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Everyone seems to be so scared of doing something that 
isn’t ‘cool’ and we wanted to change that mentality,” says 
29-year-old John Skelton, former buyer for Oki-Ni, of the 
idea behind his and partner Dan Mitchell’s new venture, 
Late Night Chameleon Café (LN-CC). “The concept is, 

quite simply, everything that we love across all areas wrapped up and 
enveloped in the best surroundings possible, whether it be online or 
o!ine.” LN-CC, which recently launched online at www.ln-cc.com, is 
“a project incorporating menswear, womenswear, books and music.” 
A 6,000 sq. ft., by-appointment-only, LN-CC retail space, designed by 
Gary Card, is slated to open in East London in October. As always, 
The EP gets the inside scoop... 

Ricky Lee: Would you please tell me a bit about your background?
John Skelton: Certainly.  For the last 3 years I was creative director at 
oki-ni.com.  Previous to that, I bought designer menswear for Harrods 
for 2 years and contemporary and designer menswear at Selfridges 
for 2 years previous to that.  Before that, I grew up on the shop floors 
of some of the best independent retailers in the north east of England 
including Strand and Triads. 

RL: How did you come up with the name LN-CC? What does the name 
stand for and what is the concept for the shop?
JS: The idea behind it is that, again, we just wanted to move things on 
from the very formulaic “one word” and so-called “cool” names that 
hang over the majority of store fronts worldwide.  There are only so 
many of these that can be original and representative before you just 
start get that “here’s another one” feeling every time a new project or 
store pops up.  The idea behind our name is that we aren’t just a retail 
store selling clothing.  We take all the other aspects of our project as 
seriously and work with the right people in all of these areas to o"er 
the most select and discerning selections. You can’t really categorize 
us or anything within our concept and the name was just set up to 
reflect that and I love it.  Everyone seems to be so scared of doing 
something that isn’t “cool” and we wanted to change that mentality.   
The concept is, quite simply, everything that we love across all areas 
wrapped up and enveloped in the best surroundings possible whether 
it be online or o!ine.

RL: How have you gone about selecting the merchandise that you will 
o"er your clientele?
JS: Quite simply, by only buying the things that we love and 
would wear/listen to/read ourselves.  I have a huge problem with 
stores that are just buying things to sell them and feel that there 
are only a handful of stores worldwide that actually buy product 
that represents them as people.  Consumers who are actually into 
product will pick up on this straight away and that’s how you can 

Opening page:
Manics Camo jacket/Raf Simons Archive, AW01
T-Shirt/Raf Simons Archive, SS05

Right: Shirt/Raf Simons Archive, SS07



the excellent people 3

start to cultivate a true and strong customer base as they learn to 
trust you and your selection.

RL: You’ve said that LN-CC will give women the option and opportunity 
to purchase items other than just high heels and the latest “it” bag. What 
will you be o"ering them that they possibly can’t find anywhere else?
JS: We have had a few of our menswear designers translate their 
men’s collections into womenswear specifically for us so these 
obviously will not be available anywhere else. I have been asked for 
so long by so many girls to do a women’s o"er in the same style as 
the men’s, which is what I have been wanting to do myself for such a 
long time.  It seems like a natural progression and whenever I go in 
women’s stores or on their websites, I just get the feeling that if you 
don’t want to dress like a princess then you’re a bit limited in what 
you can get from the premium brands.    

RL: In your opinion, why have so many “high-end” or luxury brands 
been slow to embrace eCommerce, digital communications and 
marketing e"orts?
JS: Online has really flipped retail on its head and the bigger the 
company and the structure the harder it is to react, and the less young 
blood there is able to voice an opinion that is heard.  By the time the 
online thing was well in motion most of the power brands still weren’t 
really aware of it. That’s because they are mainly run by extremely 
busy 50+ individuals who are earning huge salaries and don’t really 
have the time to listen the most important (young) people in any 
business.  It’s just the corporate world, I suppose.

RL: In addition to clothing, LN-CC o"ers a curated selection of music 
and books. How important are art, music and literature to fashion?
JS: It depends what you are into, really.  Our link between all of these 
areas is not so much intrinsically linked, but as in depth in each area as 
the other, which actually brings you out at a completely di"erent point 
across all of them.  If you are subscribing to one style and are only 
interested in the music that surrounds this and only read literature 
associated with it, then I think that is extremely one dimensional.  We 
cover what we believe is the best of everything, which gives you a 
much more varied outlook and choice.  We’ve wanted to stretch our 
o"er over all of these di"erent areas so that people can get more 
involved and learn about things that they may not know about but 
that are still extremely interesting.  The thing about buying products 
from our site is that you know if we have it that you won’t be able to 
find it easily.  The majority of the product within the music and books 
section you just wont be able to find at all.

RL: Would you describe the design and look of the LN-CC space that 
will open soon in East London?

Cropped Crepe Jumper/JW Anderson
SILENT T-shirt/Damir Doma
Jeans/JW Anderson deconstructed jeans, 
available exclusively via LN-CC
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“Everyone seems to be so scared of doing something that 
isn’t ‘cool’and we wanted to change that mentality. The 
concept is, quite simply, everything that we love across 

all areas wrapped up and enveloped in the best surroundings 
possible whether it be online or offline.”
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JS: I don’t want to give too much away as we have worked very hard 
on the concept and the space and I want to keep the impact of it for 
when it is ready to show, really.  The store has all of the elements that 
the online site has within it and has been built and created to move 
you through a whole host of di"erent feelings and emotions.  It’s going 
to be a very strong experience for sure.

RL: Customers will need to make an appointment to shop in LN-CC’s 
physical location. Why this exclusivity?
JS: For many reasons, really.  I want our space to be a destination 
where you can come and spend some time taking it all in and getting 
the explanation that you deserve for making the trip over.  We have 
a lot of very well-informed people working here and its nice to spend 
some time talking to people who appreciate the same things you 
do.  We also have a vintage sound system in the space as well as a 
library and many other features that you really should take the time 
to absorb.  I just want to be able to spend some real time with the 
people who are interested in what we are doing and give them the 
attention they deserve.

RL: What are some of the brands that you are excited about stocking 
at LN-CC? 
JS: So many.  We’ve got a real strong Japanese theme starting in the 
next couple of weeks, which will introduce a lot of new generation 
brands that have never been seen outside of Japan, including Wacko 
Maria and SASQUATCHfabrix, which we are extremely excited to be 
carrying.  We also have the best of the main lines such as Rick Owens 
and Damir Doma (with many more on route at the moment) and the 
best of the new/young designers coming out of the UK including New 
Power Studio and JW Anderson.    

RL: What are the advantages and limitations of the online shopping 
experience?
JS: I think it’s more so about the mentality.  If you think that shopping 
online is more of a hassle then it will be as you have set yourself up 
in that frame of mind.  If you think, “I am going to order all of these 
things that I really like, have them delivered to my home to try on 
with every other piece of clothing/footwear that I own and then see 
which ones I really want, then I can quite simply send the rest back 
for a no quibble refund,” then you will probably think it’s a great idea.  
Everything starts and finishes in the mind.

RL: What is excellence? 
JS: For me, it’s something that stands out and stands up and doesn’t 
need too much explaining.  I also believe that no matter how 
competitive a market or sector is, there is always room for excellence 
and to push the boundaries even harder.  One thing for sure is the 

Flower Jacket/Comme des Garcons Archive
Extra long tights/Rick Owens
Boots/Ricky Owens
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world will never stop developing as long as it’s still spinning and 
you might as well be the one to develop it rather than just sitting and 
watching it happen.  

RL: How important are niche initiatives to the fashion industry, which 
has, increasingly over the last decade, become overly-fascinated with 
the mass markets and celebrity, especially in the US?
JS: I think di"erent things are always important to di"erent people 
and, although there is always a mass hysteria about celebs and shit 
brands, there is always a select bunch that are constantly in search 
for things that are real and that set themselves apart.  I think the 
frustration for all of us is that the masses are just so happy to be spoon 
fed nonsense through mass marketing campaigns that we feel not 
enough people take an interest in what we are all up to on the more 
niche side of things where we sit.  It is possible to change peoples’ 
minds but most of the time, just as you are getting somewhere with a 
niche concept, the powers that be within a company get greedy and 
want to turn it into a mass market project anyway!!

RL: What will distinguish LN-CC from other digital and physical 
retail ventures? 
JS: Hopefully, everything about what we are doing will have a di"erent 
and unique point of view from our selection through to our space and 
the content that we are constantly creating.  It’s a world that has not 
been uncovered before and a door that has yet to be opened. It’s just a 
case of people taking an interest and walking through it now.

All images courtesy of John Skelton
Special thanks to Charlotte Hall  
@ The Amazing Adventures of  
Charlotte & The Web, London
Art direction by Andrew Hart
www.andrewhartstudio.com
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