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As it reaches its 30th anniversary, Stivali, one of the most iconic women’s fashion
stores in Lisbon, is bigger and updated. Manuel Casal, founding partner along with
Eckhard Frank, spoke to Essential about the reasons behind the store’s success

A completar 30 anos de atividade, a Stivali, umas mais emblemadticas lojas de moda feminina
de Lisboa, esta mais ampla e renovada. Manuel Casal, sécio fundador com Eckhard Frank,
falou com a Essential sobre as razoes por detras do sucesso da loja
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s the Colombian writer Gabriel Garcia

S

& WMirquez once said, “Life is but a
continual succession of np]mr[unim'a”.
Manuel Casal and Eckhard Frank can only
agree. The two founders of the Stivali store
on Avenida da Liberdade soon realised that
the market needed something different and
got to work. They opened their first space 30
years ago, a shoe shop on Avenida Jodo XXI,
with a different concept to the conventional
trends at that time. “There were more than
1000 shoe shops in Lisbon, but there were
no lmpnrlml shoes, or shoes that were a little
different to the norm. It was that obvious gap
among such a substantial footwear industry
that led us to invest in new models (...) And
so we decided to make the most of the facto-
ries of good national production,” explains
Manuel Casal. From then on, it was onwards
and upwards. “At the same time, we decided
Lo |\I'rIL|LIL't' our first leather [Iit'l'l.'\ and, a vear

later, we opened another store right next
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L!illll'. W |lt'l't‘ we p|.li't't| Ill'li'-(:lH. i‘in'\ Cs, i1.|l1\|-
made pullovers, leather items, etc... People
were hungry for new things, things that were
different and that had l.|l|.l|i|:}. because there
wasn't much in the capital and we decided to
risk it. It was a success.”

Demand began to grow and it became
difficult to fulfil so many orders. In this way,
Stivali became a pioneer in introducing inter
national luxury brands to Portugal. “We didn't
have L'l]l)ll!__[l\ p]'mhlc'lirm capacity to meet
demand. So we started by importing the first
Sergio Rossis [at the time, ﬂu'} were <I]r't'.lt[_\
the number one shoes in Italy]. We then
brought in Calvin Klein, Donna Karan and
Dolce & Gabbana.”

| |1L‘ response C{ILIM not h.l\ (& ]\L'L’I] lu'[u'['.
“We are known for always having new brands
that people don't know and which are diffi
cult to establish on the market. What was
( |1|IIL" al Ilu' time? (-|1l<u-‘ was lll‘<|ti (.h.llu‘]

is another L'!.]IHE:IL'. At first |u'r1]1]t' were
hesitant. We started by buying three Chanel
bags. Today, Chanel has the presence it has.’
The exclusive representative of the brand
in Portugal for 23 years, in early 2016, Stivali
invested in a Chanel shop-in-shop in its
current store on Avenida da Liberdade. It's an
IIn|£‘|‘t'IN|:‘H1 space, covering >0sqm, that's
100% dedicated to the label. Besides the
usual shoes, purses and accessories, it also
boasts the prét-a-porter line.
Notwithstanding the big labels associated
to the space, what is certain is that Stivali
continues to focus on other lesser known
brands, which have ;'_'lnu] standing on the
international market but by choice prefer to
remain independent from the large groups
“These are brands that don't want to grow
at all costs, just like us.” Manuel Casal has
received invitations to open stores elsewhere

in the country, suc h as Porto and the '\i;._;.al'\:-
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but he has always refused. "We don't want
to make this a retail chain. The biggest
satisfaction that this trade gives us is the
direct contact with the |1Li|‘1|i" and the advice
we can offer. What makes us happy is being
able to choose IIH' preces for our clients
according to their personality, their nature
and their figure.”

'he house’s philosophy has always been
guided by a certain discretion. This approach
also influenced the choice of location of
Iht' current store d space on \\t‘IIiRLI LLI
Liberdade, but still quite tucked away. “After
the h111l|1 in Areeiro ._Ju.'m \\] we r;]h.'llt‘(|
another space closer to the centre, on Rua
Castilho, where we were uul]1]1|vh'|} alone.
I'here was just Loja das Meias at the far end
and we were at the top. Nowadays there
tends to be a certain |lJ.-lt'|’iH_l_' to make cus
!tl[un_-i'\" II\L'\ casier. \\L t'lu]l_'l_’ up moving Lo

the Avenida in 2012. We're more central and
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have a larger space, but we don't exactly have
a door open to the avenue. Our concept is
simple: one has to walk up some steps and
Lo llu‘ vlld {=|‘ I|1L' L'()rri(|::r to come into our
store. Whoever walks in here is because they
meant to.”

On the verge of completing three
decades of serving the public, Manuel
Casal’s assessment is extremely positive. “We
l..';ll'l'll_'{l our |I{'Plll:\ili[!” |1J’:]}_I|I'{'hhi\'l.'|§. \\‘. were
never ones for highs and lows. We always
followed a secure path and did so slowly. We
took a risk with some brands, and after
some _\t"ilrs T]ll'_\' [‘L'L‘iln“.' ('.\Tlllllihhl'(.l, '.llld we
created a client-base.”

The biggest testament to Stivali's success
was the recent renovation and expansion of
I|'|q_' store. “We \\".mtl,'d ]]{.'[IL‘]’ -.md more
judicious displays of the most important
labels we carry, With the space we had
prey inl!.\l_\'. that wasn't |‘Ju.\sii)|u." Number
388 of Avenida da Liberdade now has a new
t‘hl”r iil'lli (-l””l‘r]‘.‘il'h d I-“rlht'r two .‘{II(FP"H]'
shops: Valentino and Saint Laurent. Besides
these are five |1L'rsu|1e||i:wd corners of the
labels Fendi, Dolce & Gabbana, Chloé,
Moncler and Roger Vivier.

With the architecture project conceived
by interior designer Cristina Jorge de
Carvalho, the renovated store, which now
boasts 1100sqm, features a sophisticated
comfort, with a prevalence of nude tones and
rmHL' T‘I‘I;tlc!'ialt:& ‘.-ilIL‘h as stone, sl!.'ilr‘l|c:-»$- slu'|
and mirrored glass that lend the store a
contrast of textures and an intimate feel.

With the new store open a little over two
months, the future prospects for Stivali
couldn't be better. Manuel Casal is optimistic
and hopes to keep contributing to improving
his clients” appearance even more. "It gives
me enormous pleasure to accompany the evo-
lution of those who come in here,” he admits.
“Perhaps it's this close relationship with our
clients that is our greatest success factor.” =
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loja. Quem entra aqui é porque tem mesmo a
intencao de entrar.

A completar trés décadas de portas abertas
ao publico, Manuel Casal faz um balango bastante
positivo. “Ganhamos a nossa reputagao de forma
progressiva. Nos nunca fomos de altos e baixos
Percorremos sempre um caminho sequro e
fizemo-lo muito devagar. Arriscémos com algu
mas marcas, que ao fim de alguns anos acabaram
por se instalar, e criamos um publico” A prova
maior do sucesso atingido foi a recente renovagao
e duplicacao de que o espago foi alvo."Queriamos
ter uma exposicdao melhor e mais criteriosa das
marcas importantes que temos. Com o espaco

que tinhamos anteriormente, isso nao era
numero 388 da Avenida da Liberdade
esta agora com um novo piso e integra mais duas
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shop-in-shop: Valentino e Saint Laurent. A isso
junta cincos corners personalizados das marcas
Fendi, Dolce&Gabbana, Chloé, Moncler e Roger
Vivier. Com projeto de arquitetura assinado pela
designer de interiores Cristina Jorge de Carvalho,
a renovada loja, que soma agora 1100 metros
quadrados, apresenta um conforto sofisticado,
onde se destacam os tons nude e os materiais
nobres como a pedra, 0 aco inox e o espelhg,
conferindo ao ambiente um contraste de texturas
e uma dimensao intimista

Com o novo espago aberto ha pouco mais de
dois meses, as perspetivas para o futuro da Stivali
nao pode!

am ser melhores. Manuel Casal mostra
se otimista e espera, como até aqui, continuar a

contribuir para melhorar ainda mais o visual das

suas clientes. "Ha algo que me dé um gozo

enorme que € acompanhar a evolugao de quem

aqui entra. Talve

seja esta relacao chegada com
as nossas clientes o nosso principal fator de
sucesso’, conclui. m



