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+Marketing is one of most
Lmportant aspects of
business

+Marleeting is the process of | £
developing, promoting, and Sy
distributing products to
satisty customer’s neeo
Aol Wants




The Marketing Goncept

+ Foashion wmarketers follow the principles pf
the marketing concept.

= Marketing concept Ls the Ldea that
businesses must satisfy the customers
needs and wants n order to make a profit

%= BUSLNESSES must:

@ (dentify the customers

@ (dentify the products they want ,>>

@ Malke the products available at a price
customers are willing to pay

= Fashion products ave presevuceo! L @ way
that makes the customer want to bu@ the
merchandlise.




Target Market

+ A target warket is the specific group of
people that a business Ls trying to reach.

+ Businesses ldentify a target market their
shaved chavacteristics

+ Market segmentation is a way of
analyzing a market by categorizing thelr
specific characteristics

+ Speclﬁc chavacteristics tnelude:
@ Demographics

@ Psychographics
@ Geographics

@ ®Behavioristic



Target Market

= Dewmographics are statistics that describe a
population tn terms of personal
charvacteristics such as age, gender, Lncomne,
ethnlic background, education, religion, and
Litestyle

% Psychogrophics are studies of consumers
based on soctal and psychological
characteristics such as attituoes, Lnterests, f>>

anol oplw’wm,s.

= Ceographies are statistics about where people
Live

+ Behavioristics are statistics about consumers
based on thelr knowledge, attitudes, use, or
response to a prodw;t




Target Market

= Marketers may look at the purchase
oceasion for a product, the product benefits
sought by consumers, or usage level and
commitment towards a product:

@ Purchase Occaston: Loentifies the
lnstance when a consumer mioht use a
pmduct

@ Product Benefits: Loentifies the benefits
that consumers desive tn a fashion
product or service

@ Usage level and commitiment: Loentifig
how often they use a product and thetr
loyalty to purchasing Lt.




Target Market

%+ Purchase Occaston: “after-five”, or work attive

+ Product Benefits: Statn-resistance or wrinkle-free
+ Usage level and commitment: will you buy a replacement




+ Most fashion marketers try to attract
several market segments at once.

@ ex. qap sells to men, women, and
children -

* Consumer buying habits don't remain t
SAME.

@ changes in economic or soctal conditions
can affect the consumer’s cholees.



= After fashion marketers have
Loentified their target customers anok-soth %
destred products, they must develop
plans to have the products available.

* Foshion merchandising s the
planning, buglw@, and selling of#
fashion apparel and accessories to

offer the right merchandise blend to
meet consumer demand.




= Merchandising is the main function of
apparel retailing

+ Retailers not only focus of styles and
fashion merchandising, they also conduct
business at thelr stores.

< Other retall responsibilities bnelude:
@ store Operations
@ Finawncial Control
@ Personnel ~
@ sales Promotions
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® [ts lmportant to understand tnternal
factors (cawn be controlled) and external
factors (can ot be controlled) tn
merehandising.

@ exn mpLes:

@ Economlice lssues

@ Technology Advances
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Key Terms:

@ Marketing Mix
@ Product

@ Place

I h\@ Chanwnel of Distribution
L n‘ @ _Fl/LV\/GtLO WS O"E M H’%@tu/b@

[



The Marketing Mix &
Fashion

* T0 successtully sell a fashion product to
target customers, business must apply the
marieting mix

+ The marketing wix consists of four basic
marketing strategies Rnown as the 4 P's

of marketing
@ Product
Product Price
@ Place
@ Price il

Marketing Mix ;



+ Product refers to what a company is
offering for sale to customers to satisfy
thelr needs ana wants.

@ Products tnclude goods and services

% Fashion marketers develop strategies
that tnclude producing, packaging,
and naming a proouct



+ Place refers to the way products are
distributed and their systems of delivery.

+ Distribution means getting the product to
the consumer

@ \Wherve WiLL the customer purchase the
pmduc’c?

@ How will it get to the store?

@ Where Ls the store?




+ Price s the amount of money
consumers Will pay for a
product

%= Price depends on:
@ Cost of Production
@ The Markup
@ Customer Demand

%+ BUSLNESSES must malke a

profit



+ Promotion is any form of
communieation that a business or
organization uses to tnform,
persuade, or remalnot people to bug Lts
product.

+ There are 4 types of promotions that
all businesses use and combine Lin
promo’ciowm ALX:

@ sales promotion

@ Public relations and PubLLc’L‘ca
@ Advertising

@ Personal Selling
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% Fashion retailers use: | -"my;;;ax T B
@ special contests — . )
@D’Ls]zmged merchandise B \---f> = '3

L wWindows 1 AN =' -l

@ COUpONS

+ Tl/l@@ WAt to Lnerease
customer traffic in a stove

so people will buy the BEST
products Dressed * ’

% Nowe of these promotions for LRSS +
Ve&U/U/V@ dLV@Ct contact with EREES JOth Wl:’
the customer . =



Public Relations & Publicity

+ Businesses that attempt to create a demand
for thelr products by securiing news in
neWsSpapers or ow radio or television use public
relations and pubt’wi’c@

+ Public relatlons are activities that promote the
lmage and communteations a company has
with 6mptogees, customers, and the pubL’Lc.

- PubL’Lc’L’cg s any unpatd mention of a
bustness, Lts emptogees, or merchandlise Lin
the meedin

* R@talt stores SPOV\/SOV charita bL@ events {DV PUBLIC RELATIONS
public relations and pubL’w’L’c@
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®= Advertising Ls a paid message that a
business sends to the public about
the product

% The messages appear bn:

% MagazZLnes

% Newspapers

=+ Brochures

=+ Television Commereials
= Outdoor Stgnage

=+ Fashion merchandisers use print ads
ln fashion magazines targeted to
specific customers



+ Personal selling requires personal
commumumnieation and contact with
customers b@ the sales personnel.



%+ There ave three strategies that fashion
marketers use to lnerease thelr
bustness:

1. Increase the number of customers

@ Customers must be aware of the
Location and products offered

2. lnerease the average transaction

@ suggesting other products when
customers purchase meerchandise

2

Inerease the frequency of repurchase
@ send spectal wailing offering
discounts and coupons, as well as
hosting fashion events




+ Channel of distribution is the path a product
takes from the producer to the consumer

+ This path represents place in the marketing
mix

+ Direct channel of distribution is a path in
which products are sold by the producer
directly to the customer

+ Indirect channel of disitribution is a path of

distribution of products that involves one or
more steps, or intermediaries




Fashion & Distribution

+ For apparel and home furnishings, the
movement through the channels of
distribution is called the soft-goods
chain.

+ The chain includes:

+ Textile segment- includes fiber,
yarn, and fabric production

+ Apparel segment- produces the
finished garments and accessories’

+ Retail segment- includes stores e
and outlets that sell directly to
customers




The Functions of Marketing

+ All business conduct marketing
activities that can be classified
intfo the 7 basic categories

+ The 7 functions of marketing;

@ Product/ service
management

@ Distribution

@ Financing

@ Pricing

@ Marketing-information
management

@ Promotion

@ selling




The Functions of Marketing 6@*

+ Product/Service Management Function

@ Consumers are always seeking new
fashions

@ Businesses must develop, maintain,
and improve their products

+ Distribution Function

@ The methods of physically moving the
products In a timely manner to reach
the customers




The Functions of Marketing

+ Financing Function

@ Getting money to pay for the
operation of a business
+ Pricing Function e

@ How much will be charged
for goods and services to
maximize profit

ﬂqjced Right!

&

Too Low!
Too Many Buyers!
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The Functions of Marketing 5:,,(

+ Marketing Information management function
@ Gathering market information
@ The 5 main elements in an information
system are:
1. Input- reports, past records, or surveys
2. Storage- placing information if a disk
or hard drive of a computer
3. Analysis- study the information and
make decisions based on it
4. Output- reports of the analysis and /’>>
conclusions
5. Decision making- the final result




The Functions of Marketing

+ Promotion Function

@ Includes advertising and other
promotional methods

+ Selling Function

@ The direct personal contact that a
business has with their customers







