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Introduction

A great deal has changed since the first edition of Marketing Fashion came out in 2011. Social media and e-commerce were then in their infancy, and fashion marketing and promotion were still carried out along largely traditional lines. Consumers were reluctant to shop online, mainly because they were worried about digital security or did not want to forgo the physical experience of shopping. In 2010, between commissioning and publication, both Instagram and Pinterest were launched. By the time the second edition, Marketing Fashion: Strategy, Branding and Promotion, was published in 2015, social media, particularly Instagram, was well embedded. The Instagram influencer had made their mark, resulting in the creation of new businesses, such as the influencer agency.

By the time the third edition was commissioned, there was a growing sense of unease about some aspects of fashion. The ethics behind its manufacture were being challenged: who made our clothes, how much were they paid and in what conditions did they live and work? Fashion Revolution’s Who Made My Clothes? movement launched in 2017, and the ethics of consumption came under the spotlight when it was revealed that Burberry had incinerated unsold clothes, accessories and perfume worth £28.6m during 2017 in order to protect its brand. Environmental protesters took to the streets for Earth Day in 2019, their message: ‘Business as usual costs the Earth.’ Then came the pandemic in early 2020, and the cost-of-living crisis in 2021. How do you think about and address fashion marketing and promotion in this context?

[image: A model wears a skirt suit with boots. The suit has the words Gucci and Balenciaga. ]
A look from the Hacker Project; see here.

These concerns are pressing, but we need to wear clothes, and fashion allows us to dream. It can transport us from the mundane into a magical realm where a garment’s shape and proportion become a silhouette, a colour transforms from plain brown into glamorous mocha, and a simple sheath of black fabric becomes a little black dress. How do we keep this passion alive while recognizing the very real challenges the world faces? Fashion is a complex cultural phenomenon, but it is also a global manufacturing and retail industry. It extends from the agricultural, chemical and fibre industries that produce and supply the raw materials for textiles, through to the more glamorous spheres of styling, art direction, photography, advertising, media and digital marketing.

Marketing, branding and promotion play a critical role in the fashion industry today; they are stimulating and exciting disciplines that inform many of the strategic and creative decisions behind the design, production and retailing of fashion. Marketing and branding, for example, bridge the gap between the intangibles of fashion and the concrete realities of business. They can be viewed as part of a holistic system connecting the commercial goals and value system of a business organization with the personal ideas, desires and actual needs of customers. Marketing has been described as both a science and an art, requiring systematic research and analysis as well as creativity, innovation and intuition. It operates at every level of the fashion system and affects the entire supply chain, from product development to retail; it is as relevant to couture, luxury labels and designer brands as it is to independent niche labels.

This new edition of Marketing Fashion is written with the premise that marketing, branding and promotion can be used as forces for good. Marketing has always had to reinvent itself in response to external factors. Now it also has the challenge of appealing to new types of customer who want to deal with an industry that contributes positively to a world in turmoil by making an ethical impact.

What is in this book?

Marketing Fashion is a contemporary visual guide to the principles of marketing theory and branding practice. It explains key theoretical concepts, illustrating how these might be applied within the ever-evolving context of the global fashion, retail and e-commerce industry. It will lead you through the marketing process, from initial research to the creation of marketing and branding campaigns. Examples and case studies drawn from a broad range of fashion businesses help to explain key concepts, 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 you 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: Marketing Theory introduces the fundamental tools of marketing and marketing strategy. The key concepts are illustrated with examples from the global retail and fashion industry to explain how they are applied in practice.

Chapter 2: The Fashion Market outlines the basic structure of the fashion industry and its seasonal cycles. It explains the different levels of the market and provides information on emerging global fashion markets along with such growing markets as rental fashion, pre-loved fashion and the increasing trend for mend and repair.

Chapter 3: Research & Planning explains the concept of the marketing environment and the areas to be researched and analysed when gathering market and trend intelligence. It gives an overview of marketing research methods, how to monitor the market, and how to use research when planning a marketing strategy.

Chapter 4: Understanding the Customer focuses on research into and analysis of customers. It explores ways in which a business can analyse its customer base so as to understand their requirements and target products, marketing strategies and social-media communication accordingly. Key to this chapter is the concept of the customer journey from first awareness to brand engagement, purchase, loyalty and brand advocacy. It explains the impact of psychology on consumer purchasing behaviour and offers techniques for creating customer profiles.

Chapter 5: Introduction to Branding explains the fundamentals of branding and why brands are such valuable assets. The chapter covers brand strategy and management, 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 activity employed in fashion retail and e-commerce. It covers fashion advertising, sales promotion, PR and social media, as well as how to measure the effectiveness of a campaign. A broad selection of case studies highlights current trends in contemporary fashion promotion.

Who is this book for?

Marketing Fashion is for anyone interested in the world of fashion and how it works. Fashion marketing, branding and promotion are integral to the system, and an essential area of study for all who plan a career in the industry. This book is designed specifically for students of these disciplines, but those studying fashion design or who wish to start their own brand will also benefit. Fashion is never static, and marketing, branding and promotion for fashion do not always conform to standard theoretical formulae. To be successful, you need to build on basic principles and adapt ideas so as to meet the challenges of each new market situation. Marketing Fashion aims to educate but also to inspire, and you are encouraged to use the material as a platform for further research and inquiry.




1

Marketing Theory


“Marketing is not the art of finding clever ways to dispose of what you make. Marketing is the art of creating genuine customer value.”

Philip Kotler




This chapter introduces you to essential marketing theory and the strategic tools used by marketers. The most fundamental of these are the Marketing Mix and the strategic model of Segmentation, Targeting and Positioning known as STP Marketing Strategy. In this chapter we will consider what marketing is, and give a range of definitions in an attempt to show as broad a picture as possible, while also explaining the concepts of Unique Selling Point (USP), Differentiation, Added Value and Competitive Advantage. By the end of this chapter you should be able to understand the basics, and then, going forward, it will be possible for you to consider in more detail how the theory might apply in practice to fashion marketing and promotion.



[image: Models wear colourful dresses and walk down a runway during a fashion show.]
What is marketing?

Marketing is intriguing in that it has been variously described as a business function, business philosophy, and 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. He considers marketing to be both a science and an art. It is strategic and creative, requiring systematic research and analysis, as well as innovation, intuition and gut instinct.

The range and potential of marketing can be almost limitless; it may start long 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 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 should be an ethos (rather than a department) that pervades every facet of a business.”

Martin Butler



Marketing definitions

Each of the definitions given 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.” Philip 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.” Philip Kotler (1991)

“Marketing is the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit.” Philip Kotler (2011)



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.

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 the product that customer requirements need to be considered. The total experience and service that customers receive as part of their engagement and relationship with a fashion, beauty or lifestyle brand must also be factored in to the marketing equation. This may include a wide range of activities and interactions, among them online product searches, engagement with the brand’s social media, visits to a physical store, noticing pop-up adverts or influencer posts, or returning products easily. This means that branded content and all the processes of engagement are as worthy of consideration as the fashion product, and must therefore be viewed as essential to marketing.

[image: A blue Vivienne Westwood bag is on display. Text on a tag attached to the bag reads ‘Exclusive Great Gift.’]
A Vivienne Westwood bag promoted in-store as an exclusive gift at Christmas.

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, market, societal and economic trends and working to anticipate consumer demand is a significant element of marketing, and key for fashion and the wider creative industries. The time taken between an initial design idea and the manufacture of a product is known as the lead time. This can be lengthy, and prototyping or sampling a new product or seasonal collection may be costly and can also be very wasteful. This puts great pressure on the fashion system. The key is to invest in manufacturing the right products in the right quantity, and this is why anticipating what customers will want is so crucial. Researching the market, undertaking consumer research and forecasting future trends will all be explained in more depth in Chapters 2, 3 and 4.

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 result. It is no good generating engaging content and promoting wonderful products if they are not delivered. Similarly, if the online experience or physical products do not match the quality expected by customers, or service is not up to standard, value will not have been delivered. A disgruntled customer may post a bad online review of the products and services, and this can have a detrimental effect on the brand’s reputation.


“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



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 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, the quality of the products, how they are designed and whether they are produced ethically, for example – but it can also relate to the overall service a company might provide and the total experience that consumers encounter at every stage of their interaction with a brand. The concept of value works both up and down the supply chain; whatever is delivered must not only be of value to consumers, but also create profit and value for the businesses involved.


Communicating value

THE BODEN OWNER’S CLUB MANUAL

Boden is a global fashion company, originally launched in the UK. It started as a mail-order business back in 1991, when catalogues for fashionable people were really not a ‘thing’. The original idea was inspired by the high standards of US mail-order companies at the time. From its earliest days through to the present time, the heart of the brand is about making clothes worthy of staying in the customers’ wardrobe for a long time. That means good quality and styles you will want to keep. The brand’s website launched in 1999. Boden 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. The company now sells online, via its catalogue and through stores in the UK, Europe and the USA.

[image: The three features of a Boden trench coat are buttons, belts and stitching. Text for the buttons reads ‘To deliver a commanding contrast, we attach our ecru buttons with the same colour thread we use to make our coat.’ Text for the belt reads ‘We could not resist a slightly decadent trim on the underside of the belt.’ Text for the stitching reads ‘Note the nice rich seam stitching – yet another thing that lifts this coat out of the ordinary.’]
[image: Handwritten calculation reads ‘Price in pounds over times worn equals value.’ Printed text below reads ‘Value from the bottom up. My chinos from the end of the last millennium cost 42 pounds. I have washed them about 500 times – that is less than 9 pence an outing so far. They still look and feel fantastic and they have got plenty more mileage left in them.’]
The cost-per-wear principle is used to calculate and communicate the true value of a pair of Boden chinos. By dividing the retail price by the number of times the trousers have been worn over the years, it is possible to determine their value per wear. The message is that although the chinos might not be the cheapest on the market, they are good quality and will stand the test of time.

The website and catalogue are used not only to sell products for women, men, children and babies, but also to communicate the Boden brand ethos. Online this is easier to accomplish; the challenge is how to include extra content in a printed catalogue. One tool that can be used to great effect is to insert a special-edition brand booklet. Each edition is unique, beautifully designed and jam-packed with information about the details and quality of garment design and the value of the Boden product.

[image: The cover of a book titled ‘The Boden Owner’s Club Manual. Ten and a half easy steps to ultimate Boden enjoyment.’]
[image: Text on a page reads ‘Step 4: Appreciate the hidden extras. We believe that when it comes to clothing, no detail is small enough to be overlooked. We are never happier than when we are agonising over an unexpected feature others might find trifling – such as the contrast trim on the reverse of our Trench Coat belt. Some of the detail we have created in a whole host of our products is purely for an audience of one. But you will know it is there and that is reason enough for us.]
The designers behind the Boden brand believe design details make a difference, so The Boden Owner’s Club Manual highlights the hidden extras that make a Boden trench coat so special.



Remarkable marketing

The company LittleMissMatched was founded in the USA way back in 2004 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?’

[image: Two photos. In the first photo, a person wears mismatched colourful socks and dirty sneakers. In the second photo, people wear mismatched socks.]
LittleMissMatched has a unique take on marketing. The company offers three socks in a pair; while each of the socks coordinates with the others in the set, none of them is an exact match. This novel approach solves the problem of ‘the missing sock’.

LittleMissMatched only ever sells socks in odd numbers, three in a pair. Now that is remarkable. And if you get three odd socks that coordinate in fun and colourful ways, 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 message is to inspire girls to ‘be bold and to have fun while being true to themselves’. It all started with socks and the idea to disrupt the marketplace, but today LittleMissMatched is a lifestyle brand that spans many different product and entertainment categories, 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. Members of this style group may not actually know one another directly, but might share similar values and cultural attitudes, and by adopting a specific mode of dress, individuals can shape their identity and gain a sense of belonging to a larger community. In 2014 Nicola Formichetti at Diesel used this idea for the Spring/Summer WE ARE CONNECTED #DIESELREBOOT campaign shot by fashion photographers Inez & Vinoodh. The campaign featured artists, musicians, creatives, models and students, intriguing individuals – among them bikers, cyberpunks and Japanese teens – belonging to style gangs that represented the bravery and ingenuity of the Diesel brand. The concept was to show a global community united by the idea that if you belong and are connected, you are not alone.

We frequently make our fashion choices either consciously or subconsciously based on what peers, friends, colleagues or celebrities are wearing. When consumers promote products or pass on style ideas to one another it is known as word of mouth (WoM), word-of-mouth marketing (WoMM) or peer marketing. Sharing ideas and promoting via word of mouth can be very cost-effective for a fashion brand. Social media is an essential tool for spreading the word, so you may also hear the term ‘word of mouse’.

Style groups: Exactitudes

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

The project illustrates clearly the subliminal influence and pull of belonging to a style group. The people photographed by Versluis and Uyttenbroek were spotted in the street and had no personal knowledge of the others photographed wearing such similar clothing styles. Although only 12 individuals appear in each style collective, responses to the work indicate that many people who viewed the photographs were able to identify themselves in one of the featured looks.

[image: Five photos of men wearing a shirt, a V-neck sweater and a pair of jeans in different colours and patterns.]
Geeks – London 2008 Skinny boys in V-necks and specs display their fashion geek credentials.

[image: Five photos of women wearing suits, skirts and jewellery and holding a handbag in different colours and patterns]
Charitas – Rotterdam 2007 Power ladies dressed to impress in suits or skirts and structured jackets; handbags at the ready, these women mean business.

[image: Five photos of men wearing jeans, t-shirts, hoodies and a cross-body bag in different colours and patterns.]
Yupster boys – New York 2006 Yupster = yuppie + hipster. Grown-ups who don’t grow up, this tribe of urban creative professional hipsters came of age during the first wave of indie rock and hip hop. Yupster uniform: T-shirt that communicates values or affiliations, zip-up hoodie and all-important cross-body bag.

[image: Five photos of women wearing pencil skirts with blouses in different colours and patterns. Their retro-styled hair is adorned with bows and hats.]
Pin-ups – London 2008 Girls inspired by 1940s and 50s pin-up style. Pencil skirts and blouses with cinched-in waists accentuate the figure, and retro-styled hair is adorned with accessories or hats.

‘Exactitudes’ documents the dress of fashion tribes from around the world.

Exchanging products and value with others

Marketing is a process of exchange. Traditionally, the commodities for exchange are the goods and services sold by the brand, and the currency is of course money paid for those goods and services by the customer. However, there are other commodities of value to bear in mind. For a business, in addition to the financial gain received from customers, there is also data. This can provide the company with detailed information about their customers’ preferences, social media usage and purchasing behaviour. Viewed creatively, the exchange process can be seen as a trade system with exciting potential to generate a diversity of assets for both consumers and businesses. Social media content generated by the brand and/or its audience is one of the most valuable assets. Content created and controlled by the brand is known as owned media, whereas content created by users is termed earned media, since the brand did not pay to produce or share it. Free content, such as posts, photos, stories and reviews, that is shared by all users (the brand or the audience) on their social media feeds is known as organic media.


MARKETING AS AN EXCHANGE PROCESS

Marketing can be viewed as an exchange process or system. The purpose is to generate a diversity of assets for both the company and its customers.

[image: An illustration of products, services, values, ideas and communication sent from business venture to customers and money, information, data, ideas and communication sent from customers to business venture.]



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

Mark Hughes



A managerial and business process

It is important not to lose sight of the purpose of marketing, and remember that it is designed to ensure a business can flourish and generate a profit. Marketing must therefore be managed as an integrated function of business. The ultimate aim is not only to satisfy customers, but also to ensure an advantageous result for the business. As the Chartered Institute of Marketing’s definition states, ‘Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.’

The next section guides you through the key strategic tools available to the marketer. You will be introduced to a framework known as the marketing mix, and to the principles of market segmentation, targeting, positioning, differentiation and competitive advantage. These concepts are explained and illustrated with examples and case studies detailing how fashion designers determine a unique selling proposition and create a distinctive signature style for their brands.

The marketing mix

The marketing mix provides a framework that can be used to manage marketing and incorporate it into a business context. The concept of the marketing mix is that several strategic ingredients must be considered and blended effectively to achieve the marketing and strategic goals of a company. The principles that underpin the marketing mix were first shaped in the USA during the 1940s and 50s. The term was coined in response to the idea that marketing managers were considered ‘mixers of ingredients’. Neil H. Borden, professor of advertising at Harvard Business School, originally listed 12 marketing variables, but in the 1960s E. Jerome McCarthy rationalized these into four simpler variables – product, price, place and promotion – known as the 4Ps of marketing.

The marketing mix can be thought of in a similar way to a recipe where the four ingredients (product, price, place and promotion) can be blended in varying proportions, giving emphasis to whichever aspect is most appropriate to the company, brand or product. There is no correct formula; the mix that is employed will be unique to each company or situation. Fundamentally, it comes down to ensuring that the product is right for the specified market, that it is priced correctly, that the balance of merchandise is correct, that it is in the right place at the right time, and that customers are aware of the offer or service through appropriately targeted promotion. Whatever the market level, an effective marketing mix must weigh up a company’s overall objectives while also taking into account any changes and challenges operating in the market at that time.


THE MARKETING MIX

PRICE

What is the correct price for the product?

What price will provide the right value to customers?

How will the customer perceive this price?

How does this price compare to that of competitors?

What is the total cost to customers – are there additional or hidden costs?

What might be the environmental cost?

PLACE

Distribution: Where will the product be available to customers?

What distribution channels will be used?

How much of the product will be available?

How accessible will it be for consumers to find and purchase?

How convenient will it be for customers to access and purchase?

PRODUCT

Demand: Do customers want this product?

Where will the product be designed and produced?

Could this product solve a problem for consumers?

What would make this product desirable to customers?

How can technology best be used to design and manufacture the product?

What is the most sustainable and ethical way to make this product?

How will it be packaged?

Who is the target customer for this product?

How will the product be recycled, repaired, upcycled or disposed of at the end of its life?

PROMOTION

Awareness: How will customers know about this product?

Will there be any special sales promotional activity?

Will there be a promotion or PR campaign to promote the product or service?

Communication: What do we want the customers to know? What messages do we want to communicate?

What promotional channels will be used?

[image: An illustration of the marketing mix. Price, product, place and promotion are around the central hub labelled ‘People.’ Text reads ‘Price: What is the correct price for the product? What price will provide the right value to customers? How will the customer perceive this price? How does this price compare to that of competitors? What is the total cost to customers – are there additional or hidden costs? What might be the environmental cost? Product: Demand: Do customers want this product? Where will the product be designed and produced? Could this product solve a problem for consumers? What would make this product desirable to customers? How can technology best be used to design and manufacture the product? What is the most sustainable and ethical way to make this product? How will it be packaged? Who is the target customer for this product? How will the product be recycled, repaired, upcycled or disposed of at the end of its life? Place: Distribution: Where will the product be available to customers? What distribution channels will be used? How much of the product will be available? How accessible will it be for consumers to find and purchase? How convenient will it be for customers to access and purchase? Awareness: How will customers know about this product? Will there be any special sales promotional activity? Will there be a promotion or PR campaign to promote the product or service? Communication: What do we want the customers to know? What messages do we want to communicate? What promotional channels will be used?’]
This version of the marketing mix refers to 5Ps. It places Product, Price, Place and Promotion as a constellation around the central hub, People. This is a new derivation of the traditional 4P marketing mix, incorporating and highlighting the importance of people within the mix.



The drawback of the traditional 4P marketing mix is that it tends to focus on the internal needs of the company rather than the ever-changing requirements of customers. This more limiting version of the mix was developed primarily during the rise of mass consumerism to market the physical benefits of a product, the limelight falling on producing, pricing and promoting product. Newer thinking believes the consumer should be at the heart of the matter. An expanded 7P version of the marketing mix has been developed to address this change in emphasis; it includes three further criteria: physical evidence, process and people. It is a common mistake to consider fashion as a product-based industry, however; it should really be viewed as service- or people-based, which is why the extra criteria are so necessary. Each of the 7Ps is discussed in detail below.

Product

For apparel, ‘product’ relates to product design, style, fit, sizing, quality and fashion level, as well as performance and function. In the fashion and textile industry, product is rarely a singular item. Commonly it will be a complex range or integrated collection of products. Designers are generally required to construct well-balanced collections or wholesale or retail ranges that include a variety of product categories offered at appropriate price points for specific target markets. When taking a strategic marketing approach to product, some useful questions to consider are:


» Are the products suitable for the specified market?

» Do the products meet the tangible needs of consumers?

» How will the products satisfy the intangible desires or aspirations of customers?

» Does the total product offer or range address the variety of needs relating to the target customers?

» Is the balance of the range or collection correct? Does it have enough choice and variety within it? Or does it offer too much choice; should it be pared down and streamlined?



[image: Four photos of two people fitting a man with a shirt and close-up views of the shirt with closures around the collar and the cuffs and zips for pockets.]
Designers, buyers and product technicians generally work as a team to fit garments and approve specifications. Each aspect of the jacket being fitted, right down to the buttons, closures, pockets, zips and stitching, must be approved and accurately specified. Behind-the-scenes photos or even a video of a fitting have great promotional possibilities – showing the care and attention the company puts into considering the fit and detail of the garment.

Product attributes and benefits

Product attributes refer to the features, functions and uses of a product. Product benefits relate to how a product’s attributes or features might benefit the consumer. At the most basic level, clothing has core attributes that offer protection and safeguard against exposure and nudity. At the next level there are the tangible attributes, integrated into the design, manufacture and function of the garment. These are intrinsic to the product itself and offer concrete and physical benefits to the consumer. So a raincoat made from a water-repellent fabric will have the intrinsic attribute of being waterproof and have the benefit of keeping the wearer dry. Such a garment may be presented in-store with accompanying marketing material informing consumers about the specific attributes and benefits of the design or waterproof material.

[image: A Regatta women’s jacket and a Regatta men’s jacket have a hood, taped seams, centre front zip with storm flap and map pocket.]
The Regatta women’s jacket (top) and men’s jacket have several important functional attributes: made from Isotex 1000 XPT, an extreme performance fabric, the jackets are waterproof, breathable and windproof. They also incorporate technical and functional details, such as taped seams, a detachable hood, a centre front zip with storm flap, and a map pocket.

An item of clothing can also have what are known as intangible attributes. These are more abstract in nature and connect to the ideals, perceptions and desires of the consumer. These intangibles are extremely important for fashion, since consumers do not really buy a product but rather a set of expectations and interpretations, each person perceiving a product’s combination of attributes and benefits according to their own particular needs and viewpoint.


“Marketing is still an art, and the marketing manager, as head chef, must creatively marshal all [their] marketing activities to advance the short- and long-term interests of [their] firm.”

Neil H. Borden



The total product concept

The example of the waterproof coat illustrates what the economist Theodore Levitt called the augmented product or the total product concept. Levitt’s model describes four different levels to a product:


» The generic or core product

» The actual or expected product

» The total or augmented product

» The potential product



If we consider a waterproof coat, such as a classic trench, at the most basic level the product is a coat. At the next level it is a waterproof coat with specific design features and styling details, offered at a particular quality and price. The next tier up is the total or augmented product. This represents everything the customer receives when they purchase the raincoat, including all elements that contribute to added value, intangible benefits, branding and emotional benefits. The total augmented product relates to everything that is currently being offered, but there is another highly significant layer to consider, and that is the potential product. This is everything that could be offered or might be offered in the future. For fashion the future happens very fast, and designers spend most of their time working on potential product. They must innovate and update, moving product design forward each season with new design ideas, fabrics and technology. The concept of potential product is therefore of vital importance.

Levitt’s model highlights another important point: ‘Consumers don’t buy products or product attributes. They purchase benefits and emotional meaning.’ This means that potential product must also be about identifying innovative ways to deliver extra value and benefits to the customer.


THE TOTAL PRODUCT CONCEPT

THE POTENTIAL PRODUCT

This represents the potential features not yet offered. It is also about innovation, and concerns what the product could be in the future.

THE GENERIC PRODUCT

This is the core product, such as a coat, jumper or dress.

THE ACTUAL OR EXPECTED PRODUCT

The real product is a combination of the generic product plus the tangible attributes. This represents the customer’s basic minimum expectation or requirement.

THE TOTAL PRODUCT

This is what Theodore Levitt calls the augmented product. It represents everything the customer receives: generic product + tangible attributes + intangible attributes. The total product represents the added value, that is, all extras added to elevate the product and make it different from product offered by competitors.

[image: An illustration of three concentric circles of the total product concept. Text for the inner circle reads ‘The generic product: This is the core product, such as a coat, jumper or dress.’ The middle circle lists design features, quality, styling, packaging and price. Text reads ‘The actual or expected product: The real product is a combination of the generic product plus the tangible attributes. This represents the customer’s basic minimum expectation or requirement.’ The outer circle lists intangible associations, added value, branding, warranty and perceived value. Text reads ‘The total product: This is what Theodore Levitt calls the augmented product. It represents everything the customer receives: generic product plus tangible attributes plus intangible attributes. The total product represents the added value, that is, all extras added to elevate the product and make it different from product offered by competitors.’ Text for the space outside the circle reads ‘The potential product: This represents the potential features not yet offered. It is also about innovation, and concerns what the product could be in the future.’]


Price

In this context price means manufacturing costs, wholesale and retail prices, discounted prices, and, of course, margin and profit. For marketing purposes it is possible to view pricing from two perspectives. The first is cost: what an item actually costs either to produce or for the buyer to purchase. It considers tangible expenditure so that a cost price can be calculated. The second, selling price, looks at the situation from the customer or end-consumer’s perspective. It considers what might be a realistic selling price and factors in such issues as affordability and perceived value. Perceived value reflects the apparent worth of a product; this may not relate directly to the actual cost of production or the wholesale purchase price. An understanding of customers’ perceptions of value is therefore very important, as is knowledge of competitor pricing within the marketplace.

Research is an essential element in understanding pricing both from a customer or end-consumer perspective and in terms of what the competition is up to. And, of course, prices change frequently, so research brings insight into:


» How customers perceive price

» What customers consider good value

» How much customers are willing to pay for specific products

» What customers will pay more for

» How much competitors are charging



The fashion brand Telfar has an interesting take on pricing. There is a click-through on the website labelled, ‘WARNING LIVE PRICE’. This takes the user to a page where it says ‘WARNING: TELFAR LIVE IS A SALE IN REVERSE’. Below it is an explanation of how this works. The collection drops at wholesale price, which is more than 50 per cent of the normal retail price. The price then goes up every second until it reaches full price. Whatever price the item sells out at becomes the price. So full price is determined by customers and demand, not by the brand. As Telfar says, ‘YOU DECIDE THE PRICE: the more you want it – the lower the price.’

When planning pricing in a more traditional way, a brand will need to set the prices for individual items and additionally consider how the pricing would work across an entire collection. A well-balanced selection of product will need to be constructed and a coherent pricing strategy devised not just for each individual item but for the entire offering.

[image: Three photos of a necklace, a bag and a pair of shoes on display. Their prices are indicated in the space below them in gold lettering.]
The fashion brand Rixo was launched in 2015 by university friends Henrietta Rix and Orlagh McCloskey, inspired by their love of vintage. The window display in the London flagship store features not only the products, but also the prices – indicated discreetly in gold.

Price architecture

A pricing structure will have to be planned or built up from the lowest-cost items right up to the most expensive. This is known as the price architecture. Within the price architecture there should be products offered at:


» Introductory or low price points

» Medium prices

» High price points



It is customary to create a price band for each of these tiers. For example, a high-street retailer might set its lowest price band at £15–49, the mid-price band at £50–99 and the top band at £100–200.

[image: A woman checks the price tag of a bag in a store.]
Looking at the tag and checking the price on a product in store is one of the first things most customers do. Online, the price is generally prominent; in store, it can take a bit of searching to find the information.

Each retail price band can then be subdivided with specific price points. The top price band might, for example, have only four price points: £115, £125, £150 and £200. The lowest pricing tier might have something in the region of 8–12 separate price points. Skilful setting of price points and consideration of the number of styles offered at each price within a price band are essential to the planning of a balanced range. It may not be possible to achieve the desired profit margin on every style, but judicious flexing of prices should help to increase margin on enough product so that a workable margin is achieved overall.


PRICE ARCHITECTURE

Price architecture depends on the type of market, the market level and the product concerned. The proportion of styles and the stock volumes within each of the tiers are adjusted so that the business can satisfy the greatest number of customers and generate the highest potential sales margin and profit.

• Top-price products may be stocked in lower volumes to maintain exclusivity.

• Premium product extends the offering of a high-end brand, making it available to more consumers. Or a high-street brand can offer premium product to extend its range upwards.

• A high number of styles stocked in relatively large volumes occupy the mid-pricing tier.

• The lowest price tier offers consumers affordable entry-level products.

[image: An illustration of a pyramid depicts price architecture. The types of products based on prices from bottom to top are as follows. Lowest-price product: The lowest price tier offers consumers affordable entry-level products. Mid-price product: A high number of styles stocked in relatively large volumes occupy the mid-pricing tier. Premium-price product: Premium product extends the offering of a high-end brand, making it available to more consumers. Or a high-street brand can offer premium product to extend its range upwards. Top-price product: Top-price products may be stocked in lower volumes to maintain exclusivity.]


Place

In essence, place is about getting the right product to the right place at the right time and in the right amount. It concerns logistics and the various methods of transporting, storing and distributing merchandise, and the means by which a company’s products reach their target customer; termed the ‘route to market’, this relates to distribution and sales channels. From a customer’s point of view, ‘place’ is about where they can purchase a product, whether this is in a bricks-and-mortar retail location or via e-commerce. From a manufacturer’s or retailer’s perspective it relates more to distribution and how the product gets from the producer to the end-consumer. The processes involved in distribution vary depending on the size of the business and the complexity of the number of businesses involved.


Synthesizing the practical with the emotional

A WATERPROOF COAT

A waterproof coat or jacket is a good example of a garment that can be designed with many practical features and tangible attributes. A coat made of a fully waterproof material has the obvious benefit of keeping the wearer dry in the rain. For someone who wanted a coat to protect them during outdoor or country pursuits, a loose-cut waxed jacket might provide the required benefits. If it also had a detachable lining, the benefits of flexibility and keeping warm could be added to the list. At an emotional level, a consumer might choose a waxed Barbour country jacket, not only because of the durability, warmth and protection it offered, but also because emotionally, the heritage and values of the Barbour brand resonated with the wearer. The wearer might feel ‘earthy’ or ‘connected to the land’ when they wore it. They might appreciate quality, tradition and practicality. A different consumer, on the other hand, who wanted to feel ‘active and alive’ or ‘daring and adventurous’, might purchase a lightweight waterproof with high-performance features, even if they wore it in an urban setting or to go to the shops. The wonderful benefits of a high-performance or practical country jacket are likely to be of no interest to someone who wanted to feel alluring, fashionable and chic while they kept dry. For this consumer the silhouette or shape of the coat may be of major importance, along with the fashion status of a brand name. They may desire a designer-label raincoat with a belt so that they can cinch in their waist and show off their figure to best advantage.

[image: Fanny Ardant wears a belted raincoat, lounges on a sofa and poses for the camera with her hands in her hair.]
The French actor Fanny Ardant makes a simple, classic raincoat look alluring and desirable.

Each garment described provides the functional benefits necessary for specific uses or activities. But clothing provides more than mere functionality. The clue to understanding this is to view attributes from the consumer’s perspective and try to determine what consumers might feel, desire or aspire to when they purchase fashion product. Each attribute will generate a set of emotional meanings that augment the tangible or physical benefits. This is why fashion in general and branding in particular can be so powerful: they have a unique ability to confer the intangible and create a shortcut straight to the emotional.

[image: Maggie Gyllenhaal wears a grey belted trench coat and smiles for the camera.]
The American actor Maggie Gyllenhaal looks sophisticated and urban in a belted trench coat.



The distribution process

The most straightforward distribution process is from producer to customer, known as B2C, business-to-customer. This is when the individual producer or fashion business sells directly to the customer. This could happen in a number of ways: online via Instagram, Pinterest, Facebook or their own website; in their own store; in a pop-up shop; at an event, such as a trunk show or maker’s fair; or via an e-commerce platform, such as Shopify, or online marketplace, such as Etsy, Depop or Tmall, Koala, Kakao Shopping in Korea, or Taobao or Redbook in China. When using an e-commerce platform, the producer pays commission; this might be a flat percentage fee per item, or it could involve a joining fee, annual subscription, monthly payment or additional listing fee. Once the sale has been made online, the product must be sent out to the customer. The individual producer may be responsible for posting the package to the consumer, or, depending on the size of the online selling operation, the producer might use an order fulfilment company to process the receipt, packing, delivery and return of orders.

The next distribution scenario is when the producer sells directly to a multi-brand retailer or online seller, which then sells the product to the customer. This interaction could be described as B2B and then B2C, meaning that the first stage is business-to-business and the second business-to-customer. This type of transaction is known as wholesale and applies to designer fashion sold in department stores, boutiques and online retailers, such as Net-A-Porter, Mr Porter, Farfetch and Shopbop. The producer (the fashion brand) sells the product at a wholesale price, also known by the retailer as the cost price (the price at which they buy the product). The retailer then determines their retail price (the price that they will sell the item in-store to the end customer). Another option is to sell via a concession. This is when a fashion brand rents space in a department store or other boutique and sets up its own mini-store within a store.

For individual producers or small businesses, getting products in front of the business buyers is not always easy. One option is to try to contact the buyer directly and set up an appointment for them to view your product or collection. If the buyers don’t know you and if you have not yet built up a reputation, this can be hard to achieve. Another option is to go via a specialist agent, who will represent you and carry your collection in their showroom. The agent will charge you a fee, but they will have built up relationships with the relevant buyers and the press. They will organize a press day, make sure you get good PR, and set up the buyer appointments. Larger independent fashion brands might choose to pay for a stand at a trade fair, or show at fashion week. Such events usually draw large numbers of trade buyers and press visitors.

The distribution chain can be extended if a fashion wholesaler is involved. In this type of scenario the producer sells directly to a wholesaler who purchases a range of fashion products from a variety of manufacturers, often from several global locations. The wholesaler then sells on to a large number of mass-market and independent retailers. This distribution example is B2B, then B2B and finally B2C, when the retailers sell to the end-customers. This method is typically used for larger volumes and when the original producer does not want to handle the distribution, passing this responsibility on to the wholesaler. The distribution chains described above make use of several different sales channels:


» Social media, e-commerce platforms and online marketplaces

» Direct to consumer via own retail store, pop-up shop, social media or e-commerce site

» Direct to consumer or B2B via a trunk show

» Wholesale via an agent’s showroom

» Wholesale via an own-company showroom, either at head office or in key global locations

» Wholesale via a trade show

» Concession (renting space in another store)

» Direct from manufacturer or wholesaler



Distribution strategy

Another aspect of distribution is to consider which products should be procured or produced and in what quantity, as well as how many will be distributed to different locations. This is usually the role of fashion merchandisers and/or fashion buyers. Having determined what products to buy or manufacture, the next question is the volume. For a mass-market retailer, these quantities can be in the thousands, tens of thousands or even hundreds of thousands. For a small independent label or boutique it could be only one or two of each item, or perhaps tens or hundreds.

If the scenario relates to a retailer with several stores or trading in several global locations, buyers and merchandisers must consider if they will distribute the same number of items or styles to all locations. Generally, a flagship store, for example, would receive more options in terms of styles and colourways. There may also be a special selection of what are known as ‘top-line’, hero or standout pieces that would go only to a flagship store. A smaller store would receive less stock, perhaps fewer style options and fewer colourway options.

It is also customary to try to ensure that competing department stores in the same city don’t stock the same pieces as one another of any particular brand. The agents or sellers of these brands work hard to distribute the collection differently between competing stores. This gives each store a better chance of remaining unique and catering to its specific customers.

Trunk shows

A trunk show is a special preview event where a designer shows off their latest collection to a select group of invited guests and customers. Usually the designer does a tour, packing their collection in trunks and taking the show on the road, visiting several locations nationally or internationally. Trunk shows are commonly held in a boutique or in the designer section of a department store, and are excellent for marketing since they allow the designer to reach an audience that would not normally attend catwalk shows. These events, co-hosted by the designer and retailer, provide customers with exclusive early access to the designer’s collection, where they can purchase directly or pre-order. Designers typically do 8–12 trunk shows a year at which they preview their new collection before it hits the stores.

[image: Stella McCartney holds a glass of drink and speaks to customers at a trunk show in a store.]
Stella McCartney talks to customers at a trunk show in the Chicago store of Barneys New York.

Trunk shows have several benefits for designers, retailers and customers. For the retailer, a trunk show offers the opportunity to strengthen the relationship with invited customers. The customers get to meet and talk to the designer face-to-face, and the designers obtain vital pre-season information on which styles are popular and therefore likely to be successful later, when the collection launches to the wider public. Designers and retailers have also noted that because attendees can try on the clothes before purchasing, there is a reduced number of returns compared to online sales. An article in Vogue Business published in 2021 suggested that as the COVID-19 restrictions began to ease, designers were re-embracing the trunk-show model as a way to connect with customers, and that this interaction was building loyalty.

[image: A man wears a pale blue seersucker suit with a yellow tie, holds a glass of drink, smiles broadly and talks to his peers.]
The seersucker suit, as seen above, was originated by Haspel, a company founded in New Orleans in 1909. As a brand, Haspel is strongly associated with the South, and its seersucker suit is an icon of American style. It has been worn by the nation’s presidents, and Gregory Peck sported one in the film To Kill a Mockingbird (1962). The suit is still relevant, as indicated by an article by Joseph DeAcetis in Forbes magazine in 2021, ‘Haspel, the New Face of Seersucker Cool’.

The presale format has also been adopted by the luxury e-commerce site Moda Operandi, which usually hosts about 150 virtual trunk shows a season. Not everything from a designer’s collection makes it through to mainstream retail, so Moda’s virtual trunk shows give clients the chance to shop the full collection before it is edited down. The clients enjoy the insider aspect of shopping the collection early, while the e-tailer gets an early read of consumers’ buying preferences six months in advance of the main release.

Trade fairs and exhibitions

Industry trade fairs provide an important opportunity for companies to showcase their new product ranges and sell to retail buyers from around the globe. The advantage of a trade fair or exhibition is that buyers can view and compare a variety of brands all showing at the same event. Shows are sector-specific: for instance, Première Vision in Paris for fabric; Pitti Immagine Filati in Florence for yarn spinners; CPD in Düsseldorf for womenswear and accessories; and Kingpins in Amsterdam and New York for denim and sportswear fabrics. Exhibiting companies invest heavily in creating show stands that represent their brand and their products to best advantage.

[image: Timberland’s trade-show stand features posters of its different products at the entrance of the stand. The entrance leads to a meet and greet space with their products on display.]
Timberland’s trade-show stand for its Outdoor Performance range, designed by the Michigan-based firm JGA. Graphics set the mood in the central ‘meet and greet’ space, where trade buyers are welcomed by Timberland sales representatives to view and order products. The stand was created using repurposed industrial objects and natural recycled materials, reflecting Timberland’s commitment to environmental sustainability. An impressive 88 per cent of the stand was recyclable at the end of its use.

[image: Timberland’s shoes and jackets are on display on shelves in a stand. A jacket and some shoes are on a table in the centre of the stand.]
JGA also designed the stand for the Timberland Pro series. The highly flexible build was designed to accommodate different trade-show footprints. Sales rooms displayed the Pro Series products and provided work-table seating for 8–10 people.

Promotion

Promotion is about communicating with customers, and includes all the tools available for marketing, communicating and promoting a company and its products and services. The combination of promotional activities – among them advertising, sales promotion, public relations, personal selling and direct marketing – is known as the promotional mix. The idea behind this is similar to the marketing mix and relates to the mixture of tools that can be employed to achieve a company’s promotion objectives. Some of the most recognized promotional vehicles for fashion are advertising in high-profile fashion magazines, such as Vogue, Harper’s Bazaar and Elle; catwalk shows that attract extensive media and public interest; and the PR and razzmatazz that surround celebrities and their endorsement of designer fashion. However, many of these traditional approaches have come into question in the twenty-first century. Print advertising started to decline as digital formats took over; fashion shows were challenged on the grounds that they were unsustainable; and brands turned to micro- or nano-influencers for endorsement, rather than traditional megastars. There is a great deal more to say about promotion in terms of promotional theory, promotion in practice and how campaigns are conceived and delivered. This will all be discussed further in Chapter 6.

Physical evidence

Consumers increasingly demand more in terms of value, experience or extra service, and as the ability of fashion retailers to match one another’s product offer rises, so the criterion of physical evidence plays an ever more important role in differentiating one retailer from another. Physical evidence encompasses packaging, brochures, business cards, carrier bags, staff uniforms, in-store décor, ambience, facilities, retail fixtures, store windows, signage and the use of interactive digital displays in store.

[image: A View-Master sold by Laundry Industry has a reel with the history of Laundry Industry’s products.]
The Dutch fashion label Laundry Industry sold its promotional material in-store. This branded View-Master came in a presentation box with two reels, one showing images of a previous collection and the other with information on the history of the brand.

[image: A turquoise Kate Spade purse is in its packaging that is also of the same colour.]
Kate Spade purse and packaging, which comes in a range of joyful colours to complement the product.

The fashion experience is about much more than just the clothes or accessories themselves. It’s the little extras that make a difference: the label in the garment embroidered with the designer’s name; the well-designed, beautifully crafted swing ticket; the carrier bag so special that it is treasured as a souvenir; the imaginative windows and store displays that make a shopping trip thrilling. Such extras are vitally important aspects of the marketing mix. They are persuasive factors that add value, enhance customer perception of a retailer or fashion brand, and elevate one company above another in the hearts and minds of consumers.

[image: A Tracey Neuls shoebox is wrapped in a publicity poster. Plastic handles are added to the top of the packaging.]
A Tracey Neuls shoebox is wrapped in a publicity poster and transformed into a bag with the addition of plastic handles.

The art of unboxing

Unboxing has become a recognized trend on social media. This is an interesting phenomenon that highlights the importance of physical evidence – in other words, packaging – in a digital era. It may seem counter-intuitive, but for a fashion brand to increase its profile on social media, it may need to invest in its packaging and see this not as a commodity expense but as a marketing spend. There is definite evidence that product packaging can affect sales. Macfarlane Packaging released a report and survey into unboxing in 2022, stating that 52 per cent of online customers would continue purchasing from a company if they received their orders in premium packaging. The report points out that when a customer orders something and receives their package, it has a 100 per cent open rate. This distinguishes it from all other forms of marketing media. In addition, if the customer then releases a favourable unboxing video on social media, the brand in question gains free positive promotion.

[image: Some of the items outside an opened Ipsy Glam Bag are candies, mascara, hydrating illuminator and hydration lip oil. Text in a card reads ‘Welcome! Your first monthly treat yourself moment is here (yay!), and that means you are officially a member of the IPSY community. Your self-expression journey starts now, with a personalized bag full of community faves and editor must-haves you are sure to obsess over—in one of our most-loved bags. You deserve it. Open up and see what you discover.’]
An Ipsy Glam Bag packed with make-up products including a face mask, mascara, illuminating cream and lipstick.

Several brands have designed their packaging with the unboxing video in mind. The fashion brand Balzac Paris ships its products in a brown cardboard box adorned with the slogan ‘Toujours Plus Responsable’, which translates as ‘ever more responsible’. The box is sealed with a sticker made from a large printed picture of the brand’s new collection. Inside, there is another printed image that acts as a wrapper around the product, which often comes in a protective cream fabric drawstring bag printed with ‘Balzac Paris 1830’. The brand shares its customers’ unboxing videos, thus creating further engagement with its brand community.

Glossier, originally a direct-to-consumer beauty brand, has also gained a great deal of social media coverage via customer unboxing videos. Many spend time describing the packaging, as well as the little extras Glossier includes to delight customers. The delivery is sent in an outer cardboard box sealed with Glossier tape. Inside, there is a branded Glossier box. This has a pink interior printed with ‘#Glossier’ and an uplifting message: ‘Skin First, Makeup Second, Smile Always’. The beauty products themselves are sealed inside in a pink bubble zip-top pouch. Included as an extra is a sheet of colourful stickers as well as a product sample card.

[image: A subscription box of Glossybox is pink and white with small images of lollipops, lipsticks, lips and rainbows. The products inside the box are wrapped in paper and tied with a ribbon.]
The subscription beauty brand Glossybox delivers in pink boxes as well as special limited-edition promotional packaging. The August 2023 box came in mauve and green with ‘BEAUTIFUL’ written in white. This image shows a Valentine box for the ‘Galentine’-themed February edition in 2018.

Process

Process describes the customer’s experience of the brand or service from the first point of contact onwards. It considers the experiences and procedures they may have to go through in order to make a purchase either in-store or online, and includes such issues as information flow, ordering, payment, delivery, service and return of products. In the modern marketing climate, with increased reliance on e-commerce and marketing via digital media, process is a potent tool, especially for businesses wishing to build customer loyalty and ensure customer retention. Whatever the exact nature of a business, it is always worth taking time to review the processes customers must go through and to consider each step of the journey from the customer’s perspective, rather than just what might be efficient for the company.

A customer purchasing a wedding dress, for example, will go through a series of steps from first consideration to final purchase and ultimately wearing the dress on her wedding day. The first steps may include looking at wedding magazines, checking out relevant Instagram accounts, visiting wedding planning websites and doing other online research to find suitable ideas, designers or retailers. Next, there could be telephone or online conversations and emails to gather further information or book an appointment to view a collection; sessions to select fabric and develop a personal design; followed by several fittings, the final fitting, taking delivery of the dress and then the wedding itself. Each step in the process is a moment when the consumer and the company providing the service interact. Every interaction provides an opportunity for the business to differentiate itself from competitors, create value and ensure a positive experience for the customer. With social media at their fingertips, it is worth remembering that consumers have the power to broadcast their views and opinions of your brand, whether positive or negative.

Bear in mind that the criterion of process expands the marketing viewpoint beyond the product itself and recognizes the value of smooth interactions and good service. Process, in combination with great product, builds trust, loyalty and repeat custom. Hopefully, a wedding dress will be a one-off, once-in-a-lifetime purchase, so positive customer experience is less likely to result in a repeat purchase, but it will certainly contribute to an enhanced reputation for the brand, and customer recommendations. Conversely, customer irritation with any part of the process could lead to a lost sale, deterioration in trust and erosion of customer goodwill or loyalty. In the case of a wedding dress, there may be other people to please along the way: the bride’s mother, for instance, or a best friend or bridesmaid. Process may appear to relate to systems and organization, but in reality it is all about people and their potential.

People

‘People’ in this instance does not just refer to consumers; it has much wider implications and opens up the scope to include all those who add value to the development and delivery of a product or service. People can therefore include employees, partners, investors and other stakeholders, collaborators, producers and suppliers. It can be a trap to consider fashion as only a product-based



Valuing people and their traditional knowledge

CULTURAL SUSTAINABILITY










[image: An artisan bends over a fabric and presses a block carefully on it.]


[image: A model wears a black-and-white, thigh-length, hand-stitched quilted cotton jacket with loose black pants.]








[image: A model holds a multicoloured SICA pouch bag woven from cotton jersey clippings.]



Challenging the marketing mix



RELATIONSHIPS IN THE SUPPLY CHAIN


[image: An illustration of the relationships in the supply chain. Text reads ‘People, product, price, place, physical evidence, promotion.’ In a supply chain, the manufacturer is interconnected with the designer or supplier of the fashion brand, who is interconnected with the retailer or e-tailer, who in turn is interconnected with the end consumer. Manufacturers and fashion brands are categorized under profit. Retailer, e-tailer and end consumer are categorized under value.]


Changing the Ps to Cs


[image: A person holds their smartphone above their bare wrist. The screen of the smartphone shows the person’s hand with a wristwatch.]


A different 4Ps


Converting the Ps to Ds


Sticking with the traditional 4Ps




VERSIONS OF THE MARKETING MIX





	
	
	
	



	
	
	
	



	
	
	
	



	
	
	
	



	
	
	
	







STP marketing strategy



Think OUTSIDE IN!


Now think INSIDE OUT.




Segmentation and targeting




Creating an inviting retail space

ALICE + OLIVIA


[image: Different clothes are on display in an Alice Plus Olivia store on racks and on mannequins. One of the mannequins sits on a sofa with its legs crossed.]
[image: The view of an Alice Plus Olivia store by Stacey Bendet from the outside. Products are displayed on mannequins, shelves and racks. The store is decorated with quirky items in bold colours.]



Positioning


























POSITIONING OR PERCEPTUAL MAP


[image: An illustration of a matrix of the positioning of seven brands based on mass market, prestige price, exclusivity and affordability. The criteria along the horizontal axis are mass market on the left and exclusivity on the right. The criteria along the vertical axis are prestige price at the top and affordability at the bottom. Brand A: High prestige price and high exclusivity. Brand B: Moderate prestige price and high exclusivity. Brand C: High prestige price and low exclusivity. Brand D: Low prestige price and low exclusivity. Brand E: Moderate prestige price and low mass market. Brand F: Moderate price and moderate mass market. Brand G: Moderate affordability and low mass market.]


Differentiation





POTENTIAL FOR DIFFERENTIATION TABLE




	
	
	
	
	



	
	




	
	
	



	
	


	
	
	



	
	


	
	
	



	
	




	
	
	



	
	


	
	
	



	
	


	
	
	



	
	




	
	
	








Competitive advantage
























Collaborate beats compete


[image: A model walks down a runway with a sparkly coat that has the letters G and inverted G interlinked throughout the coat.]


Unique selling proposition


Signature style


[image: Karl Lagerfeld wears a black suit with a high collar, black leather gloves, and dark sunglasses.]

[image: A Tokidoki doll of Karl Lagerfeld holding a cat. He wears a black suit with a high collar, black leather gloves, and dark sunglasses.]

Directors of style



[image: Models walk down a runway wearing dresses with ruffles and bold colours and patterns.]
[image: Bamboo bags of different colours and head mannequins wearing headscarves are on display.]
[image: Carolyn Murphy walks down a runway wearing a white dress with a cutout on the hips. Metal jewellery is visible in the cutout region.]




A timeless signature style

COCO CHANEL


[image: A black-and-white photo of Chanel wearing multiple strands of pearls and posing for the camera with a burning cigarette.]

[image: A large Chanel quilted bag is on display at a Ready-to-Wear show.]
[image: Models wear Chanel clothes and pose next to giant versions of Chanel signature emblems such as stilettos, a bow, strands of pearls, a hat and hair pins.]
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