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“TRANOI” an international trade show platform
representing Europe, will land in Japan for the first
time as “TRANOI TOKYQ”. The event will be held at
Bellesalle Shibuya First for two days, September
4th (Wednesday) and September 5th (Thursday),
2024, when Rakuten Fashion Week Tokyo 25S/S
will be held.

Since its launch in 1998, TRANOI has continued to
support creators around the world and is the only
trade show that is explicitly endorsed and
supported by the Fédération de la Haute Couture et
de la Mode (FHCM), the organizing body behind
Paris Fashion Week®. 175 brands selected based
on the aesthetic sense nurtured by their history and
tradition will be gathered at TRANOI TOKYO.
Approximately 50% of the exhibiting brands are
from Japan, and 50% are from Asia, Europe,
America, and Africa, with half of them being
ready-to-wear brands and the other half being
accessories and lifestyle brands. This cutting-edge
lineup of “young designers and established brands”
shows that TRANOI is an exhibition that consistently
highly values the artistry of craftsmanship and
supports unique expression and communication.
Furthermore, the new TRANOI project, with Tokyo
as its hub, will offer a place for brands, buyers, and
retailers to take their first step toward Europe and
America, an opportunity to meet buyers from Asian
countries, or a starting point for entering the Asian
market. We aim to serve as a platform where
passion, creativity and speed coexist.
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Under the leadership of Boris Provost, the General Manager of TRANOI, TRANOI TOKYO, organized by Premiére Vision
Japan Co., Ltd., will be held in collaboration with the Japan Fashion Week Organization (JFW), CANEX Africa (Creative
Africa Nexus), and other partners. Be sure to check out the exclusive collaboration with TRIPPY ART, which features

original T-shirts.

Wednesday 4th/Thursday 5th September 2024

10:00 - 19:00
B1 2-20 Higashi Shibuya-ku TOKYO
BELLESALLE SHIBUYA FIRST

GET YOUR PASS

https://www.tranoi.com/e/tokyo/
ja/registration/registration

NEXT
DATES

TRANOI WOMEN 25SS THUR. 26 - SUN. 29 SEPT 2024
TRANOI TOKYO 25FW TUE. 18 & WED.19 MAR 2025
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How long have you been envisioning TRANOI TOKYO?
We have been planning and preparing this project for a year
and a half. The geographical expansion of TRANOI is related to
the international and tourist status of Japan as a metropolis.
Tokyo is a major fashion city with many brands and
department stores. In retail, it has a very active distribution
network of concept stores and multi-brand outlets. Notably,
Tokyo is also a stepping stone for emerging designers to break
into the global fashion scene, thanks to our work with JFW,
which allows for a circular route between TRANOI TOKYO and
the Fashion Week audience. We are determined to position
ourselves as the most important fashion trade show in Asia
and look forward to a great edition that will generate a huge
buzz across Asia.

Why Tokyo?

We are delighted to develop the TRANOI concept in Japan.
The goal is to establish itself as the most dynamic international
trade show within the Asian market. According to Business
France, Japan is the richest region in Asia and the third largest
economy in the world. The purchasing power of the middle
class is strong, and many Japanese exhibitors and buyers
attend TRANOI each season.

What is the first edition's line-up?

TRANOI always carefully selects designers who embody strong
craftsmanship, brand identity and creative vision. The inaugural
edition will showcase cutting-edge Japanese and international
designers who reflect the rigorous criteria of TRANOI, making
the show global and consistent.

Profile

After working many years as press officer in the Parisian night-life and fashion
sector, he was a member of the executive team of show organiser WSN for
over 13 years. He joined WSN in 2003 as marketing and communication
director of Who's Next, and later became a member of the executive
committee, taking on the role of director of brand strategy and international
development until 2016.

Provost then joined the ranks of another leading show organiser, ReedExh
ibitions France, where he was in charge for three years of Equip'Hotel, a hotel
and catering industry B2B event. At the start of 2019, he was put in charge
of Reed’s Hospitality & Food division. In 2019, he was back in the world of
fashion as the CEO of Tranoi.

On July 31st 2020, Tranoi has integrated the fashion division of the GL
events Group, alongside Premiere Vision.
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SHEKUDO

BRANDLIST
ADELE DEJAK KENYA]

SHEKUDO INIGERIA]

DINA SHAKER [EGYPT]

KATUSH [KENYA]

EMMY KASBIT INIGERIA]

ANISA AIDA... [TUNISIA]

THE CLOTH [TRINIDAD AND TOBAGO]
VANHU VAMWE [ZIMBABWE]
JUDY SANDERSON [SOUTH AFRICA]
FOZIA ENDRIAS [ETHIOPIA]

About CANEX
Partnership

ADELE DEJAK

CANEX Africa (Creative Africa Nexus) is a project led by the
African Export-Import Bank (Afreximbank) to support and
promote Africa's creative industries. Through conferences
and exhibitions, the project aims to bring together key actors
from different sectors of the creative economy and strongly
promote cooperation, investment and growth. TRANOI in
Paris successfully held its fourth collaboration in March of
this year, with approximately 20 creators participating.
TRANOI continues to have a strong influence as an
important platform for disseminating not only fashion, but
also music, art, and the roots and identities of creators to the
world. At the inaugural TRANOI TOKYO, 10 brands from
African countries will be exhibiting in an ongoing partnership,
breaking down existing stereotypes and transmitting
creativity that is expected to make a breakthrough in the
global fashion world. I will.

ANISSA AIDA
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The aim of this association is to develop synergies to support the development and
influence of Japanese and international design. This partnership will also strengthen
links between the various players in the whole ecosystem, by creating a global
fashion event in Tokyo.
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TOKYO

About ESMOD Partnership
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Exclusive partnership with ESMOD Tokyo to showcase the "next generation" and
provide experience for the award-winning students to present their collections to

fashion professionals.
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What are the values of TRANOI TOKYO?
TRANOI TOKYO is a meeting point for both exhibitors
and visitors. To this end, as organisers, we have
assembled a unique team of experts in buyer
relations, PR, and interpretation to provide the best
possible support, and we will also focus on providing
an attendant service to help the press, buyers and
other interested parties get to know the brand. We
will also offer a morning service and cocktail service
so that exhibition visitors can relax and enjoy the
event, and experience a more integrated view of the
TRANOI world.

What is unique about TRANOI?

TRANOI is committed to working with external
professionals and the fashion community, building on
TRANOI's history and position and continuing to evolve
through rich relationships. With each community
adding to the TRANOI axis, we are convinced that the
community we can offer is truly unique.

What does the future hold?

Tokyo will become the fashion hub of Asia. We hope
that Tokyo will become the centre of Asia, just as
Paris is the centre of the world, and that through
TRANOI TOKYO, it will become an unprecedented
meeting place for not only Japanese brands, but also
Asian brands, as well as Western brands that want to
expand their presence in Asia.



Starting in 2020, TRANOI has explored the direction of incorporating a
diverse fashion network, and has believed that inviting professionals
from different genres is an important element to expand the appeal of
the event. We aim to create an inclusive trade show that is based on
tradition, respects creativity, and brings together diverse talent.

French costume designer and stylist Marylin Fitoussi will be invited as a
guest ambassador for TRANOI TOKYO and will be in charge of the
creative direction of the key visual

Raised in Toulouse in the south of France, she was fascinated by
fashion from an early age under the influence of her mother, a
seamstress, and grandmother, who collected clothes.She studied art
history at the Ecole du Louvre in Paris, and worked at a legendary
costume rental company.She began her career. Her turning point was
an experience at Les Bains Douches, a famous nightclub in Paris. The
people she met here and her interactions with famous costume
designers helped her grow. Currently, she is known as the costume
designer for “Emily in Paris,” and uses her deep understanding and love
for vintage couture to develop free creative activities.

TRANOI welcomed Marilyn as an ambassador because her
distinguished career and deep love of fashion align with our vision for
the trade show. By transmitting her vision through TRANOI, she will
provide new inspiration to the fashion industry and create a place where
diverse cultures and creativity intersect..

INTRODUCING

MARYLIN
FITOUSSI

TRANOI TOKYO FASHION EDITOR
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Paris, France
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A hat brand started in 2019 by Nobuki
Hizume, who is based in Paris. His works
are characterized by original pieces that
are created by combining the traditional
techniques he learned in France with
Hitsume's own identity and vision, and
reinterpreting them. After graduating from
Bunka Fashion College at the top of his
class in 2004, Hizume moved to ltaly.
Selected by the Japanese government's
Overseas Training Program for Emerging
Artists and traveled to France. In May
2019, he became the first Japanese
milliner to be awarded the MEILLEUR
OUVRIER DE FRANCE (French National
Best Award), a title given to exceptional
craftsmen by the French government.
Awarded the craftsman badge.
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DESIGNER'S
COMMENT
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| am very honored to have been invited as a Japanese hat designer active in France.As this
will be my first presentation in my home country, this is an opportunity for many people,
especially from Japan and Asia, to see my work. I m already looking forward to it.



Lille, France
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Founded in 2016 in Lille, France, Q de Bouteilles designs and manufactures decorative items and

tableware made from recycled materials. Aiming for zero waste, we express respect for history
and the natural environment through products made from French wine bottles. “Our mission is to

create future classics from recycled materials.”

DESIGNER'S COMMENT
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Tokyo, Japan
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TRIPPYART is a new daily wear brand launched by MIKIO SUZUKI, who continues to work as a
fashion designer and contemporary artist. Spun out from MAXSIX's popular 3D T-shirt. By
making full use of special techniques and a variety of graphic arts, we provide fresh joy and
surprise when wearing clothes.To commemorate the first TRANOI Tokyo event, a collaboration
T-shirt was created featuring the main visual printed using the brand's signature 3D printing
technique. By layering a cut-and-sewn fabric with organza, a more three-dimensional finish was

achieved.

DESIGNER'S COMMENT
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Participating in TRANOT TOKYO is of great
significance for our brand. By introducing products
that embody the aesthetics of French living, we want
to convey to a wider audience the importance and
beauty of recycling. Our goal is to balance
functionality and beauty in design and chart the path
towards a sustainable future.

Tokyo, Japan

- -

shinyaseki s> +«+

[BICRABVEDICZ ZlEN $2 |22 TN R EFRILIBBRTEITIILITIR
T BRDGEHEEERREMEEPLIIRADIZAIVERRBAL TWET 201 7ENSTS
SATHEAL Y3  ERRU AZXTIIL X0 TA) AL EEE TRFEETV. BRI
THADEERELTWET,

An ageless brand that pursues “beautification over time” based on the concept of “the invisible
things have value,” and develops a unique style that utilizes traditional Japanese techniques and
natural materials. Since 2017, we have been releasing new collections in France and selling them
in countries such as Israel, Greece, and the United States, promoting the beauty of Japan both
domestically and internationally.

DESIGNER'S COMMENT
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2B EERFLTVOET ] manufacturing through new discoveries.

The main purpose of joining <TRANOI TOKYO> is to
get people to know about our new brand TRIPPY
ART In particular, we are focusing on increasing
overseas business partners, and we are also focusing
on increasing the number of overseas business
partners. We hope that this will also be an opportunity
to connect with collaborators.

NVE9a3aLo3a13s
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MANTERO 1002
ESMOD INSTALLATION
N E07 ACCORDION [Japan] 03 EKJO [France] GI3 MANTAS EZCARAY (Spain] F02 SEMICODE [Korea] (LEDOME)
B06 ACQUA DELLE LANGHE [italy] LO3 EMMETI [italy] AO8 MANTERO 1902 [italy] 102 SHEKUDO [Nigeria] (CANEX)
102 ADELE DEJAK [Kenya] (CANEX) NO3 emmunold [Japan] ©02 Maroma Collection [Georgia] (Maroma Fashion Agency) NOT SHINYASEKI [Japan]
102 ANISSA AIDA... [Tunisial (CANEX) 102 Emmy Kasbit [Nigeria] (CANEX) 107 MASANA [Japan] D15 SILPA [UK]
008 apercu [Taiwan] FOZ ENEY [Japan] CO4 Mia Hat & Accessory [Japan] DO7 SISl [Japan]
MO4 ASHER [USA] 004 ENSW [Japan] FOS MINASONG [Korea] (Gyeonggi Fashion Creative Studio) MOS SML [Japan]
D01 ATELIER HARLIE K [Korea] (Seoul Showroom) NIO ETIAM [Japan] KOS5 mindseeker [Japan] 002 SOTERI [Georgial (Maroma Fashion Agency)
101 Atelier Siméon [France] FOB eyc. [Korea] (Gyeonggi Fashion Creative Studio) COS MISU A BARBE [Korea] A00 SteamOne [France]
D06 ATELIER YSCM [Taiwan] N1 Fanaka [Japan] AOT MOBUJE [Japan] FO1 Story. [Japan]
D21 AYASSE [Germany] NO& Filer FO4 MONOPHOBIA [Korea] (Seoul Fashion Hub) M1 STYLE CRAFT [Japan]
1804 BARKLEY [Japan] 002 Flying Painter [Georgial (Maroma Fashion Agency) GO1 muku + CREME [Japan] 109 TATEOSSIAN LONDON [UK]
HOT BELLEDONNE Paris [France] MO7 FORTUNA BALDR [Japan] GO5 mul_olga [italy] LOT TECLOR [Japan]
JO6 BEN by SONG [China] 102 Fozia Endrias [Ethiopia] (CANEX) [ 706 NEWWAVEBOYS [Korea] (Gyeonggi Fashion Creative Studio) D02 TELA [italy]
103 ben-amun [USA] DOT FRITUR [Korea] (Seoul Showroom) D10 nicholson & nicholson [Japan] AD4 THE [Japan]
GO9 BENEXY [Japan] [E L0 gajiroc [Korea G19° NO NAME [France] 102 The Cloth [Trinidad and Tobago] (CANEX)
MO6 Betty Smith [Japan] 002 Gepherrini [Georgia] (Maroma Fashion Agency) J02 Nymphs [Japan] HO4 The Jacksons [UK]
12 BLUE BLUE [Japan] JO4 GOLDSMITH [Japan] [E@INO2 O/EIGHTH [Japan] G17 THE PURSE [Japan]
118 BLUE BLUE JAPAN [Japan] MO2 graphzero [Japan] GO3 Odile Jacobs [Belgium] FO2 Theballon [Korea] (LEDOME)
GO9 BOHONOMAD [Turkey] 002 GVASALIA [Georgial (Maroma Fashion Agency) 105 ohrora [Japan] D03 Ticien [Japan]
FO2 BSRABBIT [Korea] (LEDOME) 120 HIDE K 1896 [Japan] LO8 out of noise [Japan] FOB TRIPLEROOT [Korea] (Gyeonggi Fashion Creative Studio)
KOT BUTTERO [italy] 04 HIZUME [France] [FIE0S PAMPA [Peru] L20 TRIPPY ART [Japan]
[8G27 cfest [Japan] I COs if nous [France] K07 Panther [Japan] FO4 TWWL [Korea] (Seoul Fashion Hub)
HOB CA4LA [Japan] D13 IHATOV [Japan] D04 Parc.1 [Japan] [9 M12 UN-USELESS [Japan]
GO7 CABAIA [France] G19 Inoui Editions [France] LO7 PASTOR NOVA [Japan] 002 Una Gegidze [Georgia] (Maroma Fashion Agency)
02 CEEANN [Korea] N12 iRi NYC [USA] D01 PLAYBACK [Koreal (Seoul Showroom) HO2 UNICOLA [italy]
AO2 ceramichi [Japan] CO2 IT Atelier [Japan] BOT PLEATSMAMA [Korea] FO4 UNUSUALNORMAL [Korea] (Seoul Fashion Hub)
G15 CHEVAL plus [Japan] 10 IVXLCDM [Japan] ©06 Pol [Japan] 104 UUUU [Japan]
D09 CLOFE [Japan] A03 1ZIPIZI [France] £02 POMTATA [Japan] ML14 VAGUE [Georgial
D19 CLOLI [Japan] 102 JUDY SANDERSON [South Africal (CANEX) M09 ponto [USA] B02 VANESSA BARONI [Germany]
122 CO-BA [Japan] EO04 JVAM [India] D01 PoseGanch [Korea] (Seoul Showroom) 102 VANHU VAMWE (Zimbabwe] (CANEX)
B10 COTTAN [France] [ M10 K-3B [Japan] [@G15 Qde Bouteilles [France] HOS VEGE [Japan]
LO5 Creepy Outfit Lab. [China) 002 KABA [Georgia] (Maroma Fashion Agency) J10 Quatorze [Japan] FO4  vimun studio [Korea] (Seoul Fashion Hub)
[E1HO2 Daniella8 GEMMA [Japan] FOB KAIYA [Korea] (Gyeonggi Fashion Creative Studio) 2108 RAET [Japan] D11 VIOLETTE ROOM [Japan]
L1 DECADE [Japan] O10 kapuwa [Japan] DOS Rawtus [Japan] FO4 Viollina [Korea] (Seoul Fashion Hub)
AO7 DEMIU [Japan] G19 KariAng. [Japan] KOS5 REDMAN. [Japan] NO7 Vias Blomme / n.VB [Japan]
D717 Devlyn van Loon [Canada] 102 KATUSH [Kenya] (CANEX) LO9 RESOUNDCLOTHING [Japan] [INO9 w/LISA [Japan]
102 DINA SHAKER [Egypt] (CANEX) MO8 Kepani [Japan] L16  RIPVANWINKLE [Japan] MO1 Wigens [Sweden]
£03 divka [Japan] LO6 KIMMY [Japan] E02 ROAV GALAXY [USA] FO5 WUHAUS [Singapore]
£01 DOMELLE [Japan] FOB KIMOUI [Korea] (Gyeonggi Fashion Creative Studio) FOT ROKOTA [Japan] G25 Y ArKA [Japan]
NOG6 Dr.Ray [Japan] G23 KIYOKAWA [Japan] EO6 S+kiki [Japan] CO1 yoaa [Japan]
FO2 dub’bel [Korea] (LEDOME) 002 Knitteria [Georgia] (Maroma Fashion Agency) D08 SALTPLUSJAPAN [Japan] A KO3 Zeéta [France]
[ENO4 EARLE [Japan] G21 KONTRACT [Japan] BO3 Sans-Arcidet Paris [France] W02 02 ARMOIRE [Korea] (LEDOME)
104 ECHELLE [Japan] MO3 LONDON BROWN [Thailand] AO5 SAWA VAUGHTERS [Japan] EO08 5/8 STUDIOS [Japan]
B08 EDIT(h) [Japan] [¥] NOS Maglia Plus [Japan] Gl seeset [Japan]

i Japan

F ’ = Fashion
=

Y A(z (ﬂ O,

TOKYO

ESM®D

OUR PARTNERS

TRIPPY

PRT

TOKYO

SteamOn®  Hoegaarden

SUNCHAI

O~ 9o

.- —

waterdrop

AKH
co

74
27

A AMA
FFEE

GREEN
T™THUMB

SPECTRE




