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Author’s Note


It is well documented that the world of fashion moves at an incredibly fast pace: new styles, new shapes, new colours, new designers, always the new musthaves. All of this makes the world of the budding fashion designer a very challenging and ever-changing landscape, which alone is reason enough to revise the first edition of this book. Throw into the mix a global financial crisis, a drastic increase in the cost of raw materials, a rise in the understanding of and desire for sustainable products, the growth of the social media revolution and an explosion of interest in the world of fashion across emerging global economies and it is easy to understand why I have returned to add to and update the first edition.


For this second edition I have increased and updated the section on e-commerce and included a new section on social media, consulting experts across these fields. I have expanded on the issue of sustainability and included a new case study, Christopher Raeburn, who is fast becoming the poster boy of this domain. There are four further new case studies, covering childrenswear, menswear, emerging markets and a brand new, very talented designer, Yasmin Kianfar, who set up her label straight out of university and I am pleased to say used the first edition of this book to help her on her way. Overall I have expanded and updated the text where needed.


The global economic crisis has brought and continues to bring testing times for many fashion businesses but I firmly believe it is also a time of great opportunity. With the right product, the right distribution channels, a great understanding of your target consumer and a little innovative thinking anything is still possible. Continue to dream big.
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Sunglasses for sale in Mexico




Introduction: Find Your Way


Running a successful fashion label requires around 90 percent business acumen and only about 10 percent artistic ability. Most fashion start-ups are managed by the designers themselves who, while strong on the design front, may have only a very rudimentary understanding of the business of fashion, especially in the all-important formative years. As a result, although thousands of talented fashion designers and technicians graduate every year, most new fashion start-ups fail.


The aim of this book is to bridge the gap between the design and business sides of running your own label. It offers a realistic overview of the key elements needing research, development and nurturing in the context of your own business to give your fashion label a chance to compete favourably within a demanding, unforgiving and competitive industry. It should act as a guide through those tricky initial years and help you create a strong foundation from which your fashion label can flourish.


By working through the book, reading the case studies and undertaking the tasks, you will gain an understanding of what your next steps should be and what challenges lie on the road ahead. This book will give you the tools to focus your ideas and ultimately help you find the right way to grow and develop your fashion business.
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Where you see this marker, you can find extra material to download free at www.laurenceking.com, including useful templates.
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Bora Aksu Autumn/Winter 2011 at London Fashion Week


Understanding the fashion industry and exactly where your new label will sit is fundamental to getting your product and business right. You will need to take your time and do the research (see Chapter 7) to understand where the potential for your product will be and how buyers, journalists and consumers will expect it to be presented to them. This chapter will introduce you to three of the key market segments: haute couture, ready-to-wear and mass market, and will touch on the growing interest in eco fashion. It will look at the areas of fashion design and seasonality before moving on to the importance of the supply chain.


Market Segments
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From the very beginning you will need to decide at which level to position your label. Many of your subsequent management decisions will be dictated by consumer expectation and will shape your business strategy. The three main market segments are haute couture, ready-to-wear and mass market, with significant numbers of sub-levels in the latter two markets, offering a great deal of variation in product and pricing.


Haute Couture


The term ‘haute couture’ describes luxurious, elaborately detailed and finished one-off pieces, combined with sometimes extravagant designs. Born out of the first fashion houses to set up in Paris in the late nineteenth century, couture is still at the very top end of the fashion spectrum, servicing the very few who can afford the luxurious creations that are fitted specifically to the client’s every measurement. More importantly, however, for those few remaining members of the couture family, the haute couture shows in Paris represent an opportunity to showcase their design talent and act as a reminder of the immense creative ability of the designers behind the labels.


In France haute couture is a protected term, which can be officially used only by designers who meet well-defined standards set by the Chambre Syndicale de la Couture. The terms ‘bespoke’ and ‘made-to-measure’ may also be used for any garment that is created for a specific client, but are quite often found in the realms of menswear. To add to the confusion, many designers say their work is haute couture when, technically, it is not, and made-to-measure can also describe a service whereby ready-to-wear garments are adjusted to fit the specific needs of the customer.


Ready-To-Wear


Ready-to-wear, otherwise known as prêt-à-porter, became a viable alternative to haute couture in the 1960s when fashion houses started to showcase designs that came in a range of standard sizes that could be bought directly from boutiques. By doing away with the necessity of long fitting sessions, ready-to-wear was far less expensive and therefore instantly more accessible to a wider audience. Most of the designer fashion bought today is considered ready-to-wear. Whereas couture is still shown twice a year in Paris, ready-to-wear is showcased all around the world at a number of different fashion weeks, principally in New York, London, Paris and Milan. Today, ready-to-wear is a cross between haute couture and the mass market. Although not made for the individual, great care and detail is taken in the design and finishing, and the numbers of each garment produced tend to be low, thereby making them exclusive and expensive.


The larger, high-end designer ready-to-wear labels also develop diffusion ranges to sell at a low to mid price point. Examples of this are Marc by Marc Jacobs and See by Chloé. By creating a separate label, designers are able to tap into a much larger consumer base while protecting the aspirational brand identity they have created for their main line.


Ready-to-wear labels often wholesale their collections to boutiques and department stores by showcasing at the fashion weeks held seasonally twice a year. Typically they work 12 months in advance, researching and developing their collection for the trade fairs at which they will sell, then going into production when they have taken forward orders from the boutiques and department stores. This allows them to produce only the number of garments ordered, thereby minimising the risk of overproduction as well as the initial expense in outlay to their manufacturer. Many designers also open their own retail outlets, allowing them to give their complete offer directly to the consumer and maximising their margins by cutting out the middleman.


Show Calendar (Northern Hemisphere)
















	Month


	Show


	Season







	January


	Couture (Paris)


	Spring/summer







	February/March


	Ready-to-wear — all


	Autumn/winter







	July


	Couture (Paris)


	Autumn/winter







	September/October


	Ready-to-wear — all


	Spring/summer








Examples of internationally renowned ready-to-wear labels include Chloé, Gucci, Ralph Lauren and Burberry. However, ready-to-wear is now an extremely diverse market with a number of sub-levels, including luxury, high-end, midlevel and premium design. Each level will distinguish brands by product offer, price points, marketing strategies and distribution outlets.


Mass Market


Today most people wear mass market fashion, which caters for an even wider range of customers than ready-to-wear. Clothes are produced in very large quantities and in a good range of standard sizing, making them less expensive and more accessible to the average consumer. Designers often adapt the trends set by the big names in fashion at the high end of the market. By being creative with cheaper materials and production techniques, and by working hard to stay within their customers’ taste levels, they are able to produce affordable fashion. However, mass market designers cannot rely solely on inspiration from the leading catwalk designers, and are always looking at other areas for trend inspiration.


Mass market fashion is produced first and then sold through retail distribution outlets, typically owned by the brand (Topshop, H&M, Zara, Gap, and so on). A large element of risk is involved, as it is difficult to predict exactly what product will be sold. However, by designing, manufacturing and then selling the product at retail prices, the brand will make the biggest profit margins available while offering flexibility in pricing to maintain competitiveness.


Your product line will fit somewhere within these three broad markets. Working out which market and researching it thoroughly is your starting point. Your research will identify a number of smaller sub-markets and even niche markets within each. One such market, developing rapidly and breaking into bigger mainstream markets, is eco fashion.


Eco Fashion


There is now an industry-wide awareness of sustainable sourcing and ethical employment and production practices. This has led to a growth in consultancies that specialise in helping fashion businesses develop their sustainable practices. One such specialist, Ei8ht, works with businesses, universities, government agencies and industry stakeholders to provide training, develop sustainable sourcing strategies, create trade development programmes and project manage innovative product initiatives that address supply chain challenges. The aim of Ei8ht’s work is to focus on maximising positive impact and reducing negative impact, working with businesses to create customer-facing initiatives that have a story to tell.
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The emergence of exhibitions like Estethica at London Fashion Week shows the growing importance of the eco and ethical fashion movement





Interview with Claire Hamer, Founder of Ei8ht


www.ei8ht.org


How do you define sustainable fashion?


Sustainable fashion to me is about fashion that maximises positive impacts and minimises negative impacts on the people and environment where it is sourced. I do not believe we need to grow the sustainable fashion industry – we need to make the fashion industry more sustainable. Sustainability means so many different things to different people that we need to find engaging positive stories that ultimately will help the fashion industry become more sustainable.


How has the fashion industry’s attitude to sustainable practices changed over the past ten years?


Ten years ago, although this is when many CSR (Corporate Social Responsibility) departments were first established, many in the sourcing departments were not taking sustainable practices seriously. We are incredibly lucky that as the issues have become more prominent and an entire new area of the industry has developed so have technology and social media. This means that we now have the power as consumers to spread stories more quickly, and this has enabled the fashion industry to tap into the exciting and inspiring stories that surround fashion that is sourced with people and the planet in mind. Although the recession has in some ways made it harder for ‘sustainable fashion’ brands to compete, it has also created an opportunity for the larger brands and retailers to really analyse why people buy into their collections, and they have begun to understand that by focusing on the stories behind the products you can really add value and brand loyalty to a business. We see more and more choice on the market due to a developing variety of fabrics and consumers’ renewed interest in craftsmanship and heritage. This means that there is more for the media to talk about and this in turn has made the fashion industry’s attitude to sustainable practices much more positive.


How have the customers’ views changed?


Again, in social media we now have a platform for consumers to make their values known. I believe consumers are definitely more engaged in knowing how their products are made and by whom; they just don’t have enough choice yet. There will always be those who simply buy at the lowest price, but for an industry to change direction it does not need every single customer to change their view – just enough of them!


Why do you think new labels should consider sustainability when starting their businesses?


There is so much competition in the market today, a story will certainly help a brand but they must make sure they consider the product first. The story must be positive, so coverage of sustainable practices would be an advantage. There are so many ways a brand can engage in sustainability e.g. local production, working with small workshops that follow fair trade principles, looking at using more eco-friendly fabrics or craftsmanship. Also, any brand starting today would be foolish not to engage in sustainability in some form from the outset, as this is the direction the industry is heading. As a new, exciting and innovative brand they should be one step ahead of the game. Eventually, sustainable business models in fashion will need to follow a quadruple bottom line – product, people, planet, and profit. With the challenges we face, such as water shortages, there will come a point when a collection made with sustainability in mind will be cheaper than one that is produced unsustainably. Government policy and taxation will heavily affect the costs of our sourcing decisions.
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Designer Nin Castle, founder of award-winning label Goodone, uses recycled materials in her clothes
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High-street retailers like Burton adapt trends taken from high-end designers and mass produce them


Product Areas for Fashion Design


While the fashion industry offers a broad spectrum of product categories from which you can choose to start your business, you would be wise to start by focusing on just one area. The more specific the market you target, the greater the chance of developing a strong message for your label and delivering a great product to your buyers, press and consumers alike.


Different product categories may also have different selling seasons – which means different buyers and press to attract and more manufacturers to oversee, all of which takes a great deal of time, energy and money to do well. Once your label has established a strong base you may well then look to increase your product range, but consider areas that will complement your existing offer. If you are selling women’s eveningwear, complementary products may include shoes, bags, jewellery and perfume. The chart below shows the typical areas that many new fashion start-ups choose to specialise in.


Product Areas for Fashion Design
















	Area


	Brief


	Market







	Women’s daywear


	Practical, comfortable, fashionable


	Haute couture, ready-to-wear, mass market







	Women’s eveningwear


	Glamorous, sophisticated, right for the occasion


	Haute couture, ready-to-wear, mass market







	Women’s lingerie


	Glamorous, comfortable, washable


	Haute couture, ready-to-wear, mass market







	Men’s daywear


	Casual, practical, comfortable


	Tailoring, ready-to-wear, mass market







	Men’s eveningwear


	Smart, elegant, formal, right for the occasion


	Tailoring, ready-to-wear, mass market







	Boys’ wear


	Practical, hard-wearing, washable, inexpensive


	Ready-to-wear, mass market







	Girls’ wear


	Pretty, colourful, practical, washable, inexpensive


	Ready-to-wear, mass market







	Teenage wear


	Highly fashion-conscious, comfortable, inexpensive


	Ready-to-wear, mass market







	Sportswear


	Comfortable, practical, well-ventilated, washable


	Ready-to-wear, mass market







	Knitwear


	Right weight and colour for the season


	Ready-to-wear, mass market







	Outerwear


	Stylish, warm, right weight and colour for the season


	Ready-to-wear, mass market







	Bridalwear


	Sumptuous, glamorous, classic


	Haute couture, ready-to-wear, mass market







	Accessories


	Striking, fashionable


	Haute couture, ready-to-wear, mass market






Source: The Fashion Handbook


Fashion labels Schumacher and Karen Walker (see pages 98 and 152) started off with just a few key pieces and have grown very cleverly from there. Buyers and consumers will always look for quality over quantity, so focus and refine your offer as much as possible when starting out.
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Designer Karen Walker, despite starting off with clothing alone, has branched into sunglasses and jewellery among other products


Seasonality


Traditionally a fashion season is defined by weather patterns, with designers typically working to two seasons a year – autumn/winter and spring/summer. By separating these seasons, the key fabrics, colours and shapes can be determined by climate. It is quite typical for established designers to introduce a high summer range as well as a festive season collection, increasing the number of seasons to four.


In retail management, however, a season may be looked at more from a financial perspective. A retail manager will identify a season in terms of a period of time during which the product is sold at full price, at a reduced price, and at clearance price. Determining a product’s shelf-life is important. If demand continues, stock will need to be replenished, while stock that is not selling will have to be promoted to clear.


Typical Designer Trading Year (Northern Hemisphere)
















	Season


	Calendar







	Autumn/winter


	August to January







	Festive range (optional)


	November







	Spring/summer


	January to July







	High summer (optional)


	May/June









Typical Fast Fashion Trading Year (Northern Hemisphere)
















	Season


	Calendar







	Early spring


	January/February







	Spring


	February/March







	Early summer


	April/May







	Summer sale


	June







	High summer


	July







	Transitional autumn


	July/August







	Autumn


	September/October







	Party wear


	November







	Christmas/transitional spring


	December







	Winter sale


	December/January









The mid 1990s saw a revolution in the way major high-street retailers deliver fashion seasons to the consumer. The ‘fast fashion’ movement has meant a move away from the traditional two seasons a year in favour of shorter seasons taking place more frequently. Fast fashion allows major retailers such as H&M, Zara and Topshop to offer new ranges every few weeks. It also allows them to follow trends more closely by adapting very quickly to market changes and, more importantly, to control their stock levels more efficiently.





It is still too early to determine exactly how the fast fashion movement will affect the higher end of the fashion market but it has certainly changed how many consumers are buying their fashion. Many designers and high-end retailers have begun to place a great deal of importance on pre-collections, introducing products a couple of months before the major catwalk shows take place (see Chapter 11). Fast fashion has also raised the expectation of value for money, as many high-street retailers are able to offer trend-driven product at very cheap prices with an ever-improving standard of quality.


The key to success in delivering to these new fast fashion seasonal timelines is your supply chain. The better and faster your supply chain, the more flexibility your business will have and the greater the opportunity to offer more collections in a year. Even if, like most small labels, you will be working to a two-season-a-year sales strategy, your supply chain will be of the highest importance to your success.


[image: img]


The supply chain will play a massive part in your fashion business and your management of it will go a long way towards determining the success of your label


The Supply Chain


‘Supply chain’ is the term used to describe the process of planning, implementing and controlling the flow and storage of your products, from their point of origin to their point of consumption, in order to meet your customers’ needs. It has taken on more importance with the current trend for offshore production and fast fashion, and is very closely monitored by big high-street retailers. You must manage your supply chain effectively if you are to maximise profit margins and minimise wastage. Supply chains can seem very complicated, but the illustration on these pages shows a basic supply chain for a small fashion start-up that is wholesaling its product twice a year to boutiques, independent retailers and department stores.


The process starts with defining your business strategy – what it is you aim to do. This will be your fashion label’s raison d’être, and every other activity you undertake should always be carried out with this in mind. From here you will research your market, including customers and product, to help develop your collections. Only when you have done the research should you move on to the design development stage, when the aesthetics of your range will start to become apparent. For many labels the sampling stage, when two-dimensional designs are turned into three-dimensional prototypes, runs alongside the design development stage. Once samples have been developed, the wholesale selling season can begin. Orders will be taken and your collection will need to go into production ready for delivery to the stores. While your production is underway, your PR and marketing for the season’s collection should begin in earnest to ensure you are achieving the press you need to entice customers. Once the product lands in-store the retail sales period starts, giving the consumer access to your product and, you hope, leading to high sales and profits for the retailers. Good sales of your product will lead to reorders for next season.


As you move through the chapters of this book, each stage of the supply chain should become more apparent and the key elements for each stage will be explained in greater depth.


Case Study: Noir


Peter Ingwersen set up Noir Illuminati II in February 2005 at the age of 41. Having studied design in his native Denmark, Peter did a stint as Brand Manager for Levi’s before becoming Managing Director at renowned Danish brand Day Birger et Mikkelsen. He left the relative safety of developing others’ brands to follow his dream of launching ‘a sophisticated, edgy and ethical luxury brand for women aged 30-plus and at a luxury entry price, targeting international leading department stores and boutiques.’ Within his first season Noir would be represented in Harvey Nichols (London), Lane Crawford (Hong Kong), Podium (Moscow) and 30 other prestigious retailers around the world. After three years, the number of stores stocking Noir has almost doubled and Peter is discussing proposals for his first retail outlet.


Peter’s vision for his label stems from his desire ‘to show the world that ethics and style can go hand in hand’ and ‘to be the first brand to turn corporate social responsibility sexy’. He recognised that there was beginning to be a change in consumers’ behaviour, resulting in a demand for more meaningful fashion, ‘where the rules of the fashion industry were obeyed but with a social responsibility across the full supply chain’. He set out to create what he felt the fashion industry was missing, a collection that bridged the gap between ‘style and ethics’, and the result was a merger of two concepts: Noir, Peter’s vision for a luxury brand, and Illuminati II, his luxurious fabric brand that supplies the highest quality cotton fabrics to Noir and other luxury brands under the umbrella of the United Nations’ Global Compact principles (www.unglobalcompact.org) and the International Labour Organisation (www.ilo.org). ‘Illuminati II’s vision is to deliver organic and fair trade cotton fabrics while ensuring sustainability of the Humane Business Model from the heart of Africa.’


Peter manufactures the Illuminati II cotton fabric in Europe, using raw cotton sourced from Uganda. Peter pays above industry prices for the raw cotton in an attempt to revive the industry and to create sustainable economic growth in the region. He has established the Noir Foundation, which uses a percentage of earnings to fund essential medicine and micro loans. As a result, ‘Noir is able to offer collections for both consumer fashion and social conscience by creating meaningfulness in the luxury segment.’ He is adamant that ‘it’s not more expensive to create beautiful, ethically correct clothing; it’s just a lot more hassle, and if you take an ethical approach you need a different supply chain. But, fundamentally, you can’t persuade people to join in the ethical challenge unless you give them really sexy, stylish clothes.’


The first Noir collection had a total of 60 pieces and was funded out of Peter’s own pocket. Having targeted the luxury end of the market, key price points included trouser suits at €1,150, cotton shirts at €230, silk blouses at €390 and dresses at €850. After the success of the first season, Peter was able to attract investment into the business to help it grow and says it has taken three years to break even. Peter says that ‘investment is a must if you want to match your ambitions with your growth’. He believes that a certain amount of novelty and hype helped to achieve Noir’s initial success, but also says the people he works with and his motivation to make a difference have played an enormous part. He sees the ability to be strategic and position your brand, together with financial acumen and networking skills, as essential to running a successful fashion label.


‘Noir is sophisticated, edgy, sexy, luxurious and stands for corporate social responsibility, and these key messages need to be transmitted to the end consumer via the media.’ In order to achieve this, the Noir collection, high-quality Noir images, a press show and the Noir story are carefully crafted to allow for media awareness, which can ultimately be translated into business opportunities. Peter explains: ‘Noir secured a four-page article in US Harper’s Bazaar before even hitting the stores. This strong support gave immediate credibility to the brand and enabled Noir to attract retailers.’
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Noir offers high-end luxurious designs that are style-driven but underpinned with a socially responsible message
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Peter Ingwersen from Noir





What is it that makes being your own boss so attractive and how can you make sure that you are in the best position, before you start spending money, to overcome any obstacles that will be thrown your way? This chapter examines some of the main benefits of setting up on your own as well as looking at the first steps you should consider taking. It also looks at the benefits of setting objectives to help you achieve your ultimate goal of running your own fashion label.


Going Solo


Why is it that so many people have the same dream of packing in their nine-to-five job to set up their own business?


1Freedom: You’re the boss. That means you set the rules. No more asking permission for time off and, more importantly, you gain the freedom to set your own goals.


2Creativity/vision: The opportunity to develop something from scratch exactly as you envisage it, and the possibility of creating a lasting legacy.


3Control: The final word is yours and the success of the venture lies in your hands.


4Choice: Mac or PC, nine-to-five or ten-to-six, orange or white walls: your own taste and style can dictate those of the company.


5Ambition: Your company can be as big as you are able to make it; however, if you want to stay small, you can.


6Financial reward: There is no ceiling on your potential earnings.


7Working from home: Many new small fashion labels are set up from home. That means no more wasted time commuting.


8Choice of personnel: You can hire the people you want to work with.


9Long holidays: You can take as much time off as you want, whenever you want.


10Flexibility: Your great ideas can be implemented whenever you think they’re ready.





Although these are common reasons for setting up your own business, for every positive there is a negative, and you need to think about these just as carefully. They include:


1Lack of support: Often you have no one to turn to when questions arise that are beyond your experience. Lack of support can be a real issue, especially in the early days, when finances may not permit full- or even part-time employees.


2The buck stops with you: You’re the boss and the company’s success will initially be down to the decisions you make and the work you put in. Your company is therefore only as strong as the skills you bring to the table.


3Financial insecurity: When suppliers are demanding payment and there is only a limited amount in the bank you will be the last to get paid. If the venture fails, any financial investment you have put in will be lost.


4Working 24/7: Your business becomes a full-time venture even when you’re not at the studio. Switching off can be very difficult when there is so much to do.


5Stress: Running your own business, especially one as demanding as a fashion label, can be extremely stressful.


6Loneliness: Setting up your own business, particularly if you are working alone from home, can be isolating. If you are used to working in a business environment, being on your own can be a shock to the system.


7Lack of motivation: The only boss checking over your shoulder to make sure you are meeting your targets will be you. If you are not a self-starter, deadlines can quickly slip and problems with your business will arise.


8Swapping one boss for many: Although you may technically be the boss of the company you are still answerable to your customer base. In effect, you may be swapping one boss for many!
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QUICK TASK Take 5 minutes


Make a list of all the positives you can think of for setting up your own fashion label and then a list of all the negatives. Do the positives outweigh the negatives?


[image: img]


Before Setting up in Business


Once you have decided that being your own boss is definitely what you want to do, you need to start focusing your ideas. Here are ten things to think about right from the start. You should give careful consideration to each. They will also be discussed in more detail on the following pages.


1Assess yourself: You are the key to the success of the business. What are your strengths and what areas do you need to develop? Ask others what they think your strengths are.
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QUICK TASK Take 5 minutes


Make a list of all the key attributes/personality traits you think are needed to be a successful entrepreneur. Assess yourself against this list. How many attributes do you think you possess? Now give the list to a friend or family member and see how they assess you against it.
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2Have a word: Talk to as many people as you can to get advice. Speak with other business owners and find out what their experiences have been. The more aware you are of the challenges ahead, the better you can prepare.


3Make sure there is a business opportunity: The quickest way to fail is to have a product or service that nobody wants!
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QUICK TASK Take 10 minutes


Do a SWOT analysis (see page 108) – take your business idea and make a list of all the strengths, weaknesses, opportunities and threats surrounding it. Weigh up the positives against the negatives to establish if it’s really as good an idea as you first thought.
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4Research the market: Just because you think your idea is great doesn’t mean others will. You need to research your potential customers’ needs and wants as well as their spending habits.


5Get relevant experience: If you want to open a retail store, then work for one first. How will you know what the demands of the fashion and lifestyle sector will be if you’ve never worked in that arena? It can also give you an understanding of how store buyers plan their seasonal spending budgets and source new labels.


6Put it down in a plan: Keep a notepad with you at all times. Write down any great ideas or potential obstacles. You can start to formulate your ideas and bring to life what’s in your head. Eventually this can be developed into a more structured business plan.


7Build relationships: Building strong and lasting relationships is essential for any business. Start early, especially with your bank. Get them on your side. Belief in you and your idea now will help when cash flow gets tight later. You will also need to start thinking about how you can start to build a relationship with your customer base.


8Get support: It is imperative to get the support of friends and family around you. They need to understand the demands placed on your time. Their support will be crucial, especially when the going gets tough. You will also need specialist support for your fashion business, ranging from pattern cutters to printers, and from stylists to photographers. Start developing this base early so that when the need arises you don’t waste precious time searching for the right person.





9Seek professional advice: You will need a good solicitor and accountant. Take time to find them and make sure they are small business specialists. Their professional advice can be the difference between success and failure.


10Remember – money in, usually less; money out, always more: It is quite common for new business owners to overestimate their projected income and underestimate costs. While being optimistic is part and parcel of being an entrepreneur, being prudent when making your initial forecast may save your blushes later.


Setting Objectives


Setting specific objectives will help focus your business idea and allow you to plan your activities. When drawing up your list – or even when thinking about going solo – some of your objectives will be personal (wanting a better standard of living, freedom of expression or more money), while others will be businessoriented (getting your product in the pages of a leading magazine, stocking in five major stores during your first season or turning over a set figure in the first year). It is important to distinguish between the two when assessing your priorities for the business, as your objectives may sometimes be in conflict with each other. A personal objective of wanting to spend more time with your family may be in direct conflict with a business objective of looking for the company to break even within the first 18 months, since it is very likely that this will necessitate working extremely long hours. Be aware at the beginning of exactly what you want to achieve.
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