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FUR IS LEGENDARY. Bringing glamour to fashion,

has long been the chosen material of Hollywood’s
screen sirens and iconic starlets. It has always
evoked a sense of old-world luxury—yet today’s fur
looks are delivering a new, unexpected twist. This
September, fur played a starring role on the runways,
adorning shoes, slung over shoulders, and appearing
in a host of new shapes. Innovative designs are
reinventing the rules and making the presence of fur
in fashion as strong as ever.

“Designers are making fur more interesting,” says
designer Thomas Kirchgrabner. “We’'re using different
techniques, looking to make it modern. You can
work with light textures and color effects, combined
with an interesting pattern and cut. It makes the
whole piece unique, fresh, and of-the-moment.”

The looks cross gender-barriers, as well. “The rst
collection | ever did featured a weasel scarf with crochet

idges and wool fringes,” says Kirchgrabner. “Every
friend—male and female—qgot it. It keeps you warm
and rescues every look in a very simple way.”

Even in a more dif cult economic climate, this
rich material is in increasingly high demand. The
International Fur Trade Federation (IFTF), reports that
worldwide sales of fur increased by 5.4% in 2010 to
reach $14 billion, up from $13.3 billion in 2009—an
increase of over 70% in the past decade.

One possible cause for the industry’s growing strength:
a new generation of fashionable fur-wearers.

“The average age of consumers looking to fur has
shifted—it has gotten younger,” says retailer Aron Liska.
Immersed in the family business since childhood,
Liska has seen the ebbs and ows of ckle fashion
trends, noting that fur’'s popularity is different for this
younger demographic. “The young buyer is looking

for a seasonal item. She is more spontaneous in
terms of what she is purchasing.” Shrugs, parkas,

and even shoes make fur more accessible, as does
the rise of e-commerce, a favored mode of shopping
for the younger set. “E-commerce is availability for
the consumer, and it's the next step for the fur trade,”

notes Liska.

Manufacturer  Eric
Lau concurs. “In the
11 years that | have
worked in fur, the
industry has become
much younger and
more fashionable.
We have seen tradi-
tional fur garments
become less popular,
while a combination
of new techniques
and styles make fur
more popular with
ﬁ the big brands and

fashion houses. It is
a part of mainstream fashion.” Noting a conservative
swing towards earth tone colors, Lau predicts the
inclusion of fur on everyday fashion pieces. “We will
see more woven and knitted fabrics with fur,”
he says.

The fresh take on designs lends a casual air to fur
that makes it more of a wardrobe staple, says retailer
Nika Marolt @kur. “Now that fur is being colored
and cut differently, you can wear it with jeans and
sneakers. It's no longer just a heavy special occasion
coat—it's bold, youthful, and sexy.”

“The young generation’s traditional idea of fur has
changed,” says Lau. “They see fur differently from
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what they remembered from their childhood. The
traditional fur garments their mother or grandmother
used to wear are completely different from what we
are selling now.”

“Every product is different,” in a market where
consumers look to stand out, adds Liska. “Every
garment is unique and interesting.”

For consumers, information has become a critical
selling point. “The Origin Assured label has made a
tremendous impact already,” notes Marolt @kur. “It
informs consumers that a product comes from a
country where national or local standards governing
fur production are in force. For young consumers,
the ethics are of increased importance.”

“The IFTF is getting the OA message out,” says Liska.
“The origin of this magni cent material is very
important to consumers and manufacturers, especially
those who are not in touch with it yet. By spreading
more information about the material itself and the
craftsmanship, it makes an easier point of entry for
consumers and buyers.”

Manufacturers have two options, notes Marolu&ur:

to change, or to close. “The end product has grown

from a coat to a fashion statement. We are responding
to what consumers want.” And what they want—

in addition to style—is ethical responsibility and

sustainable business practices—all top priorities for
the IFTF and its network of designers, manufacturers,
and retailers.

As important as design and color innovations have
been to rede ne how consumers view fur, one important
element has remained the same: craftsmanship.

“l believe fur manufacturing will always be about

hand craftsmanship,” says Lau. “As fur becomes
more fashionable, the amount of handy work we put
into each garment increases. Much like the idea of
haute couture, fur garments are handmade and
hand sewn. Each fur skin used in the garment is
treated under the best of care because of the
extremely high value of the material. There is no
other way to work with fur and | do not see that will
be any other way to work with fur in the future.”

The future of fur is being written by those who are
demanding it: young, fashionable consumers. “It is
a trade that unites tradition, glamour, prestige, and
innovation in one product,” says Marolt Gkur.

By combining a tradition of ne craftsmanship with
an innovative eye for design, the fur industry is
poised to grow even stronger as this opulent material
takes its place in mainstream fashion.
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