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It’s been 160 years, and they definitely 
haven’t been easy ones. Especially in a retail 
market, saturated with the ordinary. But we 
know people don’t want to buy just what 
they need — they want to buy what they 
desire. So, we must offer shoppers reasons 
to step into our store — the best environment, 
exceptional product mix, quality service. At 
Robinsons, we create a desire in people 
to visit our stores just to see what’s up in 
the coming week. They could find dream 
products that stand out. We rejuvenate their 
shopping expectations by curating the right 
styles for our customers. 

Rejuvenators — that’s one of our traits, I 
would say. The other two being relational 
and relevant.

We are a trusted brand – that’s very important 
to us. Being relational means adding value 
to the information that the customer entrusts 
us with. Our personal shoppers and shop-
floor employees know our regulars’ favourite 
brands or what they don’t like. That’s why we 
have the no-obligations personal shopper 
service and the membership R-list. Building 
customer relationship is the key focus for 
us. We value every customer, right down to 
every detail. That’s how we build good bonds 
and earn their trust. 

Being relational also means caring about 
customers’ feelings. An unhappy customer, 
handled right, can become your brand 
ambassador. For example, if a product 
exchange is requested, we do it — even if 
the default was not inherent. It’s not about 
being yes men. It’s about understanding 
things from a customer’s point of view, and 
accommodating as best we can, wherever 
we can. We gain the customer’s word-of-
mouth endorsement which is worth more 
than the best marketing in the world.

Relevance — or how we use our 
merchandising team to constantly travel 
and curate styles from around the world for 
every customer, so as to stay connected to 
them. For instance, preferences for colour, 
size and material differ in countries because 
of climate or culture. Our merchandisers buy 
the best of what’s right for the tastes of each 
country in which we operate – Singapore, 
Malaysia, Dubai and Saudi Arabia.

OUR MERCHANDISERS ARE THE BACKBONE OF OUR 
BUSINESS — THEY CURATE CONTEMPORARY GOODS AT 
ACCESSIBLE PRICES, SO WE ARE RELEVANT. 

“

CONTENTS

They are the backbone of our business. 
They curate contemporary merchandise at 
accessible prices, so that we are relevant 
and customers keep coming back for more. 
Something the team has been looking 
forward to, a new 200 000 square feet 
store will be located at Four Seasons Kuala 
Lumpur in May 2018. Our Malaysian 
customers can expect exclusive brands and 
merchandises from all over the world.

Very importantly, we are trailblazers. 
Robinsons was the first to sell new things, 
for example, bicycles in the earliest days and 
exclusive designer labels during our three 
decades at Centrepoint. We don’t merely 
buy a bulk load, and end up with the same 
things as our neighbours. We take risks: we 
buy merchandise all through the year in all 
categories — home, fashion, beauty. We 
provide convenient shopping that’s fuss-free 
and experiential. 

Even with all the other shopping offerings, 
the retail scene is here to stay. And 
Robinsons is more than just a department 
store – we connect and value both our 
staff and customers. Our stores located at 
The Heeren, Raffles City and JEM, are 
visible expressions of our commitment to 
an extraordinary shopping experience. Our 
beliefs in the 3Rs – rejuvenation, relations 
and relevance – has kept Robinsons’ spirit 
thriving for the past 160 years and will 
continue to do so for the next 160.
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Robinsons
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Kick into high gear with these 
sneakers and gadgets

She moves the dream team to 
make things happen

Fashion-forward brands 
all-new to Singapore

THAT’S WHAT KEEPS OUR CUSTOMERS 
COMING BACK FOR MORE.

CHRISTOPHE CANN 
Group Chief Executive Officer
Asia, Al-Futtaim Group

CHRISTOPHE CANN: 

HOME-GROWN 
INNOVATORS, 
THAT’S 
ROBINSONS
FOREWORD
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0How do you begin to tell the story of 160 
years? Not in the past but in the future. 

For that is the spirit that defines Robinsons, 
Singapore’s grand dame and much-
respected retailer. Respected not just for our 
years — we were founded on 25 February 
1858 at then Commercial Square, now 
Raffles Place — but for our reimaginings.

So, picture a store where shopping meets 
community — say, where brand fans 
gather for style tips and coffee. Imagine a 
department store where a robot leads you to 
your desired aisle, saving the footwork and 
allowing you more browsing (read: happy 
buying) time. 

FIRST AND ONLYS

Such concepts offer the excitement of many 
firsts. Something that Robinsons is adept at. 
From fashion to skincare to homeware, we 
curate the coveted.

Since early days, Robinsons was a 
destination. The bywords of fashion from 
Bally shoes to Worths’ corsetry were housed 
only at Robinsons. Very important people 
like King Mongkut of then-Siam sought out 
our Raleigh bicycles. Later on, dignitaries like 
Margaret Thatcher paid a visit. Tales have 
been told of privileged Nyonyas who needed 
Swiss voile found only in Robinsons — and 
sailed two days from Kucing, Malaysia, to 
Singapore for it.

POWERING 
THROUGH 
160 YEARS 
HOW ROBINSONS LEADS AS SINGAPORE’S 
HOME-GROWN STYLE ICON

Robinsons was the first for experiences too. 
We had the first air-conditioned store in Asia 
and were the first to offer in-house tailoring. 
In the 60s, our in-store fashion shows, with 
models on catwalks, were the toast of the 
town. 

When our salesmen criss-crossed Malaya 
and Borneo to bring the best of lifestyle 
wares to nobility, Robinsons was, in effect, 
spearheading the personal shopper concept 
way back when. A concept that continues 
today in our three stores — The Heeren 
(flagship), Raffles City and Jem. 

Troubles couldn’t hold us down. In the 40s, 
when Japanese warplanes bombed the 
Raffles Place store, we promptly opened for 
business the next day. A fire in November 
1972 razed our Raffles Place premises. But 
we pulled through to relocate a month later 
at Specialists’ Centre on Orchard Road, our 
home for 11 years.

It was in Centrepoint that we held court 
in the retail scene for three decades from 
1983, before moving to The Heeren in 
2013. We carried imported designer labels 
that were previously sold only in swish, local 
boutiques — a first for a department store. 
We sold lower-priced designer labels too, 
availing a wide range of fashion to different 
shopper strata.

With store revamps and new-label launches 
in the 2000s, we stayed bold and ahead 
of the game. We became the new posh 
address downtown: 260 Orchard Road. 
Our $40-million, six-storey flagship store at 
The Heeren, not only carries many exclusive 
brands, it has salons, and even F&B 
outlets, making it a one-stop destination for 
customers.

While big-names from Europe and Asia have 
come and gone, Robinsons — Singapore’s 
home-grown retailer — remains, and continues 
to be innovative for our customers. It was the 
gem that caught the attention of UAE’s Al-
Futtaim Group, who acquired it in 2008.

It is a story that founder, Philip Robinson 
would be proud of.

FROM FASHION TO SKINCARE TO HOMEWARE, 

WE CURATE THE COVETED. 
“
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Robinsons stands loud and proud 
in the hub of Orchard Road, with 
our flagship store at The Heeren 
(top and below), holding court 
for three decades at Centrepoint 
prior to that (left).

Robinsons was the 
jewel in Singapore’s 
retail crown since the 
earliest days (below 
and bottom left). 
Even WWII bombs 
(left) could not hold 
us down as reopened 
for business the very 
next day.
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They are Robinsons faithfuls for three 
generations, in fact, more. Retiree Raymond 
Chew, 67 remembers when he was 10 
and his father took him to the store, then 
at Raffles Place, and bought him a toy 
helicopter, thrilling him and his friends to bits. 

Coincidentally, his wife Joy, 64, an 
Investment Banker Specialist, and the store’s 
ardent fan continues the love-Robinsons 
tradition with their daughter, Andrea, 
36, a Business Manager. Married to 
Francis Braeckevelt, 50, an Operations 
Director, Andrea takes pride in dressing 
their daughters, Michaela, 5, and Eliza, 
18 months, with Robinsons’ apparel. On 
his part, Francis has been a faithful since 
arriving in Singapore from Belgium 20 
years ago, and furnished his then-bachelor 
pad with all things Robinsons. 

MEET THE FAMILY
Raymond Chew, 67
Joy Chew, 64
Michaela Braeckevelt, 5
Andrea Braeckevelt, 36
Standing
Francis Braeckevelt, 50
Eliza Braeckevelt, 18 months

What’s there not to love about the store, 
say the Chews, with Joy having been 
a card member for 18 years. Premium 
products, diverse selections, great service 
and enduring memories make Robinsons 
irreplaceable for them. Joy says she cannot 
imagine the shopping scene here without 
Robinsons: “Because I don’t have another 
store that I am particularly crazy about.”

Raymond agrees: “Robinsons has been 
around for 160 years, they’ll go on for 
another 160. But if for certain reasons 
they are not here today or tomorrow, then 
I think our shopping experience will go 
straight down. You can’t find a replacement 
— I mean, who else can replace Robinsons in 
Singapore? I don’t think anybody else can.”

IRREPLACEABLE
THEY HOLD ROBINSONS 
DEAR TO THEIR HEARTS

If there is a gene for loyalty to a store, it runs 
in the Chews. That’s why they were chosen 
as a testament of how Robinsons has stayed 
relevant through the years.
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ENIN SINGAPORE, 
AND ONLY @ 
ROBINSONS

It’s a glam slam, people. More than a dozen 
new brands and counting. And they are not 
just fresh labels for Singapore’s premiere 
department store — but for the nation and 
the region.

The new-to-market brands come from 
London to Seoul. We are proud to say, and 
loudly so, that you see them in Singapore 
when you see them first in Robinsons.

BRANDS THAT ARE NEW NOT JUST 
TO OUR PREMIER STORE BUT NEW TO 
OUR SHORES. THEY ARE ROBINSONS’ 
COUP — AND SINGAPORE’S GAIN

Let’s take London. The country which bear 
names such as Paul Smith and Vivienne 
Westwood. The home base of London 
Fashion Week and global style labs, Central 
Saint Martins and London College of 
Fashion. A clutch of labels.

First, put on a happy face. With 111SKIN, 
this space-inspired skincare brand contains 
the coveted formula that has gone to space 
and back. Dr Yannis Alexandrides teamed 
up with space scientists to create a potion to 
combat the effects of environmental damage 
and ageing on the cellular level. And the 
NAC Y2 formula was born. 
(Turn to page 15.) 
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Then, let award-winning Kat Maconie lead 
the way. Known for her block heels and prints, 
bold is her way to go. In seven years, she 
expanded from a small range of ballerinas 
designed in a tiny West London studio to 
200+ points of sale in 21 countries.

When you buy lighting for your home, think 
eco. Turn to Tala. For every 200 bulbs 
sold, British brand Tala plants 10 trees. 
Edison light bulbs marry energy-efficiency 
LEDs with touch of funk and promise to last 
lighting forever. (Turn to page 25). 

Robinsons is also securing heaps of other 
new-to-Singapore brands. Like from Seoul. 
Like Epigram, whose lifestyle range — 
clothes for men and women, home items and 
interior design products — exude calm. Plus, 
Customellow, Stereo Vinyls, D-antidote, Tee 
Library, Drink Beer Save Water and The 
Art of Scribble.

SMYTHSON

ONLY IN ROBINSONS 
NEW TO SINGAPORE

111SKIN, Aloye, CMEO Collective, Epigram, 
GGio2, JJ Emlyn, Jenny Park, Kat Maconie, 
Keepsake, Wons Mous, Needle & Thread, Tala. 
And more… 
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MY DREAM 
TEAM MAKES 
THINGS HAPPEN 

Being able to balance both aesthetics and 
numbers has kept us strong for 160 years 
and will keep us strong for many years to 
come. 

Customer satisfaction is ingrained in us; 
they are at the heart of what we do. With 
an extensive selection of accessible and 
contemporary merchandise, we endeavour to 
deliver a consistent and enjoyable shopping 
experience for our customers. Regardless of 
age, our customer seeks out style and quality; 
both of which are what Robinsons has come 
to be known for.

We don’t just buy the most inspirational 
looks – being agile and evolving with industry 
changes is key to staying relevant and on 
trend. Taking cues globally, we strive to 
constantly refresh the local retail scene by 
introducing new brands and concepts.

As General Manager for merchandising, 
I lead my team to curate products and 
experiences in-store with a focus to grow 
our market share and presence. For our 
exclusive labels, we set to expand them 
regionally through close collaboration with 
brand principals. 

The privilege to be exposed to a multitude 
of brands – with the ability to bring them to 
our customers – has kept me going at the 
job. While negotiation is part of the game, 
learning opportunities constantly present 
themselves through the different people I 
meet. 

I am grateful to work with a dream team. 
They have the conviction and passion to 
make things happen. Given my 25 years in 
the industry, 19 of them with the Robinsons 
Group across various categories, I believe I 
have been able to place the best talent in the 
right role and portfolio.

With 150 exclusive brands sourced across 
Asia and Europe, we go the distance 
(literally) to bring our customers the best 
shopping experience at Robinsons – and we 
make sure it is simply extraordinary!

IVY TEO
General Manager,
Merchandising
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MY DREAM TEAM MAKES THINGS HAPPEN.     
THEY HAVE THE X-FACTOR AND PASSION TO 
“

IVY TEO

CURATE THE PRODUCTS FOR OUR CUSTOMERSI

W
LIBERTY LONDON

LE FLOW

KAT MACONIE

KARL LAGERFELD
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EOver the years, we’ve carried rooms-full 
of renowned famous brands. From major 
international and regional names, to home-
grown ones. We are constantly on-trend 
to bring in high-quality styles to satiate the 
tastes of our customers. 

This spring season, with international brands 
from London to Korea, we have something 
for everyone. 

From the land that brought us K-pop music 
and delicious kimchi, we have the bespoke 
contemporary brand, JENNY PARK – 
elegant and refined cashmere threads for 
the modern-day woman. 

If you’re more of a T-shirt person, swap the 
plain white tee with Drink Beer Save Water 
Graphic Designs. DBSW transports us 
back to the 90’s – to the days when boy 
bands and video cassettes were all the rage. 

Needle & Thread – a British brand that 
celebrates colour and imagination, take a 
walk through their ethereal collection and be 
enchanted by their intricate designs. 

A Danish brand that is an urban mix of 
streetwear and high end silhouettes, Wood 
Wood manages to marry style with function 
and is created for the bold and daring.

From down under are our favourite 
Australian brands – C/Meo Collective 
and Keepsake. Keepsake wasn’t born to 
be a keepsake in your closet, is a collection 
that features all things beautiful – from off-
shoulder tops with bell sleeves, to the classic 
black maxi dress. Its Creative Director, 
Melanie Flintoft, believes in celebrating 
strength and femininity through fashion. 

BRANDS WE LOVE. NOW, WE WANT 
TO SPREAD THE LOVE AROUND

EXCLUSIVE
TO ROBINSONS
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MEET THE BUYERS
Middle, clockwise
ALICIA SOO, Merchandising Manager, Home & Lifestyle;
JOHN TAN, Merchandising Manager, Events;
TAY HUI MIN, Senior Merchandising Manager, Home & Lifestyle;
ALINA HERTSLET, Merchandising Manager, Womenswear;
EUNICE KWAN, Senior Merchandising Manager, Beauty, and
VESTAN LOW, Senior Merchandising Manager, Menswear, Shoes & Accessories.

MEET THE BUYERS
Middle, clockwise

General Manager, Merchandising, IVY TEO;
Senior Merchandising Manager, Womenswear, Shoes & Accessories, VU NGUYEN;

Merchandising Manager, Beauty, MARGARET CHEW;
Online Trading Manager, Merchandising, LEOW SHU PIN;

Merchandising Manager, Ladies Shoes & Accessories, MAGGIE ONG, and
Merchandising Manager, Menswear, Shoes & Accessories, DORA KOH.

ADVOCATES 
OF STYLE
WE PRESENT YOU ROBINSONS’ 
MERCHANDISING TEAM WHO 
SOURCE THE WORLD WITH A 
TOUCH OF FINESSE FOR THE 
THINGS OF FANCY.
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WE 
CREATE 

THAT 
PULLING 

POWER

The beauty business goes beyond just selling. 
We must engage the customer.

Beauty merchandisers create that megawatt 
buzz around the next wonder serum or a hybrid 
concealer-bronzer-highlighter or creamy lipsticks 
so luscious they look good enough to eat. We 
excite the customer via animations for anything 
from limited-edition compacts to beauty 
makeovers with industry luminaires. What 
customers also love are celeb collabs that are 
hotly anticipated and fly off the shelves during 
launches. 
 
We love being the first to market and giving 
exclusivity to customers. So besides refreshed 
and youthful looks, they also feel special. 

We work with our marketing team to sync 
launches with Robinsons’ campaigns. It’s like 
layering the moisturiser over a serum so that 
customers get that extra dose of goodness. 

Before creating a long-lasting partnership with 
a beauty brand, we ensure that the brand has 
international presence — well-established in a 
well-known department store such as Barneys or 
Harrods, even better if it’s an exclusive brand to 
us. So its presence creates pulling power in our 
stores as well as in Singapore. And that gives a 
sense of the extraordinary.

One of the things I treasure most about my 
job is getting to meet captains of the industry. 
Like Singapore’s famous aesthetics expert Dr. 
Georgia Lee for DrGL,  and Leonard Lauder, 
the son of Estee Lauder. It’s a rarity to meet 
these brand icons and the fact that they visit 
Robinsons stores says something about us. 

THE GLOWING, 
FLAWLESS COMPLEXION 

IS TRENDING. TURN TO 
CUSHION CONCEALERS 
FOR GREAT COVERAGE 

AND A DEWY FINISH.

EUNICE KWAN

“

ALL THINGS BOLD
AND BEAUTIFUL

Three shades put a stamp on SS18 beauty 
— red, blue and overly black. 

Lips are popping red and eyeliners are 
electric. Or, dramatise your peepers with 
black eye liner. Nothing coy. Nothing shy. 
All over-the-top. 

Red and Blue — when playing with these 
colour, be an artist. Your eye is your canvas. 
Paint it anyway you like with shades of the 
sky. 

Another SS18 signature is shimmer and 
glowing skin — shimmer on the eyelids, 
nails, even as metallic-shade lips. Bring out 
the glitterati in you. 

Your beauty takeaways: Long-wear 
foundation. Glowy Skin. Cushion 
concealers & Metallic liquid lip.

SPACE-FRONTIER SKINCARE

Cosmetic surgeon Dr. Yannis Alexandrides 
found that no skincare could help his patients 
post-surgery, which led him to space research 
on repair and healing of cell damage. He 
then partnered with space scientists to 
create a potion that can treat trauma after 
surgery. And with that the NAC Y2 formula 
was born.

The NAC Y2 formula is proven to 
regenerate the skin, protects against 
environmental damage and reverse ageing 
on the cellular level. It stimulates the body’s 
own master antioxidant – Glutathione, which 
is present in every cell, to neutralize free 
radical and provide the optimum environment 
for collagen and elastic production, essential 
for combating ageing.

Dr. Alexandrides first offered tiny bottle of 
the NAC Y2 formula bottled as Dramatic 
Healing Serum. You can’t keep a good thing 
down, Harrods soon came knocking on Dr. 
Alexandrides’ door at 111 Harley Street, 
London and with that, the first skincare 
collection from 111SKIN was born. Robinsons 
is the exclusive partner of 111SKIN in SEA.

DISCOVER THE SKINCARE 
REVOLUTIONARY 

Learn about the 111SKIN’s luxurious range 
of skincare that’s proven to treat your skin 
concerns. Loved by many beauty editors and 
celebrities. Margot Robbie is one believer of 
the brand, sharing that she won’t go on the 
red carpet without using the Bio-Cellulose 
Mask first.

Catch Dr. Yannis Alexandrides at 
Robinsons The Heeren  for  the  official 
counter opening on Friday, 6 April 2018, 
from 6pm - 7pm.

*Terms and conditions apply. 
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MY FAVE SS18 STORY:

EUNICE KWAN
Senior Merchandising 
Manager, Beauty
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MARGARET CHEW
Merchandising Manager, Beauty
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IT'S ALL ABOUT
CELEBRATING &
CURATING STYLES

S
SIt’s important to have inspirational collections.  

It’s about having that wow piece whilst being 
commercial.   Not just having the proven 
looks, but to offer exciting pieces as well.   
For example,  the inspiration for the season 
is exotic psychedelia with vivid brights,  
intense and energetic hues.   A customer 
may not buy the lime green and acid yellow 
blouse, but we hope she will be inspired by 
the collection and purchase the blush pink 
instead.  It’s about being inspirational and 
telling a story through our collections.

8
1

THE UNEXPECTED COMBINATIONS OF BRIGHT 
COLOURS, PRINTS AND ACIDIC SHADES. IF YOU 
COULD TASTE THE COLOUR PALATE, YOU’D  SAY, 
‘WHOA, TANGY!’   

“
VU NGUYEN

MY FAVE SS18 STORY:

FE
M

M
E

Colours are not just bright — they are vividly and vibrantly so. Expect 
metallics, acidic yellows and neon pinks. Fuse the same colours into prints 
and you have exotic and ethnic looks too.

Outlines will be oh-so-lovely: relaxed trousers and flared skirts and 
dresses are the essence of easy, effortless silhouettes. Flounces and frills, 
layered sheers and asymmetrical shoulders add a dramatic dimension. 

Your season key takeaways: Vivid, Unexpected & Energetic.

SPRING IS UNUSUALLY 
LOUD THIS YEAR
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VU NGUYEN
Senior Merchandising 
Manager, Womenswear, 
Shoes & Accessories
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That’s what I love about my job- seeing a 
vision turned into reality on the selling floor.  
What we present in our stores is the result 
of excellent networking and sourcing from 
both local or international  trade shows and 
showrooms.  It’s about timing and being 
relevant when it comes to having the right 
product and brands.

Fashion evolves every season and while 
we may have different themes, we strive 
to maintain exclusivity and secure point 
of difference within our collections and 
brands.  Not only just for Robinsons, but for 
Singapore.  
 
Meeting people around the globe makes 
our job interesting and exciting.  It may not 
always be the most glamorous time when 
we need to quickly freshen up right after 
a 12-hour flight to catch an early morning 
meeting.  At the end it’s all worth it when we 
can explore new brands and concept and 
have the opportunity to bring that special 
collection and translate the vision to our 
stores. 

ALINA HERTSLET
Merchandising Manager, Womenswear;

MAGGIE ONG
Merchandising Manager, Ladies Shoes & Accessories
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With colourful animal prints on your feet, 
match them with solid colours for your arm 
candies (our bags!) 

Think shoulder bags with chunky chains or 
embellished with colourful stones – it’s all 
about the details. Whether it's a date night 
or Saturday afternoon shopping with the 
girls – it’s all about making a statement.

If you’re feeling more casual chic, there’s the 
trendy bucket bag that’ll go perfect with 
printed tee and a pair of jeans. Tote-al deal 
breaker.

For a night about town, elevate your look 
from day to night with smooth satin heels and 
be ready to score some compliments along 
the way. There’s always something special for 
every occasion. 

Whatever your choice, don’t be shy about 
expressing your style with a little print or 
colour. It’s Spring/Summer after all.

WITH SS18 IN FULL 
SWING, IT’S ALL ABOUT 
PRINTS, BOLD COLOURS, 
AND THE LITTLE DETAILS.

“
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Style is all about expressing one’s individuality. 
And what better way than through accessories.

You’ve got your top and bottom ensemble 
ready, and your makeup game is strong. But 
no outfit is complete without shoes and bags. 
Pick the right ones though, because they can 
either make or break your outfit. 

With SS18 in full swing, it’s all about prints, 
bold colours, and the little details. Go head 
over heels in love with cactus prints and 
pointed toe designs, and frilly balconies atop 
suede leather. You’ll definitely stand out from 
the crowd. 

FANCY FEET
NO GETUP WOULD BE COMPLETE 
WITHOUT THE RIGHT KICKS AND BAGS

HILL & FRIENDS
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IT’S GREAT 
BEING ON THE 
INSIDE TRACK

In our line of work, we expect the unexpected 
— but we make things work. And feel 
extraordinary. In a day's work, we may be 
expecting a batch of white shirts. but there's 
a shipment delay, and we display printed 
shirts instead so attractively that they sell 
well eventually. 

The most misunderstood part of this job is 
that it’s glamorous — it’s not. The job involves 
a lot of hard work and meticulousness. 
On buying trips, for example, our minds 
are running numbers even as our eyes are 
eyeing the details , fabrication and colour 
of the latest trends. And we tie it all up in 
the paperwork, right down to the number of 
pieces per colour, per size. 

Buying is more complex today than it was 
before: customers shop not just at brick-
and-mortar outlets but on their tablets and 
smartphones. 

That said, it’s great being on the inside track. 
We collaborate with new vendors and brands 
to introduce fresh labels and products to the 
market. It’s also fulfilling to be involved in the 
product creation cycle — from development 
to sales to building the brand’s success. It’s 
definitely satisfying to know that we are 
contributing to Robinsons’ No.1 position. 

MAKE IT ABOUT YOU

I would say that fashion is not just what you 
see on the racks. Style is how you bring your 
personality to it. 

Similarly, it’s how looks come together that 
put the style into SS18 fashion. Colours are 
crayon bright for men as they are for women. 
The vibrancy lifts up the spirit. 

There are lots of prints, even for menswear. 
They inject fun into the mundane of everyday 
life.

There’s also the military-inspired look. Very 
masculine and popular with most guys, 
obviously. In fact, it’s a global trend. 

Your style takeaways: Bold. Printed. Military. 

BOLD AND BRIGHT — THE TREND INJECTS CHEER 
TO THE RETAIL SCENE.  IT INSPIRES POSITIVITY. 

“
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MY FAVE SS18 STORY:
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VESTAN LOW
Senior Merchandising Manager, 
Menswear, Shoes & Accessories

C
U

RA
TI

O
N

S 
|

C
U

RA
TI

O
N

S 
|

M
E

SS
A

G
E

R
IE

IZ
Z

U
E

S
S

D
-A

N
TI

D
O

TE

5C
M

DORA KOH Merchandising Manager, 
Menswear, Shoes & Accessories
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SSNEAKER
SASS
POISED FOR OODLES 
OF CONFIDENCE.

Trainers are everywhere: sock-boot, ribbed, 
knit. lacy or printed, each sneaker represents 
a version that speaks to your soul.  Dad-style 
trainers, oozes retro rock, while gum soles 
are hot as are orthopaedic sole mates: form 
finally segues with flair — happy feet for 
people with painful needs (like bunions).

If bright colours and camouflage prints are 
not your thing, stay on the safe side with 
white as the all-season fallback. Totally now. 
Totally you.

PREMIATA MEGABOOM

THINGS OF 
DESIRE

A 360 degree camera that snaps selfies 
to capture your pouts from the best possible 
angles. Colourful waterproof bluetooth 
speakers that withstand your rainshower 
while you belt out a song.

These are not the stuff of future science: they 
are the type of droolworthy doodads that 
appear in Las Vegas at CES, the yearly 
mecca of all things gadgetry. 

SNEAKERS AND AUDIO ACCESSORIES ARE 
MORE THAN CONVERSATION STARTERS — 
“

Closer to home, think upscale 
headphones with suave ear muffs — they 
turn heads as you have that latte in a 
Café. Entertain guests as multi-room 
home speakers bring soothings sounds 
and booming beats into every space in 
the home. 

Such gizmos are as much a statement of 
your style as that pair of sunglasses or ear 
studs. Indeed, well-designed and quality 
audio accessories are conversation 
starters that say you have arrived. 
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THEY SUM UP THE CONFIDENCE OF YOUR STYLE. 
THEY SIGNAL THAT YOU HAVE ARRIVED.
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Slip-ons or lace-ups, what’s not to love 
about about sneakers? When it comes to 
style, these feet proppers are a shoe-in (pun 
intended).

Not only are they comfy and stylish, they 
draw attention to a self-assured you. 
Whether you are in an a T-shirt, smart blazer 
or a pair of ripped-up jeans, sneakers add a 
touch of funk and character. 
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I WANT OUR 
CUSTOMERS TO WANT 
EVERYTHING WE BUY

“If budgets were bottomless, I would love for 
homeowners to have a decor detox regularly. 
And to head to our home department, see 
our collections and go, ‘I want everything!’ 

We curate so customers can create. Our 
collections are so diverse — everything from 
cushions to colanders and from fragrances to 
flasks — and in so many textures and colours, 
customers can take inspiration from them 
when styling their own homes. 

It’s all about carrying items that appeal to 
them for their individual lifestyle. They can 
choose an elephant-shaped seat for the 
living room or a bunny ring holder that looks 
cute on a dresser. Feel rich when they run 
their hands over our private-label, hotel-
collection linen for the bedroom. And get 
flamingo-designed floats and lively, graphic-
print paddles for poolside fun. 

And since our homes are our sanctuary, 
we take care of wellness too — right down 
to supplements and honey to local organic 
snacks. The gourmet and lifestyle spaces in 
our Home section buzz with food festivals 
throughout the year. We have themed 
hampers such as specialty hams and turkeys 
for Christmas. Customers can buy choice 

tarts, kueh lapis (layered cake) and abalone, 
for instance, during Chinese New Year. And 
for National Day, when friends and family 
gather to celebrate — and enjoy more good 
food — we showcase local yummies from 
chocolates to tea.

Faithful customers keep coming back to us 
to buy a bed. Our bedshop experts advise 
on what’s right for them, whether it’s an 
orthopaedic mattress or one that minimises 
the impact of your partner’s movement, so 
both of you have undisturbed, restful sleep. 
One of the most precious moments in my 
career is when customers come up to me and 
say, ‘Oh, you’ve got this brand. It’s hot.’ Or, 
they say, ‘I can’t find this anywhere else — 
only Robinsons carries this.’ 

E

MIX AND MATCH TO BRING OUT YOUR INDIVIDUALITY. 
OPT FOR CLASHING PRINTS AND BOLD COLOURS 

IF THAT’S YOU. 

“MY FAVE SS18 STORY:

TAY HUI MIN

TAY HUI MIN
Senior Merchandising Manager, 
Home & Lifestyle
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At trade events, we pound the aisles to 
spot the latest and the best. It’s satisfying 
when customers see the value of what we 
buy — upscale or affordable. When you 
buy a light bulb from Tala, a brand started 
by friends at the University of Edinburgh, 
you are supporting an eco cause: for every 
200 units sold, Tala plants 10 trees. 
When you see Anya Hindmarch candles, 
they bring a smile to your face because 
scents like Baby Powder or Coffee, evoke a 
happy feeling. And you can’t top Qeeboo, 
a new-gen brand, for its rabbit chairs, 
kong lamps and ribbon seats — quirky 
and whimsical. Every artisanal candle, 
each piece of furniture, even a light bulb 
tells a story of design or craftsmanship or 
sustainability. To me, that’s extraordinary.”

PLAYFULLY,
EXPRESSIVELY MORE!

Go maximalist — more is more in a playful 
and fun way. Combine textures and prints 
that are off the grid.  

Colour blocking is big and bold. So is 
asymmetry with an art deco feel. Uneven 
tints are not a design flaw — celebrate 
imperfections. Handmade originals are in, so 
craftsmanship is cool.

Your home-trend takeaways: Playful. Mix-
and-match. Expressive.

VITRA

ALICIA SOO, Merchandising Manager, 
Home & Lifestyle

JOHN TAN, Merchandising Manager, 
Events
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To complement the fashion styling, pay 
attention to your tresses too. At The Scene 
by Aveda, you will be one of just 16 customers 
in the 1,280 sq ft salon. Good time to chill 
while you look beautiful for that special date. 

Cap the day at Luke’s Oyster Bar & Chop 
House for bespoke surf-and-turf dining. 
Prime steaks and the best oysters and 
lobsters are served amid intimate settings. 
Elegance meets quality only at Robinsons.

MORE THAN A 
PLACE TO SHOP

You have a day off and you’re feeling 
uninspired. Nothing that a dose of retail 
therapy won’t cure. And more than that, if you 
spend a day at Robinsons The Heeren. Five 
floors and a basement offer all from home 
design inspirations to personal pampering. 

The keynote of the S$40-million flagship 
store is luxury so indulge to the max. Have 
brunch at Lauren Café. Then, walk over to 
Bacchus to pick up a bottle of wine — or a 
crate, if you like. 

Hop over to the gourmet section and take 
mental notes of how you can customise a 
hamper the next time you need to send one 
to a loved one or a client. Take home decor 
ideas from pop-up displays during festive 
periods, including Chinese New Year and 
Christmas goodies.

One floor up, it’s time for skin sensations. 
Choose from 80 beauty and make-up 
brands to spoil your skin a little, or get a 
makeover. Brands such as La Pairie and 
Clarins have private salons for facials. You’ll 
be so absorbed that it’s time for lunch before 
you know it. 

SIX FLOORS OF INDULGENCE — DINING, BEAUTY 
AND SHOPPING SERVICES — BECKON AT 
ROBINSONS, THE HEEREN

Pop over to Glasshouse by DHM, where 
four hip dining concepts merge. Opt for the 
L’Entrecôte’s steak with its legendary (secret) 
sauce and get sharing portions of Valencian 
tapas and sangria from Sabio. If more eats 
are in order, get the handcrafted burgers 
from &Made — does dry-aged beef patty, 
doused with French blue cheese, grilled 
bacon, lettuce, pickles and mayonnaise 
whet your appetite? If you prefer something 
lighter, Ange Café offers supersalads or, 
heck, get a buttered bun stuffed full of lobster 
in the lobster crab roll. That’s not too much 
to eat if you are sharing time with girlfriends 
as you dine in air-conditioned comfort inside 
the two-storey block or sit out on the terrace, 
watching the world go by in the hub of 
Orchard Road.    
  
Now that lunch is over, it’s time for serious 
shopping on Level 3. But, of course, as a 
Robinsons Group Visa cardmember, you 
have booked an appointment online with 
one of Robinsons’ four personal shoppers, 
giving your concerns — whether it’s for 
fashion, homeware or gifts. If clothes are 
your fancy, the personal shopper would have 
a rack of choices ready for you. Change in 
and out of outfits as you are served a hot or 
cold beverage in the plush personal shopper 
lounge. Whether you spend $100 or 
$1000 that day — or not at all — the two to 
three-hour individual attention will make you feel 
like a million bucks. Best part: it’s complimentary. 

PERKS UP

OCBC ROBINSONS GROUP 
VISA CARD: Shop for more of what you 
love for less. Earn 5% or 10% rebate and 
ROB$ across 18 retail brands.  

R-LIST: Free to enrol, the R-List is a rewards 
programme that caters to those who do not 
own the OCBC Robinsons Group Visa 
Card. Membership is issued via a virtual 
card, accessible through R-Wallet, a mobile 
app. Apart from the benefits of a physical 
membership card, additional features include 
the ability to use e-vouchers and to manage 
your profile and track points on the go.

EARN 5 OR 10% REBATE AT ROBINSONS.
SIGN UP AS AN OCBC ROBINSONS GROUP VISA CARDMEMBER
NOW AND GET $30 ROBINSONS VOUCHER*
*Terms & conditions apply.

https://heeren.robinsons.com.sg/pages/ocbc-robinsons-group-visa-card-privileges
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