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INTRODUCTION

The marketing, promotion and communication of fashion are entering an extremely dynamic, fast-moving and challenging phase for both students of the subject and practitioners alike. Promotional messages must resonate in an increasingly democratic landscape of followers, style influencers, brand ambassadors, celebrities and bloggers who now demand and deserve respect as fashion commentators. Consumers want relevant, personalized fashion communications to provide a genuine reason for them to contribute to brands’ activities and to feel credited and rewarded for doing so.

How to develop brands that have an immediate connection to a desired target market? How to produce campaigns that engage and involve a sophisticated and knowledgeable audience seeking a profile-boosting and rewarding journey? How to cost a communications campaign depending on available budget or sales turnover? All these questions and more are answered in this book, through industry contributions, through the examples of brands at the forefront of movements in fashion promotion and through the authors’ research.

WHO IS THE BOOK FOR?

This book is aimed primarily at students of Fashion Promotion, Fashion Communication and Fashion Marketing, and at new brands that wish to explore the marketing of fashion concepts. It focuses on promotion as a specific element of the broader ‘six Ps’ of fashion marketing, and as such takes an in-depth look at the factors influencing promotional decision-making. The book takes both a theoretical and practical approach, intended to introduce business and marketing readers to creative approaches to the subject, while suggesting that knowledge of marketing, branding and communication theory will allow creative practitioners to make more informed decisions.
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Carven, Autumn/Winter 2015–16. The luxury French label Carven was established in 1945, but until 2010 had produced only couture collections. Its former designer Guillaume Henry’s simple formula of beautifully cut capsule pieces helped to cement the modern vision of ready-to-wear French style.
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Many designers become known for their covetable show invitations, such as this one by Dries Van Noten in 2014.
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Eco-conscious activewear brand howies, in association with Carter Wong Design, used upcycled wardrobes decorated by artists as in-store fixtures.



ABOUT THIS BOOK

In this book we follow the processes of developing a promotional campaign for a brand, whether a new concept or a more established venture. Awareness of the consumer is presented as central, and the developing of an accurate profile and knowledge of the wider trend environment are suggested in order to inspire relevant, timely campaigns and trigger new innovations. We then examine the importance of brand image and identity to ensure a consistent tone of voice, before providing an overview of the available communication tools, and concluding with a communications plan.

The chapters on communication tools are not divided strictly between online and offline, since the book reflects the current desire in the industry to create a seamless experience for audiences across channels and across devices. Advertising, for example, covers both traditional (TV, print, billboard) and online opportunities (banner advertising and social media). PR reflects both offline and online opportunities, as does the chapter on direct marketing. The online-only chapters on social media and e-commerce are placed together for ease of reading. However, the art of selling, appearance at catwalk or trade shows and initiating sales promotions are not presented as lesser communication tools. All tools are discussed equally in terms of advantages and disadvantages, and can be selected to create the best mix for a given brand concept. That said, social media is discussed early in the book to reflect the opinion of the experts interviewed, that it is essential to the building of a community of followers and creating engagement with fashion brands. In the final chapter we examine how to pull together an effective and costed marketing communications plan.

Throughout the book, theory is brought to life by interviews with industry practitioners who discuss current and future issues relevant to their areas of expertise. The chapters are illustrated with examples of striking, successful and influential campaigns across all media. Where a particular brand acts as a great example of practice, it is identified in a coloured panel or through a case study.

Authors who are referenced are introduced by their full name the first time they appear in each chapter. Subsequent uses in each chapter are shortened to the author’s surname only and the date of writing, in accordance with the Harvard referencing system.

STRUCTURE

Chapter 1

Consumers and Consumer Trend-forecasting, places understanding the consumer at the forefront of planning promotional campaigns. Some of the ways in which the fashion industry profiles consumers are examined as a key part of working with a potential audience. An understanding of the consumer trend environment is given as a setting for brands and retailers to develop innovative ideas for marketing and communications.

Chapter 2

Branding for Fashion Marketing Communications, discusses the idea of developing brands that will form an immediate and lasting connection with targeted groups of consumers. The reader is introduced to the idea of developing globally recognizable, relatable, human qualities within a brand idea. The key theories of branding are introduced and illustrated with examples of successful and consistent identity, image and tone of voice across all channels.

Chapter 3

Integrated Marketing Communications, is an introduction to the various communication tools. The chapter unpicks the theory of integration, which deals with how the tools can be combined to convey the desired brand messages in a way that engages and involves the consumer most effectively. The reader is introduced to forming SMART communication objectives, essential to planning a campaign.

Chapter 4

Advertising for Fashion, discusses the dilemma of offline versus online advertising campaigns. Theories of communication are examined with regard to this well-documented communication tool. Examples are given of campaigns that extend the reach of traditional advertising methods and acknowledge the viewer experience across devices and channels.

Chapter 5

PR, Endorsement and Sponsorship, examines how brands and retailers seek to achieve credibility with potential consumers through online or offline coverage from respected third parties, such as fashion editors and influencers. Examples are given of PR-related arrangements – such as product placement, celebrity endorsement and sponsorship – that place the brand in desirable settings but where fees have been paid. The chapter focuses particularly on the widening remit of brand ambassadors.

Chapter 6

Social Media, looks at the brands that are seeking to involve followers in immersive content that inspires them and that makes them feel the experience has increased their knowledge and boosted their personal online profiles. The chapter examines how the demand for instantly available catwalk fashion is driving a new wave of e-commerce possibilities on social media, and the pioneering brands that are embracing changes to the nature of platforms.

Chapter 7

The Digital Arena: E-commerce and Online Fashion Promotion, is the first of a two-chapter examination of the retail environment for fashion. This chapter, on the online environment, shows how effective design aids the consumer’s journey through e-commerce sites, but also encourages them to contribute through recommendations and to get involved in the form of retailers’ own blogs or editorial copy. The role of creative copywriting is discussed in terms of its impact on search-engine optimization (SEO) and other drivers of traffic to websites, such as pay-perclick (PPC) advertising and affiliate arrangements.

Chapter 8

Personal Selling and Offline Fashion Retail, considers the impact of the rise of online shopping on the bricks-and-mortar retail of fashion. The chapter looks at selling both from a B2B perspective – whereby brands, agents or distributors sell to retailers – and a B2C scenario, in which brands and retailers employ sales staff to interface with customers. The chapter recognizes the smart retailers who are examining successful online strategies and using technology to bring these benefits on to the shop floor to create a seamless omni-channel visitor journey.

Chapter 9

Direct Marketing, presents the communication tool that works to create a personalized dialogue with a database of potential, established or lapsed customers to encourage or tempt them to try, stay with or return to the brand or retailer. The chapter looks at the more familiar methods of delivery, such as printed invitations, catalogues and emails, and how multimedia text messaging has allowed enticing content to be shared directly among a community of followers.

Chapter 10

Catwalk Fashion Shows and Trade Fairs, considers the benefits of raising awareness, meeting prospective and existing buyers, and achieving press coverage through participating in one of the global fashion weeks. The chapter examines the case for designer labels showing as part of the catwalk schedule, and the mass-, mid- and premium-market labels that choose the more interactive setting of trade fairs. The cost implications are assessed and the question is raised whether, in the light of greater access to shows, they are still relevant in the fashion diary.

Chapter 11

Sales Promotion and Packaging, looks at the global demand for discounted goods, which is fuelling a culture of discount expectation. The chapter outlines the wider context of sales promotion tools and demonstrates how retailers are seeking to add value for the consumer through more feel-good experiences, such as loyalty schemes and competitions. The chapter covers packaging as valueadded, collectable, reusable items that act as a silent salesperson to reflect brand identity on the shop floor.

Chapter 12

Planning, Costing and Measuring Effectiveness, acts as a review of the book, to form a fashion marketing communications plan. A plan layout is given either as a template for a new plan, or as a tool by which to analyse an existing campaign. Methods of measuring the effectiveness of communications are discussed, so that planners can evaluate whether their chosen communications mix has been successful.
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A G-Star RAW lookbook image demonstrating the brand’s military inspiration for Summer 2016. Many brands store press releases and accompanying images in a dedicated press zone on their websites.
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The singer Meghan Trainor is the new face of Skechers Originals retro trainers collection, in a collaboration that ran until 2017. The star appeared in a film commercial and the #MTrainSkechers campaign on social media.







Chapter 1

CONSUMERS AND CONSUMER TREND-FORECASTING

Knowledge of consumers lies at the heart of any successful promotional campaign. How do brands know who to target? Find out how to:

• Create a consumer profile using socio-demographic groupings and psychographics

• Differentiate between consumer groups by generation and attitude

• Understand how facets of our present era act to influence trends

• Watch how trends develop, grow and fade, both seasonal fads and longer-term consumer and socio-cultural tendencies

• Create trend predictions by learning how a global trend forecasting agency researches and distills relevant material
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CONSUMER PROFILING

The role of consumers in the marketing industry has changed drastically since the 1950s, when people were expected to be passive consumers of product ideas from all-powerful brands. In what Philip Kotler et al. (2010) describe as the second era of marketing, it was recognized that consumers respond differently to varying products and messages. Consumers were subsequently put into market segments relating to age, location, job and lifestyle, so that they could be more effectively targeted with branded products. We are now well into what Kotler terms the third era. Promoters of fashion now need the active contribution and involvement of consumers to design credible campaigns to which they, the consumers, respond positively.

To reflect these changes there have been significant developments in the way consumers are profiled by brands and retailers. A much more detailed picture is required to suggest how consumers may behave or what they may aspire to, so that brands can assess how to engage with them.

Other factors, such as the switch to online behaviour, increasing fragmentation among consumer groups and significant improvements in data capture, have led to a questioning of the effectiveness of older methods such as socio-economic profiling. Through this system, a consumer’s job and wage or salary were used to define them as a certain type of purchaser. Over time more complex methods, such as geo-demographic profiling, have taken into account a consumer’s location and lifestyle, and psychographic profiling has added the measurement of attitudes and behaviour to build a more detailed picture. Today emotive segmentation provides the most detailed picture yet by adding aspiration and motivation to the behaviour of consumers.
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Customer profile boards for fashion brands are often generated by product designers. This type of collage acts as a visual building block for the type of consumer and the influences the designer sees as ideal for the concept.



Socio-economic profiling

In the UK, academic research into market segmentation began to gather pace in the mid 1960s with the discussion of the best variables by which to define consumers. The National Readership Survey (NRS) or social grade definition was developed at this time in the attempt to classify and describe social classes.

NRS Socio-Economic Groupings or social grade definition system This model is still referred to occasionally in the fashion business, especially when dealing with media such as fashion magazines. It remains a quick way to define an upper-class, well-to-do consumer (ABC1) as distinct from the traditional, less well-off, working-class consumer (C2, D, E). See the table below.


NRS SOCIO-ECONOMIC GROUPINGS OR SOCIAL GRADE DEFINITION SYSTEM



	Social grade

	Social status

	Occupation




	A

	Upper middle class

	Higher managerial, administrative or professional




	B

	Middle class

	Intermediate managerial, administrative or professional




	C1

	Lower middle class

	Supervisory or clerical, junior managerial, administrative or professional




	C2

	Skilled working class

	Skilled manual workers




	D

	Working class

	Semi-skilled and unskilled manual workers




	E

	Those at lowest level of subsistence

	State pensioners or widows (no other earner), casual or lowest-grade workers







Geo-demographic profiling

Geo-demographic based systems such as Mosaic were developed in the 1980s and designed to be updated with material from censuses. This type of profiling was introduced on the principle that understanding where and how a consumer lived was important, and that certain behaviour would be consistent with that location. Today, the global information systems company Experian takes the widest approach with its Mosaic Global classification system. Mosaic Global compiles data from 380 million households in 24 of the world’s most successful economies. The system is based on the belief that there are recognizable similarities between enclaves of inhabitants globally, regardless of the country in which they live. The classification details ten distinct neighbourhood types in which consumers display similar attitudes, lifestyles and behaviour. These are:

• Sophisticated singles.

• Bourgeois prosperity.

• Career and family.

• Comfortable retirement.

• Routine service workers.

• Hard-working ‘blue collar’.

• Metropolitan strugglers.

• Low-income elders.

• Post-industrial survivors.

• Rural inheritance.

Sophisticated singles, for instance, are defined as ‘Young people, mostly single and well educated, who positively enjoy the variety and stimulation afforded by a life in large cities. Typically international in their outlook and with a rich network of personal contacts, they are quick to adopt and explore new social and political attitudes and are important agents of innovation, both in terms of lifestyle and consumer products.’
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Total awareness of the consumer is vital for fashion brands, and can also generate campaign material. In 2015 the retailer AllSaints cast real people who ‘capture the independent spirit and attitude of the brand’ in a campaign entitled ‘Def in Venice’. The videographer Wil Beedle shot a striking range of images and film clips that showcased the versatility of the biker jacket.



Consumer psychographics

Also in the 1980s, further academic research was carried out into more sophisticated, lifestyle-orientated approaches to segmentation. One significant project was the development by Arnold Mitchell, a US-based consumer futurist, of the VALS (Values and Lifestyles) model in 1978. In 1989, as the original approach of predicting consumer behaviour based on lifestyles and attitudes began to be challenged by academics, a team from the Stanford Research Institute International, Stanford University and the University of California developed VALS 2, based on the assumption that consumer psychology and demographics or psychographics were far more powerful than demographics alone. The framework identifies three primary types of motivation.

• Ideals Consumers who are driven by principles and values relating to what is responsible; this type contains the groups Thinkers and Believers.

• Achievement Consumers who are motivated by recognition of symbols of success. This group subdivides into Achievers and Strivers.

• Self-expression Consumers who are driven by the need for experiences, whether physical or social or risk-taking, comprising the Experiencers and Makers.

The model also recognizes a second level, a person’s resources. Qualities such as energy, self-confidence, intellectualism, impulsiveness, leadership skills, novelty-seeking and vanity can enhance or restrain a consumer’s primary motivators.

Briefly, the US VALS types are characterized as follows:

Innovators have the highest levels of resources and exhibit all three primary motivators, and therefore sit at the top of the model. Innovators are successful, cultivated, active consumers with high self-esteem. They enjoy change and are the most receptive to new, niche ideas and technology.

Thinkers are mature, satisfied, comfortable and reflective consumers who value order, knowledge and responsibility. They tend to be well educated and actively seek out information before making decisions. They favour durability, functionality and value in products.

Believers are strongly traditional and respect rules and authority. They are fundamentally conservative in taste, valuing family, religion, community and the nation. They choose familiar products and established brands.

Achievers have goal-orientated lifestyles and are committed to career and family. They live conventional lives, and value authority and the status quo over risk and self-discovery. They prefer premium products that convey success to their peers.

Strivers are trendy and fun-loving. They are concerned about the opinions of others and favour stylish, aspirational products that emulate the purchases of those with greater material wealth.

Experiencers are young and enthusiastic about new possibilities, but quickly lose interest. They seek variety and excitement, savouring the new, the offbeat and the risky. They spend a high proportion of their income on fast fashion, socializing and entertainment.

Makers value practicality and self-sufficiency. They choose hands-on constructive activity and spend leisure time with family and close friends. They prefer value to luxury and choose basic or functional products.

Survivors live narrow lives; they are low on resources and focus on meeting need. They do not show strong levels of the three primary motivations. They are loyal to familiar brands, and primarily concerned with good pricing, safety and security.

Anyone can take the VALS survey at www.strategicbusinessinsights.com/vals/presurveys.html and find their own VALS type, as well as contributing to the ongoing data capture. In 1995 UK VALS was added; it identifies slightly different primary motivators and corresponding consumer types. International VALS also operates in China, Dominica, Japan, Nigeria and Venezuela.

Emotive segmentation

Emotive segmentation, developed by VisualDNA, part of the consumer insights company Nielsen, adds more detail to psychographic profiling. The system has been developed for brands and retailers to improve the reach, performance and return on investment of their online promotional campaigns. It accepts that aspects such as location are no longer strictly relevant to the way consumers view online marketing messages, whereas aspects such as aspirations, motivation and personality traits are. Similar to the VALS system, the company has developed a series of visual quizzes by way of data capture, and they give significant insight into 12 different personality traits (see chart below). Emotive segmentation credits a consumer’s general interests, aspirations and dreams, resourcefulness, state of mind, openness, conscientiousness, extroversion, agreeableness and neuroticism and the way they handle factors such as stress, love and finance as being relevant to the way they can be targeted with more individually tailored messages. By using subcategories of each of the 12 traits it is possible to build a detailed psychographic profile that considers consumers as individuals rather than segments. The system probably does the most to recognize that consumers of fashion can be aspirational or subject to compulsive or even irrational desires to purchase, regardless of income or location.


THE VisualDNA EMOTIVE SEGMENTATION CHART



	General interests

	Finances

	Conscientiousness

	Aspirations and dreams




	Understand consumer interests and leisure activities

	Understand how consumers spend their money

	Understand how consumers organize their lives

	Understand consumer hopes and wishes for the future




	Sports fanatics

Music fanatics

Bookworms

Gamers

Auto enthusiasts

Style conscious

Avant-garde

Art and crafters

Gourmet explorers

Family focused

	
Leisure spenders

Style spenders

Food spenders

Home improvers

Affluent providers

Careful spenders

	
Perfectionists

Obsessive workers

Life planners

Time keepers

Flexible thinkers

Spontaneous workers

Spontaneous lifers

Spontaneous coasters

Well intentioned


	
Mainstream consumers

Conventional aspirers

Love aspirers

Family aspirers

Happiness seekers

Idea seekers

Nature lovers

Career driven

Money driven

Asset driven

Spiritual believers

Future champions





	Resourcefulness

	Extroversion

	Dealing with stress

	State of mind




	Understand how consumers work

	Understand how consumers feel about other people

	Understand how consumers react to problems

	Understand how consumers see the world




	
Experienced workers

Skilled workers

Early stage workers

Disengaged workers


	
Natural leaders

Fun makers

Jokers

Social performers

Social listeners

Story tellers

Conversationalists

Supporting characters

Frustrated extroverts

Measured

Provocative

Daydreamers

Solitary


	Work hard play hard

Brush off

Talk it over

Contemplators

Comfort seekers

Emotional

Quick fix

Bottled up

Hot and cold


	Energetic optimists

Wise optimists

Happy now

Go getters

Chilled out

Caring

Uncertain thinkers

Frustrated

Downhearted




	Agreeableness

	Love

	Openness

	Neuroticism




	Understand how interested consumers are in other people

	Understand how consumers feel about love

	Understand how consumers feel about new experiences

	Understand how emotions drive consumer reactions




	Altruists

Positive idealists

Team players

Natural collaborators

Guarded collaborators

Researchers

Self focused

Competitors

Control seekers

Lone wolves

Assertive


	True romantics

Wavelength romantics

Rollercoaster romantics

Romantic traditionalists

Romantic adventurers

Dramatic lovers

Passionate lovers

Loving companions

Unromantics

Tender hearts

Lonely hearts


	Expressive

Creative

Curious

Nice

Intelligent

Logical

Straightforward

Sensible


	Happy and secure

Self secure

Self-confident

Sensitive

Internalizers

Feel the strain

Self critical

Easily deflated

Internal escapists

Reactive escapists

Dramatic escapists







GENERATIONAL ATTITUDES

Another method of profiling consumers works on the assumption that people behave in ways or have attitudes that are dictated by the generation in which they were born. Many authors on the subject of fashion promotion and marketing, such as Harriet Posner, Tim Jackson and David Shaw, have acknowledged the effect of generational divides on attitudes to fashion consumption, marketing and branding.

Changes in attitudes to ageing and in particular the perception of the word ‘old’ are now shaking up and blurring long-held generational groupings. Several factors have influenced an accelerated age compression in the younger end of the age range, and an age expansion among older consumers.

• Increased longevity, better health, increased exercise and the desire to stay young for longer has led to more active ageing populations. Working lives are becoming extended, as is the concept of ‘middle age’, which is lasting until the age of 55.

• Children in developed societies are maturing much earlier, causing an age-compression phenomenon known as KGOY (Kids Getting Older Younger). They are rejecting traditional children’s toys, games and clothing in favour of online activities more associated with the adult world.

• Tweens (ages 10–14) are also maturing quickly; they are affected by celebrity culture and media pressure to conform to ideal body types.

• Adolescence can last until as late as the early thirties as recession-hit millennials are staying at home with their parents longer or electing to return home after expensive years at university.

• Baby boomers (born after World War II) have no intention of accepting the constraints of old age. The term ‘old’ may not now apply until 80. They are embracing health, fitness and stay-young beauty procedures and are enthusiastically starting businesses and learning new skills.

These changes apply to global markets and are reflected in the following updated generational breakdown:

The Swing Generation / The Silent Generation

Longer life expectancy means that this demographic, born before 1946, is expanding and comprises 8.5 per cent of the global population. This is possibly the first time this group has been of interest to developers and marketers of products and services. Now mostly pensioners, some of this group will have been born during World War II, and so they are named after the heyday of swing music. Many are on low incomes or state benefits, but some have become the wealthiest, most willing-to-spend retirees of all time. They are determined to stay healthy, live well and enjoy life. The return in product and marketing messages to local manufacture, recycling, reuse and sustainability has reignited interest in the life experiences of this previously forgotten generation, some of whom grew up with postwar deprivation and the ‘make do and mend’ ethos.


[image: Illustration]

Iris Apfel (born 1921) is one of the busiest models of the moment. Her rule-breaking sense of style transcends the usual associations with older age. She was the face of the Blue Illusion Autumn/Winter 2016–17 campaign, ‘Ageless’.



The Baby Boomers

Named after the global explosion in population after World War II, baby boomers make up 19.9 per cent of the world’s population. As teenagers, this generation were the first to feel the benefits of extra cash and the freedom, fashion and music explosion of the 1950s and 1960s. Born between 1946 and 1964, Boomers were the first generation to raise children in a household where both parents worked. They are connected to youth, but also plan to enjoy life after their children have left home. They respond to brands and campaigns that reflect heritage values, and see brands as hard-earned social badges. However, as interest rockets in sales of cosmetics and fashion to this generation, they have found themselves the unlikely stars of campaigns such as those for Wella, Comptoir des Cotonniers and & Other Stories.
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The then 60-year-old model Yasmina Rossi for the Dreslyn and Land of Women swimsuit collaboration, 2016.



Generation X

Generation X consists of those born between 1965 and 1980 and makes up about the same percentage globally as baby boomers, at 20.5 per cent. The X was coined by the Canadian writer Douglas Coupland in Generation X: Tales for an Accelerated Culture (1991) to represent a generation that wanted to avoid definition. Generation X has a reputation for being cynical and suspicious, especially when it comes to marketing and obvious marketing techniques, such as lumping consumers together in segments and running overtly commercial campaigns. Many were brought up by two working parents, and they were the first generation to reject the ideal of working all their lives, earning themselves a further title of the ‘slacker generation’. They are the inventors of the gap year and of dropping out to experience the benefits of travel. They do, however, appreciate messages of exclusivity, limited editions and cool collectability. It is hoped that this difficult generation will mellow towards marketing messages in the now extended peak earning years.

Generation Y / The Millennial Generation / The Echo Boomers

Generation Y signifies those who were born between 1981 and 1990, some 17.8 per cent of the global population. Having grown up with technology, they are eager adopters of social media and other online community-forming platforms. Many members of this generation are single, stretching out their adolescence because of the difficult economic environment. They may be students or young professionals, or have young families themselves. They are happy to adopt less rigid gender roles, and so are bringing a newer, more inclusive attitude to parenting. Members of this generation are much happier to form sharing communities and will contribute actively to brands that engage them.

Generation Z / iGeneration / Boomlets / Centennials

Today’s Centennials were born between 1991 and 2002 and make up 19.6 per cent of the world’s population. The final name of this generation is still under debate by experts; they are also known as Next Gen or the Net Generation because of their immersion in digital technology. This generation has never known a world without video games, mobile phones or computers. Part of the KGOY phenomenon mentioned above, this generation has quickly divested itself of childlike toys and is keen to participate, consume and innovate in a digital world. This generation is expected to want to create, personalize and be credited for their own contributions to brand development and campaign material.

The Flat Age

In 2014 the global futures consultancy The Future Laboratory predicted further blurring of conventional generational divides and described attitudes to future generations in its trend release ‘The Flat Age Society’. It drew attention to an engaged, technologically enabled generation of baby boomers that account for 45 per cent of spend on luxury products globally. The global population of the over-55s is set to swell by 200 million to reach 2 billion by 2050, and such a strong force is predicted to help alter remaining negative associations with being old. ‘The Flat Age Society’ also suggests that great intuitive design of the future should include all generation groups as society moves from a youth-driven culture to one in which age is less significant. It will become less pressing for marketers to communicate to stereotypical generational divides, and more necessary to find innovative ways of reaching consumers using messages that represent timeless or looser ‘life stages’.

BUYER PERSONAS

All the profiling techniques mentioned above can be used by brands and retailers to form the basis of buyer personas. A persona is a fictional generalization of an ideal consumer based on geo-demographics, psychographics, aspirations, attitudes and personality traits. Further research – such as online behaviour in terms of engagement with brand content, shopping habits or the results of market research surveys or observation projects – can contribute to the formation of these highly detailed consumer portraits. From a marketing perspective, and in a way that is especially relevant to online communications such as newsletters and emails, consumer groups can be segmented by buyer persona and targeted with more relevant messages.

It helps promoters of fashion to realize that to appeal to consumers’ lifestyles, motivation and behaviour they must analyse them in much more detail than previous profiling methods suggested. For a consumer to interact with and respond to a campaign message, it should appear as if that campaign has been constructed just for them. There have also been significant changes to conventional generational divides. This affects, for instance, producers of childrenswear, whose target market may become less responsive to childlike, cute imagery as they seek out more adult themes of celebrity and body image. Consumer futures analysts are suggesting that promoters should find ways to appeal across the generations. This is sure to have more impact on the fashion industry, which has already begun to include older models.

We turn next to the analysis of consumers for another reason: that any new behaviour, if observed in significant numbers, can suggest trends in the way future consumers may behave.

THE DEVELOPMENT OF CONSUMER TREND-WATCHING

On Boxing Day 1985, when the US-based jeans brand Levi Strauss & Co. launched its iconic ‘Launderette’ ad, it had been suffering flagging fortunes in the UK and was on the verge of pulling out of a trend-driven market. Created by John Hegarty and Barbara Noakes of the creative ad agency Bartle Bogle Hegarty, the ad became famous for the model Nick Kamen nonchalantly stripping down to his boxer shorts and, watched by bemused older customers and attentive young women, placing his Levi 501 jeans in the washing machine of a 1950s-style launderette. Marvin Gaye’s ‘Heard it Through the Grapevine’ was re-released and went on to be one of four top-ten tracks that Levi’s used to accompany its advertising campaigns. ‘Launderette’ sent UK sales soaring among both men and women, reputedly by as much as 20 times by 1987.

Without doubt, Levi’s established an important advertising template and saved its reputation in a difficult market, but it is debatable whether its success was entirely down to the campaign. No other jeans brand managed to replicate this success, despite rushing to put out expensive ads in response.
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Nick Kamen in Levi’s ‘Launderette’ ad.



In London in 1982 a series of club nights known as the Dirtbox began, hosted by Rob Milton and Phil (Dirtbox) Gray and frequented by post-punks, rockabillies and soul boys and girls. The resulting fusion of influence became driven by 1950s rockabilly and was known as the Dirtbox look, later called ‘hard times’ style. As with punk, the look reflected the continuing recession (which had started in the 1970s), and ripped Levi’s 501s, readily available at that time from second-hand shops, became a key piece of dress. They were worn rolled up, with battered brogues and no socks for boys and with vintage stilettos and fishnet tights for girls. The slim leg and cinched-in, slightly baggy front of the Levi’s 501 perfectly suited the look’s 1950s street-urchin ethos.

Had this key group of Innovators (see The Diffusion of Innovation, below) not already been spreading the look through clubs, music, weekend trips to the coast and styling projects, it is unlikely that Levi’s could have achieved the sales figures it did. In fact – by accident or by design – it tapped into a major trend at the Early Adoption stage. Other brands found they simply did not have this grass-roots demand for a core jeans fit.
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Dirtbox rockabillies on the King’s Road, London, in the early 1980s.




EVERETT M. ROGERS’ DIFFUSION OF INNOVATIONS MODEL
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The Diffusion of Innovation

The idea of establishing a science behind predicting consumer behaviour is not new. Central to theorizing about consumers’ uptake of new trends is research begun in 1962 by the American sociologist and teacher Everett M. Rogers into the uptake of a new hybrid seed corn, designed to improve yields, by a farming community in Iowa. His research measured the rate of adoption by noting both the speed of uptake and factors that increased that speed or indicated resistance to the new idea. Although now more than four decades old, the resulting types of user/consumer and the percentage of uptake of those types in the sample group still stand in trend-forecasting today.

• Innovators make up only 2.5 per cent of any given group, and although they may not invent or discover a new style or product, they translate an idea into something that others can fit into their frames of reference.

• Early Adopters are a larger group, comprising 13.5 per cent, and are usually better connected than Innovators. They are happy to observe and take the lead from Innovator friends, and to spread the word to make an idea more acceptable.

• Some 34 per cent of the group will be Early Majority. Members of this group will wait to see how Early Adopters fare with a trend, before they themselves take it on board. Highly social and able to spread a message, they are followers rather than initiators of ideas.

• A further 34 per cent will be Late Majority adopters, who need lots of acceptable examples of how something will work for them. They may seek justification or reassurance from the Early Majority that they will benefit.

• Finally, Laggards make up about 16 per cent. They are slow to adopt trends, conservative in values and reluctant to change.

This model enables trend-forecasters to keep an eye on Innovators to identify new ideas coming into the sphere of reference. They can pinpoint when a trend may ‘tip’ or become the next big thing by measuring reaction in the Early Adopter and Early Majority groups. A warning that an innovation’s days may be numbered can be signalled in the Late Majority group, and even Laggards have a role in measuring how far an idea can be watered down before the world moves on.

Postmodernism

That society has, since the early 1960s, been in the depths of a complex and somewhat indefinable era described as postmodern – a reaction to the progressive, optimistic spirit of the modern era (approximately 1900–60) – is in itself a subject under much debate. Some theorists argue that we have entered a post-postmodern phase, a term that is under even more discussion. One school of thought proposed by writers such as Jeffrey Nealon is that postpostmodernism is an intensification of the postmodern effect, as described below.

Key postmodern theorists were Jean Baudrillard, Fredric Jameson, Jean-François Lyotard, Roland Barthes and Jacques Derrida, although between them they held many different perspectives on the subject. The era is perhaps best summarized in relation to what modernism had represented: progress, truth and the quest for utopian ideals. Conversely, postmodernism represents exhaustion, questioning of the truth and a dystopian society. Stephen Brown, writing in Brownlie et al. (1999), perhaps best sums up Baudrillard’s view of the postmodern condition:


Every possibility in art, life, theory, politics and society has already been tried. Originality is impossible, history has ended, the future has already happened and all that remains is to play with the pieces among the anorexic ruins. In other words, the only available option is to recycle, rearrange, rediscover, recombine and reuse the forms, styles, genres, approaches, techniques and methods that already exist, usually in an ironic or irreverent manner. Thus, although postmodernism is in many ways the terminus, the outer limit, the dead-end of modernism, it is also characterized by a strange but remarkably compelling sense of playfulness, of exhilaration in the face of failure, of feeling that there’s nothing we can do, so let’s have a party.



This certainly goes some way towards explaining why, in fashion, decades are endlessly rehashed while to some extent nervousness of the future and of new developments and directions remains. We can adapt the marketing perspective taken by Brown to explain the facets of postmodernism.
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Comme des Garçons campaign, 1995.



Fragmentation The breaking down of political stability, economic theories and social organization in tandem with the increasing influence of media opinion. This term is often used to describe the breaking down of consumer groups from mass market to almost personal status.

Dedifferentiation The blending of what were once high and low cultures, such as politics and celebrity, and the blurring of once-distinct boundaries such as gender or what comprised a celebrity. In fashion, this term also explains, for example, the use of formerly disregarded ‘low’-status fabrics, or the elevation of sportswear to the catwalk.
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UK Reality TV star Samantha Faiers’ ‘La Bella’ perfume campaign, 2014.



Hyper-reality The elevation of fantasy worlds and a questioning of what is ‘real’ and what simulation. Originally manifested through the popularity of theme parks and computer games, it has exploded into reality TV, the possibility to exist in a virtual world and ever more immersive visual gaming experiences. Through hyper-reality, society has accepted the word ‘celebrity’ to describe reality TV stars. It is therefore possible to market a brand created by a reality TV star using their image and standing in society, to consumers who culturally accept that message.
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Jean Paul Gaultier, Spring/Summer 2014 campaign using a collage of catwalk shots.



Pastiche/Bricolage The use of collages of existing styles and codes, assembled in a new way, often ironically or with a sense of playfulness; this may be in fashion, architecture, art, film or literature. For example, the high-end department store Harvey Nichols has established a reputation for producing ironic, cheeky, sometimes controversial ads using bricolage. In 2015 it used CCTV footage of real shoplifters, overlaid with cartoon faces to conceal their identity. The ad, for the Harvey Nichols Rewards app, used the tagline ‘Love freebies? Get them legally.’
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Vivienne Westwood, Spring/Summer 2015 campaign.



Anti-foundationalism The desire to deconstruct; to question what should be worn as outerwear and what should be concealed. Respect is often shown for the details of construction, and the function of previously accepted features such as sleeves is questioned. In a wider sense, this involves a questioning of what was once a universal truth or established point of view. Some of fashion’s most progressive and intelligent contemporary designs have been based on this principle. It also explains the current desire to see ‘behind the scenes’ and to observe the making of a campaign.

HOW A TREND-FORECASTING AGENCY WORKS

Having established the importance of consumer-watching, and looked at the theory behind how trends are taken up by society and the relevance of the era on how trends may emerge, we now examine how trend-forecasting agencies formulate observed consumer behaviour into actual trends.

Each trend-forecasting agency has its own process for gathering and synthesizing research. Here Victoria Loomes takes us through the process followed by trendwatching.com. A favourite of students and industry insiders alike, trendwatching.com is known and appreciated for its free publications, which include monthly trend bulletins available in nine languages, regional bulletins and a step-by-step trend canvas to help brands and retailers translate a trend idea into an innovation.


INDUSTRY PROFILE

VICTORIA LOOMES OF TRENDWATCHING.COM

Victoria Loomes is a Senior Trend Analyst at trendwatching.com. Set up in 2002, the organization has over 3,000 trend-spotters in more than 90 countries around the globe. Trend observations pour into five central offices, in New York, London, São Paulo, Singapore and Lagos. The organization is led by a team of 23, who are responsible for managing clients, regional offices, trend content, marketing and the look of the website. Observed trends are synthesized into Premium Service trend releases for 1,200 paying clients and the later free bulletins to over 260,000 subscribers. Clients include Diesel, Gucci, Yves Saint Laurent, Nike, Puma and Samsonite.

Anyone with an eye for local examples of consumer trends and business innovations can apply to join tw:in, trendwatching.com’s trend-spotting network. Readers of the site’s free publications are often recruited for this purpose. Successful contributions are rewarded with points (which can be redeemed for gifts), and may be published in one of the trend bulletins.

Trendwatching.com’s trend analysts carry out global seminars and innovation workshops for clients, and also attend seminars by leading thinkers and innovators to keep at the forefront of what is happening both now and next.

Q: How do you all compile information among the global offices?

A: It is a challenge, but we get everyone together via Skype to exchange information. We also have a great internal chat programme called Slack, a messaging app that enables real-time comment to be pinged backwards and forwards and different people to be allowed into the conversation.

The regional offices are responsible for the regional briefings – they come back to us and go through the headers, trends and insights that they will include – but the content and direction of the briefings are signed off by each regional office. Otherwise it’s a democratic process.

Q: Do you have to do trend seminars all over the world?

A: It’s July now so we are in the middle of those (for 2015) at the moment. Amsterdam was the first one, then London, then Singapore, then a private event in Bangkok. Then Sydney and a final seminar in New York. The São Paolo event in 2016 will be a secret seminar, a more intimate, interactive experience with no set agenda. We’re finding this format works better for certain markets who like the idea of a more underground event. The seminars are lots of fun, but hard work to get together. They are structured around our premium content, which is structured around our trend framework. Within this there are 16 megatrends, and within each megatrend are subtrends, which are not necessarily less important but which change more quickly and evolve more fluidly. We update the subtrends regularly and give examples of them in action. At the seminars we present the trend framework and how the subtrends will shape those over the next few years. We give ten trends that attenders should know about and be acting on now; I put a lot of that together. The travel is exciting, and we always try to tailor the content as far as possible to local markets, even if that just means changing the images to be locally relevant.
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Trendwatching.com produces free regional publications to share, like or download.
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A trendwatching.com Trend Framework.
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A mini fashion bar in Antwerp, Belgium.



Q: Is there any country in particular that is essential to watch at the moment?

A: It’s a difficult question. There’s a lot of interesting stuff in Africa at the moment: the middle class there is growing, and they are observing, taking enjoyable ideas from people in other countries and putting their own spin on it. Because of the internet and the way information is so easily disseminated, it’s difficult to say that you should watch any particular market, because now ideas and inspirations or thoughts can literally come from anywhere. I wouldn’t say there is one particular market; you need to be globally aware. It’s important for businesses to realize that people travel much more now, all over the world, and they take certain expectations with them and think ‘Why isn’t this available here?’ There are a lot of global brands that are setting standards across the world, and companies like Google, Facebook and Apple have redefined how we think about certain services and what we expect from customer service. Apple’s Genius Bar is available across the world, so small start-ups are having to respond to these enhanced levels of customer service and the standards set by these big brands.

Q: Any other particular source of interesting ideas?

A: Good ideas can come from anywhere. Once a brand like Apple or Amazon does something, it’s easier for a start-up brand to build on that idea and take its own direction from it. The barriers to entry have become lower. Digital allows you to experiment much more, more easily. For the brand – and on a personal level – it’s easier to try out, or to customize; to decide to get involved with something.

It’s also important to think that any channel can become a marketing channel. For instance, Banks boutique hotel in Antwerp has partnered with a German fashion store, Pimkie; now, in the hotel rooms, they have mini fashion bars of a curated selection of clothing that you can wear and pay for at the end of your trip. It saves you going to the shop, packing tons or realizing you are missing something. Marketing at every opportunity will become more and more tailored and streamlined.

Q: Is there an example of a subtrend that became a megatrend in its own right?

A: Maybe not something that started as a subtrend as such, but megatrends can evolve. The ‘Tribes and Lives’ trend has now been renamed post-demographic consumerism – the idea that consumers don’t behave as they should. People are sophisticated in their access to information and global brands; they can’t be segmented by age, location or gender any more. ‘Tribes and Lives’ was about segmenting people by groups. We had a trend called ‘Pink Profits’, essentially marketing to the pink pound, and a trend relating to women. We talked a lot about how these ideas seemed outdated and clichéd. We published the idea of ‘Post-Demographic Consumerism’ to premium clients in November 2014. It’s gone on to become even bigger than a megatrend – an overarching trend, a fundamental shift in how we need to think about people. It will be fundamental to brands to think about how they define themselves to consumers. Young people will remain the earliest adopters, but that information and that desire to adopt that information will become quicker in all generations.

Q: Are you working on any trends now that you think will have an impact on fashion brands?

A: The merging of fashion and technology is a really interesting one, not just for e-commerce or at point of sale. Levi’s, for example, is working with Google to create smart fabric from which to manufacture jeans. The idea is that the wearer can change the volume of their music when running their hands up and down the fabric of their jeans. Responsive clothing that has technology embedded in what you are wearing is an area that looks set to grow. E-commerce possibilities are endless. Using devices can be isolating and about looking down at something; gesture technology has enabled us to be expansive and more active. Technology won’t be used for its own sake: it needs to solve a problem or make something better, easier or more intuitive.

Fashion brands could think about putting consumers in touch with their contacts. Tesco ran a campaign through which customers could book tutorials with beauty bloggers, who would discuss which products would suit them. There is a lot of room for fashion brands to cash in on their contacts while helping people to improve their appearance, gain behind-the-scenes knowledge or see through the eye of a fashion insider. This considers marketing as a service – something that is useful to the consumer, rather than seeing them as passive users. Consumers are trading directly with one another and building trust with one another in other sectors, too. To stay relevant, fashion brands could look at some of those models.

Q: Do you have any favourite brands or ideas that you have seen in trend-watching?

A: I do watch certain brands. Domino’s Pizza does amazing things by way of service marketing, such as emoji ordering. I also like Patagonia, which was very transparent with its ‘Don’t Buy this Jacket’ campaign (2011); it was counter-intuitive, but an effective message that informed the shopper how many resources go into this bestselling jacket. I’m interested in brands that step in and help consumers to learn new skills or understand things. There’s been a shift from the acquisition of goods to wanting to experience more, to collect experiences. We’re not going to stop shopping, but the stories, activities and access that we can tell are associated with each purchase are becoming ever more important.
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In the US in 2015 Domino’s introduced a new pizza emoji for quick and easy ordering. Registered users who had already specified their pizza preferences could simply tweet the emoji or use the hashtag ‘EasyOrder’ on the @dominos account.





THE TRENDWATCHING.COM PERSPECTIVE

The trends below were made available as free

Subtrend: ‘Post-Demographic Consumerism’

















Subtrend: ‘Sympathetic Pricing’






Subtrend: ‘No Interface’
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