important cities in the world. It's a 
cultural hub that has inspired the industry for years. It's great to see that tradition continue 
today, and it's fabulous that there is an organization dedicated to preserving and promoting 
London's status. I think this is a wonderful program, and one I truly appreciate. I felt taken well 
looked after by my driver REDACTED. He was very nice and polite but took very, very long time 
to go from shows to shows. He didn’t seem to know where the shows were, and that they 
usually start on time. He was not a really good driver for fashion weeks but he was very nice 
and careful with me” REDACTED 

“The program as a whole was great. Having a van to take us around was the best thing. I don’t 
think we could have gotten to all the shows without one, especially since most of the shows 
started on time. I also liked how we were on a strict timetable from 8:30-on. I would have to say 
it went smoothly going from place to place and having a car that had like personalities” 
REDACTED 

“It was my first time at LFW and I thought the Program was really accommodating. The grouping 
of our car was really well thought out and being with those editors was really helpful as we had 
similar interests in terms of coverage etc. Don’t know how we would have done it without the car 
and driver.” REDACTED 
 
“I think the program went exceptionally well and was overall very smooth.” REDACTED 
 
 
UKTI Support 
UKTI support remains essential for the BFC to help increase exports of Britain’s leading 
designers and British fashion’s profile in established and emerging markets.  
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