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Welcome to the new era of copenhagen specs – the
independent eyewear trade fair concept. I’m very proud,
to celebrate the 5th anniversary this year of making
eyewear trade fairs and supporting independent eyewear.
copenhagen specs has established itself as an important
part of the international eyewear business, and I will keep
working hard for maintaining and improving this position.
2018 has been the year, where I have introduced the new
eyewear trade fair – copenhagen specs in Berlin. The
doors will open to the very first edition of the new trade
fair the 20-21st of October 2018. I’m very excited about
bringing the copenhagen specs concept to the city of
Berlin, and I’m very proud of the support, I have received
from exhibitors and the eyewear media.

info@copenhagenspecs.dk

Morten Gammelmark

How to register:
Go to: www.copenhagenspecs.de
click on visitor in the menu.
click on “register as visitor”

Welcome to
copenhagen
specs in Berlin
2018

But I still need you to support us even more as
copenhagen specs in Berlin cannot exist without you.
So please remember to visit the show and tell your
colleagues to do the same. It doesn’t matter if you are
employed in a supply chain or independent shop. We
need your support to still attract the best brands to
exhibit at the eyewear trade fair. And we guarantee you,
that you can’t help taking home inspiration, if you visit
the show.

Print:
www.rosendahls.dk

I welcome you to copenhagen specs in Berlin October
20-21, 2018!

copenhagen specs is not responsible for possible

Morten Gammelmark
CEO & Founder of copenhagen specs

Rosendahls

errors in advertising and the text to the advertising.
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SOLID SHOP CONCEPT OPTIMISES BOTTOM LINE
BY GITTE SKAARUP IPSEN

By: Gitte Skaarup Ipsen

Solid shop
concept
optimises
bottom line

To succeed as a retailer in today’s digital
era demands interior design that attracts
customers to your shop, exposes them to
all your products, and finally ensures that
they do not leave the shop without visiting
the cash register. These are the words of
Michael Skjødt, CEO and creative director of
Ambiente, who has 28 years of experience in
establishing efficient interior designs.
Consumers still wish to visit physical shops, even
the critical generation Y (17-33 year-olds) are often
keen to visit shops in order to try on and get a
sense of the products. Physical shops must continue
to utilise this advantage by creating sensuous and
social shopping experiences. But how to succeed
with this mission?

Identify your key customers
and their needs
First things first, you need to truly understand
your customers, their behavior and their needs.
This requires that you dare to prioritise and
deselect because you must choose whom you
want to matter to – and how to create value for this
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particular type of customer. Once you have a clear
picture of this key customer, you can identify the
strengths and weaknesses of the shop and staff and
then work purposefully to deliver even better on
the exact parameters important to your customer.
Identify what expectations the customer has to
your store and why they choose to shop exactly
with you. It is important that the customer can
identify with the shop, wants to be associated with
the shop and perhaps even wishes to hang out
for a cup of coffee. The consumer’s time is more
precious than ever, and when a customer invests
her time in your store, she expects to leave with a
pleasant experience.

Service, service and more service
Service has long been a key competitive parameter.
Polite and friendly service does not in itself equal
good service. It is all about understanding the
barriers your customers may experience about a
purchase and then working to reduce those barriers
by offering relevant service. If you can make the
customer’s purchase process easier, more fun, more
convenient or faster, you reduce the risk of losing
the customer before she completes the purchase.
Service extends beyond the actual product. It

creates relationships and contributes to unique
user experiences that differentiate you from
your competitors. The good customer service
provides great shopping experiences and satisfied
customers that come back as well as recommend
your business to their network. Service is the
competitive parameter of the future, especially in
retail, so improving your service can only happen
too slowly.

Customised shop concept
Based on your customers’ needs, your brand and
your values, you now have the prerequisites for
creating a coherent shop concept that presents
both brand and products in an authentic way.
A shop design that accommodates both the
functional and aesthetic aspects and should result
in the best possible bottom line.
To support the shop’s functionality, an overall
flow of movement must be developed to optimise
exposure to all products and environments. This
ensures that the customer is guided around the
shop along an invisible path that passes by all your
products in the most appropriate order. To ensure
that the customer does not rush, multiple stop

ARTICLE BY

FAIR MAGAZINE 2018

Poul Stig Frederiksberg

Interoptik Mandal
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E T ’ S ME

Designing the optimal shop concept is a neverending process where you can always change, add
to and customise to create the very best customer
journey and experience. Learn more about the
presentation of your shop by inviting family, friends
and customers to provide honest feedback – and
observe your customers to find out what attracts
them, what they avoid and how they move. Keeping
your eyes and ears open will give you valuable
information to maintain a shop interior that is winwin for both you and your customers.

Møller & Sandahl

ET
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2018.10.20
2018.10.21
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According to Michael Skjødt, CEO and creative
director of Ambiente, one of the classic mantras
in interior retail design is this: “We would like
the customer to stay a bit longer.” Therefore, it
is important to create some relaxed and inviting
waiting areas with comfortable seating. They
encourage the customer to spend more time
in your shop, especially if she is accompanied
by people who are not interested in the shop’s
products. You can for example benefit from offering
seats next to the products so a customer with
children does not have to interrupt her shopping to
keep an eye on the children.

I

ARENA -

The aesthetic staging must match brand values and
customer expectations. It is important to establish
a fine balance between choice of materials, colours,
interior, lighting and acoustics that together create
unique environments that make customers and
staff thrive. You can work with an inviting variety of
shelves and platforms to present the products, thus
taking the customer on a discovery throughout the
shop. Finally, it is important to create peace and
quiet around the products to allow the customer to
easily study the products, try them on and put them
back in place.

Please stay

N

effects should be incorporated to encourage visual
breaks that help process the many impressions.
Stop effects can also be of a physical nature, so
customers are led along a slightly winding road
through the shop, where the course is changed
by product platforms or small stands that explain
the products. It is important that the stop effects
never become an obstacle or are placed illogically,
and they must not interfere with the customer’s
personal space of experience. An optimal flow of
movement with stop effects offers the customer a
better experience in the shop while increasing the
possibility of purchase.
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Fair Facts
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THE MAKING OF COPENHAGEN SPECS IN BERLIN
BY MIA FORUM PALVIG

By Mia Forum Palvig

The making of
copenhagen
specs in berlin

This year, the fifth anniversary
of trade show copenhagen
specs is marked by the birth
of copenhagen specs in berlin.
But why is Copenhagen no
longer enough and why should
we follow the independent
trade show across the border
to Germany? copenhagen
specs Magazine has met
founder Morten Gammelmark
for a talk about what drives
him all the way to Berlin and
why you should care.

Morten Gammelmark
Photo: Mads Graver

First things first: What drove you to start
copenhagen specs in 2014?
copenhagen specs is important to me for the
exact same reasons today as when I started out
five years ago. It is a trade show by and for the
independent eyewear business, both labels and
shops. copenhagen specs might be just a trade
show, but shows are one of the ways in which
the independent businesses can stick together
and put up a fight in an increasingly competitive
market where retail chains continue to grow their
marketing muscles.

You have arranged copenhagen specs
since 2014. Share with us a memorable
moment.
I will definitely never forget how copenhagen specs
was almost put in the grave before I even got started.
To create an environmentally sustainable trade show
was and is still very important to me. So naturally, my
vision for the show was to build it exclusively from
recyclable cardboard – and I mean build EVERYTHING
in cardboard. So far, so good. Until a few weeks
before the first show in 2014, when the fire authority
announced that I was building the world’s largest fire
trap and quite naturally completely vetoed my plans.

To secure visibility, the independent eyewear
business need to work together and that is exactly
what copenhagen specs is all about. I’m very
passionate about supporting independent labels
and promote unique design.

Those weeks were a bit stressful, to say the least.

And the inspiration that always flows across the
booths is a great bonus.

Another memorable moment was when the fire alarm

I managed to stay as true to my vision as possible with
the rustic booths made from reusable wood that still
make up the show today. Disaster avoided in the last
minute.

went off at 9am on the first day of last year’s show.
As everyone evacuated the building, it turned out
that one of the exhibitors had lit an oil torch inside. I
encourage exhibitors to make an effort to give visitors
an experience to remember, but that was taking it a bit
too far, I have to say.
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THE MAKING OF COPENHAGEN SPECS IN BERLIN
BY MIA FORUM PALVIG

Why expand copenhagen specs?
When something is great, a desire to spread it out
to even more people quite naturally presents itself.
Very simple, really. I’ve considered it for a while
and now I’m taking the leap. So far, the support has
been overwhelming.

Why Berlin?
The location means everything in creating the very
unique atmosphere that defines the copenhagen
specs DNA. Berlin and Copenhagen are quite alike
in how there is room for everyone and everything.
They are vibrant cities of possibilities and that
is harnessed by trendsetting designers and
entrepreneurs. Walking around Berlin, you get that
sense of new developments ‘bubbling’ under the
surface, just like copenhagen specs is bubbling with
innovative design every year. It is a perfect match.
Also, copenhagen specs is international at heart.
Berlin is a geographical center of Europe with
potential to become an international platform for
innovative eyewear design.
It has been extremely important for me to find the
perfect surroundings to exude that original and
industrial vibe the same way Lokomotivværkstedet
does in Copenhagen. I’ve visited the city many
times and have chosen Arena Berlin located in AltTreptow. Where Lokomotivværkstedet is an old
locomotive warehouse, Arena Berlin is an old bus
depot. Perfect!

Why is copenhagen specs in berlin worth
visiting over other trade shows?
Hopefully, those who have attended copenhagen
specs before will know the answer to that question,
as the Berlin show will recreate the unique vibe
that is all about originality and creativity. An
exclusive focus on independent eyewear, a simple
booth concept and a rustic atmosphere makes

Arena Halle
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THE MAKING OF COPENHAGEN SPECS IN BERLIN
BY MIA FORUM PALVIG

copenhagen specs different than any other eyewear
show.

not to mention fun to be able to re-create that year
after year.

The simple and equally (small) sized booths force
exhibitors to strip away all the fuss and make the
products the center of attention. They can’t hide
behind large and elaborate booth designs and
as a result, the visitors’ experience becomes very
honest.

However, taking copenhagen specs to Berlin has
been a new challenge for me, in a very good way. It
has forced me to reconsider all the little details to
make sure that I am introducing copenhagen specs
to a new market in the best possible way.

Exhibitors who do not support that approach do
not get a booth at copenhagen specs, neither
in Copenhagen nor in Berlin. It might seem very
harsh and direct, but keeping the standard is key to
attracting the right visitors.
The show in Berlin is an international show and
everyone from all over the world are welcome,
just as in Copenhagen where we have previously
welcomed guests all the way from Asia and the US.

What has surprised you in arranging the
show in Berlin?
To me, the uniqueness and relevance of
copenhagen specs are evident, but it has taken
quite an effort to convince the German eyewear
market that the show is truly the place to
be. Germany is a larger eyewear market than
Scandinavia, also in terms of the selection of
trade shows. And the smaller trade shows have
really struggled with attracting visitors, hence the
independent labels have lost faith in many trade
shows.
However, I am thankfully experiencing a growing
faith in my promises that copenhagen specs in
berlin will be different. We have proven the concept
in Copenhagen again and again, so I am very
confident that I can deliver on those promises.

When are you out of your comfort zone?
This is my fifth year arranging copenhagen specs,
so to be honest, not much takes me out of my
comfort zone. I and my partners have developed
a concept that works and it is very satisfying and
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It is also important to stay on my toes in
Copenhagen and not get too comfortable with
the success of the show. This year I have added
inspirational talks on subjects such as online
marketing and fashion trends to further support the
independent business in battling larger competitors.

L O K O M O T I V VÆ R K S T E D E T

March 2—3, 2019

What makes you proud?
I feel very proud every time I open the doors to
copenhagen specs and experience the support
from both labels and shops. It is great when new
exhibitors contact me after the show to share
how their sales have increased. That proves how
copenhagen specs has something important to
offer the independent business and that is what
drives me year after year. I’m hoping for that same
proud feeling in Berlin in October.

We support
independent
eyewear
W W W. C O P E N H A G E N S P E C S . D K

get

KEEPING OUR EARS TO THE GROUND
BY TWENTY/TWENTY

Keeping our
ears to the
ground
Twenty/Twenty is a b2b eyewear design and
branding studio based in Copenhagen.
Visit them at booth no. xx at the trade show.

By Twenty/Twenty

12 10

fair special

buy

Being a design studio one of our most
important tasks is to follow trends. And
trends are much more than shapes and
colors.

www.twentytwenty.studio
The consumer is at the center of any business,
and whether you are a brand or retailer, you
need to stay relevant in a consumer’s market.
The consumer’s market is changing into one
where businesses are forced to innovate. A
market where disruption isn’t a fashionable
word but a new world order. A market where
things are moving at an incredible speed.
There will always be a demand for eye
corrective products and services - and fashion
and quality, for that sake. But as an industry,
we can’t rest on our laurels. As we are
getting closer to a new decade, consumers’
expectations are changing. If we can’t meet
those expectations, someone else will.
The key to not being taken by surprise is
curiosity. So, we have asked three bright
minds about the future of consumerism. And
this is what they said.

www.duesseldorf-eyewear.com
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KEEPING OUR EARS TO THE GROUND
BY TWENTY/TWENTY
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What do you think will be the three most
important trends in consumerism in the
2020s?
What do you think will be the three most
important trends in consumerism in the
2020s?

Many consumers in 2020 will have AI (Artificial Intelligence)
built into their homes, yet they may not even realize it. Our
devices will learn to know us, intelligently building profiles
to help service our needs; even those we hadn’t thought of
ourselves. 2020’s Consumers will challenge brands more to
take a stand and lead change, yet these customers won’t be
visiting many physical stores as access to both VR (Virtual
Reality) and AR (Augmented reality) applications increase
in the home.

Green – the new black! There is no future for brands
leaving sustainable innovation outside.
Co-Creation is the innovation power! There is a massive
shift in audience and creator. Brands must understand
this and open for consumers into the design process.
Beyond Authenticity – winning consumer trust through
transparency.

Which digital features will consumers want in
a pair of glasses in the 2020s?
Apples AR glasses arrive in 2020 bringing AR to the
masses. Opening what was an exclusive territory for
Magic Leap and Oculus Rift a new frontier for all “eye
devices”. Connectivity is expected in wearables, allowing
the wearer to interact and control other devices or
services, like Sony’s new contact lenses. Finally, the ability
to “pimp your specs” not just changing colour, but a spec
app-store full of features and functions.

Which recent technologies should the
eyewear industry be aware of?
Eyewear presents an approachable, even inevitable
platform for tech development, meaning optical
companies may well be rivalled by digital companies.
Corrective lenses are poised for perhaps the first
revolutionary leap. Soon, it will be possible to produce
lenses that can change their refractive profile in response
to software-controlled electric currents, adjusting on-thefly; adapting to different wearers prescriptions.

If you were to create the eyewear of
tomorrow, what would be its key ingredients?
A voice interface (like Siri) to easily allow commands to
be delivered. However, gesture control will also be a must,
giving the ability to control the music streaming to my
ears. AR will of course melt the digital and the physical
worlds seamlessly in my eyes. A UI (User Interface)
that places content directly in the user’s field of view
allowing for simple eye controlled interactions will make
wayfinding and messaging systems easy to use.
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Which demands will consumers have of
products and brands in the 2020s?
See above answer.

Is there anything that the eyewear industry
can learn from the fashion industry?

Paul Clements

Partner & Digital
Creative Director at
Mensch
What do you work with?
At work we make what’s important
for some, interesting for others.
Helping solve problems with
creativity and real human insight.

I think as for most existing brands today (born in a
more linear economy) they need to change into this
new circular economy. Trust, transparency, education,
entertainment, production, materials, sales, packaging the
full circle/loop needs to be authentic and “green.”

If you were to create the eyewear brand of
tomorrow, what would be its key ingredients?
I would take my above ideas into action. I would build up
a modern co-created design process and setup focusing
on one city at a time for local production. It would have
100% recyclable and biodegradable materials. I would
also build an awesome, world-class store experience –
both digitally and physically. Going through all aspects
of newness – education, knowledge, hosting, sales, and
customer service. A shop that speaks like a magazine,
changes like a gallery, shares like an app, builds loyalty
like a club and entertains like a show. Let´s do it! ;)

Photographer: Kristofer Lönnå

Anna Kollberg

Process Leader,
Business Coach,
Freelance Trend
Forecaster and
Future Strategist
What do you work with?
Building a startup incubator.
Freelance as trend forecaster
and future strategiest for Kairos
Future and The Laboratory
(H&M).
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What do you think will be the three most
important trends in consumerism in the
2020s?
Technology – 3D printing, mobile first, IoT, AI – anything
connected to convenience, speed and personalisation.
Sustainability – circular economy, product materials,
company values, owning vs. using things and high quality.
Health and wellness will also be big. Experiences – store or
online experiences and omnichannel are fundamental. Using
the store as a showroom/test and try/learn to experience
something extraordinary.
In general, I think we will see a trend in people interacting
with each other in communities, and I’m sure we will see coliving and other new ways of living together. Urbanisation will
still grow, but more will also choose to live outside of the city
to create balance in life. We will also realise that the future
business models are about what is around the product – not
the product itself.

Which demands will consumers have of their
buying experiences in the 2020s?
Easy access and fast delivery. Convenient when buying and
when looking for inspiration.
Sustainability will play a significant role in 2020. People also
want the personalize, and quality expectations will be high.
People want things to last or to be upgraded.

Which initiatives should the eyewear industry
consider if they want to build customer
loyalty?
Transparency in prices and the prices should, in general, be
lower (the industry should find new ways to keep the profit).
Also, focus on the professional side of the eyewear industry.

Pia Huusfelt

Business Leader,
Circular Economy
– IKEA Global

Create space in the store concept to explore and experience
new technologies and sell services around the product.
Increase the touchpoints to connect closer to the customer.

If you were to create the eyewear stores of
tomorrow, what would be the key ingredients?
Quality with build in flexibility to change and upgrade
existing product – rather than fast moving (private label
solutions) – I don’t think PL will be as big in 2020.
I would specialise in something – a service or a niche. And
an online solution connected to the store and 3D printing for

What do you work with?
Innovation and transformation
– future business models and
innovations related to the
circular economy on a global
level. Innovations build on “small
data” and ethnographic studies
to get reel consumer insights
for business development and
improve customer experience.

personalising.

PRESENTING THE SPRING/SUMMER 2019 COLLECTION
For more information please contact us on +46 8 518 195 10 or info@dcompanynordic.com
Pentavägen 5B, 187 30 Täby, Sweden, 89 88 28 23, info@dcompanynordic.com, dcompanynordic.com

I would find a solution online to meet the needs (convenient,
accessible and high experience). Warby Parker is a good
example and then add some more technology and quality.
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TO BE INDEPENDENT WE MUST DEPEND ON EACH OTHER
BY MORTEN GAMMELMARK

FAIR MAGAZINE 2018

copenhagen specs in Berlin is
created around my ultimate
passion; supporting the
independent eyewear industry.
That is, playing matchmaker
between unique labels, on the
one hand, and independent
shops on the other.

By Morten Gammelmark

To be
independent we
must depend on
each other

I actually find the term independent to be hugely
misleading. Because the independent eyewear
industry is exactly the opposite – you are all
completely dependent on each other, whether
you like it or not. There is so much potential in
independent labels and shops doing more of an
effort to join forces and support each other in an
increasingly competitive market where the large
labels and retail chains have advantage in numbers.
Don’t get me wrong, most shops are very much
aware of the growing competition. When an
independent optician must give up the struggle
and close, the space is often taken over by a large
retailer. Naturally, the large retail chains have
the upper competitive hand when it comes to
marketing budgets.
Therefore, the independent businesses must stick
together. One of the ways in which to do that is to
participate in copenhagen specs in Berlin.

Photo by Paul Dufour on Unsplash

We need you
copenhagen specs in Berlin might be just a trade
show, but shows are one of the ways in which the
independent industry can join forces, and that’s
exactly what copenhagen specs in Berlin is all
about.

will wish to participate and inspire you – and your
customers – with their latest designs. It is win-win
for both labels and shops.

All for you
Dear independent eyewear industry, dear local

At the show, we gather the amazing and innovative
brands in one place. Every year welcomes new
designers and the show is intended to offer the
grand overview of what is happening in the eyewear
market just this second. I promise, you will find
all those creative and beautiful frames that your
customers can’t find at your competitor. And I bet
you can’t help taking home inspiration on how to
stand out from the crowd.
I am always really happy to receive so much support
for the show. Still, I hope for even more support this
year. Not in talk, but in action. The more visitors at
copenhagen specs in Berlin, the more great labels

shops, opticians and small designer labels;
copenhagen specs in Berlin is not just another
eyewear show. No, it is all for you. And copenhagen
specs in Berlin cannot exist without you. It’s as
simple as that.
So please, show your support. You cannot be
independent without being dependent on each
other. Once you join forces, you can build a
competitive advantage against the larger market
players. If you continue to hesitate, however, you
will continue to play catch-up. And playing is just so
much more fun in teams.
See you at copenhagen specs in Berlin.
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What's your
identity?

MEE

T US
AT O
UR
POP
UP B
OOTH
NEAR
THE
DJ

Ours is to design and produce your new eyewear brand.
First we find out who you are and where you
want to go. Then we add decades of experience
from eyewear, advertising and design agencies.
The result is your new, custom made eyewear identity.

If you want to exhibit write to
morten@copenhagenspecs.dk
and hear about your options

Independent eyewear show
www.copenhagenspecs.de

