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Founded in 2008, Farfetch is a 
luxury fashion platform with 
1,500 designers and the ability 
to deliver to over 120 countries. 
Last year, it also became a 
unicorn. That is, it joined the 
league of private companies 
started since 2003 that are 
valued at over $1 billion. It is 
one of the few unicorns to have 
emerged in the fashion industry 
(to give an idea, other companies 
on the list include Uber, Airbnb, 
and SpaceX).

Prior to launching Farfetch, 
Neves was no stranger to the 
retail industry. In 1996 he 
established footwear brand 
Swear, followed by SIX London (a 
wholesale and shoe showroom 

collective). This working 
knowledge of the industry was 
instrumental in the success of 
Farfetch. Today, Farfetch is a 
fashion community, with offices 
across the globe including UK, 
USA, and China. 

What gave you the inspiration 
and motivation to set up 
Farfetch?

The idea came up in 2007 when 
I was in Paris in our showroom 
– my previous business Swear 
was a brand I created 20 years 
ago and SIX London, which 

is a multibrand distribution 
company. We had spoken with 
dozens of retailers and it was 
really visible that the only 
people growing back then were 
either the internet players or 
retailers who had embraced 
e-commerce. It was quite clear in 
my head that e-commerce was 
the future for luxury fashion. 

Then I realised that there 
was no platform for luxury 
fashion. There were platforms 
like eBay and Amazon out there, 
but they would never be adopted 
by the luxury industry for the 
simple reason that these brands 
are also not sold in Sainsbury’s 
or Tesco or Wal-Mart, right? All 
these companies are fantastic 

retailers, so it’s not a matter of 
whether you’re a great retailer 
with a big cheque book and 
customer base, it’s a matter of 
whether your demographic  
is right for the position of a 
luxury brand. 

The third [realisation] 
was that the future was 
omnichannel. How do you link 
the inventory that is in physical 
stores in real-time with the 
digital platform? Because that’s 
where the best inventory in 
the world is. If you look at the 
luxury industry, 90% of the sales 
still happen offline. 
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By definition, 90% of the 
inventory is in physical stores. 
Tapping into that fantastic 
inventory was a tremendous 
opportunity. So these were the 
three things that occurred to 
me and I said ‘OK, I need to go 
and build this!’ I wanted to build 
this platform and put it at the 
service of the luxury industry, 
connect the most beautiful 
physical stores (be it boutiques 
or brands around the world) to  
a global audience.

I already owned a tech 
business; it was actually a 
business I started when I was  
19. I spoke to those engineers 
and said ‘Guys, this is the new 
thing we are going to build. 
We’re going to spend one year 
building it. We’re going to 
launch it in October 2008 and 
let’s see how this goes.’ And 
that’s what we did.

Did you encounter any 
scepticism about your plan?
I think internally, from day one, 
everyone was really passionate 
about the mission and the values 
of this company. Externally, in 
terms of the industry validation, 
when you have something 
that is completely new, it just 
takes time for the industry to 
understand it, to see the value 
in it, and see how it contributes 
to their positioning and their 
business. So that was a process.

What is the extent of  
Farfetch today?
We are moving very fast, 
targeting $800 million in sales 
this year. It’s a completely global 
operation. We’re the only ones 
with a team in Tokyo, São Paulo, 
Moscow, two teams in the US, 
two teams in China. We have 
a Korean website, a German 
website…so we’ve embraced 
the international expansion of 
Farfetch very seriously early on. 
The results are really fantastic. 
At the moment we’re doing 
25% of our business in the Asia 
Pacific region, which is a much 
higher percentage than other 
luxury websites. The West is the 
largest market, with around one 
third of sales, but we also have a 
very healthy business in Russia, 
Brazil, Middle East, and of course 
the UK and Europe.

Speaking of which, have 
you seen any complications 
arising from Brexit?
I think Brexit is not great news 
for the economy or Europe. This 
is my personal view, we don’t 
have an official company view.  
I think global luxury businesses, 
they’re very well hedged, 

because obviously you have 
exposure to multiple currencies 
etc., so short-term I don’t think 
this will have an impact in the 
luxury industry. Certainly it 
hasn’t had an impact on our 
sales – we’re doing very well.

I think the problem is 
more long-term. Whether 
London in particular, and the 
UK in general, will continue 
to be a place that attracts the 
best talent. Are we going to 
continue to be this fantastic, 
cosmopolitan city buzzing with 
the talent and the creativity 
of people from all around the 
world? Or are we going back  
to the eighties, right? That’s  
my worry.

If you look at great British 
design businesses such as Mary 
Katrantzou or Roksanda Ilinčić 
– they were founded by EU 
immigrants. Maybe we wouldn’t 
have these businesses here if we 
had a complicated visa system. 
They probably wouldn’t have 
passed the test. I wouldn’t have 
passed the test. 

What’s the main message 
of your brand and has this 
changed recently?
We’re really a platform for the 
global luxury industry. In terms 
of the message, obviously we’ve 
opened the platform to brands 
so it’s not just boutiques. It’s 
becoming much more about 
being the global platform for 
luxury, rather than a curation 
of the best boutiques around 
the world – which we still are, 
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Previous page: 
Farfetch Brand Image, 
photography by Billy 
Ballard, clothing by J.W. 
Anderson

This page, clockwise: 
Excelsior, Milan; Restir, 
Tokyo; L'eclaireur, Paris

Next page, clockwise: 
Smets, Luxebourg;  
Dion Lee, Australia;  
The Webster, Miami

We are moving very fast, targeting $800 
million in sales this year. It’s a completely 
global operation. We’re the only ones with 
a team in Tokyo, São Paulo, Moscow, two 
teams in the US, two teams in China
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but we’ve now signed over 100 
designers who are working 
directly on the platform. We 
keep signing some fantastic 
boutiques and everyone is co-
existing very happily under the 
same roof.

Could you delineate for us 
your various services?
We have Farfetch Black & White, 
that is essentially a white label 
service, so we build and operate 
e-commerce websites for luxury 
labels. We launched Manolo 
Blahnik, Christopher Kane, and 
we have a number of launches to 
come very soon.

Then, what we have is what 
we call ‘brands on Farfetch’. 
That’s the brand simply adding 
their stores to the community. 
That’s a much faster and much 
more simple integration because 
we don’t have to go through 
the design and build process. 
But we want to work with both. 
For certain brands, if you don’t 

have e-commerce, it makes 
sense first to have your website, 
and then to join a platform 
like Farfetch. So that’s why we 
have Farfetch Black and White 
where the brands can develop 
their websites and e-commerce 
presence with us, leveraging 
our omnichannel platform, 
and in due course, join the 
marketplace as well.

How do you differentiate 
yourself from your 
competitors?
You have other companies, 
which are either pure retailers 
or department stores, who 
operate very large e-commerce 
businesses, but you have only 
one platform which is on a truly 
global scale: Farfetch.

I think the point of 
difference is the fact that it is 
completely omnichannel.  
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We integrate with the physical 
stores – both the boutiques 
and the brands – we can also 
integrate with the warehouses. 
We have some brands that say, 
‘You know what, forget about 
the stores, we want you to 
connect just to the warehouse 
for the time being.’ We say, 
‘Fine, absolutely’. It’s the easiest 
thing to do, to integrate with 
a warehouse. To integrate with 
a shop is what is much more 
difficult. We also have the ability 
to pick up from locations in 35 
countries, and deliver seamlessly 
to over 120. So I think this is 
what is really unique. 

Who are your customers?
Our customers are fashion 
lovers. They love the fact that 
they can find unique items on 
Farfetch that they can’t find 
anywhere else. I think we have 
the world’s greatest selection of 
luxury, simply because we work 
with both brands directly and 
with independent boutiques 
who buy very differently from 
department stores. To give you 
an idea, we have 1,500 designers 
on the platform. The other 
large player in the full-price 
[luxury e-commerce] space has 
around 600. There are many 
designers who are absolutely 
fantastic and you can find only 
on Farfetch. Even with the big 
brands, the boutiques buy them 
differently and they take risks 
that department stores won’t 
take. That’s what customers love 
about us.

It’s a very global clientele: 
33% are men, 66% women. The 
average age, I believe, is 35, 
which is quite young. We have 

IT’S A VERY GLOBAL 
CLIENTELE: 33% ARE 
MEN, 66% WOMEN. 
THE AVERAGE AGE,  
I BELIEVE, IS 35, 
WHICH IS QUITE 
YOUNG. WE HAVE A 
VERY HIGH AVERAGE 
ORDER VALUE OF $700
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a very high average order value 
of $700. It’s a high net worth, 
young, avant-garde client base 
all around the world. 

How do you communicate 
with these customers?
Basically in the world we live in 
today, there are literally dozens 
of channels. From our editorial 
emails, social media – including 
local social media channels like 
Weibo and WeChat in China – 
we use every single tool in the 
arsenal of marketing, PR, and 
comms because this is what you 
need to do today.

Does that include print ads?
Yes, but we don’t do a lot. We’ve 
done print ads, taxis, outdoors, 
and billboards. We experiment 
with every single marketing  
tool out there and then we see 
what works. 

Can you tell us about your 
partnership with Apple Music?
We thought this would be a 
really cool collaboration. We talk 
to Apple a lot and in one of these 
brainstorming meetings we just 
came up with this idea for Apple 

Music. They were very keen to 
work with us in terms of playlist 
curation and the integration 
of Apple Music in our app. So 
now our app is integrated with 
Apple Music which means you 
can shop and be connected to 
Apple Music at the same time. 
There was also the launch of 
[singer/songwriter] Maxwell’s 
album and the video that we 
created for that launch. It’s got 
over 800,000 views already, 
and counting. So it was a really 
cool collaboration, which we 
thought was a real novelty.

[Our playlists] include songs 
from the shoots – so whenever 
we’re photo shooting it’s linked 
to that theme. Then we have 
Team Tuesdays, which is basically 
our editors’ [curated playlist].

In 2015, Farfetch acquired the 
London boutique Browns. 
What was the thinking 
behind this?
The thinking was very simple: 
we were partners with Browns 
already. We know the Burstein 

family very well. In talks with 
the family, we were thinking 
about how to make a deeper 
partnership. We absolutely 
admire and respect the work 
that Mrs B and the Burstein 
family have done for the past  
40 years. I came to London in 
1996 and as a designer, my 
dream was that if I had to 
pick one boutique or retailer 
to pick up my collection, it 
would be Browns. It’s a real gem 
in this world of fashion, and 
recognised globally. 

We came to this mutual 
agreement that we would love 
to take this gem and polish it 
even more, keeping its DNA 
but giving it a digital boost by 
leveraging the digital know-
how and the strength of our 
team and platform. It was really 
about two things: taking the 
Browns 40-year history and DNA, 
preserving it, and polishing the 
beautiful gem that Browns is. 
The second was to really digitally 
augment the Browns experience 
by using our technology and 
with that, grow the business and 
reach an even wider audience.

You were recently appointed 
to the British Fashion Council 
board. Can you tell us what 
that entails?
Obviously it’s a big honour and 
very humbling to be part of the 
British Fashion Council board. 
The role is like any other board 
member, to help with collections 
or expertise or insights, and to 
help the team which is led by 
Caroline Rush the CEO, to really 
fulfil their vision and execute 
their mission the best I can. 
It’s the typical role of a non-
executive board member.

Can you tell us about any 
external forces that have 
either negatively or positively 
affected Farfetch?
We don’t see the world like 
that. We see Farfetch as a global 
platform for fashion, and 
that platform has to be at the 
service of consumers, brands, 
and boutiques. We need to be 
respectful and mindful of the 
visions and the interests of  
these constituents. Brands  
are very conscious of their 
identity, their creative assets, 
and their distribution structures. 
We are in constant dialogue 
with them and very respectful 
of that. Boutiques, many of 
our boutiques have decades 
of history and knowledge and 
know-how that needs to be 
cherished and nurtured.  
And then there’s the final 
consumer, because at the end 
of the day, it’s all about them, 
right? We need to balance the 
needs of all these external 
constituents, and they’re not 
always aligned so we need  
to make sure that we do the 
right thing for the good of  
the industry.

Those are the external 
forces that we have to work with 
every day. We don’t see them 
as positive or negative, they are 
what they are. We just need to 
stay true to the vision. 

farfetch.com


