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Preface

If you are interested or involved in fashion you will already be aware
that it is an exciting area of constant change, creativity and global
commercial activity. However, skills in fashion are not enough to guar-
antee success, as even when those skills are exceptional there is still
the constant risk of failure and bankruptcy. A knowledge of marketing
is essential to help ensure success and lessen the possibility of failure.
To paraphrase Armani, ‘Clothing that is not purchased or worn is not
fashion.” A good knowledge of fashion marketing can make the dif-
ference between a prototype that lingers in a dark storeroom and a
garment that people really want to buy and wear.

Over the last two decades fashion has become a truly global busi-
ness. Designers no longer work necessarily within manufacturing facil-
ities and, as part of the knowledge industry, they need to be mobile
and have the ability to communicate across cultures and business
disciplines. Many brands like Gap, Zara and H&M which were just
national brands a few years ago are now internationally recognized.
Another major force influencing the fashion business is the growth of
the Internet. The Internet has influenced the flow of creative ideas, the
search for product information, the transparency of pricing and
the management of supply chains amongst as well as how and where
customers buy garments.

For the designer keen to start his or her own business, this book
will offer a guide to most of the major decisions that will enable you
to fulfil your creative potential and be a financial success. For the
marketer who is interested in fashion, this book will help you under-
stand the special way that marketing needs to be applied to the
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world of fashion. Established fashion businesses also need to remain
competitive by asking questions such as:

4
€
4

o

What are the major trends we should be monitoring?

How should we set our prices?

What is the most effective way to get our message across
about the new product range?

Which colour wash will be the most popular with buyers?

Fashion marketing finds answers to these and many other questions.
This book has a number of special qualities that make it essential
reading for anyone involved in fashion.

4
4

It deals with contemporary issues in fashion marketing.

It has up-to-date examples of good practice. Over the
past 35 years, all other major texts on fashion marketing have
been centred on US practice. Fashion is now a global busi-
ness and that theme is evident in all chapters in this revised
edition.

This book is exclusively about fashion marketing. It is not a
marketing book with a few fashion examples among the anec-
dotes about motorcycles, industrial services and banking. It is
all about fashion.

There is a unique contribution on range planning which is
a practical blend of sound design sense and commercial
realism.

There is a constant balance of theory and practice, with exam-
ples to illustrate key concepts. Where numerical concepts are
included, there are clear worked examples to ensure that the
ideas are easily understood and retained.

Each chapter contains an introduction to set the scene and a
summary of key points. There are over 50 diagrams to help
to explain ideas and a glossary of the main fashion marketing
terms is included.

Included within each chapter is a guide to further reading.
Keen fashion marketers will therefore be able to use this book
as a foundation and springboard to becoming experts in spe-
cialist areas such as fashion marketing research or fashion
public relations.

A coherent approach to fashion marketing is developed,
based on the research, consultancy, working and teach-
ing experiences of a team from a major centre of excellence
in fashion marketing in the UK. What you will get is a sys-
tematic approach to fashion marketing, not hyperbole or
speculation.



How this book is organized

Part A looks at the nature and scope of fashion marketing. In Chapter
One the special ingredients that make for good fashion design, care
for customers and commercial success are explored. All fashion
enthusiasts know of some of the links between fashion and broader
social change and Chapter Two identifies those links, showing how
fashion marketers are able to anticipate and participate in the
process.

Part B is concerned with understanding and researching the con-
sumer. In Chapter Three there is a detailed look at the consumer and
what he or she wants from fashion, how ideas and brands are learned
and how to paint a comprehensive and sound picture of the ‘muse’
for the fashion designer. Chapter Four deals with marketing research
and shows how to investigate the preferences and behaviour of cus-
tomers, distribution channels and competitors.

Part C looks at target marketing and the fashion marketing mix.
Chapter Five deals with choosing profitable markets to aim at and then
gives an overview of possible action to meet customer requirements —
the marketing mix. In Chapters Six to Nine, precise coverage is given
to the design of marketing programmes to ensure that the right gar-
ments (Chapter Six) are correctly priced (Chapter Seven), available at
the right time and place (Chapter Eight) and are properly commu-
nicated (Chapter Nine). The final chapter deals with planning and
co-ordinating the whole fashion marketing process, and setting up
a system that works for the consumer, offering good fashion design
and delivering profits.

It, like us, you believe that consumers deserve good fashion design
and that profits should flow to those who act systematically to make
that happen, then join us for the challenge that is fashion marketing.

The book’s website

On the book’s website, www.blackwellpublishing.com/easey, you
will find invaluable on-line resources to support both teaching and
learning - all downloadable free of charge. The website has the fol-

lowing features:

¢ For fashion marketing tutors, a full set of PowerPoint slides to
accompany each chapter.

¢ |deas and exercises for seminars.
¢ Access to sample assessment materials.
¢ Useful hyperlinks to relevant websites.
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