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Introduction


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


Teri Agins


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.
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Couture dress by Alexandre Vauthier.


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 the 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. Swathes of media coverage are dedicated to the reporting of every aspect of the fashion world; 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. The fashion industry has embraced digital media, using it to increase awareness and connections between brands, labels and customers. 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, media and digital marketing.


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.





“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


Chapter 1


The Fashion Market sets the scene, outlining the basic structure of the fashion industry and offering definitions of marketing. It explains the different levels of the market and provides information on emerging fashion markets and important industry trade fairs.


Chapter 2


Marketing Strategy introduces the fundamentals of marketing strategy, explains key theoretical marketing tools and concepts, and gives examples of 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. A broad selection of case studies highlights current trends in contemporary fashion promotion.


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.
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From catwalk to store, the fashion dream must be promoted and maintained.


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 is 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.






1


The Fashion Market


“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


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 is divided into two sections. The first will provide you with an outline of the basic structure of the industry, explain the different levels of the fashion market and discuss examples of global markets. The second section gives key definitions of marketing and explains why marketing is such an important element of the fashion industry.
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Fashion market sectors


The fashion market can be subdivided in a number of ways depending on what aspect of the market or industry is being analysed. For example, by product sector such as clothing and apparel or accessories; by geographic market such as Europe, US, Asia or South America; by market level, haute couture or ready-to-wear; or by function such as sportswear, performance wear, formal wear and so on. Information is broken down in this way 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 these criteria. The list and diagram below outline some of the criteria that can be used.


»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


»Market level


Couture, luxury, mid-market or value market


»Location of market


Global, international, national or regional




FASHION MARKET SECTORS
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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 performance wear.
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Matthew Zorpas, seen here wearing a suit by Hardy Amies, is a London-based fashion consultant who blogs at www.thegentlemanblogger.com. He has become an authority on men’s style. There is a growing demand for designer and trend-led men’s fashion. The UK menswear market, for example, is predicted to increase by nearly 30 per cent by 2019.
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A young Emirati couple shopping for sunglasses, Dubai.
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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 Leonor Fini.
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The Jean Paul Gaultier signature fragrance takes its inspiration for the bottle design from the Schiaparelli original.


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 in January and July, employ a minimum of 20 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 showing at the official Paris haute couture; Chanel, Dior, Jean Paul Gaultier, Valentino, Giorgio Armani, Jean-Louis Scherrer, Elie Saab, Dominique Sirop, Giambattista Valli, Stéphane Rolland and Franck Sorbier are all recognized as true haute couturiers. Maison Martin Margiela and Alexis Mabille were awarded haute couture status in 2012.


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, Goossens. While many argue that something as arcane and extravagant as haute couture cannot or should not survive, it seems that demand has not diminished, but shifted to a new set of younger, more fashion-conscious clientele from emerging rich nations such as China, Russia and the Middle East. For the Christian Dior show in July 2013, Belgian designer Raf Simons, responding to this growing international audience, divided the collection into segments for Asia, Africa, Europe and the Americas. Haute couture is a relatively small business in terms of the overall fashion market; the real value 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.
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Lady Gaga launched her unisex perfume, Fame, in 2012. Photographer Nick Knight designed the bottle; Steven Klein shot the advertising campaign. The perfume itself is a black liquid that becomes invisible when it touches the skin.




BASIC HIERARCHY OF FASHION
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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.





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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Alexis Mabille Haute Couture Autumn/Winter 2013. A dramatic robe-style silk coat with a large collar and back draping into a bow.


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. Examples are See by Chloé, Moschino’s Cheap & Chic, Donna Karan’s DKNY line and Emanuel Ungaro’s Emanuel line. Another example of designer diffusion lines are the affordable collections created for stores such as Target, The Outnet, Payless and J. Crew in the US and Debenhams in the UK. High-street retailers such as Banana Republic, Cos, Hoss Intropia and Whistles can also be considered 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 is 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 refers to high-street multiples or fashion retail chains such as Gap, Topshop, H&M or Zara, available on high streets in most major cities or towns, or internationally. 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 British retailers Primark and New Look, French value chain Kiabi and Germany’s Takko. Value retailers have expanded 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 produced a new low-cost line called ‘Think Up’ in a bid to stay competitive. The 90-piece range was marketed with the slogan, ‘Special prices for creative living’.


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 products. Alternatively they can reposition upwards by offering luxury and premium products aimed to attract a more discerning customer willing to pay a higher price.
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In 2013 Oscar de la Renta teamed up with The Outnet to produce a 24-piece range selling at more accessible prices than the label’s main line.


Other fashion markets


In addition to the basic fashion sectors described so far, there are other markets, such as vintage fashion and sustainable fashion, which have emerged and grown over recent years. Vintage or thrift fashion refers to collectable second-hand garments, shoes or accessories from the past sold in specialist vintage stores and on websites or in charity shops.




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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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. The scope of the market varies from second-hand merchandise in a thrift or charity store to rare designer dresses. Buying luxury vintage fashion has become an interesting way of investing, as many people now view vintage items as tradable assets. Stores such as Liberty in London and Bergdorf Goodman in New York recognize the potential of vintage, with both retail establishments housing curated selections of vintage fashion. The online world of vintage has also had a makeover. Sites such as It’s Vintage Darling or Juno Says Hello offer luxury vintage fashion online.


Eco-fashion, also known as ethical fashion or sustainable 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. 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, or eco-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 grasp 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 of eco-fashion are improving, with London Fashion Week, Prêt à Porter Paris®, Berlin Fashion Week, New York Fashion Week and Portland Fashion Week in the US all incorporating sustainable fashion within their remit. There is also an increasing number of dedicated eco-fashion weeks, conferences and related trade initiatives designed to educate and support the growth of this sector, for example Vancouver Eco-Fashion Week and Dublin’s Better Fashion Week.
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Armani Privé
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Armani Collezioni
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Emporio Armani
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A/X Armani Exchange




Vintage paradise


Beacon’s Closet


The three Beacon’s Closet stores are well-known destinations for those seeking original vintage finds in New York. The Manhattan store, located near Parsons New School for Design and New York University, is a favourite spot for emerging designers to source inspiration for their work and has featured in Vanity Fair, Italian Vogue and French Vogue. The website has a fresh contemporary vibe and the Beacon’s Blog is kept up-to-date with posts on essential fashion information and trends. Key seasonal fashion looks are promoted on the Beacon’s Closet homepage with a styled photo shoot worthy of a top fashion magazine.
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Stylist Bunny Lampert created this New Year’s Eve themed look to promote the holiday season on the Beacon’s Closet website. The models are all staff members, including one of the co-owners, Cindy Wheeler. The photograph was shot by Carly Rabalais, who runs the online store.





There is evidence of a new kind of luxury consumer seeking out eco-friendly fashion products. In Brazil, Oskar Metsavaht created Osklen, a luxury brand that since 1999 has been producing pieces with an ‘e-fabrics tag’, created to inform the buyer about the sustainable origin of the products.


The global fashion market


Fashion is a global industry with a market value in the region of US$1.7 trillion. The market encompasses all levels of fashion, from mass-market to haute couture, and all types of apparel from a cheap T-shirt to a hand-made dress. Millions of people worldwide are employed in designing, manufacturing, marketing and selling fashion, accessories and textile products. For the majority of designers and businesses, fashion is an international enterprise. Even brands that uphold the value of local design and manufacture, such as ‘Made in America’ premium denim brand 3Sixteen, may buy the traditional selvedge denim from Japan, and sell the finished jeans in North America, Europe, Asia and Australia.


Global fashion weeks and trade fairs


Traditionally the main centres for fashion were Paris, London, Milan and New York, with each hosting bi-annual Fashion Week events to showcase the women’s collections. Menswear collections are shown twice a year in Paris, London and Milan. There is growing pressure to mount a New York showcase for menswear.


Perhaps less well known is the full range of cities that host Fashion Week shows and events: Amsterdam, Beijing, Berlin, Brisbane, Cape Town, Istanbul, Johannesburg, Kiev, Lagos, London, Miami, Milan, Moscow, Mumbai, New York, Paris, Stockholm, Sydney, Tokyo, Toronto and Zurich. Added to this is an enormous number of trade fairs. In Europe for example, Berlin hosts Bread & Butter, an international fair for streetwear, denim and sportswear brands. Düsseldorf holds the CPD womenswear and accessories fair. Spain is well known for the manufacture of footwear and leather goods. The country holds an international leather goods trade fair, MOMAD Metropolis incorporating Modacalzado + Iberpiel in Madrid and Futurmoda in Alicante. This is only a minute selection of what is on offer; there are also international bridal shows, swimwear collections, denim and sportswear trade events, dance fashion and full-figured fashion collections.




Treasure from trash


Michelle Lowe-Holder


Michelle Lowe-Holder is driven by the desire to produce beautiful, dramatic accessories using sustainable and ethical practices. A philosophy of zero waste and ethical production underpins her manufacturing methods. Lowe-Holder’s upcycled collars and cuffs are made using ends of lines and ‘cabbage’ (scraps from previous collections), biodegradable paper and vegan leather. Techniques like flocking are used to velvetize, revive and recolour thrift-shop bangles, necklaces and rings. Collaboration with SEWA, the Self-Employed Women’s Association, an initiative that gives women homeworkers living in the city slums of India regular work and fair rates for their skills, has enabled Lowe-Holder to add beading to the repertoire of intricate artisanal techniques such as smocking, pleating, folding and foiling used to create her hand-made contemporary pieces. The collection is exhibited in Paris at Première Classe and stocked in boutiques worldwide.
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A new modern opulence of metallic leather cut-offs and vintage ribbons highlighted by gold and silver accents: Michelle Lowe-Holder’s Elizabeth collection is inspired by Queen Elizabeth I. Delicate scalloped edges mixed with lacquered wood and marbled cork embody Tudor detailing in these modern hand-embellished pieces.





The emergence of global fashion in so many locations is good news for new designers in markets around the world, giving them a platform to show to local and regional press and buyers as well as an increasing number of international fashion professionals who attend. However, the sway of the big four fashion nations, France, the UK, Italy and the US, and their fashion capitals should not be underestimated. The following section outlines the main points.


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 fewer menswear shows so this is a much smaller event than Paris Fashion Week; however, the menswear market is growing. The women’s ready-to-wear shows are 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 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.


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 fashion designers and buyers visit because of its focus on colour and trend prediction. Paris also hosts Première Classe, Le Cuir à Paris, Paris sur Mode and Woman 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.


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. During the 1990s and up to 2011, it was the designers themselves who became London’s greatest fashion export. John Galliano, Alexander McQueen and Stella McCartney worked in fashion houses in Paris, and many other hard-working British or London-trained designers continue to find 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 is a major event on the fashion circuit. British designers and brands such as Paul Smith, Vivienne Westwood Red Label, Jasper Conran, Julien Macdonald, Christopher Kane, JW Anderson, Matthew Williamson, Daks, Temperley London, House of Holland, Margaret Howell, Mulberry and Burberry all show in London, as well as some overseas labels and international designers who have made London their home.


For wholesale brands there are trade shows such as Pure London, which gives a platform to over 800 brands. 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.


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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Musician Graham Coxon of rock band Blur wears British tweed from Cordings, a traditional outfitters selling fine-quality British clothing.


New York


New York is the heart of the US fashion and apparel industry and some of the world’s most recognizable brands, like Donna Karan, Ralph Lauren, Tommy Hilfiger and Kenneth Cole 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 and Donna Karan as well as Michael Kors and Calvin Klein. Retailers like Gap and Banana Republic also have strong global appeal for their accessible and desirable fashion.


Historically, apparel and textile manufacturing was one of the US’s largest sectors. It has suffered a decline due to competition from manufacturing countries like China. There is a drive to support a renaissance for American apparel manufacturing. However, ‘Made in America’ fashion is more expensive to make and needs to sell at a premium to be viable. Nanette Lepore is a designer who champions the cause of local production. She sells her contemporary women’s collection in stores like Saks Fifth Avenue and Bloomingdale’s; the garments are manufactured in six sewing factories situated in New York City’s garment district. Her company occupies six floors in a building on West 35th Street, evidence enough that her strategy for premium-priced, locally designed and produced fashion is working.


Fashion Week in New York attracts 100,000 trade and press visitors and provides huge economic benefit to the city, generating US$850 million in visitor spending each year. Calvin Klein, 3.1 Phillip Lim, Anna Sui, BCBGMaxazria, Carolina Herrera, Nanette Lepore, Diane von Furstenberg, Donna Karan, J. Crew, Tory Burch, Michael Kors, Zac Posen, Reem Acra and Clover Canyon are just some of the names that show at this prestigious event.


In the US, Los Angeles plays a vital role in promoting fashion on the West Coast. Los Angeles 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.




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.
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The Canadian designer Erdem Moralioglu showcases his eponymous fashion label on the catwalk at London Fashion Week. Spring/Summer 2014.
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A digital screen displays images from the shows outside New York’s Fashion Week, formerly sponsored by Mercedes-Benz.


Fashion seasons and the global market


There is much debate concerning the global market and its effect on the demarcation of the Spring/Summer and Autumn/Winter fashion seasons. Seasonality becomes less relevant when collections are sold globally. Designers must service customers in both the northern and southern hemispheres and be able to sell in stores in the Middle East, Far East, Russia, North America and South America. This has led to the pre-season collections – resort and pre-fall. Resort hits stores in November and is aimed at customers heading for warmer climes during the winter, but also those who live in the southern hemisphere. Pre-fall, arriving in store for May, offers transseasonal products, usually in lightweight materials but in colours that give a foretaste of the Autumn/Winter season to come.


Emerging global markets


There are several options for a company looking to grow its business. One is to be more effective in selling to existing markets, by increasing the number of customers and/or raising prices or lowering costs. Another is to increase the number of markets in which its products are sold. Developing global markets are an important source for growth for fashion companies. According to a McKinsey & Company report published in 2013, emerging countries will have 25 per cent of the women’s luxury apparel market by 2015 and mid-market apparel will rise from 37 per cent to 50 per cent in the period from 2013 to 2015. The increase will be fuelled by the growth of wealthy middle-class consumers and the emergence of megacities such as Shanghai, São Paulo and Moscow, and middle-weight cities such as Harbin (China), Luanda (Angola) and Puebla (Mexico).
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The Proenza Schouler Spring/Summer 2014 show at New York Fashion Week.


Brazil, Russia, India, China (BRIC)


The key regions for this growth are the countries collectively known as BRIC: Brazil, Russia, India and China. The Global Retail Development Index™ (GRDI), researched and published by A.T. Kearney, is an annual study that ranks the top 30 developing countries for retail expansion worldwide. The results for 2013 ranked Brazil number one for retail growth for the third year in a row. Brazil is South America’s largest apparel market.


Although Russia’s gross domestic product (GDP) slowed during 2013, retail spending was still developing. Russia is a key market for most global luxury brands but the main driver of growth is the middle-class consumer who looks for affordable luxury.


From 2012 to 2014 there was a slowdown in the Chinese luxury market. According to industry analysts Bain & Company, China’s luxury consumers tended to do more shopping abroad. The Bain & Company report stated that women, mainly middle-income professionals in larger cities, now account for 50 per cent of China’s high-end purchasing (Bain & Company 2013).


China was ranked number four on the GRDI. Even though this was a drop in position, sales of Western apparel in China benefited from the expansion programmes of fashion mass-market retailers including Uniqlo, H&M, Zara and Gap. E-commerce is also driving growth for sales; according to analysts from Citigroup Inc. the Internet shopping market in China will double from 2012 to 2016.


A report published in 2013 by the Confederation of Indian Industry and market research firm IMRB International announced that the Indian luxury market grew approximately 15 per cent over the preceding three years, although this market is still considerably smaller in size than that in China. Luxury-only shopping malls are opening in India’s major cities to service India’s new wealthy middle-class consumers, who have a penchant for luxury watches and women’s fashion accessories. Trading legislation is complicated in India but in 2012 the situation improved when the Indian government allowed for 100 per cent foreign investment for single-brand retailers; this enabled Brooks Brothers, Kenneth Cole and Armani Junior to open, and Roberto Cavalli and Christian Louboutin opened standalone boutiques.


United Arab Emirates (UAE)


Dubai aims to become a global fashion hub by 2020. Visitor numbers to the region are expected to rise to 20 million, fuelling the potential for the development of an indigenous fashion and retail industry. Dubai is the financial centre of the UAE and location of the world’s largest shopping mall. Naturally most of the world’s prestigious luxury and fashion brands are housed in the UAE shopping malls. Chinese customers are so important that most retailers recruit a proportion of their sales staff from China. In terms of mid-market retailers UAE has the usual range of European brands like H&M, Topshop and Zara and American retailers such as Victoria’s Secret, Abercrombie & Fitch and Hollister. A further wave of growth is expected to develop in Abu Dhabi, the region’s capital and second-largest city.


Future markets


As the markets described above mature, so further growth for luxury fashion brands and mass-market retailers will spread to newer, less developed markets in Latin America, Asia Pacific and Africa. According to market analyst Euromonitor, Asia Pacific could become the biggest region in the world for luxury goods by 2018. Africa is also experiencing growth in the number of high net worth individuals and an increasingly wealthy middle class, with Angola and Nigeria emerging markets for luxury. Ermenegildo Zegna and Hugo Boss have stores in Lagos, Nigeria. Prada has a store in Luanda, the capital of Angola, and two stores in Casablanca, Morocco, one for womenswear and one for menswear. In addition, as consumers’ taste for more affordable or less ostentatious brands increases, so a second wave of mid-level luxury brands will continue to grow. An example is Michael Kors with stores in China, South Korea, Singapore, Japan, Indonesia and the Philippines.


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.
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Sweden has a strong reputation for cutting-edge and directional denim brands. Dr. Denim, started in 2004 by the Graah family in Gothenburg, exhibit their collection at trade events such as Terminal 2 in Copenhagen, Bread & Butter in Berlin and Modefabriek in Amsterdam.


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 elusive. However, the next section will address this by presenting four definitions that capture the essentials and simplify the complexities of marketing. The key points raised by the individual definitions are then 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 of 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.
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A Vivienne Westwood bag promoted in-store as an exclusive gift at Christmas.


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. However, it is not just in relation to product that customer requirements need to be considered. The visual and written content that consumers expect as part of their engagement and relationship with fashion brands must also be factored into the marketing equation. Content in the form of a constant stream of up-to-date material on a website, Twitter feed, Facebook, Instagram, Tumblr or Pinterest page is now essential marketing currency.


An underlying concept of marketing is to produce what people want. It is therefore important to carry out research in order to identify who the consumers are and determine what they might require. While it is true that many professionals within the fashion industry might 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 consumer demand is a significant element of marketing and a key issue for the fashion and apparel industry. 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, and the cost of prototyping or sampling a collection are 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.





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





Martin Butler


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 generating engaging content and advertising wonderful products if they are not delivered. Similarly if the online experience or physical 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 total brand experience at every stage of the consumer journey and the inherent 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 it 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.


Marketing as a social process


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 like-minded 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. Social networking services (SNS) such as photo-sharing apps Today I’m Wearing, Whatyouwear.in, StyleTag or StyleShare make it easy to share and compare looks and fashion tips with others.
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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’.




Communicating value


The Boden Owner’s Club Manual


Boden is a British online and mail order 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 lines for children and teens. Inspired by the high standards of US mail order companies, Johnnie Boden started his pioneering upmarket catalogue in the UK in 1991. A website launched in 1999. The brand owed its initial success to the fact that it broke new ground by delivering directly to the customer’s home. It is amazing to think that when the company started, online retailing was a novel idea. Now overseas sales count for over half the business, with US sales a third of the revenue.
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