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Introduction








 


Marketing and branding play a critical role in today’s fashion industry; they are stimulating and exciting disciplines that inform many of the strategic and creative decisions involved in design and product development. Marketing bridges the gap between the intangibilities of fashion and the concrete realities of business. It can be viewed as a holistic system connecting the commercial goals and value system of a business organization with the personal ideals, desires and actual needs of consumers.


Fashion is by its very nature a marketing tool. Marketing is part of its DNA; it is inherent in its substance and spirit. Think about it; if it was not called fashion, it would be plain apparel or garments, and these words contrive to kill the very essence and flamboyance of fashion itself. Fashion allows us to dream; it can transport us from the mundane to the glossy world of models, catwalks and fantasies. In the magical realm of fashion, clothes transmute into season’s must-haves, a garment’s shape and proportion becomes a silhouette, a colour transforms from plain brown into glamorous mocha and a simple sheath of black fabric becomes a little black dress. It is hardly surprising that fashion is so seductive, when so much of the media focus centres on the more glamorous aspects of the industry. Acres of press coverage are dedicated to the reporting on the biannual designer catwalk shows; beautifully styled fashion spreads display tantalizing looks created from the new season’s collections and magazines flaunt innumerable glossy adverts promoting an assortment of fashion, accessories and perfume. Fashion is a complex cultural phenomenon but it is also a global manufacturing and retail industry, the scope of which is immense. The industry extends to the agricultural, chemical and fibre industries that produce and supply the raw materials for textile manufacturing through to those working at the more glamorous end of the spectrum in the world of styling, art direction, photography, advertising and media. Marketing operates at every level of the fashion system and affects the entire industry supply chain from product development through to retail; it is as relevant to couture, luxury labels and designer brands as it is to independent niche labels or to the mass market and volume apparel businesses. Marketing is the common denominator that ties it all together.
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Matthew Williamson Spring/Summer 2010.


“When clothes leave the factories where they are made, they are merely ‘garments’ or ‘apparel’. Only when the marketers get hold of them do they magically become ‘fashion.’”


Mark Tungate


What is in this book?


Marketing Fashion aims to offer you a contemporary visual guide to the fundamental principles of marketing theory and branding practice. The book explains key theoretical concepts, illustrating how these might be applied within the ever-evolving context of the global fashion and retail industry. Readers are led through the marketing process from initial research through to the creation of marketing and branding campaigns. Examples and case studies drawn from a broad range of fashion businesses help explain key concepts, and comprehensive lists of industry resources and suggestions for further reading are provided at the end of the book.


Marketing Fashion provides many useful tips and inspirational ideas aimed at assisting the reader to:


•Study and understand marketing theory and practice


•Understand how fashion marketing and branding principles are put into action


•Design fashion products that can be marketed with ease


•Recognize the importance of research and market analysis


•Analyse fashion consumers and understand their needs


•Create exciting and effective marketing and promotional campaigns.


How the book is structured
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From catwalk to store, the fashion dream must be promoted and maintained.

Chapter 1 – Structure of the Fashion Market sets the scene and gives an outline of the basic structure of the fashion industry. It explains the different levels of the fashion market and provides information on key fashion cities and important industry trade fairs.


Chapter 2 – The Marketing Toolkit introduces key theoretical marketing tools and concepts, illustrating how they are applied in practice within the context of the global fashion and retail industry.


Chapter 3 – Research and Planning explains how key marketing tools are utilized within the planning process. The chapter emphasizes the importance of thorough research and analysis and examines the purpose and value of both primary and secondary research, outlining key areas to consider when gathering market and trend intelligence.


Chapter 4 – Understanding the Customer focuses on research and analysis of customers. It explores ways in which a business can analyse its customer base so they are best able to understand customer requirements and target products and marketing strategies accordingly. It explains customer segmentation – how to group consumers into clusters that have broadly similar characteristics, needs or fashion traits. The reader will gain an understanding of the impact of psychology on consumer purchasing behaviour and learn techniques for creating customer profiles.


Chapter 5 – Introduction to Branding introduces readers to the fundamentals of branding and explains why brands are such valuable assets. The chapter shows how brands are created and explains the importance of brand identity as a strategic tool for building a relationship between a brand and its customers.


Chapter 6 – Fashion Promotion covers the main types of promotional activities employed within fashion and retail, together with trends in contemporary fashion promotion, such as the Internet, viral marketing and designer/high-street collaborations.


Chapter 7 – Careers in Fashion Marketing outlines potential career paths and provides information on a selection of key roles relevant to those seeking a career in fashion design, marketing, PR or fashion management, and details the skills and competencies required.


“Today, a designer’s creativity expresses itself more than ever in the marketing rather than in the actual clothes.”


Teri Agins


Who is this book for?


Fashion marketing is now an essential area of study for all who plan a career in the industry. Students studying fashion, textile or accessory design, fashion management or buying and merchandising will all find that marketing will be included as part of the curriculum. Fashion, however, is never static and fashion marketing does not always conform to standard theoretical formulae. To be successful within the world of fashion marketing you need to build upon basic principles and adapt ideas so as to meet the challenges of each new market situation. The book aims to educate but also to inspire and readers are encouraged to use the material as a platform for further research and enquiry.
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The adidas ‘60 Years of Soles and Stripes’ launch event in Milan, Italy. Rather than using a runway show, the adidas Originals 60th anniversary collection was promoted at a unique house party event which provided a sneak preview into the global brand campaign.
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Structure of the Fashion Market








 


Fashion is a global market with a complex structure that operates on many different levels to reach everyone from fashionistas to those who just purchase clothing as a necessity of everyday life. The range and scope of fashion is immense; from an ornate haute couture gown made by hand in a Paris atelier to a simple mass-produced T-shirt manufactured in China, this opening chapter will provide you with an outline of the basic structure of the fashion industry and explain these different levels of the market. The chapter also features information on the industry’s most influential fashion centres.


Fashion market sectors


The fashion market is broken down into specific sectors so that companies are better able to analyse market data and monitor their business results more effectively. Market statistics can be compiled and analysed by one or more of the following criteria:


•Market or product category


Apparel, accessories, perfume or homeware. The apparel market can be further subdivided into womenswear, menswear and childrenswear


•Product type, end-use of product or fashion style


Denim, lingerie, sportswear, formal wear or contemporary fashion
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The diagram gives an indication of some of the key market and product sectors within womenswear, menswear, childrenswear and accessories. As new niche markets develop, so the chart can be adapted to include emerging sectors, for example, clubwear, urban wear, and surfwear.


•Market level


Couture, luxury, mid-market or value market


•Location of market


Global, international, national or regional


Market information


Fashion analysts publish market reports and data analysis on most of the key international fashion market sectors. This information is helpful in assessing the relative size of specific markets or estimating future market potential.


Womens-, mens- and childrenswear Data from Verdict Retail, part of the Datamonitor Group, indicates that in 2009 consumers spent £19.1 billion on womenswear with spending on menswear and childrenswear at £9.0 billion and £4.6 billion respectively. The market in the US is considerably larger; for 2009 the womenswear market was US$104 billion, menswear US$51 billion and childrenswear US$33.5 billion. The childrenswear market is typically defined as clothing for children under the age of 14. The main sectors are infants’ clothing (babies and toddlers under two years old), girls’ clothing (ages 2–14) and boys’ clothing (ages 2–14).


Accessories Accessories and footwear are important sectors, contributing a high percentage of the sales turnover for many brands. Global sales of fashion and leather accessory goods across the LVMH brands, including Louis Vuitton, Fendi, Christian Dior and Marc Jacobs, accounted for 34 per cent of the group’s overall turnover in 2008, with sales of just under €3 billion in the first half of 2009 (www.lvmh.com 2009). In the UK, the women’s accessory market was worth £700 million in 2007, with bags accounting for £468 million. Data from Mintel showed that between 2002 and 2007, sales of handbags in the UK increased 139 per cent with year on year growth of 30 per cent. However, the impact of the recession slowed this growth to 18 per cent in 2008. The fashion accessory market in the US was worth around US$16 billion in 2008 and predicted to reach US$20 billion by 2012 (Packaged Facts 2009). Footwear sales in the UK during 2007 were worth just over £6 billion and data from the American Apparel and Footwear Association puts footwear sales in the US at just over US$59 billion.
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Bags and accessories displayed at Louis Vuitton.
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The Chanel eyewear collection for Spring/Summer 2009 is promoted in a window display.


Perfume The fragrance and perfume market is a vital business sector for luxury fashion brands. Fragrance and cosmetics sales at LVMH, for example, accounted for 16 per cent of the group’s revenue in 2007 and 2008. Introducing a fragrance as a strategy for growth is not a new phenomenon. Paul Poiret can lay claim to be the first fashion designer to launch a line of perfumes and cosmetics in 1911; the House of Worth introduced a branded perfume in 1925; and Gabrielle ‘Coco’ Chanel launched the world famous Chanel Nº 5 in 1921. The global fragrance and perfume market is predicted to reach sales of US$ 33 billion by 2012 (Global Industry Analysts, Inc 2008) with the European share of the world market estimated at 46 per cent in 2008.


Lifestyle and homeware This market can provide opportunity for a fashion brand or retailer wishing to develop and diversify its business. Ralph Lauren is a brand famous for its lifestyle and homeware products, and US fashion retailer Anthropologie offers an extensive range of bedding, curtains, cushions, tabletop and linens as well as lifestyle products such as bathroom products, candles and stationery. The Spanish retailer Zara has stand-alone home stores offering a similar range of products.


Other markets – denim and sportswear The global denim market is reputed to be worth about US$50 billion annually and data provided by the NPD Group, Inc indicates that denim accounts for 17 per cent of all apparel purchases, with jeans making up 73 per cent of this figure. Over 800 million denim jeans are bought in the world each year. Fashion industry analysts at Mintel predict that by 2012 the UK jeans market will exceed £2 billion, with the men’s sector forecast to top £1 billion, women’s jeans £846 million and children’s jeans in the region of £136 million.
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An advert for Shocking, the fragrance launched by Elsa Schiaparelli in 1937. The curvaceous bottle, shaped like a woman’s torso, was modelled on the physique of Mae West and designed by the surrealist artist Léonor Fini.
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The Jean Paul Gaultier signature fragrance takes its inspiration for the bottle design from the Schiaparelli original.
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A poster advertises the launch of John Galliano’s first signature fragrance in 2008.


Fashion market levels


Fashion can be divided into two overarching levels:


•Haute couture and couture


•Ready-to-wear


Haute couture


Haute couture is literally defined as ‘high sewing’ or ‘fine sewing’ and is fashion at its highest level. Haute couture operates at a quality and standard way above that of luxury designer ready-to-wear. Prices are extremely high (an haute couture dress can sell for a six-figure sum) so there is an unwritten rule of limiting sales of any garment of over £100,000 to one per continent to ensure the exclusivity that clients expect. For lesser-priced garments, sales are usually confined to no more than three per continent. Haute couture clients view themselves as art patrons and consider these clothes to be a collectable form of art and an investment. The term ‘haute couture’ is protected by law and governed by very strict rules set by the Chambre Syndicale de la Haute Couture in Paris. To be classified as a bona fide haute couturier a fashion house must create made-to-order garments for private clients. They must also produce two collections a year, employ a minimum of 15 full-time staff, run an atelier in Paris and show a set minimum of runway looks, or ‘exits’, as they are known, of evening and daywear. In the 1980s and 1990s the Italian designer Valentino showed over 180 exits for his haute couture show, now he produces only 40. Very few design houses are approved as haute couture establishments and allowed to show in Paris; Chanel, Dior, Jean Paul Gaultier, Valentino, Giorgio Armani, Jean-Louis Scherrer, Elie Saab, Dominique Sirop, Stéphane Rolland and Franck Sorbier are all recognized as true haute couturiers by the Chambre Syndicale.
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Haute couture sits at the pinnacle of fashion. Although only a small sector of the overall market, its influence on designer and high-street fashion is of great importance. Designers distil ideas from their own couture collections and use them in a more commercial format for their ready-to-wear collections. In turn the designer and luxury brand ready-to-wear collections set the trends followed by mass market fashion retailers. When trends work their way down from the top of the market to the bottom, it is known as a trickle-down effect.


Haute couture relies on the expertise of many highly skilled artisans and craftspeople who labour behind the scenes to produce all the luxurious embroideries, trimmings and accessories required by the haute couturiers. Traditionally Paris has been home to a large number of studios or ateliers specializing in millinery, shoemaking, embroidery, beading, creating decorative flowers, buttons and costume jewellery. In 1900, Paris had over 300 plumassiers or feather specialists; today the Lemarié atelier is virtually the only one still in existence. Chanel bought the business along with five other specialist craft ateliers: Michel, specializing in millinery; shoemakers, Massaro; embroidery house, Lesage; button and costume jewellery makers, Desrues; and the gold and silversmith, Goosens. While many argue that something as arcane and extravagant as haute couture cannot or should not survive, it seems that demand has not diminished. Chanel employs around 200 couture specialists, while haute couture sales at Christian Dior couture were worth €765 million in 2008, an increase of 35 per cent on the previous year. However, haute couture is a relatively small business in fashion terms; couture at Dior accounts for only 4 per cent of overall LVMH sales. The real value of haute couture is its power as a marketing tool. Global names such as Chanel, Armani and Dior receive valuable press coverage of their haute couture collections, raising the status and desirability of their brand and keeping it in the public eye.


Fashion designers that are not recognized by the Chambre Syndicale can still produce exclusive custom-made clothing but this must be marketed as couture rather than haute couture. Prices for couture can still be high. The British designer Giles Deacon produces two or three couture pieces a year and a dress may cost more than £40,000. The price of a Vera Wang wedding dress can be in the region of US$25,000, although in an attempt to keep customers happy during the recession, Wang introduced what she calls demi-couture with a lower price tag.
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Christian Dior haute couture for Autumn/Winter 2009/10. Gowns created for this exclusive market are sumptuously embellished with hand-worked beading and embroidery.


Ready-to-wear


Fashion product that is not custom-made for an individual client is known as ready-to-wear or off-the-peg clothing. Ready-to-wear garments are premade, come in predetermined sizes and are usually mass-produced and industrially manufactured. Ready-to-wear fashion is available at all levels of the market including:


•High-end fashion


•Middle market


•High street


•Value fashion


Middle market fashion product is designed and priced to cater for customers wishing to purchase at a level between luxury and mass market. A designer or fashion brand that has established itself within the high-end market, may decide to introduce a secondary diffusion line or bridge line, as it is known in the United States, so that they can extend their brand into the middle market. See by Chloe could be classed as a diffusion line, as could Betty Jackson Two, the secondary line to the main Betty Jackson range. High-street retailers such as Banana Republic, Cos, Hoss Intropia, Whistles and Reiss can also be considered as mid-market. The term middle market is not particularly inspiring and is not always perceived by retail brands as a position they wish to aspire to. Some combat this by re-stating their market level, claiming they offer affordable luxury or masstige (prestige for the masses, or mass luxury) rather than mid-market fashion. Affordable luxury and masstige fashion are seen as an important market opportunity now that so many fashion consumers view luxury as something that should be available to all, even those with limited budgets.


Mass market fashion is a term used when referring to high-street multiples or fashion retail chains such as Gap, Topshop, or Zara, available on high streets in most major cities or towns, or internationally, as in the case of Gap or Zara. At this level of the market, terminology can become slightly confusing as ‘high street’, ‘fast fashion’ and ‘mass market’ are descriptions also used in reference to retailers such as Primark, New Look or Kiabi at the lower end of the market.


According to Just-style, the value sector was worth €50bn across Europe in 2008, experiencing growth while the rest of the pan-European fashion market suffered a decline of 5.2 per cent. Value retailers such as Primark, French retailer Kiabi and Germany’s Takko are expanding their chains throughout Europe. Primark already has stores in Spain, Germany and the Netherlands, and Takko in Austria, the Czech Republic, Hungary, the Netherlands, Lithuania and Estonia. Worried by the increasing number of value retailers encroaching on its market, the Spanish fashion chain Mango launched a new low-cost line in August 2009 called ‘Think Up’ in a bid to stay competitive. The new 90-piece range is marketed with the slogan, ‘Low cost ideas for creative living’.
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This Banana Republic window illustrates how the mid-market retailer offers fashion with a luxurious feel at affordable prices.
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High-street fashion multiple retailer, Gap presents its Spring 2009 collection at Mercedes-Benz Fashion Week in New York.


The demarcation between different levels within the fashion market is becoming ever more complicated and hard to pin down with clarity. An increasing number of fashion companies are implementing strategies to extend their businesses or brands in a bid to appeal to a wider range of customers. As the Mango Think Up example illustrates, a retailer or fashion brand can extend its appeal by introducing more affordably priced product. Alternatively they can reposition upwards by offering luxury and premium products aimed to attract a more discerning customer willing to pay a higher price.




Brand Pyramid


A fashion brand is constructed to make money from merchandise designed for different levels of the market. At the top of the range, the most expensive and luxurious product may be exclusive and available in limited quantity. These couture and ultra-premium ranges may operate as a loss leader but act as a promotional tool to secure the brand’s status. To make money, brand companies must extend their offering to a wider range of customers. An example is the brand architecture of Armani described below.


Armani Privé: couture and ultra-premium, top-of-the-range product with very high price points. Targets customers in the 35–60 age bracket. Armani Collezioni: priced approximately 20 per cent lower than the main line, this collection is aimed at the discerning customer who cannot afford the signature price points. Emporio Armani: targeted at the young professional aged 25–35. Diffusion line providing contemporary Armani designs. Armani Jeans and A/X Armani Exchange: both aimed at a younger age bracket of 18–30. These collections have a more casual and relaxed style; they make the Armani brand accessible to more consumers.
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Armani Privé
Armani Collezioni
Emporio Armani
Armani Exchange





Other fashion markets


In addition to the basic fashion sectors described so far, there are other markets, such as vintage fashion and sustainable fashion, that have emerged during the twenty-first century. Vintage or thrift fashion refers to collectable second-hand garments, shoes or accessories from the past sold in specialist vintage or charity shops, or on sites such as eBay. The market has grown in prominence as an increasing number of consumers choose vintage or thrift as a way to make a fashion statement, stand out from the crowd, save money or be more sustainable and consume less.
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Sheena Matheiken of the Uniform Project wore one of seven identical dresses every day for a year. Each day the dress was styled and accessorized using a variety of vintage and thrift accessories so as to create a fresh new look. In the photograph on the left, the dress is worn with the inverted pleat at front and the buttons at the back. In the right-hand picture the dress is reversed.


One highly innovative initiative utilizing vintage and charity shop fashion accessories was instigated by the Uniform Project Foundation, a non-profit organization advocating a socially responsible future through creative means. The foundation’s mission is to embrace a sustainable culture through design, fashion, social media and business philanthropy. The project was started in May 2009 by Sheena Matheiken, a creative director at an interactive ad agency in New York, and Eliza Starbuck, a design consultant. The idea was to wear one dress for a year as an exercise in sustainable fashion. Eliza designed a basic dress for the project that could be worn front or back, or as an open tunic. The dress was made from durable, breathable cotton, a fabric suitable for both winter and summer. Seven identical versions of the dress were produced so that Sheena had one for every day of the week. Each day, Sheena transformed the dress and fashioned a fresh new look by layering and styling it with a variety of vintage, thrift or hand-made garments and accoutrements. Extra items were sourced from eBay, vintage boutiques, charity shops and flea markets, or donated by friends and bloggers. The project was an ingenious exercise in sustainability and a great way to promote vintage, but there is also a serious side to the Uniform Project, as its main purpose is to raise funds for the Akanksha Foundation, a grassroots movement revolutionizing education of underprivileged children in India.
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The luxury fashion label, NOIR was founded in Denmark by Peter Ingwersen. The company’s mission is to ensure that international minimum standards on human rights, labour and the environment are adhered to for the sourcing, manufacture and creation of the NOIR, BLLACK NOIR and Illuminati II collections. The guidelines of the UN Global Compact, the International Labour Organization and the International Chamber of Commerce are used in a bid to provide fashion that is created based upon corporate social responsibility principles. Ingwersen’s aim is to prove that high-quality fashion is not incompatible with social responsibility and ethical practice.


Sustainable fashion, also known as ethical fashion or eco-fashion, is another growing sector of the market. An increasing number of fashion companies endeavour to ensure their collections are ethically sourced, or at least some elements of their product offer are produced sustainably. According to the 2009 Mintel report on ethical fashion, sales of sustainable fashion in the UK quadrupled over the five years leading up to 2008, increasing by £40 million to £175 million.


Issues of sustainability and ethics affect every aspect of the fashion supply chain, from production of raw materials, clothing manufacture, distribution and marketing through to retail. Determining what is or is not sustainable is extremely complicated, not helped by the fact that sustainable fashion is used as an umbrella term to describe a range of practices that include:


•Use of certified organic fibres such as cotton or linen


•Use of renewable fibres such as bamboo and maize


•Recycling of fibres and garments


•Use of natural dyes or low-impact dyes


•Breaking the cycle of consumption by creating a long-lasting product


•Fair-trade raw materials and fibres


•Ethical labour and ethical farming practices


•Reduction in energy consumption


•Minimal or reduced packaging


It is claimed that the fashion industry is 10–15 years behind the food industry in terms of public understanding and with so many issues to get to grips with, many consumers find the topic confusing. The biggest problem is establishing what can or cannot be termed eco, sustainable or ethical fashion. A growing number of designers, fashion retailers and industry bodies are working together to clarify the issues, set clear standards, introduce regulation and clear labelling and raise the profile of sustainable fashion. Opportunities to sell and promote wholesale collections are improving, with London Fashion Week and Prêt à Porter Paris® both now incorporating sustainable fashion within their remit with estethica in London and So Ethic in Paris.


Fashion cities and trade fairs


Paris, London, Milan and New York have traditionally been the most influential centres of fashion; each of the fashion capitals has its own specific characteristics derived from its history and the development of particular artisanal or manufacturing skills.


Paris


Paris is the spiritual home of fashion and the epicentre of haute couture. The haute couture shows take place each year; Spring/Summer collections are shown in January, and Autumn/Winter in July. Men’s ready-to-wear works on a different timescale: shows in January feature collections for the following Autumn/Winter; June is the showcase for the next Spring/Summer. There are only about 30 menswear shows so this is a much smaller event than Paris Fashion Week, which hosts approximately 100 womenswear ready-to-wear shows; Autumn/Winter in March and Spring/Summer at the end of September/ early October. Paris Fashion Week is extremely important and many designers from all over the world choose Paris to show their seasonal ready-to-wear collections, knowing that the fashion press and buyers from the most prestigious boutiques and department stores will flock to the city to view the runway shows. Rick Owens, from the United States, Ann Demeulemeester and Dries Van Noten from Belgium, Viktor & Rolf from Amsterdam, Vivienne Westwood, John Galliano and Stella McCartney from the UK, Costume National from Italy and Zucca, Comme des Garçons and Junko Shimada from Japan are just some of the foreign designers showing in Paris.
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Prêt à Porter Paris® is a leading international fashion trade fair and recognized brand name associated with several key fashion industry trade events in Paris, New York and Tokyo.


As well as Paris Fashion Week, there is also Prêt à Porter Paris® at the Porte de Versailles, a trade show where over a thousand exhibitors from a variety of different fashion markets exhibit their product. Prêt à Porter Paris® is an international brand with several sub-branded shows: Atmosphère’s in Paris; The Box, an accessory fair that takes place in both Paris and New York; The Train, a fashion and accessory trade fair held in the Terminal Warehouse building in New York’s Chelsea district; and Living Room, held in Tokyo for womenswear, menswear, fashion accessories and lifestyle products. Première Vision, or PV, held twice a year – in February for the following Spring/Summer season and September for the next Autumn/Winter – is the largest European textile trade show and a major date in the calendar for international designers and buyers. The fair is an important trade opportunity for textile suppliers from all over the world but it is also used by fashion designers and buyers for its focus on colour and trend prediction.


London


Ever since the Swinging Sixties and Mary Quant, London has been famous for its street style and avant-garde fashion and this remains one of the city’s biggest claims to fashion fame. Today, it is designers themselves who are London’s greatest fashion export. John Galliano, Alexander McQueen and Stella McCartney have all gone on to work in fashion houses in Paris, and many other hard-working British or London-trained designers have found employment in New York, Milan, Hong Kong, China, India and Japan. London is a magnet for fashion students from around the globe. After graduation some stay on, start their own labels and make London their base.


London Fashion Week has become a major event on the fashion circuit with designers like Vivienne Westwood, Paul Smith, Betty Jackson, Nicole Farhi, Erdem, Luella Bartley, Alice Temperley and Matthew Williamson. London’s reputation was given a major boost when Burberry returned to show its Spring/Summer 2010 collection on the catwalk at London Fashion Week in 2009. For wholesale brands there are trade shows such as Pure London, which gives a platform to over 800 brands; Betty Jackson, who presents her main collection at London Fashion Week, shows her diffusion label Betty Jackson Two at Pure. Although not traditional fashion trade fairs, the Spring and Autumn fairs at the NEC in Birmingham and Top Drawer and Pulse in London showcase companies selling gifts and fashion accessories, such as bags, scarves, hats or jewellery.
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Grey herringbone suit in Harris Tweed by British Company, Old Town. The company uses British fabrics for all of their men’s and women’s clothing. Historically the UK was a centre of textile production. Harris Tweed is a trademarked fabric made famous by Vivienne Westwood, who used the worn, renowned fabric for her collections in 1987/88, and Nike, which used the fabric to make a special-edition trainer in 2004. Scotland still has a strong reputation for other wool fabrics and knitwear made from lambswool and fine cashmere.
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Red and black lace dress, Erdem Autumn/Winter 2009/10. The Canadian designer Erdem Moralioglu showcases his eponymous fashion label on the catwalk at London Fashion Week.




London Edge


The London Edge trade fair caters for the alternative clubwear market. Within this market there are several niche categories such as gothic, punk, cyber, techno, glam rock, heavy metal, rockabilly, industrial, underground, festival ethnic and biker. London Central trade fair focuses on urban streetwear, showcasing brands covering the skate, hip hop, surf and hippy end of the youth market.


[image: image]


[image: image]





Milan


Italian couture, or alta moda, can be traced back to 1951 when the Marquis Gian Battista Giorgini held the first haute couture fashion show in Florence for a select few designers and clients. Rome took over as the centre for high fashion in Italy during the 1960s but lost ground during the 1970s and 1980s to Milan, which became the commercial capital for Italian ready-to-wear. Today, Italy is an important country for the design and manufacture of luxury and mid-market fashion, with particular expertise in leather goods, footwear, knitwear and high-quality ready-to-wear for both men and women. Milan is a major trade centre where most of the design houses have their headquarters and where the majority of Italian fashion shows take place. It is also an important location for Italian fashion magazine publication, so satellite industries such as styling, photography and modelling also gravitate to the city. Italy is well known for its textile industry; Florence and Prato are important centres for the manufacture of yarn and knitwear, Como produces silk fabrics and the Piedmont area manufactures wool textiles. Key industry trade fairs and catwalk shows are held in Milan, Florence and Rome. Milan hosts Milano Moda Donna for women’s ready-to-wear and Milano Moda Uomo for menswear. AltaRomaAltaModa in Rome shows Italian couture and high-level ready-to-wear and Florence is the location for the Pitti Filati knitwear and yarn fair, Pitti Uomo menswear and Pitti Bimbo childrenswear trade fair.
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The tent at Mercedes-Benz Fashion Week, New York.
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Michael Kors runway show for Spring/Summer 2010 shown at Mercedes-Benz Fashion Week


New York


New York is the heart of the US fashion and apparel industry and some of the world’s most recognizable brands, like Ralph Lauren, Tommy Hilfiger, Kenneth Cole and Liz Claiborne, have their offices and design studios in the city. American fashion is renowned for its relaxed, fluid, casual and chic style, epitomized by designers like Lauren as well as Michael Kors, Donna Karan and Calvin Klein. Retailers like Nike, Gap, Banana Republic and Esprit also have strong global appeal for their accessible and desirable fashion.


Historically, apparel and textile manufacturing was one of the United States’ largest sectors. It has suffered a decline due to competition from manufacturing counties like China, but the industry still employed over half a million workers in 2007.


Mercedes-Benz Fashion Week (formerly Olympus Fashion Week) attracts 100,000 trade and press visitors and generates US$466 million in visitor spending each year, according to the New York City Economic Development Corporation. Calvin Klein, 3.1 Phillip Lim, Anna Sui, BCBGMaxazria, Carolina Herrera, Davidelfin, Diane von Furstenburg, Donna Karan, Isaac Mizrahi, Michael Kors, Zac Posen and Narciso Rodriguez are just some of the names that show at this prestigious event.


[image: image]


Other fashion cities and trade fairs


India, Sri Lanka, Australia, Hong Kong and China and Japan all hold their own fashion week events to showcase designers and promote their region’s fashion industry. In the US, Los Angeles plays a vital role in promoting fashion on the West Coast. The city is gaining a reputation for fashion design with acclaimed labels Rodarte and Band of Outsiders based there. In 2009, Rodarte, designed by sisters Kate and Laura Mulleavy, won the Council of Fashion Designers of America’s (CFDA) Womenswear Designer of the Year award and Scott Sternberg’s Band of Outsiders won the award for CFDA Menswear Designer of the Year. LA also holds two major international textiles and sourcing fairs, GlobalTex and L.A. Textile. Portland, Oregon is an important centre for fashion and active sportswear companies. Nike, Adidas, Columbia Sportswear, Jantzen swimwear and Keen footwear all have headquarters there as do eco-fashion brands such as Nau, Entermodal and A Fortes Design.


In Europe, Berlin hosts Bread & Butter, an international specialist trade fair for streetwear, denim and sportswear brands. Düsseldorf holds the CPD womenswear and accessories fair, and HMD (Herrenmode Düsseldorf) for menswear. Spain is well known for the manufacture of footwear and leather goods; the country holds two international footwear and leather trade fairs – Modacalzado + Iberpiel in Madrid and Futurmoda in Alicante.
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Sweden is gaining a reputation for cutting-edge and directional denim brands. One denim label making a name for itself is Dr Denim, started in 2003 by the Graah family in Göteborg. Their Autumn/Winter 2010 collection was exhibited at, Terminal 2 in Copenhagen, Bread & Butter in Berlin and Modefabriek in Amsterdam.
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“Marketing is not the art of finding clever ways to dispose of what you make. Marketing is the art of creating genuine customer value.”


Philip Kotler


This chapter outlines the fundamentals of marketing and introduces the basic concepts and tools underpinning marketing strategy. A useful framework for planning is known as the marketing mix. This long-used marketing tool is explained and updated to integrate more recent marketing theory. Key principles of segmentation, targeting, positioning, differentiation and competitive advantage are explained, with information on how fashion designers create a distinctive signature style and determine a unique selling proposition for their brands.


What is marketing?


Marketing is intriguing in that it has been variously described as a business function, business philosophy and also as a management or social process. Marketing should really be viewed as a holistic system connecting a business with its customers. Professor Philip Kotler, who has been described as the godfather of modern marketing, believes that what makes a company is its marketing. Kotler considers marketing to be both a science and an art. It is strategic and creative, requiring systematic research and analysis as well as innovation, intuition and gut instinct.


The range and potential of marketing can be almost limitless; it may start way before any product has been designed and continue long after a customer has purchased. This scope and multi-dimensional nature could make a clear definition appear rather illusive. However, the next section will address this issue by presenting four definitions that capture the essentials and simplify the complexities of marketing. The key points raised by the individual definitions will then be examined in more depth.


Marketing definitions


Each of the definitions chosen below highlights a particular facet of the marketing dynamic. Viewed together they reveal the broad scope of marketing.


“Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.” – Chartered Institute of Marketing (CIM) UK


“Marketing is the human activity directed at satisfying needs and wants through an exchange process.” – Kotler (1980)


“Marketing is the social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.” – Kotler (1991)


“Marketing is creating, communicating and delivering value to a target market profitably.” – Kotler (2008)


Collectively these definitions summarize the fundamental elements of marketing as:


•An understanding of customer requirements


•The ability to create, communicate and deliver value


•A social process


•An exchange process


•A managerial and business process


While the fundamentals of marketing may be similar for any industry, the exact nature of their application will differ from one sector to another. In the following pages we will see how each of these elements of marketing can be applied in the context of fashion, and, in particular, how they relate to the connection between the consumer and their clothing.


“Marketing should be an ethos (rather than a department) that pervades every facet of a business.”

Martin Butler

An understanding of customer requirements


The definition from the Chartered Institute of Marketing draws attention to the significance of identifying and anticipating the needs of customers. Naturally this is an important first step in being able to design, produce and deliver merchandise that satisfies or indeed exceeds consumer desires, requirements or expectations.


An underlying concept of marketing is to produce what people want to buy, not just what a fashion designer wants to design or fancies making. It is important to research consumers in some detail, identifying who they are and what they might want. While it is true that many professionals within the fashion industry do have an intuitive understanding of their customers, this in itself does not eliminate the need for research. Predicting future fashion and market trends and working to anticipate what consumers might want is a significant issue for the fashion and apparel industry. Information gathered from market research, retail analysis and trend forecasting is used with the aim of determining the trends, styles, colours or technologies most likely to appeal to customers in the coming seasons.


Some high-street fashion retailers can go from design to delivery in a matter of weeks, but the reality is that many apparel and manufacturing businesses start their initial research and design developments months in advance of a season or product launch; adidas, for example, can take 12–18 months to develop and produce a new product. This lengthy process time, also known as the lead-time, is one of the reasons why anticipating the future is so crucial. Marketing research, forecasting and consumer research will be explained in more depth in Chapters 3 and 4.




Communicating value
Boden Owner’s Club Manual


Boden is a British mail order and online clothing brand selling to over a million customers in the UK, Europe and the United States. Boden produce colourful, quirky and distinctive womenswear and menswear collections and Mini Boden, a line for children and babies. Inspired by the high standards of US mail order companies, Johnnie Boden started his pioneering upmarket catalogue in the UK in 1991. The Boden website was launched in 1999; now approximately 62 per cent of UK sales and 72 per cent of US sales are taken over the Internet. The Boden brand has been built up so successfully because it offers fairpriced, well-made clothing with a colourful sense of fun and style, delivered directly to the customer’s home. When Johnnie Boden launched the catalogue this was a novel idea. The Boden catalogue and website are used not only to sell the product but also to communicate the Boden lifestyle and brand ethos. The Spring/Summer 2009 catalogue included an insert entitled, The Boden Owner’s Club Manual. The small booklet is jam-packed with information on the details and quality of garment design and the value of the Boden product.


[image: image]


The designers behind the Boden brand believe design details make a difference, so The Boden Owner’s Club Manual is used to highlight the hidden extras that make a Boden trenchcoat so special.


[image: image]


Johnnie Boden uses the cost-per-wear principle to calculate the true value of a pair of Boden chinos. By dividing the retail price by the number of times the trousers have been worn over the years, it is possible to determine their value per wear. The message is that although the chinos might not be the cheapest on the market, they are good quality and will stand the test of time.





Creating, communicating and delivering value


Successful business relies on a strong and effective interrelationship between the activities of creating, communicating and delivering. If one of these aspects fails, it will affect the efficacy of the total result. It is no good creating or advertising wonderful products if they are not delivered. Similarly if products do not match the quality levels expected by customers, or service is not up to standard, then value will not have been delivered.


So what exactly is value? Value does not just refer to low price or what might be termed ‘good value’. In this instance it is used to express a much larger concept and refers to the range of potential issues that customers might value, care about or connect with emotionally. Value may be contained within the product offering – the actual fashion range or collection – but it can also relate to the inherent value or status of a brand. Value is also linked to the overall service a company might provide and to customer experience and satisfaction. The concept of value works both up and down the supply chain; whatever is delivered must not only be of value to consumers but must also create profit and value for the business as well.


Remarkable marketing


“Remarkable marketing is the art of building things worth noticing right into your product or service. Not slapping on marketing as a last-minute add-on, but understanding that if your offering itself isn’t remarkable, it’s invisible.” Seth Godin


The company LittleMissMatched was founded in the US by three entrepreneurs who recognized a great marketing opportunity – how to solve the age-old problem of the disappearing sock.


“Why do we have to wear socks that match?” the entrepreneurial friends pondered. “Why not start a company that sells socks that don’t match, why not sell them in odd numbers so even if the dryer eats one, it doesn’t matter.”


LittleMissMatched only ever sells socks in odd numbers, three in a pair! Now that is remarkable. And if you get three odd socks that co-ordinate in fun and colourful ways then in essence you get three combinations per pair instead of just one. Revolutionary! Not just boring socks but a crazy way to express yourself and be creative. With a core philosophy of ‘nothing matches but anything goes’, the kooky founders of Miss Matched Inc. thought they had created tweenie sock heaven. They saw their market as girls from four years to teens, but to their surprise the idea caught the imagination of a much wider audience. Now LittleMissMatched is a full lifestyle brand with a range of products for children and adults, including colourful and mismatched gloves and hats, sleepwear, flip flops, bedding, stationery, gifts and hair accessories.


[image: image]


LittleMissmatched has a unique take on marketing. They offer three socks in a pair; while each of the socks co-ordinates with the others in the set, none of them are a complete match. This novel approach solves the problem of ‘the missing sock’.


“Buzzmarketing captures the attention of consumers and the media to the point where talking about your brand or company becomes entertaining, fascinating and newsworthy.”


Mark Hughes


Marketing as a social process


Marketing is a social process where individuals or groups can create and exchange products or information with each other. Fashion has a unique ability to be used as a vehicle for social connection and communication. Individuals often choose to dress in a specific and recognizable style so that they can express their ideas visually and signal membership to a likeminded group, joining what is known as a style tribe. This is a term for a collection of people who dress in a common distinctive style. They may not actually know each other directly but might share similar values and cultural attitudes; by adopting a specific mode of dress, tribe members can shape their identity and gain a sense of belonging.


Style tribes – Exactitudes


Exactitudes (a contraction of exact and attitude), is a project by Rotterdam-based photographer Ari Versluis and stylist Ellie Uyttenbroek. They started working together in 1994 to systematically document the conspicuous dress codes of numerous fashion style tribes around the globe. Selected individuals are photographed standing in an identical pose in a studio setting. The resulting photographs are placed in a grid framework that serves to amplify the striking similarities of each member of the style tribe.


The Exactitudes project illustrates clearly the subliminal influence and pull of a style tribe. The people photographed by Versluis and Uyttenbroek were spotted in the street and had no personal knowledge of the others photographed in their tribe. Although only 12 individuals appear in each tribal collective, responses to the work via blogs indicate that many people who viewed the photographs were able to identify themselves in one of the featured tribes.


We frequently purchase clothes either consciously or subconsciously based on what peers, friends, colleagues or celebrities are wearing. When consumers promote products or pass on style ideas to each other it is known as peer marketing. In many cases this can prove to be a far more powerful marketing tool than advertising or promotion controlled directly by a company. When a marketing message spreads rapidly from person to person it is known as viral marketing. The rise of web-based communication and proliferation of blogs, social networking and sites such as YouTube has been instrumental in the growth of this new marketing medium. Viral marketing utilizes the connectivity amongst individuals to capture attention and create a buzz. Forward-thinking fashion companies such as Levi’s and Louis Vuitton are already integrating viral marketing into their promotional strategies.

OEBPS/images/pg24_2.jpg





OEBPS/images/pg14_1.jpg





OEBPS/images/pg24_1.jpg





OEBPS/images/pg23_2.jpg





OEBPS/images/copy.jpg





OEBPS/images/pg23_1.jpg





OEBPS/images/pg22_2.jpg





OEBPS/images/pg22_1.jpg





OEBPS/images/pg15_2.jpg





OEBPS/page-template.xpgt
 

   
    
		 
    
  
     
		 
		 
    

     
		 
    

     
		 
		 
    

     
		 
    

     
		 
		 
    

     
         
             
             
             
             
             
             
        
    

  

   
     
  





OEBPS/images/pg17_1.jpg





OEBPS/images/pg11_2.jpg





OEBPS/images/pg19_1.jpg





OEBPS/images/pg29_1.jpg





OEBPS/images/pg11_1.jpg





OEBPS/images/pg28_2.jpg
Appreciate the The 2 £ Nl Q\Ue)
A\

hidden extras ) \)r\
Ownes S

Club

M [ i VALUE FROM THE BOTTOM UP.
J anua My chinos from the end of the last
millennium cost £42. I've washed them
about 500 times - that's less than 9p

an outing so far. They still look and feel

10

fantastic and they've got plenty more

§ mileage lftinthem,






OEBPS/images/pg7_1.jpg





OEBPS/images/pg28_1.jpg
sighty decadent
imon the undersice
of the belt.

o delivera
commanding
CONLrast, e atach
T ——
sam cgfour thresd e

. use tofnake our cost.






OEBPS/images/pg12_1.jpg





OEBPS/images/pg15_1.jpg





OEBPS/images/pg13_1.jpg
Basic hierarchy of fashion

TRICKLE DOWN

ldeas from conture and
desigrer catwalk shows
Filter down throggh the
fashion market and, are
wied a5 tnspuration for

ranges created by
high-street retailers

HAUTE
COUTURE
& COUTURE

HIGH-END FASHION

LUXVRY DESIGNER.
& PREMIUM BRANDS

MIDDLE MARKET

DESIGNER. DIFFUSION BRIDGE LINES
AFFORDABLE LUXURY RETAIL BRANDS
MIDDLE MARKET RETAIL CHAINS

MASS MARKET
HIGH-STREET” MULTIPLE RETAILERS
VALVE MARKET

VALVE FASHION RETAILERS
DISCOUNT RETAILERS

BUBBLE VP

(deas from street fashion
and cultvral sufgronps
A mamentum tv beeome
a trend that bubbles up
throgh the hicrarchy

of fashion, eventually
reaching the top when
expenswve designer versions
are created.





OEBPS/images/pg16_2.jpg





OEBPS/images/pg6_1.jpg





OEBPS/images/pg16_1.jpg
Brand pyramid model

Excluive conture

and tp-of-the-range
Main signature collections. Expensive and
collection, available limited avadabilicy. may
in larger velame ToP nat always contribute tv
than exclusive OF THE &= yprall brand sales income
tup-of-the-range RANGE but will generate pres
product. cVErage and, uhereases
MAIN cachet of brand.
READY-TO-WEAR.
COLLECTION

DIFFUSION COLLECTTONS &
COLLECTTONS WITH WIDER.
MARKET APPEAL

FRAGRANICES, COSMETICS, SUNGLASSES,
LOW-PRICED ACCESSORIES

Entry products mare affurdably priced. Mongy (s made throggh
Brand. busingsies generate a large selling mass-produced.
proportion. of theur incame tharogh appard and accessories
licensing the brand name for use aimed at the larger

o a variety of products. glotal market.





OEBPS/images/cover.jpg





OEBPS/images/pg21_1.jpg





OEBPS/images/pg20_1.jpg





OEBPS/images/pg12_3.jpg
The e L fragrance by John Galfiano

Jobn \
‘7q§aﬂfahn, s






OEBPS/images/pg8_1.jpg





OEBPS/images/pg10_1.jpg
Fashion market sectors

CLOTHING & APPAREL

FASHION

ACCESSORIES

& FOOTWEAR.

PERFUME & COSMETICS

LIFESTYLE & HOMEWARE
PRODVCTS

r
WOMENSWEAR.

|

Evening wear
Farmal work & office
Wedding & oceasion
Cantemporary fashion
Casual wear

Denuim

Streetwear

Resort ar chalse wear
Sportsvear

Sloveh o loangenear
Luyerw

MENSWEAR.

!

Bespoke tadmrigg
Formal work & office
Wedding & wceasion
Contemporary fashion
Casual wear

Denuim

Streetwear
Sportswvear

1
CHILORENSWEAR.

\

. Eﬂéy
« Toddler
« Boys
. Gurs

o Shues

« Bags

« Sunglasses

« Gloves & searves
- Wallets & purses
« Haty

« MeRs tits

- Lgrge





OEBPS/images/pg12_2.jpg





OEBPS/images/pg18_1.jpg





