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Vil  du  
have  mode-  og 
interiørbranchens 
opmærksomhed?
DO YOU WANT ATTENTION FROM THE FASHION AND INTERIOR RETAILER?



Magasinet NU er målrettet professionelle indkøbere af mode, lingeri, 
design, interiør og accessories.

Magasinet indeholder et mix af messeoptakter og nyheder fra danske 
og internationale brands. 

REDAKTIONELLE TEMAER I NU COPENHAGEN FASHION WEEK: 
Copenhagen Fashion Week - trade fair previews
Trend & Colours Spring/Summer 2020
NEW! Dresses - the new femininity!
Lingerie & Beachwear Spring/Summer 2020
Outerwear Spring/Summer 2020 

NU International sætter redaktionel fokus på den nye sæson og de 
internationale fagmesser.

NU er et seriøst, internationalt b-2-b-magasin, der giver indkøberne et 
samlet overblik på sæsonens nyheder. Magasinet er et funktionelt og 
inspirerende værktøj målrettet indkøbere.

NU buyer’s magazine har et oplag på 10.000.

NU IS YOUR ANSWER!
The NU buyer’s magazine is targeted professional buyers of fashion, 
lingerie, design, interior and accessories.
The magazine’s content is a mix of trade fair previews and news from the 
business.

EDITORIAL THEMES IN NU COPENHAGEN FASHION WEEK: 
Copenhagen Fashion Week - trade fair previews
Trend & Colours Spring/Summer 2020
NEW! Dresses - the new femininity!
Lingerie & Beachwear Spring/Summer 2020
Outerwear Spring/Summer 2020

NU International has editorial focus on the new season and the upcoming 
international trade fairs.

NU is an international trade magazine that provides an overview of the 
new season’s fashion and design news. The magazine is a functional tool 
directed at clothing, accessories and lingeri buyers.

NU buyer’s magazine has a circulation of 10,000 copies

NU ER 
SVARET
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AF HELLE MATHIESEN

NU har samlet en række af leverandørernes f lot te nye kollek tionsbilleder, der 
t ilsammen viser et bredt udsnit af over tøjet t il  herrer og damer t il  næste vinter.
Lad dig inspirere af de mange billeder og se, hvad trenden viser, når det 
gælder far ver, detaljer og udtr yk t il  den kommende sæson.
NU has put together a range of s tunning new collec t ion photos from a number 
of Danish and international brands.  
We show a wide selec tion of nex t winter ’s 
outer wear s t y les for men and women. 
Be inspired and see the outer wear 
trend in colours, look and details.

BLENDSHE

LUISA CERANO

FYNCH-HATTON

MILESTONE

BYOUNG

WODEN

GARDEUR

MAC
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SOAKED IN LUXURY
CIFF / C2-042

Cathrine Bjerre Bruun har en bachelor i 
design og har de seneste fem år designet 
luxury products hos By Malene Birger. I 
april 2018 blev hun udnævnt til designchef 
på det DK Company-ejede mærke Soaked 
in Luxury, og dermed er Autumn Opening-
kollektionen den første, som Cathrine 
Bjerre Bruun har sat sit helt eget aftryk på. 
Og hvad består det aftryk så i? Det har NU 
talt med designchefen om, da vi besøgte 
brandet på Kanonbådsvej i København.
- Soaked in Luxury er først og fremmest ka-
rakteriseret som ”vibrant”. I det engelske 
udtryk, der ordret oversat betyder livlig og
dynamisk, ligger der en vital forståelse af 
mærket. Konkret fortolker vi ”vibrant” ind 
i Soaked in Luxurys valg af farver og ud-
vikling af prints. Prints og farver er en vig-
tig del af Soaked in Luxurys designsigna-

tur. Det er med til at differentiere Soaked 
in Luxury fra andre brands, siger Cathrine 
Bjerre Bruun. Det er  endvidere vigtigt for 
os at vores kollektioner er designdrevne. 

Kommerciel luksus
- Soaked in Luxury skal hele tiden levere de 
nyeste trends og så er vi også kendetegnet
ved altid at tilbyde en vis grad af glam. Soa-
ked in Luxury skal give kvinden en følelse 
af luksus, men det skal være luksus, der er 
til at betale. Følelsen af luksus kan komme 
via materialet, printet eller lækre detaljer . 
- Vi designer decideret enkelt-pieces med 
henblik på, at de er identitetsskabende. 
Derfor vil man for eksempel kunne finde 
styles som er ”a bit over the top” som for 
eksempel en heldragt i tigerprint i Soaked 
in Luxurys kollektioner. Og der vil altid 

være festkjoler at finde hos os, siger Ca-
trhine Bjerre Bruun. Hun understreger, at 
designet er udformet, så forbrugeren nemt 
kan style tøjet op eller ned, for eksempel 
med en kjole, der kan bruges i hverdagen 
tilsat sneakers eller med stiletter til en 
festlig aften. 

Chik og uselvhøjtidlig
Soaked in Luxury-pigen er chik med et 
glimt i øjet. Hun er moderne uden at være 
selvhøjtidelig. Hun elsker fashion, og hun 
kan tillade sig at købe Soaked in Luxury 
ofte, fordi det fås til meget rimelige priser, 
slutter Cathrine Bjerre Bruun.
Soaked in Luxury har seks årlige kollek-
tioner samt express drops. Leveringerne 
spredes, så der kommer nye Soaked in Lu-
xury-varer til butikkerne hver uge.

Cathrine Bjerre Bruun holds a bachelor's degree in de-
sign and has for the previous 5 years been designing lu-
xury products for By Malene Birger. In April 2018, she 
was appointed head of design of the DK Company-owned 
brand Soaked in Luxury, which makes the Autumn Ope-
ning collection the first Soaked in Luxury collection for 
Cathrine Bjerre Bruun to carry through. And how exact-
ly will she leave her mark on the collection? We had a 
chat with the head of design about just that when we vi-
sited the brand on Kanonbådsvej in Copenhagen.
- Soaked in Luxury is first and foremost vibrant. The 
definition of the word is lively and dynamic, which is 
also true for the brand. The word vibrant also describes 
Soaked in Luxury's choice of colours and print designs. 
Prints are an essential part of Soaked in Luxury's design 
signature. It is one of the ways Soaked in Luxury sets it-
self apart from other brands, says Cathrine Bjerre Bru-
un, who highlights the brand's design-driven strategy. 

 Pieces with identity
- Soaked in Luxury delivers the newest trends and is 
characterized by a certain amount of glam. We want to 
provide women with a feeling of luxury,  at  affordable
prices. The sensation of luxury comes from the choice of
materials, the prints and the design details. 
- In our collections you also find pieces that stand out, 
pieces with identity. That's why you will find pieces that
are “a bit over the top”, for instance  a one-piece suit in 
all over tiger print. And you can always be sure to find a 
party dress in our collections, says Cathrine Bjerre Bru-
un. The designs make it easy to dress up or down. Wear a 
dress with sneakers for everyday use or put on stilettos 
for a night out.

Chic and unpretentious 
The Soaked in Luxury girl is fashionable but unpretenti-
ous. She is bold. She loves fashion and can afford to buy 
Soaked in Luxury often thanks to the brand's affordable 
prices, says Cathrine Bjerre Bruun.
Soaked in Luxury releases six collections per year, not 
counting its express drops. New Soaked In Luxury goods 
will hit the shelves every week.

KEYWORDS FOR MAIN AUTUMN 2019 FROM SOAKED IN LUXURY
Pop colours / dresses with a poetic look / transparenc y / colour experiments 
/ red and lime / dust y blue tones / 90s inspiration / heritage look / suit ing 
and tailoring mixed with pop colours / maxi leng ths / classic s tr ipes / chic 
silhouet tes / chunk y knits / silver s t yles / play ful

Designchef Cathrine Bjerre Bruun kalder Soaked in Luxur y 
for chik t , v ibrant, ukompliceret, moderne og urbant. 
Head of design Cathrine Bjerre Bruun dubs Soaked In 
Luxur y chic, v ibrant, ef for tless and fashion driven. 

SOAKED IN LUXURY

SOAKED IN LUXURY
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ALLY DESIGN

Art Deco is a significant source of inspiration for cur-
rent interior design trends. The designs are packed 
with colours and circular shapes - including curves, 
zigzag patterns, half-arches and cylinder shapes. Ge-
nerally, we can expect to see a feminine and rounded 
look. Mirror and relief effects, tiles, three-dimensiona-
lity, fringes, optical effects and ribbed glass are among 
other characteristic examples in this theme along with 
golden metals.
- The trend is both modern and retrospective. The new 
direction will build on previous trends with materials 
such as gold and marble, now in far more colourful, 
decorated and feminine versions, trend expert Anja 
Bisgaard Gaede from SPOTT explains to NU in a chat 
about the home interior trends for the upcoming sea-
son. According to her, the new direction is a manifesta-
tion of our yearning for luxury and extravagance in our 
homes, following several years of soft minimalism and 
sensible spending.
Colours such as pink, dark and deep old rose, dark yel-
low and grey play together beautifully and can be pep-
ped up with strong reds or blue-green hues.
- Generally, we will typically see a desire to stage a 
room with everything from walls, ceilings, and floors 
to lighting, furniture and plants each playing a diffe-
rent part. Carpets and wallpapers continue their revi-
val, but we will also see the return of original details 
like room dividers and wall linings, says Anja Bisgaard 
Gaede.

Sunset in the home
The atmosphere and lighting inspired by sunsets are 
drawn into the home with a commercial colour palette 
centred on yellow. Leather, wood, quilted textiles, ce-
ramics and paper are among the widely used materials 
in this nature-inspired trend.
- The inspiration is drawn from the beauty of the sun 

gently touching the sea at sunset and the combina-
tion of yellow and green. Deep yellow is a new ad-
dition to the palette, while plants inspire the green 
hues. The combination of yellow and green hues 
brings out the best of both colours. The orange and 
red tones are used as gradient tone-on-tone colours. 
The design is rounded, soft and a little rustic, says 
Anja Bisgaard Gaede about the yellow trend, which 
is complemented by another important colour trend 

that focuses on mystic purple and blue colour tones.
- For Spring/Summer 2019 we will also see an es-
sential range of colours inspired by spirituality and 
the digital world - in the industry it is referred to as 
"digital spirituality." Mystic, astrologic, meditative 
and digital worlds blend together and form a new 
and artificial look in which lighting plays a key role, 
SPOTT's owner says on a final note.

Ar t Deco is one of the most signif icant sources 
of inspiration for the Spring/Summer 2019 
interior design trends. The look por trays a 
craving for luxur y and ex travagance.

Craving 
extravagance

RICE

VISSEVASSE

PRESENT TIME

CHIC ANTIQUE

HOUSE NORDIC

ALTUM / IB LAURSEN

THE ORGANIC COMPANY

PRESENT TIME

HÜBSCH

TRENDMARK LIVING

Article

KOUSTRUP & CO

VILLA COLLECTION

BY HELLE MATHIESEN

DANSK 
SMYKKEKUNST

OOHH… / LÜBECH LIVING

KOUSTRUP & CO

HUMDAKIN
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Q | N Collections agenturvirksomhed har seks forskellige brands til 
damer og herrer med i porteføljen. Hvordan supplerer de forskellige 
brands hinanden?
A | Mærkerne er samme kategori, hvad angår mode- og prissegment. Det 
betyder også, at vi repræsenterer forskellige virksomheder, der hver især 
er specialister på sine felter – på for eksempel bukser, skjorter, jakker og 
strik. Vi har også et lifestylebrand.

Q | Hvilke markeder repræsenterer du de forskellige brands på? 
A | Vi har Atelier Gardeur i Sverige, Finland, Island og Estland.
Wonderjeans sælger vi i Danmark, Sverige, Finland, Estland og Island.
Monari sælger vi i hele Skandinavien samt Island og Estland.

Q | Hvilke brands viser du i CIFF Showrooms i København? Hvordan 
bruger du dit showroom i den danske hovedstad?
A | Vi viser alle vore mærker på CIFF: Monari, White Label, Change, Atelier 
Gardeur og Wonderjeans.
Vi benytter naturligvis showroomet under modemessen, men vi bruger 
det også for individuelle kunde-aftaler i løbet af sæsonen.

Q | N Collections is an agency with six different brands for men and 
women in the portfolio. How does the different brands supplement 
each other? 
A | They are in same fashion segment and same price segment.
This also means that in our brand portfolio we are representing compa-
nies that are specialist in different areas and product fields as for instance 
trousers, shirts, jackets and knit.  We also have one brand, which is a li-
festyle brand.

Q | On which markets do you represent the six brands?
A | Atelier Gardeur we have in Sweden, Finland, Island and Estonia
We sell Wonderjeans in Sweden, Finland, Denmark, Estonia and Island.
We represent Monari in the entire Scandinavia plus in Iceland and Estonia.

Q | How do you use your showroom in the Danish fashion capital?
A | We show all our brands at CIFF: Monari, White Label, Change, Atelier 
Gardeur and Wonderjeans.
 We use it of course for the fairs but we also use the showroom for single 
appointments during the season.

WITH CEO SVEN-ERIK 
CHRISTIANSSON FROM  

N COLLECTIONS

Q/A
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N COLLECTIONS
NEWS FOR A/W 19/20

White Label/Rofa Fashion Group
Rofa fashion group will for this season work with 
t wo brands:
White Label - c lassic models with beaut i ful details 
and colours.
Change-models with more fashion for ward focus 
with fresh and edgier models, details and bolder 
colours.
In the AW19 collec t ion you will f ind fake furs and 
fake lambskin coat s as well as the more c lassic 
down jacket s, wool coat s, blazers and dresses.

Monari
A s the fashion indus tr y cons tant ly is changing , 
Monari has adapted the sales per iods and deliver y 
windows for AW19 to secure the r ight produc t s in 
the s tores at the r ight t ime.
And they will cont inue to develop their B2B s ys tem 
with bes t sell ing s t y les on s tock .
In the AW19 collec t ion you will f ind the high 
demanded dresses in di f ferent  themes, colors and 
shapes among the other produc t groups within the 
collec t ion.

Atelier Gardeur men and women
The brand develops their B2B suppor t s ys tem to 
meet the in season demands of supply ing and as 
par t of this they wil l increase the NOS on s tock .
Gardeur are also developing a tailor-made control 
of the collec t ions according to monthly rhy thms. 
This ensures even more tension and movement in 
the assor tments.
In the AW19 collec t ion for both men and women, 
you will f ind new f i t s to reach out to a broader 
target group and also new interes t ing fabr ic 
mix tures.
In the women’s range there wil l be an increased 
sk ir t collec t ion on demand of the cus tomers.

Wonderjeans
The Wonderjeans brand has a unique denim fabr ic 
in a quali t y that is developed by and is unique for 
Wonderjeans. They also have a s trong NOS suppor t 
of basic and seasonal colours.
Addit ional to the solid colours they have a range of 
pr int s .

MONARI

WHITE LABEL

ATELIER GARDEUR

MONARI

N
 COLLECTION

S

COPENHAGEN:
CIFF Showrooms
B0-203, B0-204, B0-205
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Cocooning er et begreb, der betyder, at vi for-
pupper os – vi gemmer os inden døre, når ver-
den udenfor føles utryg og turbulent. Det er en 
trend, der er stor på boligsiden, og som også 
påvirker udviklingen af nattøj, homewear og 
loungewear. Kimonoen som modefænomen kan 
i øvrigt også fortolkes som et eksempel på, at 
vi søger fornemmelsen af at svøbe os ind og be-
skytte os mod omverdenen.
Når det gælder loungewear, foretrækker vi at 
klæde os i tøj, der understreger en stemning af 
afslappethed og tilbagelænethed. Hygge, natur-
lighed og komfort er nøglebegreber. 
Mange producenter i loungewear-segment læg-
ger desuden vægt på fremstilling af lounge- og 
nightwear i materialer, der er økologiske  og 
bæredygtige. Det danske begreb hygge er ble-
vet en stor eksportvare inden for boliginteriør, 
og selve ordet ”hygge” er optaget i det engelske 
sprog. Og man skal kunne hygge sig i tidens 
loungewear. Vi ser en flydende grænse mellem 
dels behageligt tøj til at iklæde sig efter fyraf-
ten – homewear – dels sportstøj og nattøj. Acti-
vewear bliver for eksempel mere feminint og få 
et mere casual look. 
Fællesnævneren for de nævnte typer af tøj er, at 
det skal være behageligt, dejligt at have på og 
moderne – man taler i trendkredse om begre-
bet ”comfortwear”. Det komfortable tøj følger 
den øvrige trend, hvad angår farver, motiver og 
mønstre. 

To modsatret tede 
tendenser præger billedet 
inden for lingeri og 
loungewear. 
På den ene side søger 
vi det naturlige, det 
komfor table og det 
hyg gelige. 
Og samtidig har vi en 
længsel ef ter luksus og 
ekstravagance.
Two opposite trends 
charac terise today ’s 
loungewear and lingerie.
On the one hand, we want 
naturalness, comfor t and 
cosiness. 
On the other hand, we have 
a longing for luxur y and 
ex travagance.

AF HELLE MATHIESEN

CALIDA

SKINY

MARLIES DEKKER
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LINGERIE AND LOUNGEWEAR AW 19/20:

Extravagance
cocooning
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DAMELLA HANRO
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Til næste vinter bliver det nye sort klare farver – og mas-
ser af dem. Og til de indkøbere, der straks tænker, at det 
lyder lidt for vildt til deres kunder, kan der hentes trøst i, 
at der som modsvar til den nye trend findes en tendens, 
hvor farverne er dybe og harmoniske.
En af de nye måder at sammensætte farver på er, hvor man 
bruger to forskellige farver half&half, der sættes sammen 
vertikalt, eksempelvis på en kjole, hvor hele højre side er 
camel, mens hele venstre side er gul. Brun og pink er en 
anden ny og spændende farvekombination, hvor en neu-
tral farve sammensættes med en klar kulør. 

NU har talt med trendeksperten Anja Bisgaard Gaede fra 
SPOTT om tendenserne til AW 19/20, og hun ser en tydelig 
to-deling i det kommende modebillede.
- Til næste vinter vil der være to retninger, som parallelt
dominerer trenden. Den ene retning er mest ny, hvor vi
ser brug af neonfarver, græsgrøn, skarp orange, sølv og
hindbær/pink i klare farvetoner. Det er en tendens, som
bygger videre på ikke mindst sommer 2019, hvor vi også
får mange farver, og selv om det bliver vinter, ser det ud 
til, at trenden ikke skruer ned for farverne, tværtimod, så
tilføjes neon for at få ekstra skarphed og blikfang, siger 

Nye, klare far ver, neon og anderledes 
far vesammensætninger giver blik fang i 
modebilledet t il  næste ef terår og vinter.
New, bright colours, neon and excit ing new 
colour combinations make for an eye-
catching Autumn and Winter season.

Fashion trend 
& colours for 
Autumn/Winter 
2019/20:

BY HELLE MATHIESEN
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