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ABSTRACT

Previous research highlighted consumer dissatisfaction with the fashion clothing products on
offer. There is a lack of information about real consumers needs due to the industry standards of

beauty and behaviour as well as a constant rush for innovation that feeds fashion cycles.

This research identifies the elements that will enable fashion clothing companies to become
more inclusive, and aims to find a methodological relationship between the stakeholders in the
fashion industry: consumers, designers and companies. The research considered the difference
between a mature market as opposed to emergent ones, and addressed differences between

Western and Eastern cultures.

An investigation of the elements that determine the choice of fashion clothing products was
carried out among British, Brazilian and Chinese consumers. Designers from the three countries
were interviewed and their creative practices were compared and analysed in relation to
consumers’ expectations. Companies from fashion and clothing industries were investigated in

respect to their practices, strategies and responsiveness to consumers.

A new conceptual framework is proposed — the Physical, Identity and Lifestyle (PIL) model
providing a tool for effective and more focused decision-making to develop better fashion
products. The Means-End Chain model — Attributes, Consequences and Values (ACV) was
added to the framework, resulting in a six elements model, shaped and named as the Fashion

Polyhedron.

British, Brazilian and Chinese consumers have different requirements for fashion clothing
products based upon socio-cultural and physical variations. The survey data came from three
different continents, thereby providing rich perspectives into global consumption. The evidence
suggests that the fashion industry needs to be more aware of consumer diversity. Designers
should review their role as mediators between consumers and companies and changes in the
educational curriculum are recommended. Companies can use the results to target advertising
better culturally. Companies who currently operate within a domestic market and want to enter
new global markets, could use the outcomes to improve their product design development
decisions. The usage of the Fashion Polyhedron in all stages throughout the fashion clothing

product development may guarantee better results to all stakeholders.

Key Words

Fashion, Clothing, Design, Marketing, Management, Consumer Behaviour, United Kingdom,
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CHAPTER 1 - INTRODUCTION

I feel so uncomfortable about having no choice in shops with low waisted trousers.
It’s not my style.

(Consumer comment, Csmr-BR-2004 database)

The fashion industry is one of the fastest growing sectors in the world, and is at the
forefront of the economic globalisation process. There are a number of factors affecting the
competitiveness of fashion companies from demographic changes to cultural integration and
subsequently their financial performance. This has compelled companies to review their
business strategies in order to maintain their competitive advantage and market position.
Companies have been forced to operate in the global market place in order to maintain their

sustainability, but to be successful they should also consider local influences.

A significant factor, as a consequence of globalisation, is rapidly changing market
environments, and increasing consumer demand for high quality products at affordable prices.
The consumer’s appetite for variety has led to increased rates of product proliferation and
shortened product cycles (Abernathy et al., 1999). Companies are responding to these
challenges through fast fashion, throwaway products and using celebrities to endorse weak

products.

Societies are dynamically changing and new identities are emerging through multi-
cultural environments and lifestyles. Technology has allowed greater mobility in travel,
communication and behaviour and new cross-cultural groups are forming. Standards of beauty
are being redefined in terms of body shapes, physical differences, and personal identity by the
meeting of Western and Eastern cultures. Fashion is concerned with multidisciplinary

perspectives, and is often criticised for apparent irrelevance in a constantly changing world.

Another contributory factor in the need for change in the way companies operate is
issues related to the consumers’ high levels of dissatisfaction with products and services.
According to KSA European Consumer Outlook (1999), 75% of Germany consumers felt that
retailers care little about their expectations, followed by 69% of UK consumers, 56% of French

and 41% of Italians. On average 60% of European consumers felt neglected by retailers.

Within the same report, 54% of European consumers noted that they did not buy
clothing products because they could not find their size, 53% of consumers declared that they
did not find their style in the shops, 45% of the survey could not find the item they were looking
for and 37% of them said the shop did not have the colour they wanted. These are just
illustrations of the high rate of frustration and dissatisfaction experienced by consumers, as 66%

of European respondents say they go shopping knowing exactly what they want to buy.
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The majority of consumers are unable to afford luxury goods that have strong, desirable
attributes combined with high price points, and this has resulted in buying barriers and personal
frustration. An exclusive product means a limited consumer group, and that has now led to
fashion diffusion brands. These diluted fashion product ranges offer affordable prices and allow
some democratisation of brands for fashion followers to enhance their dressing style and

confidence.

A recent report by KSA (2004a) showed that consumers in the United States are also
dissatisfied, and introduced the concept of Mindshare as “consumer awareness of a product or
brand as opposed to market share”. The 21* century consumer faces a large number of choices,
and companies should strive to capture consumer mindshare to answer their target consumer’s

specific needs.

Companies are failing to meet consumers’ needs with their product offerings. The KSA
report (2004a) highlighted that 73% of north-American consumers stated that when they see an
item they like, they usually don’t leave the shop empty-handed.

However, according to KSA (2004a), the most often heard consumer complaint in the
United States is about the inappropriate youthfulness of the majority of fashion clothing items.
The alarming number of overweight consumers and the ageing of the developed countries’
populations should be considered more seriously within the fashion industry. Summarising:

style matters and so does size.

Moving to an Eastern analysis, KSA (2004b) found Chinese middle-class consumers
more sophisticated, moving out from ‘wet’ markets' and state-owned department stores into
modern fashion multinational chain stores. Clothing and footwear is the second largest spending
item in China, after food. But KSA’s Chinese respondents declared that they did not believe that
their voices were being heard. Only 13% of the sample declared that they bought another
colour/size/style when their choice was unavailable. As China is an emerging market,

companies investing in these environments should rethink both their strategy and business plan.

In general, consumers are not satisfied with the range of core product attributes, such as
functional efficiency, ease of use, comfort, quality, and protection and often are disappointed
with fitness for purpose. Products are not meeting intangible and tangible aspects together and

this provokes discontent.

Moreover, even though the fashion industry and the clothing industry have some key

distinctions, consumers tend to consider the product garment as a combination of both

' Wet markets are the traditional way Chinese buy supplies on the street pavement, and where fresh food
(live) is sold in aquariums beside perennial goods.
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approaches’. Fashion industry is closer to style and trends, and needs to hold exclusivity as a
catalyser of new product life cycles. Clothing industry is concerned with the social and
physiological need to be dressed and the pertinent relations between the body and the garment,

from textile fibres to mobility.

Due to its uniqueness, the fashion clothing industry can be seen to be in a transcendent
position among fields of knowledge, not considering an analytical viewpoint, but a systemic
one. This research investigates the product development process and its relationship with three

main stakeholders, and in particular the fashion clothing product.

1.1 RESEARCH PROBLEM

Currently, understanding consumer behaviour is not the responsibility of fashion
product development teams and fashion designers. Fashion designers seem to be more
concerned with their own personal expression than with understanding consumer needs and
their decision-making process. Possible reasons for this situation could be related to their
subjective design approach, leading to inaccuracies in design solutions for highly complex

consumer groups and competitive global markets.

Traditionally, the marketing department has had the specialist knowledge of
consumption processes and sales performance figures, but has lacked in-depth knowledge of
product attributes, benefits and values. They tend not to be aware of successful or unsuccessful
product attributes that could enhance the relationship between companies and consumers. These
professionals are also not considering product innovation as part of the whole strategy of the

company and rarely consult designers in the decision-making processes.

Companies tend to measure consumption by the number of pieces sold or profit made.
However, an increment on sales seems not to have a direct relationship with satisfaction. It is
important to consider as a possibility the recent phenomenon of ‘over buyer’ consumers as a
consequence of the hunt to find a product more appropriate to their needs. Consumer
satisfaction should be measured not only by the number of pieces circulating inside a wardrobe,

but how frequently those pieces are worn and preferred.

Consumers have a set of requirements that determine their consumption behaviour, and
these values affect their attitudes towards fashion products. Fashion companies tend to target the
‘ideal consumer’, who is affluent, young and beautiful and they do not consider wider market
opportunities for their product offerings. The choice and variety is limited to these idealised

niche markets, and dismisses the majority of real consumers.

? Considering the consumer point of view, this study will adopt the term fashion clothing to express the
combination of both industries.
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This study is not about buying behaviour, but about consumption, the act of wearing
garments. Even consumers who have an overfull wardrobe often face persistent difficulty in
finding something appropriate for the occasion. Some investigation and explanation about this

phenomenon is one of the reasons for this research.

This research seeks, though addressing a series of research questions, to understand the
needs, expectations, wants and wishes of the consumers as a means of enhancing the
performance of designers and companies in a globalised market. In order to investigate these

subjects, the research questions are introduced in the next section.

1.2 RESEARCH QUESTIONS

The key research question is related to improving fashion product development
processes and strategies so they become more efficient and effective. The study addresses the
central question of whether fashion product development strategies can become more effective

so as to raise levels of consumer satisfaction, design innovation and company profitability.

The research questions have been classified under three headings, and correlate to the

research methodology as shown in Figure 1.1 below.

a) Consumer Questions:

Which elements inside a fashion clothing product could give more satisfaction to

consumers considering their diversity? How to identify them and measure their importance?

Companies tend to compete in the same ‘profitable’ market. Market research tends to
concentrate on affluent consumers and those aspiring to climb socially. Are designers and

companies sufficiently informed about the majority of the population that do not fit this profile?

The number of consumers that feel excluded seems to be immense, yet they should be
included, perhaps using a new model for product development. It is necessary to find out how to

combine individual, cultural and socio-economic consumer differences.

b) Designer Questions:

Are designers using market and consumer intelligence when developing fashion
clothing products? Are designers taking into account consumer expectations when developing

products?

Are designers influencing decision-making processes inside companies? Decisions in

fashion companies are not often heavily influenced by the designer’s contribution and/or the

4
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product concept. Designers are often more committed to creativity. Decisions tend to originate
from marketing teams and are more closely related to financial issues. This makes the product
less important than the brand. As a result, combined with the naturally artistic side of creative

professionals, designers tend to build a consumer profile that pleases them more.

¢) Company Questions:

Are companies responding effectively to consumer demand and requirements? Is the
fashion clothing industry consumer-driven? How to improve the success of a product by

listening the consumer?

Globalisation and market internationalisation has made business very difficult for
domestically oriented fashion clothing companies. Fashion industry products seem not to give
satisfaction to the majority of potential consumers as the industry sets a target standard for
beauty, lifestyle and ‘must have’ items. These generalised standards have been making
consumers feel excluded. Companies that compete by economy of scale and low prices, do not
seem to input properly added value that consumers could appreciate. On the other hand,
companies that compete by differentiation often offer the same sort of products with a

distinctive portfolio of services.

consumer

designer company

Figure 1.1 — The Three Headings for the Research Questions

These three headings, corresponding to the main stakeholders of the product

development processes in fashion clothing are the core targets of this research. Consumers,
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Designers and Companies will be extensively investigated and their actions are the guide for the

aims and objectives of the research stated in the next section.

1.3 AIMS AND OBJECTIVES OF THE RESEARCH

Consumers, Designers and Companies lead the aims and objectives of the research. It is
true that behind the pursuit of consumer satisfaction, design innovation and company
profitability there are a lot of factors involved. Considering this, the overall aim of this research

and the specific objectives are stated below.

1.3.1 Aims

The study aims to identify core elements necessary to be considered in fashion clothing
product development, taking into account the considerations of consumers, designers and
companies. In addition, it aims to evaluate how these elements may vary in three separate
markets: UK as a mature Western society, Brazil as an emergent Western society and China as
an emergent Eastern society. Moreover, an overall aim of the research is to provide for
designers and companies a means of understanding their approaches and evaluating how
effectively they are catering for the needs of consumers in various markets. The objective for
them is the improvement of business performance by incorporating this understanding into their

strategic planning, design and management.

1.3.2 Objectives

The objectives relate to the three dimensions that could be seen as relevant to
understanding changing contemporary societies and future consumer-focused studies. These
dimensions will be continuously considered during the whole process of investigation and are

shown in Figure 2.1.

Dimension 1: West/East Cultural Profiles

e To compare UK, Brazil and China’s socio-cultural and demographic consumer

distinctions in accordance with their profiles and needs.

e To investigate the degree of importance physical characteristics may have in

consumption choices for fashion clothing products.
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e To develop knowledge of the nature of consumer cultural preferences and their impact

on fashion clothing products.

Dimension 2: Local/Global Influences/Competitive Strategies

e To improve the decision-making strategies of fashion companies competing in global

markets.
e To enable designers and companies to deal with local specificities in new markets.

e To strengthen the marketing policies that support focused promotion and advertising

campaigns, together with the design concept and strategic management.

Dimension 3: Mature/Emergent Markets

e To compare the degree of consumer demand mature and emergent markets have in

relation to fashion clothing products.

e To develop better benchmarking tools to identify core and focused product attributes,

consequences and values, and from that improve consumer satisfaction.

* To recommend future curriculum and pedagogic practices to enable a new generation of

fashion designers to succeed in their field, considering more market distinctions.

Figure 1.2 — The Three Dimensions for the Research Objectives
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The dimensions selected to act as layers in the analyses are justified by the specificities
of the targeted markets. Besides, the current changes in the economy and environment,
especially within the fashion and clothing industries, were also a part of the motivation to
consider Western and Eastern cultures, Global and Local environments, and Mature and

Emergent markets. The next section considers further the reasons for this research.

1.4 RATIONALE OF STUDY

There are currently a limited number of studies and research projects that address the
complex and diverse relationships that exist between the consumer, the designer and the
company. These three should be acting in a coordinated manner in order to achieve higher levels

of compatibility and synergy.

Fashion clothing products can lead to better quality of life for consumers, creative
opportunities for the designers and business openings for the management of companies. The
level of complaints from consumers does imply that there is a gap between what the consumer

wants and what the company is offering.

This study is important in beginning to identify and understand these complex elements,
building tools to help in innovating products in a more systematic manner, and improving the

interface between the stakeholders (Figure 1.3).

consumer

.y
\\‘_“ /

interface

designer company

Figure 1.3 — The Three Stakeholders and the Interface
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It is true that the three stakeholders selected have distinct interests in the fashion
clothing product development process, but it is also true that they should have some affinity and

harmony.

It seems to be worthwhile to adopt a consumer viewpoint for this research, due to the
nature of the process: without consumers, designers and companies have no reason to exist. This
conceptual approach is explained further in the following section, where the research

methodology is introduced.

1.5 RESEARCH METHODOLOGY

The ontological approach adopted by this research has been based on the belief that the
findings could help consumers and support society to act in a more human-led manner. The
research takes into consideration society’s dynamic nature and the implications for how
consumers socialise through what they wear. There is growing interest in improving our social

responsibility, developing inclusive policies, and in ethical trading practices.

This way of seeing society is not new. The industry commitment to put the consumer at
the forefront of their decisions is largely explained at a strategic management and marketing
level. Even though the approach is not unique, it is not easy to find literature about how to put it

into practice, especially due to a lack of indicators and quantifiers.

In fact, this research addresses an inversion of a paradigm. The industry decision
making processes will be taken by and for consumers. Industry is seen as the means to get,
translate and transform needs and expectations into products and services. This work attempts to
give the fashion industry indications about how to apply this vision in fashion clothing design

and consumption.

In the figure below (1.4), the arrows in red represent the traditional flow of actions,
starting from the basic fact of a company’s existence, and moving towards the ultimate aim of
providing consumer satisfaction. This research considers the opposite flow (in blue arrows),
where decisions made by companies are sourced from consumer expectations. In both ways of
seeing the consumer/company relationship, the designer is seen as a bridge between the two

sides.
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company consumer

T

designer

Figure 1.4 — The Distinct Flow of Actions

In addition, the critical postmodern perspective adopted is related to achieving an
optimum balance between the three stakeholders, the consumer, the designer and the company.
The researcher acknowledges that there is a dialectic relationship between the three
stakeholders, as it is not possible to make changes in one without affecting the others.
Consumers are known to want to receive the maximum value for minimum cost. Designers are
known to want a high profile conceptual outcome rather than dealing with commercial and
production constraints. Companies are known to limit the product offer and at the same time

want high commercial returns.

It is true that a there is a fourth stakeholder that is indirectly benefited by this research:
the marketer. In this research, the market area is considered inside the business, or the company
side as the literature related to this area is vast and abundant. The approaches that have been
taken by managers, marketers and designers are slightly different as regards their relationship to
consumers. The managers, responsible for the financial health of the company have the role of
making sure that products exist and are sold. The marketers should understand consumers’
behaviour and find out how to stimulate sales. On the other hand, the commitment of designers

to consumers seems to be related to usability and aesthetic issues.

The adoption of qualitative, quantitative and quali-quantitative methods in the
development of this research was in order to offer an appropriate combination of different
research methods to achieve the expected results, and to study the reality of the fashion industry.
The data has been provided by surveys, questionnaires and interviews and were treated in

different ways and based on different theories in order to extract the common indicators.

In fact, the common indicators summarize real consumer behaviour, based on diverse
fields of knowledge, and ensure a composite theoretical view of consumption, that can be

applied by designers and companies in their product development processes.

10
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The decision to study three very diverse markets was made in order to contribute to the
development of a model more suitable to be widely applied into different cultures, different
maturities of market and different countries’ specificities. The intention is to have distinct
results leading to the most coincident areas, although giving balanced consideration of the

analyses of the differences. The research is hence designed and presented in the next section.

1.6 RESEARCH DESIGN

The research design has been developed from the research objectives that explore the

three dimensions of West/East; local/global; and emergent/mature markets (Figure 1.2).

The basis for analysis has been derived from the literature review that will be
introduced in the subsequent Chapter 2 that outlines the key concepts for fashion and clothing.
Three of the concepts are directly related to consumers, three to designers and three to

companies (Figure 1.5).

e Consumers have been investigated through the use of theoretical frameworks on needs,
motives, and pleasures. The literature explored is related mainly to culture,

communication and consumption.

e Designers have been investigated through artist, brand and product focus. The main

subjects of literature reviewed are clothing, design and art.

e Companies have been investigated through market, strategy and value. The theories

discussed in the literature are linked to manufacturing, marketing and business fields.

consumers

Figure 1.5 — The Literature Review Approaches

11
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Chapter 3 explains in more detail the research methods and instruments used in the data
gathering stage, and the analytical methods of the study. To investigate the global dimension,
three countries, the UK, Brazil and China, have been selected as case studies to represent the

mature and emerging market perspectives (Figure 1.6).

United
Kingdom

Brazil

Figure 1.6 — The Three Targeted Markets

It is important to highlight that in the early stages of the research a Chinese analysis was
not planned. The original project included a comparison between only UK and Brazilian
markets. During the process of upgrading from MPhil to PhD research some suggestions in this
direction were received from the examining board. In addition, conferences and seminars
attended by the researcher highlighted the increasing importance of the Far-East consumer
market. In order to offer a more global outcome by including the Chinese investigation, the

design of the research was adjusted to take into account time limitations.

Summarizing, all the elements selected to be targeted within this research: stakeholders,
dimensions, approaches, etc. have a multilayered link, and are present in several phases of the
investigation. In order to explain the dynamics of the research, Figure 1.7 illustrates the

superimposition of the elements, although allowing the elements to rotate on its axis.

12
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United
Kingdom

mature
&
emergent

motives
pleasures

communication
culture consumption

manufacturing

Brazil

marketing

company
market
strategy

designer
artistic
brand
product

China

Figure 1.7 — The Research Design

The investigation took place considering the blend of concepts and methods, always
having the research questions in mind to be answered. In order to better explain phases, methods

and levels of outcomes acquired, the thesis structure is detailed in the next section.

1.7 STRUCTURE OF THE THESIS

The thesis is structured in six chapters as follows:

Chapter 1 — Introduction: presents the motivation for the research and context, and

details research methodology and structure.

Chapter 2 — Literature Review: reviews relevant literature within the key concepts for
fashion linked with the nine elected approaches, introduces the focus development related to the
three dimensions of the research questions, as well as presenting information about the three

targeted countries.

13
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Chapter 3 — Research Methods: presents the methods used to collect data as well as the
selection of the independent and dependent variables. It includes the social science basis, the
combination of methods, including questionnaires, semi-structured interviews, and sample
sizing.

Chapter 4 — Data Analysis and Findings: presents the findings of the qualitative and
quantitative analysis. It includes the descriptive analysis of the sample profiles as well as the
quali-quantitative methods outcomes. These results and discussion facilitates the modelling of

the main output.

Chapter 5 — Contribution to Knowledge: introduces the model which supports design
and management teams. Furthermore, the application is exemplified by the presentation of five

fictitious case studies.

Chapter 6 — Conclusions and Implications: presents a summary of core work and
discusses the value and limitations of the research before concluding with a summary of

possible future research streams.

Contextualising this research, much research in the fashion field has been historical, and
often does not intend to offer insights for the future. Studying the present, and developing a
narrative on how to be more prepared for future challenges, will enable companies to become
more proactive in their business performance. In addition, by looking at the attitudes and
motivations of ‘real’ consumers, this thesis shows how designers and companies can meet the

needs of a large section of the market that is currently neglected and under exploited.

The next chapter brings to the reader the key theories and approaches this research

considered and upon which it is based.
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CHAPTER 2 - LITERATURE REVIEW

This chapter presents both the theoretical background to this research and a review of
relevant literature. The chapter is divided into sections and subsections to facilitate
understanding of a diversity of points of view from different fields. The aim of the chapter is to

promote a discussion using an interdisciplinary approach.

The first section (2.1) presents a number of relationships between fashion and a
diversity of different knowledge fields. The intention of this is to introduce the reader to a

multidisciplinary approach to thinking about fashion and clothing issues.

The second section (2.2) explains the approaches adopted in the analysis of this work.

This section supports understanding of the fashion system from a holistic perspective.

The third part (section 2.3) introduces some key information about the fashion
industries of the three countries chosen for this research. The fourth and last section (2.4)

attempts to summarize the issues discussed in the chapter.

2.1 FASHION AND CLOTHING DEFINITIONS

There is no unanimity about a definition of fashion. Throughout history, fashion has
been regarded with a great deal of prejudice from government and other authorities (Barnard,

2002).

According to Lauwaert (2006), ‘clothing does not represent, it presents. Clothing does
not define, it positions. Clothing is pragmatic, not semantic. Clothing does not lie, but

irrevocably betrays you.” (p.17).

Hoeks and Post (2006) say that the complementary aspect of fashion and clothing is
clear from season to season: fashion is always in fashion and the only thing that changes is
clothing. According to the authors, while the clothing industry is selling products, the fashion
industry is not selling objects but meanings. That is the way the consumer’s desires have been

fulfilled.

At the same time, fashion and clothing are the ‘most fetishised commodities produced
and consumed within capitalist society. ...Fashion and clothing may be the most significant
ways in which social relations between people are constructed, experienced and understood.’

(Barnard, 2002, pp.8-9).
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People (consumers) have a need to be both social and individual simultaneously, and
fashion and clothing seem to be a good way to negotiate this complexity. Fields such as
aesthetics, social sciences, cultural studies, psychology, production, design, economics,
management, marketing and communication all have some relationship to fashion and clothing

at every level.

As fashion and clothing encompass a diversity of disciplines, each discipline should be
considered when analysing fashion and clothing. In addition, each discipline attempts to find a
specific way to explain fashion and clothing, using precise terms and analyses. The challenge is
to blend all this as the consumer normally sees and experiences all of these concepts together.
Considering this, the concept of Complex Thought developed by Morin (2003) seems to be an

appropriate basis for consideration of this development.

Morin (2000) explained that scientific knowledge, for methodological reasons, is
fragmented. These divisions evolved to facilitate deep understanding of phenomena, but the
western and scientific way of thinking has taught researchers to separate fields, and there is a
lack of movement to re-engage these fields with each other. The author claimed that separated

‘things’ are both linked and distinct and necessary for the development of society.

Individuals, societies and all ‘specimens’ are distinct entities, and they cannot be split
due to their co-operative role in the understanding of humanity. Hence, Complex Thought is
based on distinction (not separation) and liaison. It is not comprised only of science, or just
philosophy, but allows for communication between them, acting as a bridge. The paradigm of

complexity should be considered as one that joins while it distinguishes.

Following the Complex Thought approach, a diagram was designed in order to identify
some of the factors that turn fashion into a subject of current complexity. Figure 2.1 presents a
set of issues such as product life cycle, environment, individuality, psychology, physical

adequacy and strategy to influence or promote consumer satisfaction.

The Fashion System is based on stages of diffusion that are influenced by the local and
global cultures and environments. The act of consumption is comprised of seven phases that are

affected by Environmental Influences and Individual Differences.

Frequently, fashion consumption is divided into two distinct ‘universes’: firstly what
might be called ‘trends’, ‘style’ or ‘vogue’, and secondly clothing. The former is more likely to
receive attention from the fields of Psychology, Sociology and Anthropology. The latter is

analysed more fully through Ergonomics, Anthropometrics and Human Physiology.
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It is the coming together of Trends and Clothing that creates the fashion clothing
product that this research refers to. Moreover, this research considers the relations between the
stakeholders and the product designed as the core object of study. This approach enables

business to be added to the equation, enhancing the complexity of the understanding of

consumption.

The consumption cycle, when finished, will generate satisfaction or dissatisfaction from
the consumer, and this result will influence the forthcoming cycles of consumption, in a

continuous cycle of development.

FASHION SYSTEM:
Innovation
Rise
Acceleration
General Acceptance
Decline
Obsolescence
LOCALISATION i ‘ e GLOBALISATION
Regional International
CONSUMER DECISION
ENVIRONMENTAL INFLUENCES Recognition Need INDIVIDUAL DIFFERENCES
‘Culture Research ‘Resources
Social Class Pre Buying *Motivation
‘Personal Influences == Buying @ .Knowledge
*Family Consumption ‘Attitudes
‘Sitvation/Surroundings Post Buying Evaluation ‘Personality
Stimulus Divestment -Values
Perception/Learning/Memory s -Lifestyle
Psychological el B i Saenemiss
Social g 3 =i  Anthropometrics
Cultural Human body
Ethical e  Usefulness
Economic ’ ~ Garment
Individualistic Physique
Mass Modish FASHION BUSINESS
\ Proprietary x Generic
Luxury x Popular
Brand x Manufacture
Creative x Mainstream !
CONSUMER DECISION

SATISFACTION or DISSATISFACTION
k¢ b

Figure 2.1 — The Complexity of Fashion (diagram designed by the author)

All of the elements present in Figure 2.1 were extracted from theories or an insight from
an existing theory. The theories used to build the diagram displayed above are fully presented in
the next section of this chapter. As these theories come from very diverse fields, they are

classified into key areas of investigation that comprise the Fashion System diagram.

17



Chapter 2 — LITERATURE REVIEW

2.2 KEY CONCEPTS FOR FASHION

Quoting Barnard (2002), this thesis is about ‘all these things: it is about fashion,
clothing, dress, adornment and style.” (p.9). As explained, the reader will find in this section
some concepts that can clarify the complexity of fashion. This study was strategically designed

to provide input towards a holistic way of viewing fashion.

For methodological reasons and respecting the aims of the research, all explanations
related to fashion products refer to fashion clothing items as opposed to accessories, shoes,
bags, furniture, cars, etc. Figure 2.2 below, illustrates the area of products that this research

investigates (in yellow).

BRAND

Figure 2.2 — The Fashion Clothing Items (diagram designed by the author)

It is important to say that fashion has a very complex system of relationships. Fashion
theory, as a field of research, is immensely relevant, but not explored enough to fulfil all the
directions in which it has evolved. For that reason, the subjects in the following subsections will
be presented separately. Some established theories will be discussed, putting them in the context

of this research (see Table 2.1).

The first three subsections are dedicated to the relationships between Fashion & Culture
(2.2.1); Fashion & Communication (2.2.2) and Fashion & Consumption (2.2.3). They are the

subjects that have a very close direct link with consumers.
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The second three subsections discuss issues related to Fashion & Clothing (2.2.4);
Fashion & Design (2.2.5) and Fashion & Art (2.2.6). These areas have a very straightforward

relationship with designers’ practices, although they can influence consumers as well.

The last three subsections relate to the relationships between Fashion & Marketing
(2.2.7), Fashion & Business (2.2.8) and Fashion & Manufacturing (2.2.9). These elements have

a major impact on companies.

Table 2.1 — Links between Stakeholders and Fields of Knowledge

consumers designers companies

2.21 Fashion & Culture

2.2.2 Fashion & Communication
2.2.3 Fashion & Consumption
2.24 Fashion & Clothing

2.2.5 Fashion & Design

2.2.6 Fashion & Art

2.2.7 Fashion & Marketing
2.2.8 Fashion & Business

2.2.9 Fashion & Manufacturing

- Crucially important . Very important Important

The three first themes shown in Table 2.1 are closer to Consumer studies; the three
middle themes are more familiar to Design studies and the last three themes are related to

studies of company management.

2.2.1 Fashion & Culture

This section is concerned with the contributions that cultural issues make to clothing.

The discussion starts with the influence of society on fashion.

The distinction between a leisured and a working class came as a derivation of a
division between men’s and women’s work in the lower stages of barbarism, according to
Veblen (1994 in Clarke et al., 2003). The ownership of women as trophies was originated by
‘the desire of successful men to put their prowess in evidence by exhibiting some durable result

of their exploits’ (p.233).

Veblen (1994 in Clarke et al., 2003) explained that the motive that lies at the root of
ownership is emulation: ‘the possession of wealth confers honour; it is an invidious distinction.”
(p-234). According to Veblen, an invidious comparison is ‘a process of valuation of persons in

respect of worth’ (p.237).
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The structure of the social world is defined by Bourdieu (1986 in Clarke et al., 2003) as
pairs of antagonistic adjectives commonly used to classify and qualify persons or objects in the

most varied areas of practice.

The ultimate opposition between the ‘elite’ of the dominant and the ‘mass’ of the
dominated, is behind the whole social order. The prevalence of the homogeneous is the

undifferentiated threat to the private spaces of exclusiveness.

Commonly, fashion trends are nurtured by the dialectical opposition of what has been
diffused in the last season. The phenomena of ‘fads’ have their place explained when many
people adopt the new trend, and the exclusive element of the trend completely disappears.
Hence, the fad fades and dies.

Figure 2.3 below shows the fashion cycles developed by Kaiser (1985). It is interesting
to note that in fashion, the lifecycle of a product is more related to the number of adopters than
the durability of the product itself. On the other hand, clothing (identified as ‘classic’ by the
author) lasts longer than the other two modalities and at the same time is adopted continuously

by the highest number of consumers,

Figure 2.3 — Acceptance Cycles of Fads, Fashions and Classics

In her work, Kaiser (1985) also explained how the process of adoption occurs inside
each of the categories; from introduction stages to regression stages in what she called a fashion
cycle. The interval of time between the innovation and the obsolescence stage is the one which

characterises fads, fashions and classics (Figure 2.4).
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It is important to note that in the literature it is less common to find studies about the
acceptance stages of Classics than the similar phases within Fashion and Fads. However, the

number of adopters of Classics is much greater than within the Fashion and Fads cycles.

Figure 2.4 — The Fashion Cycle

In an attempt to explain better the phenomena of fashion adoption, another study that
corroborates Kaiser’s work is Rogers’ model of innovation adoption (1983). The author
classified the consumer population into five groups (Figure 2.5), according to their acceptance

of a new product: innovators, early adopters, early majority, late majority and laggards.

‘ Each consumer has a set of variables that enables him/her to be part of one of these
| groups. Culture is one of the characteristics that define the individual stage of fashion adoption.
Considering that the Rogers’ model is a normal curve, theoretically the percentage of
innovators, early adopters and early majority corresponds exactly to the percentage of late
majority and laggards. Curiously, very often, research in fashion consumption is dedicated to
the first stages of life cycle of a product. On the other hand, studies related to maturity and

decline of adoption are linked to the marketing field.

Y s Ry ® ST

Figure 2.5 — Types of Adopters
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Additionally, there are the phenomena of social class and status that also influence
fashion. The term class is as much a matter of perception as of reality. Individual or collective
classifications are involved in a system of dynamic inter-dependence in the class structure and

are affected by the removal of social barriers through the social world (Bourdieu, 1986).

According to Frisby and Featherstone (1997) referring to Simmel’s thoughts, the
phenomenon of fashion operates in a dynamic sense only as part of a group and the great
majority merely follow and adopt it. Frisby and Featherstone (1997, p.238), quoting Simmel,
explain:

By reason of this play between the tendency towards universal acceptance and the destruction of
its significance, to which this general adoption leads, fashion possesses the peculiar attraction of
limitation, the attraction of a simultaneous beginning and end, the charm of newness and
simultaneously of transitoriness. Fashion’s question is not that of being, but rather it is
simultaneously being and non-being; it always stands on the watershed of the past and the future
and, as a result, conveys to us, at least while it is at its height, a stronger sense of the present than
do most other phenomena.

According to Frisby and Featherstone, (1997) Simmel developed this idea further: after
the French Revolution and the rise of the third estate (commonality) to power, fashion became
more animated and broadened its limits. ‘Classes and individuals who demand constant change
— because precisely the rapidity of their development secures them an advantage over others —

find in fashion something that keeps pace with their own inner impulses.” (p.244)

Returning to the definition of the word ‘culture’, Williams (1988) relates it to the
‘process of human development’. Considering this process as dynamic, Williams (1988)

describes fashion as a perpetual cycle, an endless process of innovation.

As fashion and clothing are not used only to indicate social and cultural positions, the
concept of material culture seems to be a necessary part of this discussion. According to Dant
(1999) material culture is explained by the things in the world and the social structures within
which we all live. For the author, ‘there is a system of relationships between ideas and values,
material things (clothes) and people’ (p.107) as society cannot be understood independently of
its material culture. Barnard (2002) added to this: ‘...culture could be seen as a signifying

system through which that social order was communicated and reproduced’ (p.41).

There is much criticism in Miller’s (2005) work about many ‘approaches labelled as
“semiotic™ as in these studies clothing was reduced to ‘its ability to signify something that
seems more real — society or social relations — as though these things exist above or prior to

their own materiality’ (p.2).
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In summary, a fashion phenomenon is directly linked with a cycle of adoption and
human development. Moreover, the intensity of adoption is related to the social relations the
adopters build with their material things. The subsequent point of discussion between adopters
and things is related to the meanings in this relationship. The next subsection is dedicated to this

issue.

2.2.2 Fashion & Communication

This subsection discusses the links between fashion and communication. Moreover,
these relations present meanings and the discussion of how fashion and clothing products can
embody meaning to the sender and receiver of the message is also discussed. The following

paragraphs show selected theories and thoughts that helped in the development of this research.

Fashion and clothing are non-verbal forms of communication (Barnard, 2002, p.29).
According to Lurie (2000), there are many different languages of dress, each with a distinct
vocabulary and grammar: clothes are the equivalent of words and may be combined to form

‘sentences’.

Rouse (1989), who, like other authors, agrees that garments refer to protection, modesty

and attraction, also includes communication as a major function of clothing.

One way to explain this phenomenon is by considering a garment as a medium or a
channel by which one person would ‘say’ something to another person, with the intention of
affecting some change in that other person (Barnard, 2002). The message is the sender’s
intention and it is this that is transmitted by the garment in the communication process. The
important stages in this process of communication are: the sender’s intention; the efficiency of

the transmission process and the effect on the receiver.

Barnard (2002) also explained that this explanation is not enough to explain the
phenomenon of communication through clothes. The first question is related to the identity of
the sender: who is the sender of the message? Although common sense would suggest that is the
user of the garment, the designer could claim that s/he sent the message. The controversial
answer that user and designer are co-senders is not a sufficient explanation and Barnard (2002)
introduces the concept of semiotics to try to find a better explanation of the phenomenon.
Quoting Fiske (1989), he writes: ‘semiotic... defines social interaction as that which constitutes

the individual as a member of a particular culture or society’ (pp.2-3).

Adding Douglas and Isherwood’s work (1979) to the analysis, Barnard (2002) says that
the real communicative phenomenon is to make sense of the world and the things through the
people in it. Moreover, the structured system of meanings - a culture - enables individuals to

construct an identity by means of communication.
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In this way, communication by semiotics is more effective in the production and
exchange of meanings than anything else. The role of the sender becomes less important than
the production of the meaning. Moreover, if the production of meaning is a result of negotiation
between sender and receiver, their different cultural experiences may produce different
meanings. As a consequence, in as far as meanings are generated, the process of communication

establishes positions of relative power.

It is helpful to note Saussure (1974), whose Course in General Linguistics defines
semiology as ‘a science that studies the life of signs within society’ (p.16). For the author, the
sign is comprised of two parts: the signifier (the physical part of the sign) and the signified (the

mental concept to which that signifier refers).

According to Saussure (1974), there are two ways that a sign can differ: the syntagmatic
difference and the paradigmatic difference. The syntagmatic difference is related to the order of
the signs, its position before or after one other and the paradigmatic difference is allied to the
replacement of one sign by another. A figurative explanation of this concept can be related to
clothes: the sequence of garments when dressing (underwear, top and bottoms, coat) and the
style of the garments everyone chooses to wear. The syntagm is the sequence of layers

involving the body and the paradigm is the set of options available in, for instance, underwear.

Barthes, in The Fashion System (1990) introduced the concept of a vestimentary code,
the rules for an acceptable way of wearing clothes in society. The author also discussed the
manner in which fashion magazines communicate this code, adding their vision of the world
and their ideology. The most utilitarian objects such as food, clothing and shelter that have been

used by the press and the advertising industries stimulate researchers to semiological analysis.

In investigating fashion products, it is important to understand the meanings a product
can carry. In addition, it is important to know that the message emitted by the same product can
vary depending on the user, the viewer and the environment. One more issue is crucial to the
understanding of fashion products by consumers: the next subsection introduces the phases of

the consumer decision-making processes.

2.2.3 Fashion & Consumption

One of the reasons for the existence of fashion is the consumption process. This
subsection will discuss key theories related to consumer behaviour in order to sustain further

stages of this research.

A person consumes any good or service when they are motivated, and his/her behaviour
is connected to a desired goal. The biggest challenge for companies is to discover the primary

influences of this motivation and to plan strategies to activate and satisfy this necessity.
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For Blackwell et al. (2002) the consumption motivational process is initiated with the
recognition of need. This need is felt when there is enough discrepancy between the desired

state and the current state of the human being.

The ‘need feeling’ may be activated in different ways, from the entirely physiological to
the completely psychological. Consumption ‘necessity’ can be classified in two different
groups: (1) utilitarian necessities, in which are considered the objective and functional attributes
or benefits of a product or service, and (2) hedonistic necessities that include subjective
answers, pleasures, dreams and aesthetic considerations. However, in general, utilitarian and

hedonistic necessities, appear simultaneously in a decision regarding consumption.

According to Blackwell et al. (2002), the evaluation process of a consumer is composed
of seven distinct stages: (1) Recognition of Need, (2) Search, (3) Pre-Buying, (4) Buying, (5)
Consumption, (6) Post-Buying Evaluation and (7) Divestment. The process can be better

visualised in Figure 2.6 below.

v

Recognition Need
v
Search
v
Pre-Buying
v
Buying
v
Consumption
v
Dissatisfaction | «——  Post-Buying Evaluation [— | Satisfaction
v
Divestment

Figure 2.6 — The Consumer Decision Process Model

The recognition of need is the initial step of the Consumer Evaluation Process. It occurs
when a person compares his/her current state in relation to an ideal product or service offer.
This Consumer Evaluation Process might incorporate individual influences from the

environment and social difference.

The search is the following stage, where the consumer searches in his/her memory (an
internal look) for solutions to supply the perceived need. This stage may also consider external
information from a diversity of sources, e.g. advertising, window-shopping, news, friends’

comments, etc.
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At the pre-buying stage the consumer examines the attributes offered by a product or a
service and compares them with his/her expected models and specifications. This process uses

evaluation criteria to compare different brands and solutions.

The purchase is the next step. This stage does not have any deliberation or evaluation of

a product or a service, as the consumer has already made his/her choice.

During the period of consumption or use the consumer is really satisfying his/her need.
Although this is the core of the process, many marketing professionals do not recognize its
importance. The consumption stage is the one where consumers can actually test, judge and

approve design features.

The degree of consumer satisfaction is defined during the evaluation post-buying. The
consumer’s comments are valuable for designers and companies. What did the consumer like
most about that product? What suggestions would he/she give to modify/improve the product?
Have his/her expectations been fulfilled? If they have been, and the product gave satisfaction,
this fact will have an important role in future evaluation and choice and this experience is kept

in the internal memory.

Hesitation at the post-buying evaluation stage may highlight imperfections and mean
that dissatisfaction is the probable result. An imperfection in a product is not easy accepted by a
consumer, especially when the purchase is considered important. As explained by this model,
satisfaction cannot be measured by sales figures. Many times the unfulfilled sensation can
stimulate a new search for information, or a new evaluation of the whole process. With regard to
the initial step - the recognition of a need - a new cycle will begin, and another, continuously,

until satisfaction is achieved.

The divestment of a product is the last step of the process. It is currently growing in
importance as environmental and social problems become increasingly important. The
popularity of second-hand stores and the recycling process has increased the necessity of

considering this stage.

Each stage of the consumer decision-making process has a distinct level of interest for
stakeholders. Consumers are interested in satisfying their needs. Companies are aware of the
need to know consumer preferences and sell products. Designers have a professional

commitment to enhance the quality of life for users.

Press and Cooper (2003) addressed this issue, as can be seen in Figure 2.7 below. The
authors explain the relationship between the product life cycle (yellow rectangles) and design
responsibility (green rectangles). A comparative analysis was carried out with regard to the level

of socio-environmental responsibility a designer should show in a product’s development.
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Use of renewable or recycled materials
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Figure 2.7 - Design Issues within a Product Life Cycle Analysis (adapted)

The Press and Cooper model (2003) shown above is simpler than the Blackwell et al.
one, and it also brings the designer closer to the consumer (user). Moreover, the company also
needs to be involved into the consumer decision process. Hence, considering the Consumer
Decision Making Process outlined by Blackwell et al. (2002), Figure 2.8 presents a comparative

analysis of the primary interest of each stakeholder within the seven stages of the model.

[ Need Recognition S i e Consumer & Designer
t i
Saaehi 8.1 G-~ s - Consumer & Company
L
Pre-Buying = | --i--i-i-i-i-e- - Consumer & Company
Y
Buying = | mmimimimimieimeen - Company
v
Consumption | - -i--imieimienen S Consumer
v
Post-Consumption Evaluation | ---------=--: - Consumer & Designer
Dissatisfaction |« »  Satisfaction
Divestment e oy e  Consumer

Figure 2.8 - Stakeholder Issues within the Consumer Decision Making Process

Taking into account the definitions of each of the seven stages of the Consumer
Decision Making Process previously explained, there are some phases which are more

important for each of the three stakeholders considered by this research.
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Need Recognition, although generated by the consumer, is crucial for the work of the
designer. The Search stage is an action of the consumer with the support of the company, via
promotion or any resource to familiarise the consumer with the product. The Pre-Buying phase,
where the consumer compares products in order to fulfil a need, also depends on the company
and the availability of the product. The Buying phase is crucial for the company, as it is the time
that the company should reach its sustainability with the amount of money received from the
buyer. On the other hand, the Consumption stage is uniquely and exclusively a phase for the
enjoyment of the consumer. This phase is immediately followed by the Post-Consumption
Evaluation, where the consumer judges satisfaction or dissatisfaction with the product and the
designer can examine the adequacy of the product to the consumer. The last stage of the process
includes the interests of all three stakeholders about what should be done with the product after

the need is or is not satisfied.

As each stage of the Consumer Decision Making Process denotes further investigation',

the motivation for the whole process is given by the first of the phases: the Recognition Need.

According to Blackwell et al. (2002), the consumer’s decision-making is informed by
three categories of recognition of need: (A) Individual Differences, (B) Environmental

Influences and (C) Psychological Processes (Figure 2.9).

e EY A T

Figure 2.9 — Categories of Need Recognition

There are five main categories of Individual Differences that may affect consumer

behaviour:

(A1) Resources of the consumer: this is what each person has to bring to any decision

making situation: eg. time, money, reception and the capacity for processing information.

(A2) Knowledge: this is the information stored in a consumer’s memory, from

availability, to characteristics of products and service, where and when to buy, how to use, etc.

" This research does not examine all the seven phases of the Consumer Decision Making Process.
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(A3) Attitudes: behaviour is influenced by attitudes to a brand or product. An attitude is
simply a general evaluation of an alternative, classifying it as positive or negative. Once
ply a g g p g

established, the attitude plays a role in future choice and reacts to changes.

(A4) Motivation: in the majority of cases, needs and reasons affect all phases of the

decision process.

(AS) Personality, values and lifestyle: known as psychographic research, this
characterizes segments of the market through individual treatments, values, creeds and

standards of model behaviour.

Consumers live in a complex environment. Their behaviour in the decision making

process is modified by the following Environmental Influences:

(B1) Culture: this relates to the significant values, ideas, devices and other symbols that
assist communication between people and are interpreted and evaluated by members of a

society.

(B2) Social class: this means categories of society within which people share similar
values, interests and behaviours. This is different from economic status which varies from low

to high.

(B3) Personal influence: the consumer, will frequently be affected by other people,
mainly through relationships and proximity. This influence takes place when the consumer is

involved in a comparative reference group or is susceptible to pressure from others.

(B4) Family: the family is often the primary unit of decision-making, with a changeable

and complex model of roles and functions.

(B5) Situation: behaviour tends to change as situations alter. Sometimes these changes
are erratic and unexpected, as in a resignation. Other times they can be predicted through

previous research and be strategically influenced.

Finally, for a thorough understanding of consumer behaviour it is necessary to

comprehend three basic Psychological Processes:

(C1) Information processes: communication is the key process in marketing activity.
Therefore, it is important for researchers into consumption to analyse how people receive and

process marketing communications.

(C2) Learning: influencing consumers involves offering information and changing
knowledge and behaviour, especially with products and services acquired by these reflections

and evaluation processes.
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(C3) Attitude and behavioural changes: changes in attitudes and behaviour are
important objectives for marketing; they reflect influences based on psychological aspects that

can be used as an effective promotional strategy.

Knowing the variables that can interfere in the Need Recognition phase, as explained
above according to Blackwell et al. (2002) is a first step to investigate the reasons why a
consumer prefers one specific product in preference to another one. The next subsection
introduces the theory of Needs in order to sum up and give support to the investigation of

consumer behaviour in fashion clothing products and its variations.

2.2.3.1 Human Needs

Many researchers have attempted to classify needs during the last 100 years. But, the
most influential, and the one most frequently referred to is the proposal put forward by

Abraham Maslow in 1954 in his work Theory of Human Needs (Stephens and Heil, 1998).

The Theory of Human Needs, defined by Maslow, in the third edition of his work in
1987, relates to a set of necessities that are organised in a hierarchical format of priority of
satisfaction for all people. In accordance with this hierarchy, a new necessity is created just after

one is fulfilled, even if only partially.

Homeostasis, the automatic function of the human body to maintain stability, is the
overriding principle. According to Maslow (1987), this self-regulating property of a system is
the main motivator for needs. Each time that an external variable modifies the standard

motivational balance, a new condition needs to be satisfied and a new cycle of balancing begins.

According to Maslow, individual behaviour is determined, usually, by the most urgent
need. Therefore, it is important to study needs, since these can define a person’s individual

behaviour.

Maslow's hierarchy theory recognizes five needs: (1) Physiological: associated with the
state of being alive, prevention of starvation, freezing, etc.; (2) Safety: linked to the guarantee of
being alive; physical risk, freedom from risk, etc.; (3) Social: allied to love and belonging to a
social or tribal context; (4) Esteem: affiliated to recognition by a social group and (5) Self

actualisation: the subjective need to do your best.

For Maslow, there is a natural order for needs. Initially, the person’s only worry is
satisfying his/her physiological needs related to the basic necessities of humankind such as:
food, shelter and clothing. But when these needs are satisfied, the person feels motivated and
makes an effort to satisfy the next necessity in the hierarchy. A model of this hierarchy is

presented in the following figure (2.10).
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Figure 2.10 — Maslow’s Human Needs

After satisfying physiological needs, the person will look to satisfy his/her needs for
safety. Here, safety relates to freedom from both physical danger and the privation of
physiological needs. In a general way, the effort is to ensure the level of need satisfaction

achieved previously.

In Maslow’s model, when physiological and safety needs are reasonably satisfied,
social needs become predominant. Social needs consist of an individual’s necessity to

participate in social groups, and gain acceptance by the members of these groups.

Then, after satisfying the three previous needs the person will prioritise the realisation
of esteem needs. Esteem need incorporates the necessity for recognition and respect from
members of his/her groups. These needs also refer to selfishness, the necessity of a personal

valuation.

When esteem needs have been satisfied, self-actualisation needs will be prioritised. In
this model, self-actualisation needs mean the necessity that each individual has to fulfil his/her

potential.

According to Maslow (1987) what a man/woman can be, he/she must be. Thus, this
satisfaction relates to the desire of a person to achieve what he/she is truly capable of. This
capacity can be presented via diverse forms such as the desire to be a mother, or a top executive,

for example.

It is necessary to remember that even Maslow recognizes that this model does not have
a universal pattern. Moreover, the author acknowledges that economic and social differences
may present variations in relation to the natural order established in the model, due to such
characteristics of post-modern society as consumerism, and the resulting importance of social

status.

It is important to point out that Maslow is considered by some researchers throughout
world to have been a scientist ahead of his time. This can be evidenced by recent publications of
his revised works, as well as the numerous studies developed by other researchers that

strengthen his theories and prove their present relevance (Stephens and Heil, 1998).
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Rowan (1998) comments in the Journal of Humanistic Psychology on the use of the
pyramid, not present in Maslow’s work, which distorts the original theory, as it shows what

Rowan calls the erroneous idea that the end point of personal growth is self-actualisation.

In 1999 Rowan introduced the idea of a hierarchy of needs which does not progress in a
linear manner in one direction from the lower levels to the higher levels. Rowan proposed that
an abundance of motivation or an absence of motivation splits each need in opposing directions.
For Rowan, one of the most interesting of Maslow’s ideas is that motivation is guided equally
by deficiency and abundance, as a complementary system for the satisfaction of needs. Each
person, in theory, may choose between security (to remain in the current level) and growth (to
go up a level). This option for change must stimulate the motivation for new necessities, in an
ascending or descending direction, which turns the model into one which is both dynamic and

continuous.

As Maslow’s theory was not specifically conceived to be applied to garments, a specific
theory concerning the reasons for the ‘human creation’ of clothes is described in the next
section. The main purpose is firstly to define clothing, followed by an attempt to link motivation

to clothes, and subsequently to fashion.

2.2.4 Fashion & Clothing

The most direct link fashion has with a product relates to clothing. This section will
address important theories about dressing that were selected to support this research. Clothing is
an essential item in human life and has an important link with the design professional. In the
first subsection the motives for dressing will be discussed and in the second subsection the

support of the garment, the human body, will be the key point of discussion.

It is rare to find studies about clothing with relation to fashion. These works are more

related to functionality, ergonomics and the special demands of the body.

But, from the consumer’s point of view, clothes are the easiest way to represent fashion.
In addition, as Lipovetsky (2004) has said, garments are the most popular way for companies to
stimulate fashion consumption. Although several works credited seasonality as the main catalyst
of garments’ short life cycles, the next subsection presents one of the most well known and

recognised studies related to the motivation to be dressed.
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2.2.4.1 The Motivation for Clothes

As this study is concerned directly with clothing, it is important to introduce the work
of Fliigel in the 30s. As defined by Fliigel, protection, decoration and modesty are the basic,
original motivations for the wearing of clothes (Figure 2.11). The way the author discusses the

transition from naked to clothed involves a journey from nature to culture (Carter, 2003).

Against unpleasant sensations related to climate changes and/or
strange organisms

The control of physical and psychological characteristics related to
the eminence of an individual inside a group

Enhance and differentiate physical appearance and attract the
attention of others

Figure 2.11 — Fliigel’s Motives

According to Fliigel’s (1930) concept, the protection of the body against the unpleasant
sensations of cold in the prehistoric period, and later, against any elements or organisms
harmful to health, is one of the fundamental motives for dressing. Due to scientific
developments, ideas on hygiene have changed and clothing tends to have a strong link with both

physical and psychological protection. Accordingly, clothes can be used as:

.. a protection against the general unfriendliness of the world as a whole; or, expressed more
psychologically, a reassurance against a lack of love. If we are in unfriendly surroundings,
whether human or natural, we tend, as it were, to button up, to draw our garments closely round
us. (p.77)

Even earlier, in tropical civilisations, the original function of decoration, described by
Fliigel, is related to its essential purpose of distinguishing physical appearance in order to attract
admiring looks from others. The author cited indigenous inhabitants to explain the
exhibitionistic natural instincts of mankind. Hence, the work showed some of the contemporary
realities of decoration: sexual display, political rivalry, ceremonial costume and social status

among others.

The function of modesty, according to Fliigel (1930), is to hide physical characteristics,
generally affecting the prominence of a person inside a group. The direction can come anywhere
from allowance to prohibition. Fliigel explained modesty as something which is not genetically

determined, and varies between societies.
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According to Fliigel, in ‘civilised’ societies, protection, decoration and modesty play
roles simultaneously, although the antagonism between decoration and modesty is a major issue
the author defended as a ‘concept of human life’. It is interesting to state that in the natural

world, animals already demonstrate all these attributes.
Fliigel in Carter (2003, p.84) identified different attitudes towards clothing:

Some see clothes as equivalent to the outmost layer of their selves and so incorporate them into
their life-world with little difficulty. Others locate their clothing almost wholly within the
external environment; clothing is “other” to their sense of themselves.

Baudrillard (1998) introduced the concept of the Consumer Society and analysed the
relationship between the object of consumption and its utility. The need for a product

transferred from the utilitarian focus to a symbolic one.

In a recent study, Kawamura (2005) classified fashion as a symbolic product that has no
physical substance and is considered separately from clothing products as tangible objects.
More than this, for the author, ‘Fashion is not visual clothing but is the invisible elements

included in clothing’.

The challenge in this study is to keep symbolic and utilitarian elements associated, as

they are both important and not passively dissociated by consumers.

Other theoretical models consider functionality, ergonomics, and aesthetic factors as
separate issues, and provide limited overviews that link these psychological, social and cultural
dimensions to fashion product development for the grey market (Lamb and Kallal, 1992;

Benktzon et al., 2003).

Ballin, in her early study of the science of dress (1885) was aware of the damage that
clothing can do to a healthy body and wrote this about ideal garments: ‘They should be light,
warm, permit free transpiration, or, in other words, ventilate well; they should exert no pressure
on any part, and they should be free from all poisonous particles, whether of dirt or of dye.’

(Ballin, 1885 in Johnson, 2003)

Another study from Barr (1934) notes fundamental attitudes in the psychology of choice
of dress: (1) the desire to conform inside a group; (2) the desire for comfort in respect of
temperature and tactile sensations; (3) modesty, resistance to a new fashion; (4) the desire for
economy, when and what to buy and (5) the aesthetic impulse, the desire to be beautiful (Barr,

1934 in Johnson, 2003).

Barr (1934), moreover, explains further the desire for self-expression: a blend of
awareness of the physical self, the expression of different personality, the desire to appear
distinctive, dignified or youthful, and the desire to appear competent or prosperous (Barr, 1934

in Johnson, 2003).
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Considering the appropriateness of Fliigel’s model for clothing motivation, it is
necessary to add one more variable to the equation. Individuals differ in their physical and
psychological characteristics. The next subsection is dedicated to the discussion of the

variations of the human body and its implication for garments.

2.2.4.2 The Body Shape

The fashion product — clothing — acts on the body as a second skin and must perform
according to the body shape of the consumer. One of the most ignored variables in fashion
product design is body shape, due to the dictatorial trend of the tall and slim. Body shape may
vary not only by genetic factors, but also is determined by diet, lifestyle, level of fitness and age

(Li, 2003).

According to Pheasant (2006), the product should match the user’s characteristics. The
author presented some criteria to be taken into account to achieve fit: functional efficiency, ease

of use, comfort, quality of working life and health and safety.

In the design field, fashion clothing products are one of the few developments for which
it is possible to have a truly tailored approach, using sizing, rather than for example the

production of cars or chairs.

The use of anthropometrics is relevant, especially due to the variations of body. Body

shape varies, firstly between sexes, secondly via ethnicity, and continuously, due to ageing.

All these changes affect not only the visual identity of a consumer, but his/her
behaviour and attitudes as well. Some distinctions in body shape certainly have implications for

fashion consumption.

Rasband (2002) recommends great attention to fit in wearing clothes. When garments
fit well they: (1) enhance appearance and attractiveness; (2) contribute to thoughts of self-
confidence; (3) fall smoothly over the figure; (4) improve the relationship between the garment
and the shape of the body; (5) emphasize the most attractive areas of the body; (6) draw
attention away from the negative; (7) adjust naturally to body movement and (8) support an

active lifestyle.

Furthermore, according to Rasband (2002), body shape can vary due to six
characteristics: height (shorter, medium and taller), bone structure (small, medium and large),
weight (there is an ideal proportion between weight, bone frame and height), proportional body
areas (a diagram of joint lengths), figure type (the polygon formed by your shoulders, waist and

hips) and posture (the alignment of your body parts over one another).
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Sheldon (1940), in the 40s, introduced somatotype research, derived from physical
anthropology. The author defined three different classifications of body types, as a combination

of size, weight and shape. The three types are endomorph, mesomorph and ectomorph.

Although it is rare for any individual to fall entirely within one classification it is
possible to identify the preponderant characteristics of each person in this system. Classification
is based on physical measurements using a scale from one to seven for each of the types, and

having a combination of the three options as a result.

The endomorphic body type is characterised by narrow shoulders, wide hips, large head
and a tendency to body fat, especially on arms and legs. The mesomorphic body presents broad
shoulders, narrow hips, square head, low body fat and muscular arms and legs. The ectomorphic
body type comprises narrow shoulders and hips, little body fat, little muscle, thin face, and thin

arms and legs.

A practical way to classify body shape is based on a combination of three basic
measurements: bust, waist and hips for women and collar, thorax and waist for men (Figure

2.12).

Women'’s shape varies from the pear ‘A’ figure (narrow top, large bottom), the upside
down triangle “V’ figure (large top, narrow bottom), the apple ‘O’ figure (large waist), to the

hourglass ‘X’ figure (narrow waist).

Men’s body shape varies from the triangle figure ‘V’ (large top, narrow bottom), the
upside down triangle ‘A’ figure (narrow top, large bottom) and the apple ‘O’ figure (large

Avz

Figure 2.12 — The Body Shapes
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Although garments are supported by the body, it is not usual to find products
considering body shape differences within the market. The standards presented in catwalk
shows and promotional images are the ectomorph “X” shape for females and the mesomorph

“V” shape for males. In both cases, younger images are usually preferred.

It is known that older people have limited product choices in the fashion market place.

A research study into older female consumers in Finland conducted by Iltanen (2003) stated:

Middle-aged women often complain that they cannot find clothes that would please them. They
say that their body has changed and fashion designers seem to ignore that. If the clothes fit the
ageing body the style is not right, but seems to be designed for an older generation. (p.3)

Despite the increase in disposable income and leisure time of this segment of the
population, there is still limited market response to their needs (Li, 2003). In a study conducted
by Li (2003) with the female grey market, there was a high demand for quality, comfort,
function and aesthetic elements in garments - ironically, some of these characteristics are

commonly linked to the youth market.

There is a need for developing a new business theory to cater for the entirely different older
people that we have seen emerge in the last decade. That means the basic structure of designing,
manufacturing and retailing has to change. (Li, 2003, p.5)

These findings are also reflected in Zhang’s (2002) work. Research also indicates that
fashion designers need to become more aware of the ageing population’s psychological need to
express their individual style and taste through a choice of better quality products (Iltanen,
2003).

Iltanen’s (2005) research explored this relationship between fashionability and
stereotypical views that designers have in relation to older consumer taste. In the study,
designers described garments for the grey female market in Finland as having to cover the body,
with high necklines, long sleeves, longish tops and loose fit. All the materials were soft, often
elastic and in neutral colours. Elderly consumers felt disappointed to discover that women of

their kind were not a target group for the more stylish designers.

Moreover, consumers very often face sizing problems. Faust et al.’s (2006) study added
one more variable to the complexity of clothing design: the inaccuracy of the companies in
sizing their products. The authors analyse the variation of sizes in the Canadian market and the
difficulties consumers encounter in finding suitable garments. According to them, the problem
involves, among other factors, a lack of sizing standardisation and checking procedures related

to the specifications.
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As specification is an action directly linked to the design activity, the next section
introduces concepts and theories that can support this research into better product development

processes in fashion clothing design.

2.2.5 Fashion & Design

This section introduces some key concepts for product development in the fashion
industry. The design activity is crucial to input creativity into fashion. The section will discuss

both the technical and emotional aspects of the design brief.

There are two different aspects to consider when analysing fashion design, as shown in
Figure 2.13 below. The first — the intangible — concerns trends, attitudes, values and lifestyle
(Solomon and Rabolt, 2004). The second — the tangible — concerns the body, its shape and
sensorial factors (Cooper and Press, 1995). There is a tendency within the fashion design

industry to minimise the tangible aspects.

Intangibles Tangibles

TRENDS BODY
ATTITUDES ANATOMICAL FACTORS B
VALUES ' SHAPES i
LIFESTYLE | / MATERIALS RESOURCES A

Figure 2.13 — Fashion Design

According to Cooper and Press (1995), ‘Design lies between the worlds of culture and
commerce, between passion and profit.” (p.4) In the words of Japanese fashion designer Issey

Miyake, ‘we dreamed between two worlds’.

Adapted by Cooper and Press (1995), Walker (1990) suggested a lack of analytical
attention to pleasurability in the act of consumption. This question departs from Marx’s notion
of commodity fetishism as justification for a post-modern increase in consumption: to gain
pleasure. Walker identified five sources of pleasure in the act of consumption. Cooper and Press

(1995) adapted these principles to design’s contribution, as can be seen in Table 2.2 below:
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Table 2.2 — Design Pleasure Principles

Source of pleasure Design contribution
Desire Conceiving and expressing the myth or fantasy
Advertising
Purchase Packaging
Display
Retail environment
The object Qualities of newness
Tactile qualities
Aesthetic appeal
Use Performance
Ergonomics
Ease of use
Perception by others Symbolic value

When considering the consumer’s point of view, the approaches traditionally used by

designers seem to be the most effective in their search for satisfaction. Designers have user-

based knowledge and attitudes. This approach also makes the relation between companies and

consumers more human led.

According to Jones (1992), the designer’s objectives are less related to products

themselves and more to the making of a long chain of interrelated predictions and specifications

in response to a brief. This assumption introduces complexity through the design process.

Therefore there are three actors in this process: the orderer ‘commissioner’ (the briefer), the

designer (the maker) and the user (the receptor).

Basically design methods should be the most effective way to answer the questions

proposed by Jones (1992) in the table below (2.3):

Table 2.3 — Design Team Questions

Question about product Sources of answers
Will the sponsor like it? Sponsor and financier.
Is it his interest to invest in it?
Will it be put into effect?
Does it make the best use of available materials and components? Suppliers.
Can it be made cheaply enough with available resources? Producers.
Can it be distributed through available channels? Distributors.

What appearance, performance, reliability, etc. is required?

Consumers and sales organisations.

To what extent will it be compatible with, or competitive with, other
products?

Other sponsors.

To what extent will it restructure the existing situation to create new
demands, opportunities and problems?

Large scale system operators.

To what extent are its effects, and side-effects, acceptable to al
concerned?

Political institutions and pressure groups.

e
R
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For Mayall (1979) ‘Design conceives and defines all the means we employ to satisfy
our many and increasingly intricate needs.” (p.9). The principle of totality is fundamental to any
design task and yet is sometimes overlooked by designers themselves. It is based on the
identification of the features to be considered for the project, and the way to describe these
characteristics. The totality of the design is the core task to integrate all these characteristics

(Fig 3, p.46).

In this research, the principle of totality has been pursued through the Indicators for

Fashion and Clothing Consumption. These indicators will be presented in Chapter 3.

Another important principle for the design process stated by Mayall (1979) is the

principle of value which will be more fully discussed in Section 2.2.8.3.

Consideration is necessary that is specific to the fashion industry. The product of
fashion — clothing — is composed of three strands: ergonomics, trends and subjectivity.
Specifically in the fashion industry, where the lifecycle of a product is so short, the market

requirements must be directly linked to design teams.

Sinha and Studd (2005), in a study of an integrated fashion design process, defined five
essential activities for the completion of the whole cycle of creating a new collection: Research
and Analysis; Synthesis; Selection; Manufacturing and Distribution. Figure 2.14 below shows
the diagram presented by these authors, indicating inputs, outputs and people for each of the

five phases.

According to Sinha and Studd (2005), a general fashion design process starts from
business or market requirements. It is important to stress that market requirements reflect the
needs and expectations of consumers. For the proper development of the activities, it is
necessary to supply inputs to the process (text to the left of the rectangles) and to be aware of

the constraints (text to the right of the rectangles) of each phase.

Observing the five phases, the designer is involved in three of the phases: Research and
Analysis, Synthesis and Selection. The creativity and the artistic side of the designer is more
present on the first phase. The rational attitude due to the specifications of the product and
quality control are stronger at the second of the phases. The last of the three phases that the
designer is responsible for is composed of market and brand elements, although also defined by

the restrictions discovered during the sampling.
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Figure 2.14 — The General Fashion Design Process (adapted)

The first three phases of the Sinha and Studd model (2005) when more deeply examined
suggest that consumer needs, expectation, requirements, desire or want is present throughout the
whole process. Considering that the diversity of consumers - their cultural and socioeconomic
backgrounds, as well as the environment — guide the demands, this suggests a wider approach
for the consumer’s viewpoints. The next subsections introduce two new theories for developing
better products from design theories that seem to be suitable to this investigation in the field of

the fashion clothing industry.
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2.2.5.1 Pleasure with Products

In the fashion industry, both the consumption process and the product itself can be
pleasurable. For Jordan (1999), a product may affect a person’s mood and bring emotional
benefits. Hedonistic benefits, pertaining to the sensorial and aesthetical elements of products
and practical benefits, are the ones linked with the tasks that the product is expected to perform.

The pleasure approach considers and combines all potential benefits.

A theory that links consumption with product design arose from Jordan’s (2000)
thoughts on an adaptation of Tiger’s theory (1992). The author extended the consumer
interaction with products from functionality to pleasurability, considering usability as the

middle point. Understanding people holistically became a complex task in product development.

The framework models four types of pleasure (Figure 2.15): (1) Physio pleasure:
connected with touch, taste and smell as well as feelings of sensual pleasure; (2) Socio pleasure:
enjoyment derived from relationships with other people. Society; status and image may play an
important role; (3) Psycho pleasure: pertains to people’s cognitive and emotional reactions. It
includes issues relating to the cognitive demands of using the product and the emotional
reactions engendered through experiencing the product and (4) Ideo pleasure: pertains to

people’s values. It relates to the aesthetics of a product and the values that a product embodies.

Figure 2.15 — Tiger/Jordan’s Pleasures

Design research, as a scientific field, has to consider a variety of issues: the
environmental impact and consequences, the search for sustainability, the interconnectivity
between economic and cultural globalisation and the increased exchange between potential

conflicts in accumulated information.

Csikszentmihalyi and Rochberg-Halton (1981) focused on the quality of the subjective
experience in human behaviour in order to feel rewarded and they defined the flow experience
as a state of being where all the contents of consciousness are in harmony. The subjective

experiences of pleasure, happiness, satisfaction and enjoyment are manifestations of flow.

42



Chapter 2 — LITERATURE REVIEW

Moving further to the subjective aspects a design can enhance, the subsequent theory

presented relates to the emotional relationship a consumer can establish with a product.

2.2.5.2 Emotion with Products

It is common sense that design is about conceiving things which meet specific needs
(Cooper and Press, 1995 p.16). Some needs may be merely functional or decorative perhaps. As

products should fulfil a specified function, design is a problem-solving activity.

According to Norman (2002), there are three basic reasons for design failures as a
problem solving activity: (1) often the design community seems to put aesthetics first aiming for
the award of prizes and status; (2) designers predominately design for themselves, and assume
that familiarity with the problem is general to all users; and (3) designers frequently do not work

towards the final user.

Companies are investing in personalisation and mass customisation, with the result of
improved consumer interfaces within products and services. The challenge for designers is to
capture consumer feelings and emotions through their creations and to ensure a continuous
interaction between consumers and products. Thinking about clothing, customisation not only
produces garments that fit better, but also allows the consumer to have a sense of ownership,

pride, individualism, and to choose things based on emotional value (Norman, 2004).

Quoting Csikszentmihalyi and Rochberg-Halton (1981), Norman (2004) observed the
attachment people have to some objects and investigated the meanings and feelings such articles
represent. As a consequence, the author introduced a framework to explain emotional design
(Table 2.4). Norman (2004) presented three levels of processing emotional design: (1) Visceral,
related to natural and instinctive preferences; (2) Behavioural, which considers the functionality
and performance of the product as the core issue; and (3) Reflective, linked with the subjective
meaning of the product. The consumer affective process with a fashion product should enhance

considerations of new product development.

Table 2.4 — Norman’s Emotional Design Theory

VISCERAL BEHAVIOURAL REFLECTIVE
keywords Instinctive preferences; Functionality; Performance; Subjective meaning of product;
How it looks How it works What it means
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Increasingly, human factors are being taken seriously as an issue within product design.
There is an urgent need for designers and product development teams to have a better
understanding of consumption, especially in saturated markets and with declining brand loyalty.

Consumption should incorporate pleasurable experience as well as the fulfilment of consumer

needs.

Krippendorff (1995) described a relationship between the consumer (user) and the
designer. In his proposition, design is a key to making products (things) have a form to be seen,

make sense to be understood and be used (Figure 2.16).
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Figure 2.16 — The Relationship between Designer and User

To sum up, the theories discussed in this section demonstrated, from a number of
different viewpoints, the natural and necessary interaction between the designer and the
consumer. The balance between rationality and subjectivity is a key issue to this relationship.
The discussion until this point was more related to the subjectivity of the consumer. The next

subsection introduces the question of designer subjectivity.

2.2.6 Fashion & Art

Art, like fashion, has an aesthetic content. This section presents the links and joint

developments between artistic activity and design practice.
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For a long time, the liaison between fashion and art was limited to the artist’s ability to
provide valuable information about the garments worn by elites (Mackrell, 2005). The artisan
who used his or her skills to create the clothes was anonymous. The second link between
fashion and art came with fashion illustrators in the late nineteenth century. Newspapers and
magazines started to influence consumption and the beginning of trend diffusion was a

consequence.

The first signs of identity came with writers and poets when describing the characters of
their stories. The first report of a dressmaker’s monopoly being created is given to Charles
Frederick Worth (1825-1895), considered the ‘the father of haute couture’ (Mackrell, 2005,
p-81). Worth considered his gowns as art pieces and extensively used art history as a source of

inspiration for his creations. Mackrell adds:

...At the time of virtuoso haute couture, there was an awakening to the idea of dress as a means
of self-expression, that it was possible to wear a style of dress unique to personality, and that one
did not have to be a slave to mainstream fashion to be stylish. (p.83)

In 1883, Emile Zola, the French realist novelist, wrote Au Bonheur des Dames, a classic
story about the effervescence of fashion consumption by women (Figure 2.17). Edouard Degas,

among other impressionists, had registered the emotion of customers at this time.

Figure 2.17 — Au Bonheur des Dames by Edouard Degas

Moving from Paris to London, in 1884 the famous department store Liberty, introduced

a Costume Department, aiming at leadership in art and fashion and creating a recognisable style
brand.
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One of the major transformations in fashion in the early 20th century was the invention
of the ‘couturier’. This profession shed its identity as a trade, and couturiers came to be regarded
instead as artists (Mackrell, 2005). Paris emerged as a centre of fashion due to the number of
new fashion houses established by designers there. In addition, some fashion designers were

involved with the art sector as curators of exhibitions.

In the intermediate period between the two World Wars, French fashion consolidated its
leadership with the ‘Pavillon de I’Elegance’ in which fashion designers had a prominent role

within the arts. Mackrell (2005) described the ‘/’air du temps "

Millions of Americans and Europeans and hundreds of international manufacturers visited the
Exposition, which has often been called a ‘shoppers’s paradise’. French department stores
(‘museums for people’) and a ‘rue des Boutiques’ (‘shopping centres for modern women’) along
the Pont Alexandre II1 were represented, with carefully orchestrated window displays intended
to underline Paris’s position as a world centre for shopping. (p.128)

From Surrealism to Postmodernism, modern art periods have been associated with
fashion. Artists have been involved with designing garments, fashion designers have been
inspired by art works, and the boundary between ‘dressmaker’ and artist has completely
disappeared. The personal understanding/interpretation of reality became a must for fashion
designers and the ephemeral fashion show spectacle has become something of an artwork itself.
A recent exhibition in Paris introduced the amount of work involved before and after a catwalk

show as a new field of investigation itself .

In the late 1960s Papanek (1995) compared the creative individual expression of a
designer with the dissemination of the artist’s egocentric output. He presented examples of
home furniture inspired by Mondrian and Van Doesburg paintings as expensive and

uncomfortable ‘art objects’. According to him:

With new processes and an endless list of new materials at his disposal, the artist, craftsman, and
designer now suffers from the tyranny of absolute choice. When everything becomes possible,
when all limitations are gone, design and art can easily become a never-ending search for
novelty, until newness-for-the sake-of-newness becomes the only measure. (p.42)

The 80s brought official recognition of fashion as a ‘worthy form of cultural
expression’ (Mackrell, 2005, p.153). The Yves Saint Laurent retrospective exhibition at the
Metropolitan Museum of Art in New York in 1983-84 confirmed fashion’s importance in
museums. Many initiatives followed, including the 1996 Biennale di Firenze exhibition I/
Tempo e la Moda, which definitively connected art and fashion. The exhibition of fashion
designers’ work in museums is now commonplace and a growing number of contemporary fine

artists have used textiles and fashion as a key element in their creations.

? Showtime, le défilé de mode is an exhibition held at Palais Galliera - Musée de la Mode la Ville de Paris,
from 4 March to 30 July 2006.
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The phenomenal general interest in fashion within society, reflected in museums, fulfils
a social duty to offer retrospectives of fashion designers. Reports evidence the increase in

visitors when a fashion exhibition opens, suggesting fashion in museums is a profitable subject’.

The artist’s historic freedom to demonstrate individuality and eccentricity has now been
extended to the domain of designers. The combination of high cultural status from association
with art, and the mainstream power of communication has helped the appearance of this art-

fashion movement.

Taylor (2005, p.448) wrote: ‘Divisions between artist and fashion designer could be
deemed as unnecessary in this climate of creativity, in which boundaries are crossed into other
production areas.” Some boundaries for fashion designers have been removed, and now both art
schools and traditional technical schools are extremely close. All expressions of creativity are

now welcomed in both fields.
Taylor (2005) highlights this ambiguity:

Fashion is now involved in a creative world in which artists are no longer confined to a chosen
classification but work across the disciplines of creativity. As another effect of the post-modern
society, cultural theorists would argue that this signifies a breakdown of high culture into
popular culture, where art has become associated with popular culture, and with the associations
of commerce. (p.452)

The curriculum of fashion degrees nowadays has more content related to curatorship
than sewing and pattern cutting. According to Muller (2000, p.15), ‘The vocabulary of fashion
adopted the language of art and began to include expressions such as “concepts”, “happenings”,

2 9

“installations™ °. As a consequence, designers are moving further away from the consumers.

Another aspect of that dialectical relation between art and design is the fact that fashion
has an ephemeral status in comparison with an art artefact (Lipovetsky, 2002; Taylor, 2005).
The mass produced character of fashion is something that should be a parameter to separate ‘art
fashion” from ‘simply fashion’. But the ‘vintage’ trend within fashion has responded to this.
Vintage is a word from oenology to designate the best selection of wines from each season. In
fashion it means the ‘old-fashioned’ items that could be worn, collected and considered as ‘cool

fashion’.

3 4 aaoih s
Some controversy about place of fashion within traditional museum and commercial reality and cultural
snobbery was on of the points discussed at “Fashion on Display” Symposium held at Victoria & Albert

Museum in association with London College of Fashion, University of the Arts London on 25 February
2005.
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The discussion has become more widespread in recent years and the Director of the
London Design Museum has said: ‘Quibbling over whether fashion is more or less important
than art is just as pointless as questioning whether or not it is art. Of course it’s not, it’s
fashion.” (Rawsthorn, 2003 in Taylor, 2005, p.446). The discussion is never ending, and the
understanding of fashion as a complex multidisciplinary field is the way to explain its

fascination.

According to Cooper and Press (1995), the nature of design is changing continuously,
as the boundary between art and everyday life diminishes. As goods symbolise more meaning
and increased value to consumers via exclusivity, it has become a very desirable marketing tool.
‘Design as art’ can actually be an effective marketing strategy, as all cultural definitions of art,

design, craft and commodity are changing.

Potter (1989) in his book What is a designer: Things, Places, Messages, quoted by
Cooper and Press (1995) said: “The artist’s responsibility is to the truth of his (her) own vision’,

whereas a designer works with, and for, other people (p.15).

Moving forward within the complexity of the fashion system, next section introduces
marketing issues, strategies and theories to the equation of a better fashion clothing product

development process.

2.2.7 Fashion & Marketing

This section presents some of the key issues that ensure a close link between fashion
and marketing. The practices to promote consumer awareness of new trends and product
launches are critical subjects for the popularity of fashion brands. The section is organised in
five parts, covering environment (section 2.2.7.1), strategy (section 2.2.7.2), promotion (section

2.2.7.3), lateral marketing techniques (section 2.2.7.4) and marketing management (2.2.7.5).

Cooper and Press, (1995) suggested that the link between fashion and marketing is more
visible than that between marketing and design (p.148).

Currently, there is a debate to find where best to place design activity. Some writers
have identified design as a strategic tool, while others define it as an essential part of the product
development process. There is one side towards arguing that design should be managed by

marketing and another defending the full integration of both fields (Bruce and Roy, 1991).

The corporate orientation towards the consumer is known as ‘marketing concept’
(Cooper and Press, 1995, p.150). This concept argues that in order to be successful, a company
should identify and respond to consumer needs. Although market research is an important tool

for marketing activity, it is also crucial to design.
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Trends, expectations, desires and needs, whether intangibles or tangibles, are expected
to be transformed into products by designers. Moreover, designers are creative professionals
and have the skills and ability to invent new concepts and solutions. Although the information
provided by market research helps designers to focus on sensorial or functional problems, it

does not solve them.

According to Cooper and Press (1995, p.228) quoting Lorenz (1987), there is often a
‘misalliance between marketing and design’ inside companies. Usually, design is surrogated to
marketing instead of being an equal partner. Design can express visually the corporate identity
of a company as well as its social responsibility and should be included in any decision-making

activity.

Considerable progress needs to be made in the whole area of communication by the
fashion industry leaders in order to maintain their market position. One of the greatest
difficulties that this industry has is related to communication between stakeholders. While
designers appear to create collections based entirely upon their own view of customer
requirements, marketing teams display and advertise what they understand to be more
profitable, and manufacturers prioritize a reduction in both cost and production complexity. The
consumers, on the other hand, feel tired of overexposed products and services that do not fulfil

their expectations.

Considering the diversity of variables and viewpoints in fashion design and marketing,
the next subsections present specific theories in order to support the analysis aimed at by this

research.

2.2.7.1 Marketing Environment

There are many variables that operate within a company’s environment that have a
direct or indirect influence on their consumer strategy. A successful company is one that

understands and can anticipate and take advantage of changes within their environment.

Environmental analysis should look at both external forces (those factors that a
company has no control over) and internal forces (factors that a company has direct control

over).

A very efficient way to manage external forces is to use the PESTEL model, comprised

of Political, Economical, Social, Technological, Environmental and Legal factors.
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Political factors can have a direct impact on the way a business operates. Decisions
made by government affect our everyday lives and can come in the form of policy or legislation.
The government’s introduction of a statutory minimum wage affects all businesses, as do

consumer and health and safety laws, and so on.

All businesses are affected by economic factors nationally and globally. Interest rate
policy and fiscal policy will have to be set accordingly. Within the UK, the climate of the
economy dictates how consumers behave. Whether an economy is in a boom, recession, or
recovery will also affect consumer confidence and behaviour. A truly global player has to be
aware of economic conditions across all borders and ensure that they employ strategies and

tactics that protect their business.

Population changes also have a direct impact on all organisations. Changes in the
structure of populations will affect the supply and demand of goods and services within an
economy. As society changes, a company must be able to offer products and services that aim to

complement and benefit peoples’ lifestyle and behaviour.

Changes in technology are affecting the way business operates. The Internet is having a
profound impact on the marketing mix strategy of organisations. Consumers can now shop 24
hours a day comfortably from their homes. The challenge these organisations face is to ensure
that they can deliver on their promise. Those businesses which are slow to react will fall at the
first few hurdles. This technological revolution means a faster exchange of information, that is
beneficial for businesses as they can react quickly to changes within their operating

environment.

Environmental concerns are widespread and increasing. Any action by a company can
influence consumer understanding about its commitment to the environment. Green brands are
also increasing in size and scope. Legislation and world organisations try to address factors in
different types of markets and business. Fair trade is a trend for the future in all companies.

Social responsibility also is increasing.

To sum up, the variables inside the PESTEL analysis can be very useful within the
company decision-making process when leading within the fashion industry. As already
explained, the fashion environment is one of the most dynamic within all industries. Moving
forward, the next subsection presents the marketing mix tools that can help in the product and

company strategy.
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2.2.7.2 Marketing Strategy

One way a company can manage internal forces to gain competitiveness, is using the
marketing mix analysis introduced by McCarthy and Perreault (1995). Initially marketing was
known as ‘the four P’s’: Product, Place, Price and Promotion. This theory was extensively
applied and the content was expanded by Booms and Bitner (1981), who added three more

‘P’s’: People, Processes and Presentation.

The first ‘P’ (Product) has already been discussed in a previous section and has its
primary focus with the design team. Marketers should engage with and understand the design

concept to be able to better communicate to the consumer.

Place is related to the location of the sales point. Although an analysis is not within the
scope of this research, it is important to stress the direct link this decision has with consumer

accessibility.

The amount of money the consumer is ready to pay for a product is an issue to be
critically considered throughout internal analysis. Price can give competitiveness to a company,
although low price does not necessarily mean easy sales. The value added to a product can offer

profit potential for a company.

The way the company communicates their products to the consumer and the tools used
to get his/her attention are part of the promotional strategy. This subject will be considered

further in the next subsection.

Everybody involved in the entire consumption chain, from product development to sales
actions, must be committed and motivated. The sales team is the key for a successful

relationship with the consumer.

Processes have a crucial impact in consumer decision-making. The co-ordination of
procedures, mechanisms and actions of the company towards marketing advantage enhance the

leadership position of a product or service.

Especially in the fashion industry, where aesthetics is an essential component of
awareness, the Presentation of the company and its products or services can make an immense
difference. The display of the product and its environment can enhance the concept and

consumer interest.

2.2.7.3 Marketing Promotion

Promotion is part of the marketing mix. Promotion involves disseminating information

about a product, product line, brand, or company. It is comprised of five subcategories:
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Advertising: the purpose of advertising is to stimulate demand for a product, service or
idea. Other factors influencing demand are price and substitutability. A major way advertising

may stimulate demand is to create a brand franchise for a product.

Personal Selling: sales, or the activity of selling, form an integral part of commercial
activity. As a practical implementation of marketing, it often forms a separate grouping in a
corporate structure, employing separate specialist operatives known as sales people. The

primary function of sales is to find and close leads, turning prospective into actual consumers.

Sales Promotion: sales promotions are non-personal promotional efforts that are
designed to have an immediate impact on sales. Sales promotion is media and non-media
marketing communication employed for a pre-determined, limited time to increase consumer
demand, stimulate market demand or improve product availability. Examples include: coupons;
discounts; contests; point of purchase displays, etc. Sales promotions can be directed at either

the customer, sales staff, or distribution channel members (such as retailers).

Publicity: Publicity is the management of product or brand-related communication
between the firm and the general public. It is primarily an informative activity (as opposed to a
persuasive one), but its ultimate goal is to promote the company’s products, services, or brands.
A publicity plan is a planned program aimed at obtaining favourable press coverage for a
company’s products. The most basic tool of the publicist is the press release, but other
techniques include telephone press conferences, in-studio media tours, video news releases,
newswire stories, and internet releases. For these releases to be used by the media, they must be
of interest to the public (or at least to the target market segment). The releases are often
customised to match the media vehicle that is being used. Getting noticed by the press is all
about saying the right thing at the right time. A publicist continuously asks ‘what is going on’,

provokes the reader's curiosity and makes a good story.

Public Relations: Public relations (PR) is internal and external communication (use of
symbols and symbolic acts) to inform or influence specific segments of the public using writing,
marketing, advertising, publicity, promotions, and special events. Some public relation
specialists work as full-time employees of companies, politicians, non-profit organisations, or
governments, while others work for PR agencies or as free-lance PR consultants that contract
their services to clients (usually corporations, wealthy individuals or other special interests) who

pay for their expertise at keeping them in or out of the spotlight, whichever is necessary.

Afterwards, the promotion as well as the other three components of the marketing mix
can be analysed and balanced according with the vision of the marketing strategy the company
adopts. In this way, next section introduces the concept of lateral marketing as an approach to

enhance consumer satisfaction and competitiveness.
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The selectivity of the consumer when searching for products and services is a sign that

marketing should evaluate its performance in order to gain competitiveness.

Kotler and Trias de Bes (2003) proposed an upgrade in marketing practices. The authors

named conventional processes as vertical marketing and created a new complementary one:

lateral marketing - which implies an important analysis and consequently transformation in a

product.

The idea consists of the evaluation of the product or service by its non-logical paths,

stimulating new needs, people, situations or uses. According to Kotler and Trias de Bes (2003),

the technique is most effective in mature markets or in very fragmented ones. Table 2.5 shows

the comparison between the two approaches:

Table 2.5 — Comparison between Vertical and Lateral Marketing

Vertical Marketing

Lateral Marketing

Itis based on... The set of needs, persons, and The discarded needs, persons,
situations or uses of our product. situations, or uses of our product.
Our mission, innovating from what to  Being open to redefine our mission if
be as a company. necessary, but innovating from our
current offer.
It works... Vertically, following the marketing Laterally, out of the marketing
process. process.

In an early stage it allows...

Development of markets and
conversion of potential customers into
current customers.

Creation of markets, categories, or
subcategories, and capability of
reaching targets/situations
nonreachable with the existing
products.

In a later stage it allows...

Low incrementality, but it is an easy-to-
sell novelty.

High incrementality, but it is a more
risky option.

Its source of volume is...

Market share of product competitors,
and the conversion of potential
customers and situations into current

Totally incremental, without affecting
other markets, or by taking from
many other categories market share

. ones. of generic competition.
Itis appropriate when... Early stage of the life cycle of a market Mature stage of the life cycle of a
or product (growing phase). market or product.

Low-risk strategies.

Low resources available.

For defending markets by fragmenting
them.

High-risk strategies.

High resources available.

For attacking markets from the
outside (with substitutes).

Itis the current responsibility of...

Marketing departments.

Not always marketing departments,
but of:

Creative agents,

Entrepreneurs,

Small and medium companies,
Engineers, R&D departments.
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In the fashion industry, the degree of variety around the same ‘product formula’ is
immense. The challenge resides in adding different approaches for clothing, or in innovating

new uses for it.

Wellington boots are known in the countryside by hardworking consumers as a
utilitarian product. The introduction of colours and pattern brought a fashionable appeal to the
product, which became a desirable product for girls and trendy outdoor lovers. The broken
paradigm in this example was the enhancement of the aesthetics, as hardwearing and safe were

already in the ‘product formula’.

Lateral marketing departs from the wide brief of product development process,
analysing especially the items discarded during the brainstorm phase. This posture breaks the
traditional process for innovation and changes a company’s culture to multidisciplinary teams.

This practice is expected to lead to better competitiveness and growth.

After discussing tools that support the company in relation to its management and its
external environment, it seems necessary to introduce a marketing management theory that
supports analysis of consumer preference in relation to products. The next subsection explains

the Means-End Chain theory.

2.2.7.5 Marketing Management

As previously explained, marketing management can be analysed from two distinct
perspectives: macro and micro approaches. They differ, mainly, by a sort of zoom in and zoom

out through products and consumers.

According to Reynolds and Gutman (1988) the Means-End Chain theory focuses the
micro level by examining the linkages between the attributes that exist in products (the
‘means’), the consequences the attributes provide for the consumers and the personal values (the

‘ends’) reinforced by the consequences.

The Means-End Chain Model theory (Gutman, 1982) is a way of systematically
representing the hierarchy of attributes, consequences and values. The first level (attributes) is
formed by the characteristics, components and parts of the product. The following level
(consequences) is dedicated to the way consumers will benefit from the products. At the top of

the chain are the values, which represent the aims of the consumers.
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The levels represent many factors from the physical aspects of a product to personal
values related to it. This theory offers a better understanding of the consumer’s rationale behind
his/her feelings towards the product. The technique can help measure the relevance that a
consumer gives to a product in relation to his/her life as well as its functional properties. The

theory is based on the supposition that consumers see products as means to important ends

(Mulvey et al., 1994).

The most common way to achieve a Means-End Chain Model analysis is using the
laddering technique. It is know as a tool to describe a cognitive structure of a person or groups,
mainly based on individual interview. Laddering is an effective method of analysing
simultaneously all aspects of consumer behaviour affecting product choice. The model adopted
offers the opportunity of comparing the degree of importance that designers and companies give
to value, consequence and attribute indicators, and then comparing these to the opinions of

consumers.

The Means-End Chain is largely used in marketing management within companies,
especially when dealing with decision-making processes. Despite this, no studies were found

using this theory for fashion products.

Furthermore, the theories presented in this section attempted to give the reader a wide
overview of ways to analyse the linkages between fashion and marketing. These approaches
give support for the development of this research, although the panorama is not yet completed.
The next section is dedicated to the discussion of business issues, followed by a section related

to manufacturing topics.

2.2.8 Fashion & Business

This section examines essential theories related to management. Due to the complexity
of the fashion system and the diverse interests of all stakeholders, from suppliers to buyers, a
clear business analysis with a position and aims seems to be crucial for sustainability. The
forthcoming subsections introduce detailed explanation of management direction, strategic

management, value analysis and strategic groups.

It is especially true in the fashion industry, where the lifecycle of a product is so short,
that the market needs to be directly linked to cross-functional product development design
teams. From the same perspective, because of the dynamism of the fashion process, decisions

need to be made at a management level according to market and design levels.
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Globally the fashion industry is at the forefront of emerging industries. Even in mature
European markets, the approach of using trend forecasting and the emphasis on short product
lifecycles allows for continuous growth and development within the industry. The consumer’s
appetite for variety has led to increased rates of product introduction, product proliferation and
shortened product cycles (Abernathy et al., 1999). This means that companies have to respond
much faster to rapidly changing markets; however this is much easier within local markets than

global markets.

Originating from textile production, the clothing and fashion industries have operated
within the arena of global design, and information about them is accessible via the internet, or
via laboratories and the personalised services provided by diverse specialised agencies. Studies
about consumption provide interesting access to the type of information that the firms lack, on
tastes, needs, desires, attitudes, opinions and the interests of consumers and the most relevant

social groups (Branco et al., 2000).

2.2.8.1 Changing the Direction of Management

The traditional approach to developing and offering products is based upon the capacity
of companies to produce and offer something based on their past record of success, or their
production capacity. In this respect, the marketing function is there to stimulate the consumption

of goods or a service.

The increasing power of the consumer in contemporary marketplace dynamics, and the
pace of change enabled by faster and more effective communication and information
technologies, requires companies to adopt new approaches. The day of the naive consumer has
ended and respect for their rights and priorities has become a must for companies searching for

the right approach.

One of the firsts things a company should examine is the rationale for the very existence
of the business. According to Abell (1991), nowadays there is a clear need for change from the
product-oriented business to the consumer-oriented one. This decision has a strong impact not
only on the way the company deals with the market, but also influences internal changes,

especially within the company culture and team profile.
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From the consumer’s point of view, the approach traditionally taken by designers seems
to be one of the most effective in their search for product satisfaction, because designers have a
user-based approach and attitude. This approach also makes the relationship between companies
and consumers more human-orientated. To ensure that the design process most effectively takes
into account the needs of users, the value of studies such as this one is in identifying and
prioritising issues, preferences and directions, based upon evidence, which otherwise would not

be available to or accessible by individual designers.

Taking into account that companies should review their strategy frequently in order to
maintain or increase their market share, substantial theories for changes and adjustments in

strategy are detailed in the next subsection.

2.2.8.2 Strategic Management

A strategic analysis precedes strategic planning. In this research the models of Porter
(1998a, 1998b) and the theories of Hill and Jones (1998), in particular, have been used to guide

the following insights.

For a strategic analysis of any industry, it is appropriate to consider Porter’s definition
of an industry as (1998a): ‘a set of companies that supply products and services to satisfy the

same consumers needs’. (p.8)

Another important step towards a strategic vision is Abell’s (1991) definition of
business. According to the author, three dimensions define a business: the group of consumers
(who are being satisfied), the distinct needs of consumers (what needs are being satisfied) and

abilities (how the needs of the consumers are being satisfied).

In its conception, the definition of a business comes increasingly from a consumer
orientation rather than from a product orientation. The choice for a consumer-oriented business
gives the company a certain security in consumer demanded changes. In effect, it allows the

company to anticipate changes in demand and changes in the business and social environment.

However, for a long period of time, the consumer-oriented vision was ignored. The
process of globalisation of markets and strong competition with imported products has changed
this scenario. Now, it is urgent to consider the consumer as a starting point for any strategic

planning for an industry, or company.

Especially in the fashion industry, where it is added value that has the capacity to
conquer new consumers; it is necessary to clarify the amount of value the company offers to the

consumers. The next subsection explains several viewpoints and definitions of distinctive ways

to understand values.
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2.2.8.3 Value Analysis

According to Cooper and Press (1995), a consumer society is based on status.
Moreover, status is a reflection of consuming more and higher priced goods and services. The
values of the products have changed within the development of consumption, from use-value to

exchange-value and then to symbolic-value.

When considering strategic management, value creation is one of the most important
analyses to take place. Although the first study found in the literature was the Aristotelian
description of seven different classes for value 2,000 years ago (economics, political, social,
aesthetics, ethical, religious and judicial), the most famous definition directly linked with the
companies interest was developed by Marx - The Labour Theory of Value - which is comprised

of two categories: exchange value and use value.

In Capital (Das Kapital) by Marx (1946/1867), quoting Adam Smith and David
Ricardo, the development of the labour theory of value took place to explain social relations.
Unlike Smith and Ricardo, who considered value as a natural price or a production cost, Marx’s
theory of surplus value is based on the product. The theory equates the ‘value’ of an

exchangeable good or service with the amount of labour required to produce it.

According to Marx (1946/1867), the value that is inside a product or service
(commodity) is the ‘entity’ that regulates production. In his work, a product has four major
attributes: a Value, a Use Value, an Exchange Value and a Price. The value is the socially-
necessary labour time that it embodies, the Use Value is what a commodity provides to its
buyer, the Exchange Value is how much labour-time the sale of the commodity can claim and

Price is the cost of production (labour time) added to profit (the Surplus Value).

Marx emphasizes that the Use Value of a labour-product is practical and objectively
determined. The Use Value of a product therefore exists as a material reality vis-a-vis social

needs regardless of the individual need of any particular person.
The concept is introduced at the beginning of Das Kapital, where Marx wrote:

The utility of a thing makes it a use value. But this utility is not a thing of air. Being limited by
the physical properties of the commodity, it has no existence apart from that commodity... Use
values become a reality only by use or consumption: they also constitute the substance of all
wealth; whatever may be the social form of that wealth. In the form of society we are about to
consider, they are, in addition, the material depositories of exchange value. *

* http://www.marxists.org/archive/marx/works/1867-c1/ch01 htm ; accessed on 20 April 2006.
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For Marx, Exchange Value is the way the value manifests within a product

(commodity). His view of commodities in Das Kapital is illustrated by the following quote:

We have seen that when commodities are in the relation of exchange, their exchange-value
manifests itself as something totally independent of their use-value. But if we abstract from their
use-value, there remains their value, as has just been defined. The common factor in the
exchange relation, or in the exchange-value of the commodity, is therefore its value.
(Vintage/Penguin edition, p. 128)

In his work For a Critique of the Political Economy of the Sign, Baudrillard (1981),
referred to and developed an idea based on Marx’s works. He adds to the equation of
consumption the concept of symbolic exchange value as a construct of the unconsciousness. An
object of consumption has embodied to itself differential connotations of signs. This singularity
can be status, prestige, fashion, love, or anything emotionally related which gives the object a
distinct meaning. This social relation creates a hierarchical code of signification and the

constraints of the code that regulates the social logic of exchange.

According to Baudrillard (1981), to understand the logic of consumption it is necessary
to explain the logic of the sign value. From his thoughts there are four logics to be concerned
with: (1) a functional logic of the use value — the logic of the utility, the instrument; (2) an
economic logic of exchange value — the logic of the market, the commodity; (3) a logic of
symbolic exchange — the logic of the gift, the symbol and (4) a logic of sign value — the logic of
status, the sign. Finally an object is not autonomous and is not an object of consumption unless

it is exclusively a function of the logic of significations.

In the 50s a new theory regarding value was set up by Lawrence Miles, an engineer at
General Electric: . Value Engineering. The theory formalises a team-oriented technique that
determines the 'value' of each part and each product. Value Engineering, thus, critically
examines the contribution made to product value by each feature of a design. The innovative

approach noted by Miles is the definition of Esteem Value.

According to Mayal (1979) Esteem Value is the amount of value placed upon the
product or service over and above how well it achieved its basic purpose. ‘We might “esteem”
our chair for its particular appearance, its suitability to a particular environment, its quality of

finish and, perhaps, the social standing it might bestow upon us.” (p.67)

Although Value Management is an area of engineering best known as related to
production and decision-making, it is crucial for the product development process. According to
Csillag (1995), since the introduction of Value Analysis, a lot of improvements have been made

and nowadays it is considered a vital tool for many management teams around the world.
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The methodology for Value Analysis requires multidisciplinary efforts, from marketing
professionals responsible for the customer definitions towards engineering and manufacturing
conformed production with the design plan. Creativity is not explicitly considered within the

process.

The basic principle is a comparative analysis of the different nature of values within a
product and service, and based on this evaluation, defining the output. Function Value is defined
as a ratio between the satisfaction of needs (what is necessary for a user) and the use of

resources (everything that is required to satisfy needs).

The assertion of greater value is based on fewer resources used or more satisfaction of
needs. It is important to notice that stakeholders inside the process have, sometimes,
incorporated different aspects about the meaning of value. The proposal is to blend these

differences and take advantage of subsequent benefits.

Csillag (1995) presented four types of value to be included in the methods for value

analysis: cost value, use value, esteem value and exchange value.

Use Value relates to those attributes of a product that enable it to perform its function.
Use Value is also a monetary unit of the item’s properties or qualities that enable its use, work

or service performance.

Cost Value is the total cost of producing the item. Cost Value is more a measure of the
amount of financial resources necessary to produce or get an item. In this study, Cost Value will
not be analysed as it is related to its production process rather than being an intrinsic feature of

the product.

Esteem value is the additional premium price that a product can attract because of its
intrinsic attractiveness to purchasers. Esteem Value is also associated with features or

attractiveness that makes an item desirable.

Exchange Value is the sum of the attributes that enable the product to be exchanged or
sold and is connected with the capacity of the item to be exchanged with other goods or

services, characterising a trade act.

Although the relative magnitude of these different types of value will vary between
products, and perhaps over the life of a product, Value Engineering attempts to identify the
contribution of each feature to each type of value through systematic analysis and structured

creativity enhancing techniques.

There is a crucial difference of views between the supplier and the customer that needs
to be discussed. According to Csillag (1995), for suppliers, the value is a ratio of function with
cost, while for customers it is a ratio of perceived value with price. From this, arose a need to

establish a standard value, also known as the necessary fair value.
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Some of the benefits in using this method of analysis are related to the achievement of a
common value culture between stakeholders, to the enhancement of communication inside a

multidisciplinary team and the act of supporting competitiveness.

Competitive advantage, according to Hill and Jones (2004) is related to profitability.
This issue depends on: (1) the amount of value consumers place on the company’s products; (2)
the price that a company charges for its products and (3) the costs of creating that value. For

these authors, the value that consumers are able to pay above the price is the consumer surplus.

Companies can increase their consumer surplus value by adding superior performance,
design or service, amongst other things. Hill and Jones described the way to create value as a
blend between the resources and capabilities of a company. The resources can be tangibles or
intangibles, and the ‘most wanted’ is the unique resource, the one that no other company has.
The capabilities refer to the company’s skills at coordinating its resources in the most

productive way possible.

Moreover, competitive advantage is reached by the analysis of the four distinctive
competencies according to Hill and Jones (2004): efficiency, quality, innovation and customer

responsiveness. Figure 2.18 illustrates the roots of competitive advantage below.

Capabilities

Distinctive
Competencies <
e
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Basic Products

Figure 2.18 — The Roots of Competitive Advantage

Efficiency is measured by the ratio between the outputs and the inputs a company takes
to produce wealth. Superior Efficiency is reached when fewer inputs are necessary to produce a

given output.

Superior Quality has two impacts upon competitive advantage: firstly, the provision of
high-quality products increases the value in the eyes of the consumers; secondarily, as a result

of the greater efficiency and lower unit costs it brings.
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Superior Innovation is defined by the capacity of a company to produce anything new.
The uniqueness of an innovation method or product gives competitive advantage, as it allows

the company to charge a premium price until its rivals are able to imitate it.

Customer Responsiveness is analysed by the ability a company has to identify and
satisfy consumer needs better. A very common way to reach superior Customer Responsiveness

currently is to adopt a customisation approach with consumers.

Furthermore, all these variables and the consequent decisions a company makes are also
related to the industry and the group inside the industry where the company is located. The next
subsection explains the definition of strategic groups and shows an adaptation for the fashion

industry.

2.2.8.4 The Strategic Groups

Groups of companies that follow different strategies inside an industry are called
strategic groups (Hill and Jones, 2004). Frequently, inside an industry there are differences in
aspects such as the distribution chain, market segments, product quality, technological

leadership, consumer services, pricing policies, advertising and promotions.

According to Hill and Jones (2004), companies that differentiate and detach themselves
from the rest of the market are called a ‘proprietary group’. Europe’s top fashion brands are
located in this group. The opposing strategic group is called the ‘generic group’, that includes
companies that range from High Street brands on the threshold of the proprietary group, to, for

example, Chinese unbranded goods.

The greatest competition, in general, is almost always with others in the same strategic
group. As companies belong to the same group and follow similar strategies, consumers tend to

consider the products of one company as substitutes for another.

Linked to a low level of threat and a high level of opportunity some strategic groups are
more successful than others inside an industry. It must be remembered that if the environment
provides a change of strategic group, it does not occur without costs, due to the barriers to

mobility between groups.

For Porter (1998b), lack of competitiveness can be seen as a great motivator for change
and therefore increased company profitability. The task is to know how to recognize a change in
the environment. This recognition allows emerging opportunities or threats to be considered in

strategy and planning.
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Table 2.6 below shows the results found in previous research (Rocha, 1999) concerning

strategic group management recommendations for the fashion and clothing industries. These

outcomes were based on the theories previously noted in this study.

Table 2.6 - Strategic Groups’ Management Recommendations for Fashion and Clothing Industries

GENERAL
Proprietary Group Generic Group
COMPETITIVE STRUCTURE Fragmented Consolidated
COMPETITIVE ADVANTAGE Differentiation Costs leadership
COMPETITIVE DIMENSIONS Consumer responsiveness Efficiency
product quality manufacturing quality
innovative design innovative distribution
VALUE CREATION Research and development Production
Services Marketing and sales
DISTINCTIVE COMPETENCES Intangible resources Tangible resources
Contracted production Owner production
Avant-garde R&D Basic R&D
Portfolio unlimited Portfolio limited
Limited products offer Unlimited products offer
Selected marketing and sales Extended marketing and sales
Unit economic batch Economic batch
SPECIFIC FOR FASHION CLOTHING INDUSTRY
Proprietary Group Generic Group
RESEARCH & DEVELOPMENT High investment Low investment
COMPETITIVE ADVANTAGE Differentiation Costs leadership
PROFITABILITY High return per product Low return but by quantity
VALUE CREATION Branded products No branded products
GROUP PROFILE Big groups of luxury goods Multibrand companies
STRUCTURE Fragmented Consolidated
DISTINCTIVE COMPETENCES High consumer responsiveness Low consumer responsiveness
Low efficiency High efficiency
Quality of product Quality of processing
Innovation in design Innovation in distribution
TARGET Elite Mass market

—_—

Although all these recommendations are worthwhile, there is one more field to explore

concerning the enhancement of the fashion clothing product development process — the

manufacturing process. The next subsection discusses the role manufacturing can play within

the whole process of fashion product development in order to produce better results.

2.2.9 Fashion & Manufacturing

This last subsection introduces theoretical aspects to this research related to the

manufacture of the product — clothing.
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It seems important to discuss the complexity of the clothing production process. In
some ways the whole textile chain is involved, and from the initial fibre extraction processes to

the boutique shop floor, a minimum of 18 months is necessary.

The apparel industry needs to consider the variety of products with shortened product

lifecycles and a much faster response to market changes.

Abernathy et al. (1999) represented the growing product diversity as a ‘fashion triangle’

(Figure 2.19) and explained:

Apparel items at the very top of this triangle include dresses from Paris, Milan and New York
runways, which represent a very small share of apparel sold. The majority of fashion products
also have a short selling life — usually one season — but are produced for a broader market. At the
triangle’s bottom are basic products that remain in a retailer’s or manufacturer’s collection for
several years, such as men’s white dress shirts or underwear. Basics historically constituted the
majority of apparel products sold. In the middle of the triangle are fashion-basic products,
typically variants on a basic item but containing some fashion element (such as stonewashed
jeans or khaki pants with pleats or trim). This expanding centre of the fashion triangle indicates
where the industry is headed. Because a growing percentage of basic apparel items have some
fashion content, fashion-basic products are driving product proliferation. (p.9)

Fashion-Basic Products
21%

e L

Figure 2.19 — The Fashion Triangle

In consonance with Abernathy et al. (1999), it is important to highlight that apart from
the shortness or longevity of a product lifecycle, consumer preferences also need to be
understood. Normally the Fashion product is more embodied with the personality and
individuality of the consumer, in opposition to Basic products, where standardisation is very
common. Between both, the Fashion Basics category is where brands can most easily increase

their market share, due to the emergence of fashion elements everywhere.
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Even considering global differences between societies, recently information technology
has supported the awareness for fashion items. Moving further, shifts in manufacturing have

also happened, as explained in the subsequent subsection.

2.2.9.1 The Global Shifts

According to Abernathy et al. (1999), the rise of Asian manufacture in the global
environment motivated companies to search for more competitive advantage within the fashion
clothing industry. Their study presented five propositions for U.S. industry: (a) closer
integration inside the channel through information and distribution by retail, apparel and textile
sectors; (b) the introduction of sophisticated information links, forecasting capabilities and
management systems inside apparel manufacturers as a shift away from price competition; (c)
fundamental changes in manufacturing practices, especially at the assembly room; (d) focus on
basic and fashion-basic instead of fashion products will provide long-term survival; and (e)
keeping a range of production processes in the U.S. and Americas, especially Mexico and the
Caribbean Basin, even with the full implementation of GATT (replaced by WTO later) and

lower labour cost pressures from the Far East.

The authors cited above also suggested mapping the range of products by assembly
complexity and value added strategy before the decision to outsource. This action helps to

maintain sensitivity and strong leadership inside the chain.

However, these recommendations were not followed by the majority of companies and
a significant number moved their production to Asia or adopted outsourcing, dismantling their
plants. Anyhow, research on simplifying and computerizing product development and assembly

continued to be incrementally funded.

Considering these global shifts in fashion clothing manufacturing, according to Faust et
al. (2006), one of the areas that suffered more is related to sizing. The authors suggested that the
gains in costs are not a good advantage if this action brings loss of consumer satisfaction. The
parts involved in the manufacturing chain should have communication as clear as possible as

well as the same level of commitment in relation to aims and benefits.

2.2.9.2 The International Production Systems

The apparel industry is identified as a buyer-driven value chain in contrast to a
producer-driven one such as automobiles and computers. Moreover, the fashion industry is

clearly a consumer-driver value chain.
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In the clothing industry, the analysis of the development implications of global value

chains is spread between standardised (basics) and differentiated (fashion-orientated) products.

The most important characteristic of production in the apparel industry is its

dependence on intensive labour, due largely to the total fluidity of the material used, that makes

the use of automation unfeasible.

As Gereffi (2004) explained:

The spread of global value chains has created a new level of fluidity in the international
economy that appears to be having a profound impact on the quantity and quality of jobs
generated throughout the world. The acceleration of outsourcing in the 1990s signalled the ‘de-
verticalisation’ of the modern corporation, as defined in the 1970s by Alfred Chandler. Instead
of continually growing in size and scope, the trend was for greater specialisation and focus on
“core competencies”. This process created new interdependencies between lead firms and
suppliers as each value chain actor learned how to quickly and effectively combine district and
complementary sets of capabilities with other actors in the chain. (p.2)

The analysis of value chains is especially suited to the apparel industry owing to the
dynamic nature of the system. Gereffi (2003) classified the apparel value chain into five main
parts: raw material supply, provision of components, production networks, export networks and

marketing networks (Figure 2.20).
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Figure 2.20 — The Apparel Value Chain

It is important to note that quite often the fashion value chain and apparel value chain
have no correspondence. The field of knowledge also influences the specificity of the value
chain. Fashion and design activities appear in marketing and management fields, as well as in
art and the humanities. Clothing and apparel particularly relate to production and accountancy

practices.
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Figure 2.20 above, clearly ignored design activity inside any stage of the chain. The five
parts of this value chain, although not stated in the study, are embodied in design activity and

cannot be successful without its value.

Due to market globalisation, most companies have modified their strategy to become
more competitive. The most common result in recent years has been the disassociation between
creation and production known as 'de-verticalisation'. In an attempt to encompass both
approaches (i.e. creation and production, which could be equated with 'fashion' and 'clothing’)

further theoretical material has been explored.

Gereffi (2003), in a study of the global apparel industry, has classified different
international production systems into: (1) Original Equipment Assembly — OEA - a form of
industrial subcontracting, in which the inputs for sewing the garment are provided by the buyer;
(2) Original equipment manufacturing — OEM — a form of commercial subcontracting, in which
a company makes a garment according to a design specified by the buyer; (3) Original design
manufacturing - ODM — a form of upgrading from manufacturing to design and (4) Original
brand name manufacturing - OBM — a form of upgrading from design to putting their own

brand in the market.

The end of the Multi Fiber Agreement in 2005 changed the markets in textile and
apparel chains. Quotas were discarded and China was the country which benefited most from
this global consolidation. The results accelerated the emergence of more big factories (OEM),

and the retailers started limiting the number of source countries due to costs and geography.

The remaining factories in central countries moved to provide higher-level services
(OBM) such as logistics, customs clearance and product design. As a consequence, pressures

for ‘ethical sourcing’ and independent labour monitoring arose.

As Gereffi’s model is best suited to big organisations, another model can enhance local
identity and abilities: the cluster arrangement. The most famous case of clustering related to the
fashion and clothing industry is located in the north of Italy. The next subsection details this

approach.

2.2.9.3 The Cluster Strategy

Porter (1990) introduced the concept of Cluster Analysis in his work The Competitive
Advantage of Nations. Although this model is generic, focusing on the natural abilities and
resources of countries or regions, it is particularly applicable to competitive advantage within

Small and Medium Enterprises (SMEs).
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The foundation of the model is based on the determinants of national advantage: factor
conditions; demand conditions; related and supporting industries; and firm strategy, structure
and rivalry. The combination of these four determinants, not in equilibrium but in a perpetual
state of change, is named by Porter the ‘diamond’. The systemic nature of the ‘diamond’,

according to Porter (1990) ‘promotes the clustering of a nation’s competitive industries’. (p.12)

Often SMEs lack the capability to participate effectively and fruitfully in global markets
(Pietrobelli and Rabellotti, 2004). The cluster model suggested that local companies cooperate
regionally and network to gain strengths. Evidence from the authors showed that small
enterprises located in clusters are able to overcome some of the major constraints they usually
face: lack of specialised skills, difficult access to technology, inputs, market, information,

credit, external services, etc.
Pietrobelli and Rabellotti (2004) said more:

Nonetheless, clustering can be considered a major facilitating factor for a number of subsequent
potential developments, including division of labour and specialisation; and the emergence of a
wide network of suppliers, of agents who sell to distant national and international markets, of
specialized producer services, of a pool of specialized and skilled workers; and the formation of
business associations. (p.4)

As the fashion industry is considered to be a fragmented one, clustering can be a
valuable framework for communication between stakeholders and in the pursuit of
competitiveness. Especially for small companies, participation in value chains can enable them

to obtain the necessary information for upgrading and gaining access to global markets.

The upgrading processes can be one of four distinct types: process — the efficient
transformation of inputs into outputs (implanting cad-cam systems); product — moving into
more sophisticated lines (from basic clothing to fashion products); function — acquiring superior
functions inside the cluster (from assembly to manufacturer); and intersectorial — moving

acquired competence from one sector to other (from fashion clothing to accessories).

Hence, cluster analysis is important not only because it provides a precise way to define
industrial landscapes, as argued by Feser and Luger (2003), but also due to the sustained
industrial growth by groups of interconnected companies, suppliers, related industries and

regional institutions.
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According to Reinach (2005), the fashion industry is currently changing the paradigm
with the emergence of Asian economies. The models of production are cultural and
consumption models, and are moving from high creativity (prét-a-porter) to low creativity (fast
fashion). This fact can explain the rise of local small brands as opposed to global players. This
discussion is pursued in greater depth in the next part of the chapter, in an analysis of the
studies, theories and reports concerning change in the market that gave support to the

framework pursued by this research.

As discussed in all subsections above, the complexity of the fashion clothing industry is
high, especially due to the different fields of knowledge the industry should deal with in order to
perform better. Culture, Communication and Consumption have important elements to consider
in the equation for design products as they reflect directly the needs, wants and expectations of
consumers. Clothing, Design and Art lend important features to the process of developing new
products for the fashion industry as they have substantial impact on the performance of the
designers. On the other hand, the equation is not complete without consideration of ideas taken
from Marketing, Business and Manufacturing approaches, as they have crucial importance for

company management.

The theories presented up to this point have been intended to clarify the viewpoint for
the development of this research, and several of them will be used in forthcoming stages of the
research. Furthermore, the concepts are not yet extensively introduced, and the next sections
present two important considerations: focus development (section 2.3) and the national

industries (section 2.4).

2.3 FOCUS DEVELOPMENT

This section presents the focus for research development. The first part (Section 2.3.1)
discusses the reasons why case study is appropriate to reach answers for the research questions.
Studies about the differences between Western and Eastern societies are presented in Section
2.3.2. The environment, and the changes in global exchanges are compared with local values in

Section 2.3.3 and the distinctions between mature and emergent markets are discussed in
Section 2.3.4.

The designer fashion sector is important as it responds to increasing consumer affluence
and the subsequent global consumption of fashion products and services. Increasing global

market competition has compelled organisations to be more responsive to the needs of the

consumer.
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No longer can they assume that markets are stable, or that the demand for their products
and services will be reasonably predictable. Product Life Cycles have shortened and profit
margins declined in many economic sectors. Customers, where they are manufacturers or
consumers of finished goods, are more demanding in their requirements, forcing businesses to

be more responsive to their needs (Davis and Scase, 2000, p.15).

The fashion industry has undergone significant restructuring and modernisation over the
last ten years and has reinvented itself and adapted to many circumstances. Jackson and Shaw,
in 2001, outlined the 8 drivers of fashion change: globalisation; greater media communication;
pressured lifestyle; technology, democratisation of fashion; ecology; androgyny; health and

wellbeing (Jackson and Shaw, 2001).

Clearly, further developments have occurred since Jackson and Shaw’s work and these
social and economic changes have affected the approach and practices of companies involved in
these sectors and therefore should be incorporated into fashion education. The impact upon
business structures and product development strategies has been dramatic, and continues to have
far reaching effects upon all those involved in the business of supplying creative products. The
forces of change have been strong, arising from increasing competitive infiltration from
international sources into the national environment, rapid technological advancements and the

demands of the increasingly sophisticated consumer (Abernathy et al., 1999).

Despite fashion industry claims, studies reveal that the consumer is not satisfied. A
report from Kurt Salmon Associates (1999)° stated that European consumers feel that retailers
do not care enough about them and neglect their needs. As explained in Chapter 1, the most
dissatisfied consumers are the Germans (75%) and the least are the Italians (41%). The

percentages are high and some investigation about the nature of these complaints is urged.

In the same research, when asked about their spending experience, the majority of
European consumers (66%) stated that when they go shopping for fashion and clothing they
already have a clear idea of what they are looking for. Surprisingly, 45% of the respondents said
that they leave the shops empty-handed. The reasons given for this situation highlight, as a

priority, sensitivity towards sizing and style as can be seen in Figure 2.21 below.

* The rfesearch KSA European Consumer Outlook Survey 1999 investigated shopping and spending habits
and attitudes of 2,500 women and men, aged 21 or plus, in Germany, France, the UK and Italy.
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“Gimme just one Reason to shop...”

Why consumers leave empty handed

N
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Figure 2.21 — Consumer Reasons for Leaving Empty-Handed

One of the problems that companies need to address is that variety does not mean
diversity. If the majority of companies are offering the same range of products, or developing a
new collection based on the same consumer needs brief, or even the same product attributes, a
significant number of the consumers will feel frustrated that they cannot find anything in the
market that they want. This kind of attitude just reinforces the lack of belief consumers have in

companies, and their subsequent degree of dissatisfaction.

Jacobs and Stockert (2004) stressed the fact that 2/3 of fashion consumers from
England, France, Germany and Italy know exactly what they want to buy and are willing to

spend money. But only half of them can be satisfied.

According to Jacobs and Stockert (2004) the instrument called the ‘target consumer’ is
an ‘invention’ that does not work efficiently. The authors said more, highlighting that market

research as such does not lead to innovation:

The target consumer is a guideline and a profile for the identification of customers of a brand.
She should be like this artificial urban girl. In reality this target consumer constitutes just a small
minority of all customers buying or willing to buy these brands, and the profile doesn’t provide
any information about their requirements. (p.7)

As there is already a considerable amount of research about Europe and the United
States more investigations into emerging markets are urged. This emphasis on the mature
markets is reflected in investment, although changes are happening constantly in relation to new

markets.

Cultural values and demographic profiles also affect the way companies plan their
business strategies. It seems to be necessary to explore both the differences and similarities

between fashion consumers, in both mature and emergent markets.
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As stated in the previous section (2.2), valuable studies have taken place, but the scope
of this research is often very limited or does not include a comparative analysis between
markets and consumers preferences. The subsequent subsections introduce literature that gives

support to the design of the research and its scope.

2.3.1 A Case Based Approach

According to Yin (1994), case studies are the preferred strategy when the focus of the
research is on a ‘contemporary phenomenon within some real-life context’ (p.7). The author
made a parallel between the form of research questions and the research strategy. For him, case

study is the most appropriate when the researcher investigates ‘how” and ‘why’ things happen.

In this study the research questions lead to answers related to the way consumers
behave towards fashion and clothing products and the reasons they have for preferring or

disliking certain products.

The approach is based around investigating three different targets: consumers from the
United Kingdom — a north-western developed society with a mature market; from Brazil — a
south-western developing society with an emergent market; and from China — a north-eastern

developing society with an emergent market (Figure 2.22).

Figure 2.22 — The Three Case Studies: United Kingdom, Brazil and China
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Despite other studies previously mentioned, this research aims to investigate a wider
profile of consumers in order to find elements in fashion consumption that could be inferred and

used in relation to a more inclusive and culturally diverse target market.

One of the reasons for this broader approach was the change that society has been
undergoing recently. The advent of globalisation suggests an easier exchange between groups,

but also may precipitate local nationalist attitudes.

Post-modern society, especially in Western cultures, has modified its values and
lifestyle in such a way that consumption has also been influenced. A study from The Henley
Centre (2002), as shown in Figure 2.23 below, stressed the distinctions between the traditional

and contemporary ways of life.
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Figure 2.23 — Lifestyle Changes

In addition to lifestyle changes, some issues such as inclusiveness, ageing and ethics,

not considered in the past, are emerging and growing in relevance within contemporary society.

Moreover, the rise of the global changes has not cut off the traditions and local
differences that seem to be crucial in comparative studies. The ‘stated’ opposition between

Western and Eastern cultures, which is a point of investigation of this research, is detailed

below.
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2.3.2 West versus East

In Germany, everything is forbidden unless it’s allowed. In Britain, everything is allowed unless
it’s forbidden. And in France, everything is allowed even if it’s forbidden. (Mowen, 1995, p.780)

The above quotation says a lot about cultural differences within three developed
western European countries. The recognition of these distinctions in attitudes is one of the

motivations for this research.

If within even a relatively narrow area of the globe such preferences and tastes differ,
the distance is likely to be greater between Western and Eastern cultures. However, Mowen
(1995) stressed that cultures are different from nations and while the latter can be precisely

identified, the former cannot.

Broadening the vision and considering the Western view of the world, there is an
opposite ‘named’ East, even if the boundaries are controversial. For centuries there has been
contact between West and East. According to Partridge (2004), Eighteenth and Nineteenth
Century Western philosophers were attracted to Eastern philosophies. The author added that this
movement did not have an echo as an influence of Eastern ideas by the West but in an exotic

parallel of the philosophers’ own ideas.

Due to the establishment of fundamental dichotomies between Eastern and Western
thought, relevant studies took place to map these differences. Krus and Blackman (1980 in
Partridge 2004) categorised crucial distinctions in ideology using keywords, as can be seen in
Table 2.7.

Table 2.7 — Distinction between Western and Eastern Ideologies

West style of thought East style of thought
Analysis Synthesis
Generalisation Totality
Differentiation Integration
Induction Deduction
Objective Subjective
Intellectual Dogmatic
Reason Intuition
Science Anti-Science
Impersonal Personal
Legalistic Moralistic
Assertive Non-Discursive
Power Affiliative
Order Ecstasies
Rational Irrational
Critical Imaginative
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It is true that nowadays heterogeneous plurality in both West and East has increased and
some of these extremes have been blurred. Globalisation brought the Easternisation of the West,
and more recently the Westernisation of the East. Although the 21* century is characterised by

information and economic exchanges, culture and tradition are far harder to change.

Another western ‘invention’, according to Rufin (1991) was World divisions. The first
world was the capitalist, developed one, the second world was comprised of the communist
nations — the Soviet Block and its satellites such as Vietnam and Cuba, and other communist
nations such as China and Albania. The third world represented all of the other nations that
could not fit into the previous two definitions. Although its geographic dispersion was immense,

there was a large concentration in the Southern Hemisphere.

Although these nomenclatures no longer exist in practice, the reality shows clear
discrepancies between West and East, North and South (Figure 2.24), especially towards wealth

(north v. south) and attitudes (west v. east).

Figure 2.24 — The Two Lines that Define the World

In the consumption area and thinking about fashion products globally, the
understanding of foreign cultures is a key consideration for competitiveness, resulting in
consumer satisfaction. Considering the fact that in the near future more eager consumers will be

Joining the ‘important’ markets, some studies should be introduced, especially those involving

consumption and culture comparisons.
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According to O’Connor (2005), there is a straight correspondence between social and
political shifts and changes in fashion since the studies of Richardson and Kroeber in the 40s.
The author, however, pointed out the use of a simplistic modernity paradigm created in the 80s
that said: ‘Western fashion changes and is modern. Non-Western clothing is fixed, traditional

and does not change.” (p.41). The author stressed that this argument cannot be sustained.

The term ‘fashion’ — that embraced elite and reactionary streetwear - was normally
considered to matter more than ‘clothes’ — related to everyday wear or ordinary people —and not
well studied in depth. O’Connor added more: there is a disproportionate number of studies
about ‘alternative areas’ than the ones analysing mainstream culture. The privilege of some
groups and subjects in contemporary studies or the approach based on old-style costume history

created an analytical black hole.

Various reports, such as the one released by Goldman Sachs in 1999, alert the
developed countries to the rise of some ‘neglected’” markets. The report created the acronym
BRIC which stands for Brazil, Russia, India and China; the four nations that together, according

to the authors, ‘will outdo the current G7 in economic output in the next three to four decades.’
(p-6)

Therefore, this research includes two of the BRIC’s markets to investigate and compare
with a European developed country. Moreover, the polarisation between global versus local is
also a point of interest for this research. The next subsection introduces some of the literature on

this subject, especially in relation to the fashion clothing industry.

2.3.3 Global versus Local

One of the strongest effects of globalisation was the dialectical rise of localisation to
balance the equation. The fear of the homogenisation of culture as a consequence of the neo-

liberal capitalist homogenisation of the world became an important issue.

According to Gereffi (1999), the economic activity in global capitalism is not only
international in scope, but also in organisation. The author highlighted the difference between
internationalisation and globalisation defined by Dicken (1998). The former referred to the
geographic spread of economic activities across national boundaries, especially prominent with
discoveries and colonial empires. The latter is more recent and implied the functional

integration and coordination of internationally dispersed activities.

The model currently in use splits the economy by the horizontal line mentioned by
Rufin (1991). The northern part could improve development by concentrating their efforts on

technology and knowledge while the southern half struggles to develop through the use of

intensive labour and use of natural resources.
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Another approach was to consider the North as central nations with the active role of
donor in opposition to the South as peripheral nations with a passive attitude, described as
receivers. This vision, although it created a ‘balance’ for the world, created also a principle of

dependence from the south in relation to the northern hemisphere (Figure 2.25).

Figure 2.25 — Central and Peripheral Regions

According to Hines (2001), the phenomenon of globalisation is probably more
transparently evident in the textile chain than in other sectors. The current structure of the

fashion industry promotes shifts from Manchester to Manchuria, from Singapore to Sacramento

(Figure 2.26).
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On the other hand of the globalisation phenomenon, where products and services have
been ‘standardised’ by the Northern vision of the world, inspirations are coming from the most
remote areas. This tendency of interest in tribes and exotic cultures seem to be a search for a
‘new balance’ in the world. Latin American, African and aborigine cultures, aesthetics and

objects are often sources of inspiration for fashion and design trends.

This opposition of ‘civilised’ and ‘barbaric’ is also a sign of the level of consumption a

society has. The next subsection discusses the concepts of mature and emergent markets.

2.3.4 Mature versus Emergent

According to Cooper and Press (2003), the textile chain is one of the most mature
industries, and its survival depends on continual innovation in production technology and
design. The authors stressed also that the textiles market in the UK is also mature®. In contrast,

countries with emergent economies tend to have potential emergent markets.

In the last two decades globalisation has become an increasingly important issue. Top
European brands are setting up their businesses aimed at wealthy Brazilians. Brazil joined with
Russia, India and China is called BRIC, the four nations that together -- according to a Goldman
Sachs report (1999) - will outdo the current G7 in economic output in the next three to four
decades. This means that even more eager consumers will be joining the mass buying class

(Trendwatching, 2005).

Cooper and Press (2003) explained the important and strategic role design activity can
take on these dimensions by innovative approaches, offering integration and providing a

coherent focus for the diversity of markets.

Prahalad (2005) highlights the starting point for this transition: ‘talking about
underserved consumers and markets’. The author named the potential for global growth in trade
and prosperity as the ‘bottom of pyramid’. Prahalad (2005) stressed the need to recognise
consumers as individuals, as the four to five billion ‘poor’ are becoming part of a system of
inclusive capitalism. The process of creating an involved and activist consumer is already

emerging.

The idea is no longer to transfer the ‘exceeding’ of mature markets to the emergent
ones, but to engage specific needs with global concerns. The growth of ‘alternative’ or ‘ethical’,
‘critical’ or ‘political’ modes of consumer action is rising everywhere. Sassatelli (2006)
highlighted some examples such as boycotting global brands and chains, and classified

consumerism as a ‘negative’ and ‘positive’ political action.

% A mature market is the one with stagnated growth projections.
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The ‘green consumer’ is already a reality, as 30% of the population of Denmark, the
United Kingdom, Germany, Italy, Norway and Portugal are engaging in some form of consumer
activism (Sassatelli, 2005). In the fashion industry, with garments being designed and offered to

last no more than 3 months, how can anyone be environmentally friendly?

In summary, the fashion industry wants to expand into new markets as the
original/traditional markets that understand the symbolic meanings of fashion become stagnated
and demand more ethical products. On the other hand, the expansion of the fashion industry
needs to understand the local specificities and be able to adapt to them. A blend of Global,
Local, West, East, Mature and Emergent elements seem to be crucial to the development of

better fashion clothing products in the current conjuncture.

The choice of the three countries — United Kingdom, Brazil and China — as the case
studies of this research reflects the need of the fashion clothing industry to include more
diversity in all sorts of visions to its decision-making processes: cultural, economic, aesthetics,

anthropometrics, etc.

In order to supplement the build up of the research, the next sections introduce selected
literature related to the countries chosen to be part of the investigation. The discussion includes

each country’s environment, its markets and its fashion clothing industry.

2.4 NATIONAL INDUSTRIES

Dress is a basic need like food and drink. Any country that cares about the
independence of its strategic resources should be aware of this, in relation to the fashion and
clothing industries; there are both cultural and economic risks in becoming dominated by

importing companies.

Every country, although having its own specificities, needs to be competitive to raise its
standard of living. Porter in The Competitive Advantage of Nations (1990) stressed that the
premises of competition are dynamic and evolving. Competition is constantly changing due to
new products, new ways of marketing, new production processes and the emergence of new

market segments.

In the next three sections (2.4.1; 2.4.2 and 2.4.3) key points of the nations targeted by
this study, United Kingdom, Brazil and China, will be discussed.
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2.4.1 British Environment

Great Britain is a traditional country with a long historical background (compared to
Brazil) and an acknowledged role around the world. Its empire, until the last century, enabled
British influence to penetrate different societies. As a consequence of its former colonies, the
United Kingdom nowadays has a multicultural society, with a population of 60 million,

incorporating people from a wide variety of different backgrounds (Census, 2001).

According to Mintel (2005), the UK economy has slowed down. Retail sales have
become very limited, having a growth rate of 0% to 1%. Although consumer debt reached a
trillion pounds in late 2004, the UK is not in recession. In comparison with ten years ago,

British consumers are able to afford higher levels of debt and they have borrowed to the limit.

Recently it was announced that the UK is the first country in the world to have more
credit and charge cards in circulation - 75 million units - than the entire British population of 60

million (BBCnews, 26jun2006).

2.4.1.1 British Market

Not only British consumers, but also the majority of Western Europeans, have become
more demanding in recent years. The market has reached a mature stage where innovation needs

to be incorporated everywhere in order to stimulate demand.

European retailers such as M&S, C&A and Vroom & Dreesmann among others are
experiencing some difficulties due to consumers demanding a product offer that is tailored for
them (Mintel, 2005a). Department stores have broadened their products, presenting a wide

range of goods and brands, or even creating exclusive brands targeting distinct lifestyles.

Traditional home shopping by catalogue is shifting to something more dynamic. The
products have to be presented in a more fashionable way, and online home shopping is now

very important.

The big challenge in the British fashion market came from the grocery sector. ASDA,
Tesco and Sainsbury’s launched their own brands (George; Florence & Fred and Cherokee; and

Tu) and combined these with food essentials and electrical and other consumer products.

According to the Mintel report (2006b), the challenge for retailers is to offer a premium
product: interesting enough and distinct from its competitors. The focus needs to be moved from
price to product, shop environment and services. In addition, companies need to separate and
identify their consumers better, as the same individual can be more than one type of consumer,

depending on occasion or mood.
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The proportion of disposable income of British consumers spent on clothing dropped
from 7.5% in 1986 to 5.9% in 1997, and the fashion industry experienced competition from
other consumer goods and services, such as computers, education, entertainment, and leisure

pursuits (Infomat, 2004).

2.4.1.2 British Fashion Industry

The boldness of young British designers determines its avant-garde position in the
fashion world. London Fashion Week is the major showcase event in the UK’s fashion industry
calendar and it has a significant impact on the European market (DTI, 2004). Graduate Fashion
Week also helps to present new talents and an impressive amount of competition such as
Topshop New Generation Designers, Fashion Fringe and Profile, among others, support

emerging professionals.

According to Malcom Newbery’s report (2003), there are approximately 91 fashion

design courses in the UK, delivering around 3000 graduates every year.

The current British industry cannot absorbed all these professionals, creating an over
supply situation. Initiatives in supporting these new generation designers to set up their own
businesses is in current development, with remark to the Centre for Fashion Enterprise’, the

Fashion Retail Academy®, regional development agencies and incubator programs.

On the other hand, the number of technicians has decreased and manufacturers in the

UK claim difficulty in finding the professionals they need.

London Fashion Week is held twice a year and is known for showing established
designer names in the UK fashion industry, and it is also recognised as a platform for launching
new talent. British and European designers have traditionally dominated the UK’s fashion
market although American brand identities have become a major contributor to this market in
recent decades (InfoMat, 2004).

Globalisation has resulted in the majority of the labour skills activities moving to the
Far East, or closer, to Eastern European countries. The industry, nowadays, is essential
outsourced, and the activities related to product development stop, sometimes before the

samples, in the specification stage.

In summary, the British fashion industry is strong in creativity and offers, seasonally,
several of the most ‘wanted” products on Earth. The British market is one of the most mature in

Europe and consumers are demanding ethical, inclusive and green approaches from brands.

: http://www fashion-enterprise.com/main.html
http://www.fashionretailacademy.ac.uk/
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2.4.2 Brazilian Environment

Brazil is a comparatively young country in South America with a population of 180
million. Brazilian cultural roots are predominantly from Portugal, but influenced by other
European societies, as well as African and indigenous peoples. After World War II, North

America became the foreign reference point for Brazilian people (Caldas and Alcadipani, 2003).

Some recent changes in internal politics and the recognition of Brazilian
multiculturalism abroad seems to have reinforced the creation of a Brazilian style, but it is
acknowledged that its society has a long way to go in trying to minimize the foreign influence

on its own consciousness.

2.4.2.1 Brazilian Market

In Brazil, clothing consumption has been growing in direct relation to demographic
growth (Bastos, 1993). In the past ten years a great change has occurred in the domestic market
due to the Real Plan (change of currency) that promoted the increase of a low-income consumer
demand. Also, due to the stabilisation of the currency, the price of clothing products has
decreased and this has coincided with the arrival of Asian products, which, in turn, forced a
lowering of prices. It is acknowledged that the Brazilian market is an emergent one, as the per
capita consumption of textiles is almost a third of the average of industrialised countries (IEMI,
1998).

Although Brazil has a low rate of wealth distribution, the Brazilian middle class is large

and corresponds to the markets of France and Canada together (Marins, 2000).

It was observed that the Brazilian clothing market is served by two main types of
companies: (1) large corporations that operate in more than one strategic group (multi-brand
companies), the majority of which are characterised as being foreign investment corporations;
(2) small and micro companies which operate in only one strategic group, but vary in their

market share, from luxury products to those without brand.

In the clothing industry, branded companies are those that act in proprietary strategic
groups, and invest large amounts in research and development and product image, but have high
profit return per product. Companies in generic strategic groups with no branded products are

seeking new mass markets in order to expand through large volume production.
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2.4.2.2 Brazilian Fashion Industry

In recent years, the Brazilian fashion industry has nurtured new professionals, exported

burgeoning talents, and consolidated its design and textile industries.

Brazil is increasing in prominence as an important player in the global market. The
Brazilian Textile Chain turns over around US$ 25 billion/year and includes the Brazilian
Clothing and Fashion Industry (ABIT, 2003). The Clothing Industry is traditional and mature

whilst the Fashion Industry is avant-garde and emergent.

One of the strongest characteristics of these two industries is that their production is
directed towards the domestic market. There are approximately 60.000 companies within these
industries and they are mainly established around traditional locations. The Clothing Industry in
Brazil is the largest employer amongst all of the transforming industries (ABIT, 2003). Its size
and rate of growth support arguments for a national policy aimed at the maintenance and

enlargement of this industry.

The result is an industry which employs 1.4 million workers and had created 70
thousand new jobs by the beginning of this decade. Linked to these figures, there are initiatives
from the Brazilian government and private associations aimed at connecting, promoting and
strengthening self-sufficiency and a totally integrated solid production chain, from raw material

development to a strong domestic market.

Brazilian brands have been developing a unique identity and adding extra value to the
national textile and apparel industry. During the last few years, Brazilian fashion has become
more modern, developing new professionals, exporting talent, consolidating its design, and
integrating its textile industry. The creativity of designers, and company competitiveness is
having an impact internationally, conquering the main retail markets and getting Brazil noticed

on international catwalks (Sobotta, 2003).

Fashion professionals are not only self-taught entrepreneurs - they can also gain
vocational education at 50 fashion colleges and technical courses spread over the country. These
efforts to provide education are yielding significant results with regard to not only the
international perception of Brazil and its products, but above all, giving the country the status of

a new launch pad as producer and a potential exporter of fashion to the world.

In summary, the Brazilian market, although considered as an emergent country, is
strongly influenced by European and North American brands. The local fashion industry is
recent but presents signs of growth and international interest due to its creativity and the natural

diversity of the Brazilian environment.
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2.4.3 Chinese Environment

China, the most populous country in the world (1.3 billion people), has experienced
continuing growth since its open market policy from 1978 with a current rate of 8% GDP per
year (Ann, 2002). The immense market and growing demands have made companies review
their attitude towards Asia. Urban concentrations are increasing, with new cities or

developments boosting the market.

Cultural differences are significant between China and Western societies. The value
placed on relationships in Chinese society overrides any monetary returns. Design activity is
more graphics-led than creativity or concept-led, with an emphasis on drawing, painting and
calligraphy, rather than problem-solving. Language structure and communication differ
enormously from Anglo-Saxon or Latin styles. Both imperial and communist histories are

respected in China and tradition is an important aspect of heritage.

2.4.3.1 Chinese Market

China is growing into the largest target market into which any company would like to
offer products. The last two decades, in particular, have seen the rise of a middle class and a
massive interest in Western products. However, inside China, there are currently many distinct
groups of consumers that are geographically widely spread over this densely populated country.
Cui and Liu (2000) suggested that consumers from different regions in mainland China have a
diversity of attitudes, lifestyles and consumption patterns. The Chinese clothing industry is a
world leader and there are some initiatives, albeit still limited, inside China to ensure that design

is as strong as the ability to produce.

According to the KSA report Consumer Outlook Survey China (2004b), the Chinese
consumer is becoming more aware about product quality and discerning about added value and
pricing. The same study revealed that, in relation to clothing and footwear, the common
consumer did not show any preference between foreign or local brands. But the scenario

changes in relation to younger or affluent consumers who very clearly prefer foreign brands.

Another interesting point highlighted by the KSA report is that the majority of Chinese
consumers do not consider shopping to be a pleasant activity. Both female and male consumers

declared they did not enjoy shopping and try to avoid it, buying electronics and clothing just

once a month or less frequently.
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The profile of regular consumers in China is the new young generation, who have the
opportunity to graduate. The ambitions of poor and less educated people are often restricted to

survival levels or, at a maximum, the infrequent purchase of a new piece of clothing

(Macartney, 2006).

2.4.3.2 Chinese Fashion Industry

China’s global market share for clothing products has been rising rapidly. In the United
States, for example, Chinese market share has increased from 10% to 70% in the last four years.
China has an estimated 15 million employees and is the world’s leading clothing manufacturer
and exporter. The Open Door policy established in 1978 enabled western companies to move
factories and start outsourcing contracts with locals or even in partnerships. Initially located in
economic centres on the Pacific coast this industry has been encouraged by government to move
operations to interior regions in order to prevent overload within the coastal cities (Garner,

2005).

Although the Chinese garment industry has great economic power, this is founded
largely upon its sheer size. It is not technologically advanced, with an emphasis on a large
labour force rather than automation, and brand and added value are not well developed in
comparison with companies in developed countries. According to the report, China is an

emergent market and people need some time to get used to luxuries (People’s Daily, 2006).

When considering the role of education in the enhancement of clothing manufacturing
towards a fashion industry, statistics reveal that China has a high number of design schools (in
all fields) and 10,000 graduates each year (Tharp and Munson, 2005). However, finding
employment in design is not an easy task. Many manufacturers do not see a need for talented

designers and the culture of ‘made in China’ is far stronger than that of ‘designed in China’.

The China Fashion Week has been held in Beijing since 1997, as a biannual event, and
some initiatives are being implemented to nurture new talent. At the same time, the western
style fashion culture is being introduced by fashion magazines such as Elle and L’Officiel, and
recently, in September 2005, Vogue China magazine was launched with a massive campaign

and slogan “The fashion bible” hinting at religion, an issue not open to discussion in the country.

In summary, the Chinese market presents significant recent changes, as it has developed
from a mainly rural economy to become completely industrialised in some regions. These
changes have also occurred in the fashion sector, with the partnership of European and North
American brands. The new generation of consumers represents a potential ‘boom’ for the

fashion clothing industry, especially when linked to Western values.
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2.5 JOINT PERSPECTIVES

A lot of progress needs to be made in the fashion industry in order to maintain its
leadership. One of the greatest difficulties that this industry has is related to communication
between stakeholders. Designers seem to create collections based entirely upon their own view
of customers’ requirements. Marketing teams seem to display and advertise what they
understand as more profitable. Manufacturers seem to prioritise their interest in lowering the
cost and complexity of production. The consumer, on the other hand, seems to search for
something that may give him/her satisfaction. Following careful research of the issues, it seems
to be possible to offer useful guidance to fashion and clothing companies on how to maintain or

increase their market share in a competitive and fast-changing marketplace.

Originating from the textile, clothing and fashion industries, companies have carried
themselves recently into the universe of global design and are accessible via the net or through
laboratories and personalised services provided by diverse specialised agencies. These studies
provide interesting access to the type of information that the firms lack on tastes, needs, desires,
attitudes, opinions and the interests of consumers and the most relevant social groups (Branco et
al., 2000). The consideration of local differences and global similarities can give support to the
development of a better model to guide product development processes within the fashion

clothing industry.

This literature review has demonstrated the complexity of the fashion system and
different ways to see and deal with the variables that form the process of design development
for the fashion clothing industry. Moreover, the literature has also demonstrated the influence
the environment can have within consumer choice. Besides, this chapter has shown that
although fashion is increasingly studied from very diverse points of view, there are still gaps
within the literature. In particular, the bodies and attitudes of ‘real’ consumers, need to be taken

into account in order to design inclusive fashion, for all ages, incomes and body types.

The next chapter will explain the research methods developed in this study in order to
fill this information gap. Moreover, the research framework will be detailed, from data

collection to analytical procedures, with the intention to make possible a worthwhile

contribution to knowledge.
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CHAPTER 3 - RESEARCH METHODS

This chapter describes the methods of investigation used in this research. It is divided
into sections and subsections in order to facilitate the reader’s understanding of the way in
which the research was conducted. The first section (3.1) presents current research in fashion
consumer behaviour, followed by a brief presentation of the researcher’s previous work, which
is relevant to this study. The second section (3.2) is related to the analytical units adopted to
develop the investigation, the following section (3.3) presents the qualitative and quantitative
descriptions of instruments, variables and procedures. Section 3.4 presents a visual summary of
the procedures and techniques, and the last five sections (3.5 to 3.9) relate to additional
information necessary to ensure the accuracy of methods and approaches adopted in the

development of the research.

As stated before, significant studies about fashion consumption, with a special focus on
marketing, have enabled companies to draw on insights and recommendations made by previous

researchers.

This research starts from the principle that one of the members of the triumvirate:
consumers, designers and companies, cannot ignore the others without the risk of the common

stakeholder’s satisfaction objective, being lost.

In order to ensure the appropriateness of this research, the interests and practices of the
three stakeholders were investigated through the collection and analysis of data. This set of
actions demanded a holistic perspective and the interdisciplinary use of a wide diversity of
theories. The nature of the variables under analysis, tangibles and intangibles, required the

application of various qualitative and quantitative methods that are detailed in the subsequent

sections.

3.1 CONTEMPORARY RESEARCH STUDIES

In the last two decades researchers have put considerable effort into defining fashion
and clothing attributes. Research that is relevant to this study is that, which investigates any sort
of need from the consumer’s point of view. Although some of the work is considered to be
extremely important, their sample focus is possibly subject to bias and inaccuracies in the use of
qualitative methods of analysis. This is because of both the small number of interviewees

involved and the emphasis on particular target groups.
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Several studies also contributed to the motivation for this research. Relevant models
consider functionality, ergonomics and aesthetic factors as separate issues, and provide limited
overviews that link these psychological, social and cultural dimensions to fashion and clothing

product development (Lamb and Kallal, 1992; Benktzon et al., 2003).

The work of Lamb and Kallal (1992) aimed to develop a framework for fashion design
education, using consumers with special needs as the focus of the research. The outcome model,
named FEA (Functional, Expressive and Aesthetic), according to the authors, can give support
not only for consumers in specific targets, but for all activities related to apparel design. The
work, although it used three distinct case studies (sports, professional and health constraints)
does not present a specific dimension (variable) related to the human body, anthropometry or

ergonomics.

On the other hand, Benktzon et al. (2003) researched female consumers with
osteoporosis and mainly studied physical variables. The outcomes suggest shapes and
awareness of Fit and Comfort in order to increase quality of life through clothing, even though
social and individual aspects were not taken into account in this specific product design

development process.

Research involving older consumers is increasingly a subject for investigation due to
the ageing demographic profile of European societies and their high demands in terms of

fashion product attributes (Li, 2003; Ilitanen 2003, 2005).

The work of Li (2003), aimed to investigate clothing design for the active grey market,
analysing the female body post menopause, which concluded that not only physical changes
occur, adding emotional variation to the equation. Quoting secondary empirical studies, the
author suggested that designers should pay attention to lifestyle, colour, fit, comfort, fabrics and

styling.

Some research also indicates that fashion designers need to become more aware of the
ageing population’s psychological need to express their individual style and taste through a
choice of better quality products. Iltanen’s research (2003) explored the relationship between
fashion designer practices and stereotypical views that designers have in relation to the taste of
older consumers. In a subsequent study (Iltanen, 2005), a focus group was carried out with
female Finnish consumers on their favourite clothing, these groups discussed selected garments
chosen by designers for women aged 50 to 60. The outcome was that, the designers, tended to
choose garments that covered the body: high necklines, long sleeves, longish tops, with all
garments tending to be loose fitting. The investigation focused on aesthetic and expressive
features of the garments, such as colour, texture, shape, fit and the visual, although the author

stressed an equivalent importance needed to be given to functionality.
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Another very interesting study conducted by Zhang et al. (2002) related to the
importance of product attributes for casual wear garments, carried out with Chinese consumers
from six distinct regions of the country. The authors identified 15 attributes and tested them out
using questionnaires with around 3,500 consumers. The top five most important attributes were
Fit, Comfort and Style, in contrast to Fibre Content, Warmness and Fabric Thickness. The
attribute preferences were tested by geographical and demographic factors, as well as age,
gender and income, amongst others. The authors suggested four factors as the determinants

when making apparel purchase decisions: Function, Appearance, Symbolism and Price.

Very recently, a study from Canada (Faust et al., 2006) demonstrated the difficulties
consumers face relating to body shape and sizing when choosing ready-to-wear trousers. The
outcomes identified consumer frustration relating to ineffective company consideration of
consumer diversity and physical characteristics, as well as the imprecise advertisement the

companies used to promote products to their main target groups.

Finally, the number of studies that intend to offer better consumer satisfaction through
product development within fashion and clothing industries is high and diverse in focus. A lack
of studies was identified concerning national comparisons between consumers, which is
especially important given the phenomena of market globalisation. Moreover, the complexity of
the fashion clothing industry, sometimes due to methodological constraints is not fully

considered.

The next section introduces motivation for the development of this research and the

adoption of the methods used in previous related research.

3.1.1 Researcher’s Previous Studies

Since 1995 the researcher has been exploring ways of better understanding consumer
behaviour within the fashion clothing industry. An outcome of her Master of Science in
Production Engineering was the creation of the Indicators for Fashion and Clothing

Consumption (see Table 3.1 forward).

In this previous study into fashion and clothing consumption, Rocha (1999) revealed the
most important influences on the outcomes of consumer choices in Brazil. These results were
derived from qualitative and quantitative research carried out using a sample of 380 Brazilians

from Recife, one of the largest regional capitals in the northeast of Brazil.
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Subsequently, in 2002, a further sample of 820 Brazilians from four Brazilian cities
(Rio de Janeiro, Sdo Paulo, Curitiba and Recife) was collected as a comparative study of

differences and similarities among other regions of the country.'

The results of this research stimulated the search for an understanding of consumer
behaviour with a global perspective. All the changes within the product and business chain
resulting from globalisation seem to have an influence on consumer choice and levels of

satisfaction, and it is from this perspective that this research was designed.

3.1.2 Fundamental Research Design

The research was designed considering three phases; the first phase comprised of an
extensive investigation of consumer behaviour for fashion clothing products. The data analysed

supplied input for building a model.

The second phase related to an inquiry into practices by designers and companies, at

this stage, a comparative analysis was made with the consumer’s requirements in mind.

The last phase of the study was to find a way, through an interface, to facilitate the
synergy between consumers, designers and companies. Figure 3.1 below illustrates the design of

the study.

The motivation started with the previous studies carried out by the researcher in Brazil
(light pink area in Figure 3.1). Afterwards, this research actually began with the consumer
research task, firstly in the UK, followed by the Brazilian investigation and then carried out in
China. This phase (light blue area in Figure 3.1) generated useful consumer databases linked to

the achievement of several theory model tests introduced in Chapter 4.

The second phase of the research (light yellow area in Figure 3.1) comprised of
investigations into designers and companies from the three targeted countries, producing

specific data to assist in the analysis of the stakeholders and in the modelling of the theory.

The last phase (light green area in Figure 3.1), where the biggest contribution to
knowledge is expressed, was made by the combination of results and the interpretation of an

interface between the stakeholders. The result is the Fashion Polyhedron tool, presented in

Chapter 5.

1 . .
"l“Ahls_study was sponsored by a Regional Research Support Agency (FACEPE - Fundagdo de Amparo a
Ciéncia e Tecnologia do Estado de Pernambuco) in the northeast of Brazil.

90



Chapter 3 — RESEARCH METHODS

Previous
research
Brazil
1st phase E
Field Field §  Field —
research research research Data Building a
Consumer | Consumer § Consumer consumers theory
UK Brazil China
= 3rd phase
MPhil/PhD
Upgrade
Conceiving an
2nd phase interface
Field Field Field
research | research research Data
Designer Designer Designer designers
: Ch
UK Brazil ina Fiting the
theory
Field Field Field
research research research Data
Company Company Company companies
UK Brazil China

Figure 3.1 — Phases of the Research

As discussed in Chapter 2, theories with distinct backgrounds, from sociology to
strategic management, were used to analyse the data and then provide support for a more

balanced business/designer/consumer—led approach to fashion product development.

The next three sections explain the theoretical framework used to understand the
distinct expectations of the three targets of this research: consumers (3.2); fashion designers

(3.3) and companies (3.4).

5.2 CONSUMER SURVEY

This section presents the methods and subjects used in the analysis of consumer
information acquired by using questionnaires. The first subsection will explain the sources of

the data collected, followed by the tools, approaches, procedures and samples.
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3.2.1 The Sources for Consumers

A survey was conducted in the UK, Brazil and China, with consumers being asked
about the degree of importance they attached to fashion clothing product attributes. These
particular target markets were selected in order to consider the distinctions between a mature

market, and emerging Western and Eastern markets.

Around 500 questionnaires (Appendix C1.1) were distributed through educational
institution staff and alumni in the UK, using voluntary participants who circulated them through
their personal networks. The volunteers received some guidance about the profile of people they
needed to target. The same procedure was adopted with Brazilian and Chinese institutions, also
using volunteer investigators. Although stratification of the population was observed in each
country, the sample was not based on strata selection. Later in this chapter, Section 3.5.1 will
discuss in detail the reasons these results are reliable by the use of at least 10% frequency in

each variable category, as well as the adoption of specific statistical tests.

As a consequence, a random survey of 264 consumers from the south east of England
took place in May and June 2004 (Csmr-UK-2004 database), 320 questionnaires were
completed in the Northeast of Brazil during August and September 2004 (Csmr-BR-2004
database) and 227 Chinese consumers were involved in this research during November and

December 2004 (Csmr-CN-2004 database).

Guidance was given to the volunteer interviewers in order to ensure accurate and
unbiased data collection. In all cases, distribution of the questionnaires needed to occur in a

fashion and clothing consumption free environment.

All consumers were at least 15 years old on the assumption that most had some income
and could choose without parental influence. The surveys included both genders and the
consumers needed to have permanent residence in the country. The nature of the surveys was in
no way selective and all consumers were welcome. The consumers’ profiles were mapped based
on socio-cultural, socio-economic and socio-physical information provided by them. All the

survey profiles are presented in Chapter 4, section 4.1.

3.2.2 Tools for Consumers

A survey was conducted in the UK, Brazil and China, with consumers being asked
about the degree of importance of fashion clothing product elements. The elements in study
were the Indicators for Fashion and Clothing Consumption. This approach was selected to
consider that the distinctions between a mature market, an emerging western market and an

eastern market should emerge.
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All the raw data gathered was stored into specific databases and later classified and
treated. The database creation is one of the initial test phases according to Churchill (1999). At
this stage it is possible to code and tabulate the questionnaire and to determine the codebook to
be used when processing the questionnaires. The following subsections present the detailed

procedures undertaken with the data, in order to assist the research investigation.

§2.2.1 The Pilot Consumer Questionnaire

A pilot test took place from the 12" to 21% April 2004 to ensure the clarity of the
language used in the questionnaire. Ten students from BA and MA courses in Fashion, Design

and Photography at Kent Institute of Art & Design were involved.

Half of these students/consumers did not have British nationality but all could give
opinions on some statements and suggest changes to the questionnaire. It was interesting to
observe the curiosity and surprise experienced by these consumers about their own choices in

relation to dressing.

Two different sections formed the pilot questionnaire; the first considered consumers’
thoughts on fashion clothing (dependent variables) and the second considered the personal

information of the consumers (independent variables).

The 28 indicators found in previous research (Rocha, 1999) guided the formation of the
majority of the statements in section A. With the research carried out in the UK, for qualitative
reasons, three more statements were added regarding the relationship between gender and
dressing and exclusivity. In the first section of the questionnaire it was decided to use a five

point Likert scale to classify the consumers’ answers by level of agreement.

In the first section, the pilot consumers had difficulty thinking in a negative-positive
way, as the pilot questionnaire gave options from totally disagree to totally agree. In addition, it
was noticed there was a tendency for the consumers to mark the neutral answer (not aware of).
It was decided, based on Churchill (1999), to change the direction of the options (and take care
when decoding these answers into the database) and to remove the neutral option, reducing the

scale from 5 to 4 (totally agree, partially agree, partially disagree and totally disagree).

Because of the feeling that a number of statements seemed to be superficially very
similar, some of the consumers became bored due to the length of the questionnaire. As a result,
at the beginning of the final questionnaire, more of an explanation was given on the importance

of all the questions in order to validate the research.
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In relation to the second section, the question about income remained unanswered by
more than half of the respondents, demonstrating a natural resistance to answering questions on
this subject. The anonymity and academic purpose of the information gathered was emphasised

in order to try and break down this resistance.

In analysing the consumers’ answers, some cultural differences about dressing were

identified, so it was decided to add a question about religion on the final questionnaire form.

3.2.2.2 The Final Consumer Questionnaire

After the pilot test, adjustments were made to the questionnaire in order to provide a
better understanding for consumers about what was being requested. The introduction to the

questionnaire explained the purpose of the research and the ethical issues.

Section A consisted of the statements relating to fashion clothing consumption followed
by two open questions about the respondent’s favourite clothing and any other fashion issue
considered relevant to the consumer. The statements corresponded to the 28 Indicators for
Fashion and Clothing Consumption from the researcher’s previous work (Rocha, 1999) with the
addition of three new indicators (explanation on section 3.3.2.1). As a result of the content
analysis of the British consumers’ open answers, seven new indicators were added to the

Brazilian and Chinese surveys.

Section B of the questionnaire, referring to the profile of the consumers, was built based
on socio-cultural, socio-economical and socio-physical variables, adapted to the reality of each

target group and the data available from government (Census) and local research institutes’.

The multichotomous questions comprised of Gender, Ethnicity, Religion, Age,
Education, Income, Weight, Height and Body Sizing. The questions about anthropometric data
were divided into open questions about Height and Weight and three questions about sizing
(top, waist and bottom measures) were based on fashion clothing retailers’ websites and

magazines with a wide circulation’.

Next subsection presents in detail all the content of the consumer questionnaire, as well

as the nature and purpose of each variable adopted by this research.

4 Cepsus 2001, www.statistics.gov.uk; Censo Demografico 2000, www.ibge.gov.br; National Bureau of
Statistics of China — Census Data 2000, www.stats.gov.cn
* Marks and Spencer, Debenhams, Topshop.

94



Chapter 3 - RESEARCH METHODS

3.2.3 Approaches for Consumers

This section presents the data elements (variables and constructs) collected from the

consumers in order to make possible the analysis of differences and similarities between groups.

Section A of the questionnaire was dedicated to the Indicators for Fashion and Clothing
Consumption, these are introduced and analysed in subsequent subsection 3.2.3.1. Section B of
the questionnaire was designed to gather information about the profile of the respondent and is

discussed in the following subsection 3.2.3.2.

£ 2.3.1 Indicators for Consumption

The measurement of consumer preferences within fashion clothing products was made
using the Indicators for Fashion and Clothing Consumption. Firstly, they were a group of 28
indicators that arose from previous research. Three more indicators were added during the first
stages of the investigation of British consumers. After the application of the questionnaires
within the UK survey, seven more indicators were added to the group. The explanation about

these additions is discussed in Chapter 4, Section 4.4.1.

Table 3.1 presents the final 38 Indicators for Fashion and Clothing Consumption used
in this research as well as the statements presented to respondents in order to measure their
attitude toward fashion clothing consumption. Table 3.1 shows the explanation, representation
(image) and interpretation used internally for the research in order to help clarify what was
intended to be investigated. This approach also helped in the formatting of statements presented

in the consumer questionnaire.

Table 3.1 — The Indicators for Fashion and Clothing Consumption

Indicator Statement Explanation Representation Interpretation
measured
1. Age Appearance  Some clothes The attempt to get The lens
make me feel/look help from dressing represents an
younger or older.  to appear younger accurate way to
or older. check people’s real

age, sometimes
hidden by dress
style or
behavioural
attitudes.
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Attraction to | cannot explain The feeling of The metaphor of
Particular why | like some “falling in love” with buttons represents
Clothes particular clothes. a product and “l cannot live
without any without it".
rationale to justify
the choice.

Balancef/Fit | consider the This indicates the The measuring
shape of the relation between tape represents
clothes when I'm  the product and the the need for
choosing them. body. precise geometric

“# skills and
y commercial sizing.

Beauty | believe that all Itis a complex Although beauty
clothes | wear concept related to ¥ standards vary
make me look the aesthetics of with groups and
more beautiful/ the product for the ™ time, natural forms
handsome. user. such as a flower

are consensual
examples of
beauty.

Beliefs* My religion has This indicator is The sun, the
an important role  related to the user brightness, the
in my wardrobe beliefs and its light, something
choice. implications or that can lift

recommendations believers to a
on style of dress. higher level.

Be Noticed I love to receive This indicator The joker is part of
compliments measures the the pack of cards
about my dress willingness to which always has
style. stand out from the a “special’

crowd through appearance and

dressing. can offer
distinction to the
player.

Body Exposure  One of the Itis related to how The spiral shell is a
functions of much a user wants metaphor for
clothing is to hide to show or hide garments using the
or show my body. his/her body. mollusc's shelter.

Boldness Clothing/fashion s related to the ~ Achipisan
has the function  unexpected ~ incredible small
to shock and performance or artefact with a wide
change minds. appearance a and powerful

garment can ' application.
provoke. g

Brand In my opinion, This indicator is The empty
brand is more related to the perfume bottle
important than intangible aspects represents the
product. of the brand and its ~ absence of a real

meanings.

product in it.
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10. Celebrity | like to be This indicator A festive ball
Influence* dressed similarly  refers to the shows the glamour
to some endorsement that induced by a
celebrities. stars, VIPs or celebrity’s
famous people can influence and its
give to products ephemeral
and thus influence character.
consumption.

11. Climate | consider the This indicator is The heating
weather when I'm  directly related to element represents
choosing clothes. the temperature of the possibility to

the environment have cold or hot
the user is in, water.
independent of the

season.

12. Colour Colour is This indicator is The balloons show
something very related to the some combination
personal in a subjective of colours.
clothing-choice. preference for

colour in garments.

13. Comfort | only buy The state of being Feathers lead to
comfortable comfortable light and soft
clothing. physically and the actions and

freedom to move movements.
without constraints.

14. Durability | always look for Itis related to the The pocket watch
clothing that is expected life of a A, shows the time
hardwearing. garment. J running, with

garments being
washed or cleaned
several times or
becoming out of
date.

15. Ease of Care Easy care is an This indicator is Clothes pegs are
essential element  related to the ease an image that
in my clothing or difficulty the immediately
choice. user can encounter evokes the laundry

when cleaning, environment.
washing and

pressing a

garment.

16. Elegance Some clothes can A refined The fable of the
make me more appearance or little ugly duck and
elegant and graceful movement the royal swan
influence my that the garment gives an example
behaviour. can give to the of prejudice and

user.

elegance.

97



Chapter 3 — RESEARCH METHODS

17. Exclusivity | hate to find The uniqueness of A key should fit
someone dressed  a garment, only in one lock as
the same as me. measured by its a metaphor for a

scarcity. garment to a user.

18. Fabric | have some This indicator = A nest of fibres
preferences reveals the 4 illustrates different
about fabrics and  attributes of the == natures, woven
fibres. raw material for # constructions,

any garment. I8 textures, touch,
i finish appearance,
= efc.

19. Fashion | think clothing Is related to trends A ribbon cable can
cannot be and ephemeral # became a belt for a
separated from aspects embodied 5 season and returns
fashion. in a product. to be just an

electrical item soon
« after that.

20. Functionality Before | choose The functional A pair of pliers is a
clothes, | think aspects between good metaphor for
about what | want  the user, the the precise
them for. garment and the characteristics that

' activities that can sometimes are
be executed required from a
wearing that garment.
product.

21. Health | think some The effect that a 2 Pills can heal as
clothes may help  garment can have some
or damage my on healing or undergarments
health. causing body promise to

damage to the " moisture and

user. sanitize the body
using
nanotechnology.

22. |deology* Social projects A specific meaning A magnifier can
for minorities or idea that can be “ ‘“translate” the
inclusion is a ‘read” by the ~ hidden idea behind
supplier of my choice of garment. _ aspecial way of
clothes. dressing or style.

23. Image People are judged Itis a concern A CCTV camera

Judgement* by what they about what others represents the
wear. will think about you never-ending
based on your surveillance within
dress style. society.

24. Mood* My mood can Itis related to the A pepper is
influence the way state of spirit of a expected to be hot,
I choose to dress. person and its but can be sweet,

reflection in depending on the
clothing. type.
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25. Moral
Conventions

| dress myself
because | cannot
go out naked.

This indicator is
related to the
unwritten rules in
societies and the
sensibility towards
breaking them.

Rules not stated
can be as slippery
as a banana skin.

26. Opposite Gender

| care more about

This indicator is

The plug adaptor

what | wear in a related to the shows a clear
“mixed sex” awareness of the distinction between
environment. user of members of males and

the opposite females.

gender around

him/her. Itincludes

a sexual

awareness and

desirability.

27. Personal style My dressing style  This indicator is A metaphor
is unique. related to the between add or

user’s individual delete in the
choices. keyboard.

28. Physical | look for clothes  Everybody has a All stones naturally

Adequacy that suit my body different set of B have different
shape. features, classified § shapes, as bodies
by biotypes. have.

29. Price Price is an This indicator is - The Red currency
important factor related to the <% box represents the
when choosing amount of money . savings spent or
clothes. the user is saved.

prepared to pay
and its cost or
investment benefit.

30. Profession | adopt my This indicator is A paint brush
professional related to the illustrates the
dressing style occupation of the imagination in an
even when I'm user, his/her status artistic way of
not working. and job position dressing.

and its implication
on garments.

31. Quality | only wear high Is related to the Car lamps should
quality clothes. consistency and light properly,

conformity of safely and be long
users’ lasting.
expectations.

32. Racial Roots* My Itis related to A natural bath

origin/ethnicity is
important in my
dressing style.

origins and racial
roots and their
derivation in
costumes.

sponge shows the

= unique structure of
223 a vegetal body.
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33. Same Gender

| care more about
what | wearin a
“single sex”
environment
(same as me).

This indicator is
related to the way
the user behaves
in a single gender
environment. It
includes
competition for
sexual partners.

34. Seasonality*

| try to dress
according to the
seasons.

This indicator is
related to the
natural changes in
the environment
and the fashion
establishment of a
new
collection/ward
robe according to
season.

The die represents

«  thedifferent sides
° of the same
(Y gender.
L)

Spring time and
blossom time
stimulate a
substantial change
in dressing and
behaviour.

35. Sensuality | often look for This indicator is The shape of the
products that related to tape shows that
may make me desirability and | anything can be
more attractive. attraction, not sensual or

sexuality but delightful.
admiration.

36. Taste If | like some This indicator is A chocolate cake
clothes, nobody related to the is something
can convince me faculty of delicious and loved
to alter my discerning what is by everyone who
choice. aesthetically can eat it.

excellent or
appropriate.

37. Versatility | prefer clothes Some garments The screw is a
that | can have the capacity device that fits into
combine in a of being worn on a endless pieces of
variety of ways. variety of equipment and can

occasions or ways. be used to fix, to
blend, to hang, to
join, etc.

38. Welfare I love clothes that  This indicator is A lollipop gives a
make me feel related to the state remembrance of
good when | am of well-being of the childhood,
wearing them. user in relation to contentment,

the garments, a . prosperity.

feeling of
happiness or a
satisfaction, more
psychological than
physical
sometimes.

“Indicator not collected in the UK survey
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The process of choosing all these images displayed in Table 3.1 involved a qualitative
analysis of the consumers’ imagination blended with the cultural view of the researcher. This
came from the necessity to supply visual messages for designers. The main idea was to find
images outside of fashion clothing imagery in order to allow freedom and creativity in the

process of understanding and analysing these indicators.*

This exercise to create an image bank was inspired by the study carried out by Wilson
(2005) with girls and videogame design as well as the Mood Check tool applicable for trends
and forecasting developed by the French company Style-Vision (2004). Both works used
images to facilitate the communication with consumers, although it is important to stress the
cultural background an image carries. The regular attendance at Li Edelkoort’s Trend Union
seminars during the period of this study also inspired the creation of the image bank shown
above. This demonstrates the better the choice for a specific target, the better the understanding
of the message. In this research, in contrast to the studies mentioned, the process of choosing

images was merely methodological, with no intention of showing them to interviewees.

After the explanation of the nature of the Indicators for Fashion and Clothing
Consumption, it is time to move to the clarification of the other variables used within this

research: the consumer profile. The next subsection introduces the consumer variables.

052 Consumer Profiles

Section B of the questionnaire collected the personal data of the respondents in order to
assist with the map of consumer profiles. The variables presented below constitute those
necessary to map and trace the consumers’ profiles in accordance with the purpose of this
research; these are Gender, Ethnicity, Religion, Age, Education, Income, Height, Weight, Body
Mass and Body Shape and are defined in the following paragraphs.

Gender

Consumers from opposite genders seem to have different preferences in fashion
consumption due to cultural and physical distinctions, in addition, clothing is a product for
individual use. According to Blackwell et al. (2002), gender is a variable that can have a

weighty influence on consumer choice.

4 .
All images are from www.freeimages.co.uk website.
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In post-modern society, the proximity between genders due to social and professional
changes, especially with adjustments in relation to the role of women in the 20" century and the
emergence of ‘new’ men helping in domestic tasks, has highlighted the duality between equality

and distinction.

Ethnicity

According to Solomon (1998), although the notion of people’s racial and ethnic
differences seems to be uncomfortable to consider, subcultural groups often share the same

needs and desires.

Countries such as the UK and Brazil have a multi-ethnic society, in contrast to China,

where 85% of the population are from one ethnic group.’

Religion

Beliefs and religions have a clear link with clothing. During diverse historical periods,
churches, for example, suggested codes of dressing and adopted strict rules for adherence.

Philosophical systems, sacred objects, rituals also influence fashion consumption.

Even in the 21* century, some religions have considerable influence over the way their

followers dress. It seems useful to compare consumer attitudes towards religion.

Age

Consumer behaviour can vary substantially with age. Nostalgia is an important
phenomenon that tends to be experienced by older people. The impact of nostalgia, as well as
the desire for new challenges (mostly considered to be a characteristic of youth), can be

measured and applied towards product development and promotional campaigns.

Undoubtedly, in their investigations, marketing professionals are much more interested
in the young than in the older generations. The younger consumer searches for recognition
within society and is engaged in identity construction (Solomon, 1998). The adoration of ‘idols’
and identification with celebrities has, for many, become an important process of becoming an
adult, as well as helping in the interpretation of values within a group. In marketing, these
conflicts are usually taken into account and appropriate language is used: autonomy v.

dependence; rebellion v. obedience; idealism v. pragmatism; narcissism v. intimacy, etc.

5 ¢ Ghife .
National Statistics, China.
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In the late twentieth century the youth market was seen as the most promising segment,

but the ageing population in the developed countries urged a change in focus.

The younger generation have an immediate interest in and love of fashion, trends and
fast consumer goods. The communication tools for this group also need to be innovative and

technological.

The group around their thirties and forties spend more on their homes, cars and
entertainment and the group around their forties and fifties spend more on food, clothing and

pensions (Solomon, 1998).

The ‘baby boom’ generation®, now in their sixties are known as the grey market, they
behave differently from previous older generations; they love an active life, do not get

satisfaction from traditional products and have much younger mind sets than their predecessors.

The older markets are seen as very diverse. The aged market is the emergent one
according to demographic analysis. The advances in life quality, health and care (medicine) has

increased life expectancy (Blackwell et al., 2002).

The main factors that can affect attitudes towards ageing are: autonomy, connections
and relationships, altruism and personal growth. Other factors recently considered are health

problems, lack of affection and financial difficulties.

Education

The educational level of an individual can lead or influence consumption. In many
societies Education is considered a proxy variable of income, as not everybody can have access
to high level learning. In countries where the education system is not equally developed for all
citizens, the level of education certainly will carry weight in social class ranges (Blackwell et

: . . 11
al., 2002). These variables, among others, turn social class into a very complex construct .

As a result of the controversy around how to measure and analyse social class, some
researchers added the education variable to the equation. Social class can be defined as long-
term and homogeneous divisions of society where individuals, families and groups share similar

values, lifestyle, interests and behaviour that can be categorised.

* Baby boom refers to the generation born imediatly after the I World War in Linithd Sieites. snd b useps.
.Construct is a denomination for a variable formed from a set of other variables, some of them with
difficulties to be measured.
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Income

The study of income level is important in consumer behaviour investigation. What
should be measured is also a controversial subject due to household variation in terms of

income: salaries, wages, welfare benefits, pensions and grants.

There is an intrinsic relationship between income level and social class, and normally
consumers have different motivation depending on their purchase power. In addition, the
advertising industry always promotes the possibility of social elevation and increased status

through the consumption of special goods and services.

Income, in this research, is always measured in relative terms, being divided into high,

medium and low levels, and subdivided in accordance with the interests of the study.

Body Mass Index

Considering the fact that garments are in immediate contact with the body of the
consumer, the relationship between product and silhouette becomes evident. Wilson (1985), in
her work Adorned in Dreams, commented on the increasingly widespread awareness of body
fitness as an issue, particularly the cliché of ‘the victory of the slim women against the fat
women’ (p.42). It is important to recognise that the slim ideal is only a Western society
standard. Also, the motivation to get the perfect silhouette has, in recent decades, resulted in

substantial growth within the cosmetic industry and food industry.®

The Body Mass Index (BMI) is a measure of body fat based on height and weight that
applies to both adult men and women. It was adopted by the World Health Organization (WHO)
as an international standard to measure obesity and malnutrition in demographic studies. The

BMI is calculated by dividing your weight (in kg) by the square of your height (in meters).

It is important to stress that the Body Mass Index has no relation to aesthetic standards,
and probably a healthy index would be too plump for the current fashion ideal. Very recently,
the discussion of an ideal Body Mass Index was introduced into the fashion professional
associations, due to the increase of anorexia amongst top models and fashion ‘victim’
consumers. Unfortunately, the death of a top model was the catalyst for the fashion industry
waking up about its social responsibility. As a consequence, the initiative of an ethical code for
catwalk shows and fashion campaigns is on going in Madrid, Milan, New York, Paris and Sao

Paulo at current season collection launches.

* Cosmetic industry here includes fitness and plastic surgery; food industry refers to healthy and light
products.
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Body Shape

Fashion, through aesthetic standards, puts pressure on consumers to adhere to an
idealised stereotype based on a blend of blonde, tall and slim. Real consumers are very diverse
and are therefore dissatisfied with this approach. A classification of different body figures was

used as an innovative way to measure fashion clothing attributes in relation to consumption.

If ageing is included in the equation, a number of studies can be quoted, especially
relating to the older generation of the early twenty-first century. The ageing ‘baby boomers’, as
a new group of consumers, have already changed the attitudes towards ageing and challenged
the traditional stereotype of older people. They want to be physically active as well as

psychologically young.

Body biotypes vary both within and between ethnic groups but the latter shows far
greater diversity. This research asked consumers for their clothing sizes for tops and bottoms,
and combined it with height and weight to create four body shape categories for women and

three categories for men.

Based on commercial sizing data collection and the work of Rasband (2002), the body
shape of consumers was built. This approach of measuring fashion clothing consumption seems
to be innovative and develops the capacity for dressing not only for the mind of the consumer,

but also considering his/her body.

These two sections presented the variables collected within the consumer questionnaire
application: the indicators and the consumer profile. Next section introduces the reader to the

theories selected to be adapted and tested within this research.

3.2.3.3 Theories

Theories discussed in the Literature Review chapter (Chapter 2) were chosen for the
consumer analyses. The decision was based on the appropriateness of the theory background in
aiming to support the answers for the research questions. They are Emotional Design, Human

Needs, Motives for Dressing and Pleasure in Products and are reviewed below.

Emotional Design

Norman’s (2004) theory for emotional design is the one chosen for qualitative analysis.

The author explained the emotional link with products using three parameters: Visceral,

Behavioural and Reflective.
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Human Needs

A decision was made about which theories from the Literature Review required further
analysis. The Maslow Theory of Human Needs (1987) was chosen because it included basic

needs through to complex ones.

The approach used was to transform the raw data collected from the consumers into the
five categories of needs developed by Maslow (Physiological, Safety, Social, Esteem and Self-
Actualisation). This exercise included a focal interpretation of human motivational behaviour

towards fashion clothing consumption.

Motives for Dressing

Another area investigated relates to the motivation for dressing: Protection, Decoration
and Modesty. As already discussed, the study of the psychology of clothes by Fliigel (1930) can

suggest the reasons for wearing fashion products.

The choice of this theory is relevant as it originally related to clothes, in contrast to
other theories used in this research which came from a variety of fields and were adapted to the

fashion clothing context.

Pleasure in Products

The last theory chosen was Jordan’s Pleasures (2000) for product development, based
on Tiger’s (1992) work (Physio, Socio, Psycho and Ideo pleasures). This theory is relevant,
especially for mature markets, and highlights the individuality of the consumer. Jordan’s work
(2000) also considered the sensorial and emotional aspects of the link between consumers and

products.

It is important to highlight the emotional design and branding theories that can be
applied to the fashion industry. There is evidence to suggest that the media phenomenon within
fashion exerts a great influence on consumer choice, regardless of the consumer’s own

evaluation of the product.

After the definition of the variables, how and for what they were selected; it is

appropriate to discuss the sample limitations. The next section presents the method adopted to

calculate the probabilistic samples.
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3.24 The Consumer Samples

As the entire population of consumers in the targeted countries could not be reached, a
size sample was calculated to gather the data. In relation to the consumers’ surveys, it was
decided to adopt a random probabilistic methodology ‘as every “unit” of the population has an

equal chance of being selected for the sample’ (Easterby-Smith et al., 2002, p.135).

The intention of using inferential statistical methods led to the following formula for
infinite population (more than 100.000 individuals), considering an accuracy of 95.4% as the
confidence level and a maximum standard error of 5%:

n=_7Z.p.q (N

2
€

where: z = 2 (likelihood to a confidence interval of 95.4%)
e = 5% (maximum error admitted)
p = % of the population targeted divided by 100 (in this case, over 15 years old

q = % of the population not targeted divide by 100 (in this case, under 15 years old

Based on census data gathered from the governments of the relevant countries, the size

of the samples was calculated, as can be seen in Table 3.2:

Table 3.2 — Sample Calculation

Country % population % population calculus minimum sample sample
older than 15 younger than 15 size expected collected
UK 81 19 2)2.(0.81).(0.19 247 264
(0.05)2
BR 73 27 (22.(0.73).(0.27) 316 320
(0.05)2
CN 80 20 2)2.(0.80) . (0.20 256 227
_ (0052

Source: Census 2001, www.statistics.gov.uk; Censo Demografico 2000, www.ibge.gov.br; National Bureau of
Statistics of China — Census Data 2000, www.stats.gov.cn.

Although the data gathered in the research for the Chinese sample is lower than
expected, the research is still valid due to the number of consumers involved. In this case, some
consideration needs to be made in relation to the accuracy of the outcomes for the whole

population,
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A database framework was created for each of the country’s surveys using SPSS
software’, first incorporating all of the raw data and finally adopting statistical treatments aimed

at optimum use for the data collected from consumers and the elements based upon theories.

Considering that the consumer survey procedures are well established, it is time to
move to the clarification of the second stakeholder proceedings: the designer survey. Next

section presents the methods adopted to collect and analyse the data from these professionals.

33 DESIGNER SURVEY

Moving from the consumer to the designer survey, it is time to introduce the designer
selection process, the data planned to be collected, and the methods of analysis. The next
subsection presents the procedures for the interviews and for the analysis of the designer

practices, based on selected theories from the Literature Review, Chapter 2.

3.3.1 The Sources for Designers

In order to build the designers’ questionnaires, during the academic years of 2003-04
and 2004-05, some experience was developed with KIAD MA Fashion students as they are
already working with professional designers or those with potential future success. Lectures
were prepared and delivered to show the complexity of the fashion system as revealed through
this research. The lectures aimed to discuss the importance of the consumer for the fashion

creative process and its relationship with the market.

The core subject of one of the sessions was brand management. Some concepts and
theories about management were explored to update the designers with the strategies from the

decision makers.

Through questionnaires, an evaluation took place to ascertain the level of understanding
of each subject treated in the lectures in order to map the major interests and difficulties for a
new generation of fashion designer. These experiences assisted with the elaboration of the tools

necessary to investigate designers as stakeholders of the fashion industry.

9 Wk &
Statistical Package for Social Sciences
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3.3.2 Tools for Designers

Considering the involvement and knowledge acquired within the MA Fashion lectures,
it was decided that the best way to pose questions to designers would be by interviews. The

interview is an appropriate method when the subject of enquiry needs an in-depth discussion.

Moreover, open questions are an efficient method for data collection in an exploratory
study. After the experience with the MA Fashion students at the college, it was decided that the
research should explore the entire product development process surrounding designer practices.

The elements of investigation are detailed in the following subsections.

3.3.2.1 The Pilot Designer Questionnaire

Based on this analysis and after consideration of some other authors, a questionnaire
was designed to be distributed to professional designers, focusing fully on the real fashion

market in UK, Brazil and China.

In order to help with the process of primary data collection and avoid all-day
interviews, the questionnaire was divided into three distinct sections. The first section related to
designer practices in product development, the second measuring his/her attitudes towards the
product and the last section enquiring about their thoughts in relation to the preferences of the

targeted consumer.

Rehearsal interviews were held with six fashion designers who were exhibiting at the
‘On|Off” event at London Fashion Week, in February 2005, in order to improve the format and

check the clarity of the proposed questions. Afterwards, the final questionnaire was built.

3:3.22 The Final Designer Questionnaire

Some small changes were made to get the final version of the questionnaire, and a letter
inviting designers to participate in the research was posted and emailed to different companies
and studios. The invitation received replies from 40% of the designers. As a second resource,

personal networks were put into action to help in reaching the desired number of interviewees.

The designers’ interview script covered two areas: firstly open questions about their
creative process and practices and secondly their tools, skills and strategies. In the second
section there was a semantic differential scale of seven points towards bipolar concepts to

measure designer attitudes towards Artistic, Brand and Product position.

109



Chapter 3 - RESEARCH METHODS

As a comparative study aim, all the Indicators for Fashion and Clothing Consumption
were presented to designers in order to map the degree of importance they think their consumers

have for each of the elements embodied in clothing.

With the intention of investigating three different markets, the questionnaire was
translated into Portuguese for targeting the Brazilian designers and English for the Chinese
designers. For the interviews with Chinese designers, the interaction was conducted with the

support of an interpreter.

Moving further, the subsequent task was to define what and how the questions should
be better posed to the designers. Next section introduces the three approaches chosen to analyse

the designers.

3.3.3 Approaches for Designers

In order to measure designers’ practices and their relationship with the consumers and
companies, some theoretical support was necessary. The questions posed to designers included

environmental influences, business management and individual differences.

The first objective of investigation was the Artistic focus, aiming to give the designer
the opportunity to express their subjectivity and measure the value this can add to the company
package for a product. The second approach was related to the Brand and the identity of the
company: to clarify and find a more effective relationship between companies and designers,
practices and interests. The third subject analysed in the designers survey relates to the Product,
attempting to measure the way consumers gain great benefits in their relationship with

designers.

The following subsections present the explanation in detail regarding the three selected

focuses. Furthermore, the reasons for the adoption of these approaches are also clarified.

3.3.3.1 Artistic Focus

In the Literature Review the artistic vein of a designer’s work was observed (Mackrell,
2005; Papanek,1995; Taylor, 2005; Muller, 2000). Currently there is a tendency towards less
distinction between art and commercial design, Although this was discussed in Chapter 2, a
further understanding of fashion designers’ attitudes should provide a better response for the

outcomes for this research.
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The Artistic focus is composed of the duality between: (i) Trends x Inspiration, derived
from the Visceral and the Reflective dimensions of the Norman theory of Emotional Design
(2004), discussed in Section 2.2.5.2; (ii) Large Scale x Exclusivity, selected from the Roger’s
model of Innovation Adoption (1983), presented in Section 2.2.1; (iii) Idea x Practicability,
condensed from the Barnard work (2002) in which fashion has a main function of
communication (Section 2.2.2) and (iv) Long Lasting x Disposal, adapted from the Kaiser’s
concepts of Fads and Classics (Section 2.2.1). The bipolar concepts used to this analysis are

show in Table 3.3 below:

Table 3.3 — Design Key Concepts for Artistic Focus Analysis

BIPOLAR CONCEPTS Explanation

Trends v. Inspiration A fashion designer can be pressurised by trend forecasting
inside a market context. The aim is to measure how
inspirational ideas are preserved in the designer’s
everyday practice.

Large Scale v.  Exclusivity If the company strategy is related to low cost, the designer
should consider bigger bulk production. If the company
strategy is more differential or artistically led, exclusivity is
an essential element to be considered in the product
development process.

[dea v. Practicability The innovative level of product development sometimes
can surpass any real functionality of the object. Like ‘art for
art's sake', the suggestion is ‘product for product's sake’
measurement.

Long Lasting v. Disposal Fashion naturally embodies disposability with updated and
out of date trends and products. Fashion companies
pursue a high level of substitute products at new launch
collections. A designer as an artist probably prefers
permanent artefacts. Nowadays products out of season
are renamed as 'vintage'.

~——
—

This focus of analysis, although very important for professionals from the creative field,
is not enough to shape a designer. Considering this, two more foci were studied and are noted in

the subsequent sections.

3332 Brand Focus

Another side of designer practice interfaces with branding theories. Some fashion
designer names become brands even though the person responsible for the collection is no

longer the creator of the concepts. There are, however, some powerful brands that guide

designer practices.
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All these aspects should be investigated more deeply and are part of the designer study
within the scope of this research. The Brand direction is measured by the antagonism between:
(i) Local x Global, as a mention to the macro environment analysis PESTEL discussed at
Section 2.2.7.1; (ii) Market-driven x Consumer-driven, brought up from the supply and demand
sides as management directions (Section 2.2.8.1); (iii) Social Responsibility x Business
Performance, corresponding to esteem and exchange values, respectively, as a summary of the
value analysis held by Csillag (1995) in Section 2.2.8.3 and (iv) Luxury x Diffusion, as part of
the discussion of the Cooper and Press’s works (1995), whereas design has art and marketing
ingredients (Section 2.2.6). The bipolar concepts used in this section analysis are shown in

Table 3.4 below:

Table 3.4 — Design Key Concepts for Brand Focus Analysis

BIPOLAR CONCEPTS Explanation

Local v. Global In order to measure the attitude of the designers within
their surrounding environment, the geographic scope of
their preferred actions was requested. Brand identity
and socio-ethnical roots were brought into this analysis.

Market-driven  v.  Consumer-driven This subject is very subtle, but essential to this research.

(Supply side) (Demand side) The aim is to learn if the designer attitude is targeted to
a specific consumer as an individual or towards a group
of consumers with some similarities.

Social Responsibility v. Business Performance A very sensitive question arose here based on the
designer's attitude to his/her social responsibility as a
professional, aiming at a rise in consumer quality of life
or prioritising business profits even though the product
on offer is not, in the essence, ideal for that consumer.

Luxury v. Diffusion This analysis relates to the studio/atelier/artistic led
company or to the industrial/serial/mainstream mass
produced environment and product impact.

In addition to the two foci already discussed, one more was established to support the
investigation of designer’s practices. The next subsection presents the elements that build in the

concept.

3:3.3.3 Product Focus

The last of the three analyses for fashion designers proposed by this research relates to

the product itself. The aim is to measure real awareness of the material product from the

designer’s point of view.
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The issue includes conceptual, raw material and production development. Finally, the
Product approach is formed by the following paradoxical concepts: (i) Price x Quality, as a way
to investigate buying and consumption, two of the main stages of the Blackwell et al. model
(2002) mentioned in Section 2.2.3; (ii) Body x Mind, considering two of the Maslow needs
(1987), respectively physiological and self-actualisation (Section 2.2.3.1); (iii) Techno x
Handmade, as a way to analyse Rufin’s definition (1991) for technology and knowledge and
intensive labour and natural resources as strategies for the production of goods, presented at
Section 2.3.3 and (iv) Psycho x Physical, checking two of the pleasures conceived by
Tiger/Jordan (1992/2000) as discussed in Section 2.2.5.1. The bipolar concepts used in this

sections analysis are presented in Table 3.5.

Table 3.5 — Design Key Concepts for Product Focus Analysis

BIPOLAR CONCEPTS Explanation

Price v. Quality Depending on the business strategy, some designers are forced to
reduce high quality standards due to price targets. The question
here addresses the designer’s attitude towards these dilemmas.

Body v. Mind Is the product conceived targeting the body or the mind of the
consumer? The approach is related with the “part of the consumer”
that the designer visualizes as having priority.

Techno v. Handmade The analysis at this point is about production attitudes and beliefs.
The markets offer possibilities from the nanotechnology (more
suitable for design engineering) to organic intensive crafted labour
(more interesting for craft makers).

Psycho v. Physical The subject of analysis in this section is the meaning of the product
in relation to the consumer: from individuality and socio-cultural
messages to functionality and comfort attributes.

Following the sequence planned for exploratory research, some key information about
the respondents should be gathered and considered. The next section introduces the variables

used to map the profile of the designer samples.

3.3.34 Designer Profiles

In order to allow for better accuracy, the profile of the designers was mapped based on
information gathered during the interviews. Personal and professional information for the
designer was requested such as educational background, position inside the’company and years
of experience in the industry. Data related to market segment and environment, size of

production, average price and nature of the business were also asked.
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Once the data required to make the designer analyses possible had been established,
several decisions were taken in relation to the way the designers were contacted. This

information is introduced in the next section.

3.3.4 The Designer Samples

As the interviews with designers took place around one year later than the consumer
primary data collection, a ratio between them should be established. In reality, it is difficult to
infer the proportion of designers in relation to consumers. Based on a feasible target number, it
was decided that at least six were required in the UK market, seven in Brazil and five in the
Chinese market. The personal network of the researcher, combined with the special interest in
designer practices in different regions within Brazil, resulted in an increase of two interviewees

making a total of nine.

Fashion designers were invited to participate in the research based on their interest,
diversity of work and availability. An official letter from the University College was sent to
them, explaining the research and the importance of their contribution. Within each national
sample, it was seen as important to include well-known fashion designers, brand-diffusion
fashion designers and emerging new generation fashion designers. Designers were classified by

educational background, market segment, market environment and years of experience.

Both qualitative and quantitative descriptive analysis (presented later in this chapter,
sections 4.2.2 and 4.3.2, respectively) were used as methods of inquiry to investigate the
designers’ educational background and skills as well as their company’s position, target groups

and anticipated developments.

A total of twenty interviews took place: June and July 2005 in the UK, from July to
September 2005 in Brazil and in November 2005 in China. For the Chinese survey, the
researcher conducted all interviews with interpreter support.

Qualitative research, based on content analysis, was carried out with the open question
responses. A database, with the original quantitative data collected from designers, was created
using SPSS. Statistical descriptive analysis was used to support and to contextualise designers’

responses.

The discussion of the data gathered and the subsequent analysis will be presented in

Chapter 4. Before that, the decisions relating to the last of the stakeholders to be targeted by this

research, are presented in the next section: the company survey.
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34 COMPANY SURVEY

A similar presentation framework to that used with consumers and designers was
applied to companies as well. Several theories relating to companies revealed and discussed in
the Literature Review (Chapter 2) were applied in this section. Moreover, this section presents

the sources, tools, approaches and data collection methods for the company investigation.

3.4.1 Sources for Companies

As one of the members of the triumvirate proposed by this research, fashion companies
were invited to participate in the research based on their interest, diversity of their work, and

availability.

It was seen as important to include well-known fashion companies, brand-diffusion
fashion companies and emerging fashion companies in each country sample. Size, market
strategy, strategic group and product value parameters were used to classify companies. When it
was possible, the CEO was the interviewee, although in some cases the interview was carried

out with a middle manager.

The initial approach with the managers was broad and multidisciplinary as wide as

possible to guarantee different viewpoints and actions within the industry.

3.4.2 Tools for Companies

The same methodology adopted for the designers’ data collection was used for
companies. A structured interview was set up concerned with the strategies and practices of the
companies. As the desired person to be interviewed was the top manager, the questions were
built with regard to the whole environment of each company. The assumption was that all the

departments of a fashion company would have some information to contribute to this research.

Although during an interview several issues can arise depending on the interviewee, a
structured questionnaire was elaborated in order to guide the meetings. The procedures to build
this instrument also guaranteed the consistency of the data gathered, this is presented in the

subsequent section.
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3.4.2.1 The Pilot Company Questionnaire

The first draft of the company questionnaire was designed based on management and
marketing theories. At this point, a clear comparison with the consumer and designer
questionnaires was made in order to ensure the point of comparison and to include the issues

covered by the other target groups.

The questionnaire was tested with three product development managers with wide
experience of the whole fashion clothing value chain. The discussion was held after a
Federation of Clothing Designers & Executives (FCDE) meeting in 26 January 2005 at London
College of Fashion, London. To ensure clarity and accuracy, some questions were revised,

others added and an evaluation of the order of the questions took place.

3.4.2.2 The Final Company Questionnaire

The final company interview script was composed of two parts: open questions about
the company structure and practices - tools, strategies and leadership; product market position;
and a semantic differential scale question of seven points towards bipolar concepts to measure

companies’ attitudes for Market, Strategy and Value position.

As a comparative study aim, the same procedure carried out for designers was repeated
for the companies: all of the Indicators for Fashion and Clothing Consumption were presented
to managers in order to map the degree of importance they think their consumers give to each of

the elements embodied in fashion clothing products.

Qualitative research, based on content analysis, was carried out with the open question
responses. A database framework was created using SPSS software and some data was
transferred to Excel software in order to facilitate the graphic data presentation. All the data

profile, analysis and discussion are presented in Chapter 4.

3.4.3 Approaches for Companies

In order to measure company practices and their relationship with consumers and
designers, some theoretical support was necessary. The questions posed to managers included
an external and internal analysis and considered some well-known theories such as The Five
Competitive Forces, The Seven Ps, PESTEL Analysis and The Competitive Advantage

Dimensions.
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The first object of investigation was the Market, aiming to find a better link between
company business needs and consumer needs. The second aspect considered was business
Strategy, giving the company an opportunity to review its objective and find greater
sustainability. The last area relates to Value, and although it can be an issue for branding, the
intention here was to encourage design activity as a stronger generator of value. Each of these

three focuses are better described in the next subsections.

3.4.3.1 Market Focus

The aim of this section was to map company market strategy and consumer profile
based on the products they offer to the market. The Literature Review presented in Chapter 2

gives support to the analysis.

The investigation of the Market focus was based on the keywords posed as bipolar
position: (i) Promotion x Fidelity, considering the differences between the act of attracting new
consumers or investing in the consumers the company already have, as an allusion of vertical
marketing and lateral marketing practices (Section 2.2.7.4); (ii) Sales-driven x Consumer-
driven, measuring the direction of the company management, from demand or from supplier
(Section 2.2.8.2); (iii) Techno x Handmade, in an attempt to find out a trend between companies
in relation to the work of Rufin (1991) mentioned in Section 2.3.3; and (iv) Word of Mouth x
Billboards, with the intention to investigate the preferences in promotion, from personal sellers
to advertising (Section 2.2.7.3). The bipolar concepts investigated are explained below (Table

3.6):

Table 3.6 — Company Key Concepts for Market Focus Analysis

BIPOLAR CONCEPTS Explanation

Promotion v, Fidelity The measurement here is related to the link between
companies and consumers. If the company promotes products
in order to attract new consumers, its strategy is more growth-
led, if the company's actions aim to maintain its consumers by
loyal relationship, the strategy should be more inclusive-led.

Sales-driven v.  Consumer-driven  Whether quantitative sales figures or qualitative focus research

(Supplier driven) (Demand driven) take precedence in the decision-making processes on the
board is sensitive.
Techno v. Hand-made The intention of this item is to map the kind of products the

companies are offering: from the high tech concepts to the
traditional and folk.

Word of Mouth  v.  Billboards The promotion processes ensure good penetration into new
markets. Different techniques are used worldwide. Dialectically,

the investment in people and their personal network to spread a
new product launch is compared to an advertising campaign
displayed in key points around the town.
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Although the Market position of a fashion company can tell substantially about a

company’s practices, two more focuses were planned to be investigated in this research. Next

sections present the other two focuses: Strategy and Valye.

3.4.3.2 Strategy Focus

Company strategy varies depending on the balance of competitive forces. The way a
company acts in their external and internal environment can enhance leadership in the market

place.

The second focus, the Strategy chosen by the company, was analysed based on the
opposition of the following keywords: (i) Consumer x Market, in order to evaluate the way the
companies identify and respond to consumer needs, corroborating with the work of Cooper and
Press (1995) discussed in Section 2.2.7; (ii) Local and Global, as an investigation of the macro
environment as elements of the PESTEL analysis (Section 2.2.7.1); (iii) Product x Production,
in order to rank the company proximity to an specific strategic group (Hill and Jones, 2004)
from proprietary to generic goods explained in Section 2.2.8.4); (iv) Social Responsibility x
Business Performance, measuring the value chain, from exchange value to esteem value
(Csillag, 1995; Section 2.2.8.3); and (v) Profitability x Commitment, in an attempt to point the
proximity the companies have with their communities, if the approach is into process or inter
sector as commented in Section 2.2.9.3 while discussing Cluster analysis. Hence, managers

were asked about the following bipolar concepts shown in Table 3.7:

Table 3.7 — Company Key Concepts for Strategy Focus Analysis

BIPOLAR CONCEPTS Explanation

Consumer v. Market This point attempts to measure the degree of specification
the company has in relation to its targeted market and if
the level to be considered is individual or groups.

Local v. Global The question here is related to its position in the market
and the ideology embodied in the company’s mission.
Product v. Production The measurement at this point is related to the way the

company faces the dichotomy between an
elaborated/sophisticated product and an efficient
manufacturing production.

Social Responsibility  v.  Business Performance _ The role of a company in the development of a better
society is something to be considered in long-term
strategies and sustainability. Profit and quick returns are
companies’ preferred strategy in a short-term plan.

Profitability v. Commitment Fast-fashion and conspicuous consumption are strategies
to give more returns to companies than to consumers. The
company statements and attitude towards controversial
issues tend to demonstrate its awareness of the consumer

point of view.
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After the elucidation of the Market and Strategy foci, next section presents the concept
used to research the Value focus within the third stakeholder survey, in order to complete the

investigation of the companies.

3.4.3.3 Value Focus

The value chain is crucial to a company’s existence and performance. Added value can

be driven by superior design, ideology or product position.

The bipolar concepts presented to managers that can support a better product
development process are presented in Table 3.8, below. The Value focus was composed of the
following keywords: (i) Price x Quality, as an adaptation of two stages from Blackwell et al.’s
decision model (2002), discussed in Section 2.2.3; (ii) Large Scale x Exclusivity, considering
the Roger’s model (1983) of innovation adoption explained in Section 2.2.1; (iii) Fair Trade x
Low Cost, in reference to the work of Abernathy et al. (1999) and the global shifts, discussed at
Section 2.2.9.1; and (iv) Long Lasting x Disposal, in consonance with the opposite concepts of

fads and classics from the work of Kaiser (1985) explained in Section 2.2.1.

Table 3.8 — Company Key Concepts for Value Focus Analysis

BIPOLAR CONCEPTS Explanation

Price v. Quality A similar question presented to designers was posed to
managers, although with a different interpretation: their attitudes
towards pricing or quality strategy?

Large Scale v.  Exclusivity This item relates to the manager's decision on offering value for
consumers through ‘you need to be part of the in crowd’ or ‘this is
specially designed to fit you'.

Fair Trade v. Low Cost Particularly in the fashion industry because of its need for
intensive labour, some initiatives for transferring production to
peripheral countries are quite sensitive. Although some
companies make efforts to ensure their suppliers' commitment to
better worker conditions, the level of evaluation, awareness and
acceptance varies greatly.

Long Lasting v. Disposal The longevity of the product offered is something that can add
value to a product. Here the managers indicate their attitudes

towards the life cycle of their products.

The following task of decision-making was in relation to the company information
needed to be collected. The aim was to attempt to have a diversity of company profiles within
the survey. The next subsection mentions the data gathered that supports the delineation of the

samples.
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3.4.34 Company Profiles

Some information about the company’s history was asked with the intention of
supporting better clarification of their actions and choices. The age, source of production, size

of production, average price, and number of employees were relevant data for collection and

subsequent parameters for investigation.

Taking into account that the data collection methods are already defined, the decision
was then to move on to the way the companies’ managers should be contacted. This information

is introduced in the next section.

3.4.4 The Company Samples

The number of companies was established in a manner which corresponded to the
designers sample size. A survey of 20 fashion companies was held in the UK, Brazil and China
based on interviews. Six interviews were completed in the UK in June and July 2005, nine in
Brazil during July to September 2005 and five in China in November 2005. The researcher

conducted all interviews with translation support for the Chinese sample.

Companies were invited to contribute to this research by an official letter from the
University College explaining the purpose of the study and the benefits that the industry could
receive. The main criteria for the selection of the companies was that they should have some

sort of product development department in-house.

The data gathered was stored into qualitative and quantitative data files. Content
analysis was carried out on the open question responses. Statistical descriptive analysis was
used to analyse the managers’ responses and support the conduction of a blended methods of

analysis.

The discussion of the information gathered as well as the subsequent analysis results
will be presented in Chapter 4. It is now appropriate to move on to the discussion of the
methods of analysis adopted in this research. The next thee sections present respectively the
procedures related to the data analysis of the three stakeholders. While the conduct chosen is

presented, the nature of the methods is also discussed.

3.5 ANALYSIS OF CONSUMER DATA
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As mentioned before, the raw data was gathered; the selected variables needed

classification, reclassification and adjustment before the analysis began.

This research used three methods of analysis: qualitative analysis, quantitative analysis
and the quali-quantitative analysis. The data suitable for the qualitative analysis was classified
and categorised. The data for quantitative analysis usage needed to be classified into
independent and dependent variables, where the latter expected to vary because of the former.
Within the quali-quantitative analysis, both ways were necessary to guarantee better

interpretation of the data.

Considering that each of these methods requires specific data treatments, the next

subsections present a detailed explanation of the procedures.

3.5.1 Qualitative Analysis for Consumers

[t is useful to note that all information analysed within the consumer scope came from
the questionnaires, and it is important to stress that the form carried two open questions. These
two questions allowed the consumer to answer questions about their favourite piece of clothing
and also write down something that they had not found in the previous questions. These

questions have been analysed as qualitative data.

In research like this, it is not expected that all respondents will answer open questions.
The rate of open questions answered within this research varied according to nationality, as

following: British sample 78%, Brazilian sample 89% and Chinese sample 63%.

Moreover, the consumer answers were classified, numbered and interpreted according
to the purposes of distinct stages of the planned research. The following subsections explain

specifically the procedures carried out at each stage.

3.5.1.1 Content Analysis — New Indicators

Some of the comments made by the British consumers in the open questions allied with
research observation on the nature of consumption in Europe, guided the addition of new
Indicators Jor Fashion and Clothing Consumption to the original work conducted by the

researcher in 1999,
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Initially, during the observation and previous test phase, three indicators were added
(Same Gender, Opposite Gender and Exclusivity). Subsequently, seven more were included:

Beliefs, Celebrity Influence, Ideology, Image Judgement, Mood, Racial Roots and Seasonality.

These additional ten indicators, although not tested as the 28 original indicators from
Rocha (1999), were presented in the questionnaires and used with the same level of importance
and treatment during all phases of this work. Despite these new ten indicators being generated
from qualitative methods of analysis, the main application they were used for related to the

quantitative methods of this research.

The following sections introduce two other perspectives within this research, in which

qualitative methods and content analysis was used.

3.5.1.2 Content Analysis — Emotional Design

In order to investigate how Norman’s theory (2004) could be applied to fashion
products, a qualitative investigation took place based on the favourite item of clothing stated by

the consumers.

The content analysis of some consumers’ comments about their favourite piece of
clothing were linked to Norman’s theoretical framework for emotional design and also

explained within cultural components.

Furthermore, the analysis of the consumers’ comments led to a specific investigation
related to the favouritism in fashion clothing consumption, where the methods used are

explained in the sequence.

3.5.1.3 Content Analysis — Favourite Piece

The concept of favourite is related to a preference above all others and means

something regarded with special favour or liking.

As a complex construct, it can be explained, by identity, comfort, emotion, usability,
tangible and intangible factors, and so on. The choice of a favourite piece of clothing is
something to be seriously considered as an example of emotionality and usability, as it has been

already tested, bought (not always) and worn by the consumer.
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The consumer comments were firstly classified by nationality, then numbered and lastly
selected based on the appropriateness. The selected comments were linked with the Indicators
for Fashion and Clothing Consumption and a comparison between national target consumer
groups took place. At this point, the attempt was to find likeness and distinction between

consumers.

Considering the insights from the qualitative analyses, the research then moved to the
quantitative methods. The detailed procedures used at this stage are presented in the following

section.

3.5.2 Quantitative Analysis for Consumers

Investigative research considering consumer preferences is an effective approach for
fashion designers in order to build a model to identify those needs. Quantitative and statistical
analyses helped to define the consumer profile in terms of social status, economics, values,

gender, age, physical aspects, origin and education clusters.

All data was analysed using descriptive frequency analysis and when necessary, the

ranges were re-organised aiming for at least 10% in each category inside every variable.

After the classification of variables into independent and dependent categories, the task
was to choose which way these independent and dependent variables could be crossed using
statistical methods on a SPSS database. The aim at this point was to find out significant

relationships that could explain consumer behaviour towards fashion clothing products.

2021 The Independent Variables

The independent variables are the ones used to explain a dependent variable. In other
words, these are the profiles of consumers who are trying to explain their fashion clothing

consumption.

As explained before, the variables that characterize the consumers’ profiles were

acquired and classified into categories in order to help the quantitative analysis.

Moreover, in order to facilitate the methodology, the independent variables were
classified into three distinct categories: socio-cultural, socio-economic and socio-physical

(Figure 3.2).

123



Chapter 3 - RESEARCH METHODS

socio-cultural  socio-economic socio-physical

Q& XK o % |

GEVDLA, MG T

9 &

565 som W
EYHNICITY EvvaTion A A o

BobY MAGS
& @ 21% e 9% és @ é &
RILAGION INOME Bovy suaps

Figure 3.2 — The Independent Variables

Socio-cultural variables of Gender, Ethnicity and Religion were then all classified as
nominal variables as their ranges do not follow any numerical hierarchy. The same procedure

occurred with the socio-physical independent variable Body Shape.

Socio-economic variables of Age, Education and Income and socio-physical variables
of Height, Weight and Body Mass were classified as numeric ones, as their values obey a
numerical order. All numerical variables were then organised in ascending value order to

facilitate the cross relationship procedures.

3.5.2:2 The Dependent Variables

The dependent variables are the ones expected to vary in accordance with the
independent ones. These variables are the ones considered as the core of the research and for

that reason are treated in differently.

The Indicators for Fashion and Clothing Consumption were considered as the

dependent variables in this research. Table 3.9 lists all:
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Table 3.9 — The Dependent Variables (Indicators for Fashion and Clothing Consumption)

INDICATORS FOR FASHION AND CLOTHING CONSUMPTION

Age Appearance Durability Personal Style
Attraction to Particular Clothes Easy-of-care Physical Adequacy
Balance-Fit Elegance Price

Be noticed Exclusivity Profession
Beauty Fabric Quality
Beliefs* Fashion Racial Roots*
Body Exposure Functionality Same Gender
Boldness Health Seasonality*
Brand Ideology* Sensuality
Celebrity Influence* Image Judgement* Taste

Climate Mood* Versatility
Colour Moral Conventions Welfare
Comfort Opposite Gender

*not ROCHA (1999) indicators, but added due to the qualitative analysis held within the Csmr-UK-2004 survey.

As several methods of analysis were adopted during the quantitative analysis phase, the

Indicators were classified into different approaches, explained in the following paragraphs.

The procedures have in common the adoption of the analyses which first happened
within each of the consumer national groups, and after, in a comparative analysis of the

preferences within British, Brazilian and Chinese consumers.
RECOGNITION OF NEED

The first classification of the Indicators for Fashion and Clothing Consumption was
based on the Blackwell et al. (2002) categories of Need Recognition: Environmental Influences,

Psychological Processes and Individual Differences.

The subsequent attempt was to find a connection between each of the Indicators for
Fashion and Clothing Consumption individually, and the consumer variables, using the means
of the consumers’ databases as the figure was to be analysed. The procedures for the cross tabs

phase are presented in Section 3.5.2.4 subsequently.

Furthermore, the Indicators were combined in order to offer a reduction in the number
of variables to be analysed in each section. To make this reduction possible, inferential statistics
methods, factor analysis, was used to blend the Indicators into Needs, Motives and Pleasures.
The subsequent paragraphs explain the use of the selected theories mentioned, while Section

3.5.2.3 introduces the procedures adopted to run the factor analysis.
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NEEDS

In an attempt to clarify the understanding of consumer expectations in relation to

fashion clothing products, Maslow’s Human Needs theory was used as a method of analysis.

The factor analysis was used with the intention of reducing the quantity of variables in
use and to consider an interpretation of human needs. The starting point was the 38 Indicators
for Fashion and Clothing Consumption that were classified and combined to relate to the five
original Maslow’s needs: Physiological, Safety, Social, Esteem and Self-Actualisation (Table
3.10).

Table 3.10 — The Dependent Variables (Maslow’s Needs)

MASLOW'S NEEDS

Physiological Safety Social Esteem Self-Actualisation

Following the clearer results for the Needs, cross tabs were run with the consumer
variables in order to find out the significant relationships. The analyses were first carried out

with each national database and afterwards compared with the three national consumer groups.

MOTIVES

The second theory tested using quantitative analysis was Fliigel’s motivation for
clothing which is based on the explanation of three general motives for the development of

garments within human society: Protection, Decoration and Modesty.

Again, factor analysis was used with the intention of reducing the quantity of variables
in use and to consider an interpretation of the motivation to be dressed. The starting point was
the 38 Indicators for Fashion and Clothing Consumption that were classified and combined to

form Fliigel’s three original Motives: Protection, Decoration and Modesty (Table 3.11).

Table 3.11 — The Dependent Variables (Fliigel’s Motives)

FLUGEL'S MOTIVES

Protection Decoration Modesty
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Using the same sequence of procedures adopted for the Needs, after the blending of the
Indicators into the Motives, the analyses was carried out with the Independent variables in order

to find expressive relationships.

PLEASURES

The theory of Four Pleasures (Tiger, 1992; Jordan, 2000) considers not only the
utilitarian needs but also the hedonistic benefits. The first step of this stage was to map the

Indicators for Fashion and Clothing Consumption in colligation with the Four Pleasures
theory.

As presented before (Chapter 2) Tiger’s work is comprised of the Physio, Socio, Psycho
and Ideo pleasures (Table 3.12). It is important to stress that the concept in this research, as

opposed to Jordan’s work, was to form the Pleasures, based not on specific products, but with a

consideration of the consumer’s Indicators for Fashion and Clothing Consumption.

Table 3.12 — The Dependent Variables (Tiger/Jordan’s Pleasures)

JORDAN'S PLEASURES

Physio Socio Psycho Ideo

The analyses took place individually for each national consumer database, followed by
a comparative analysis of the consumers by nationality. The attempt to test out theories already

known in the field of science was valuable and complex in procedure.

The next sections present the inferential statistical methods adopted by this research
with the correspondent constraints, as well as the statistical tests applied with the independent

and dependent variables.

3:9.2,3 Inferential Statistical Methods

Considering the necessity of the reduction of variables and the adequation of the
Indicators for Fashion and Clothing Consumption into the selected theories, factor analysis was
chosen as the appropriate method to reduce them. The method adopted was the Varimax

Orthogonal Rotation (Hair et al., 1998) and the better solution is obtained by iteration where just

one factor is expected to remain.
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The Barlett Test of Sphericity was adopted to verify the hypothesis that the correlation
matrix was the identity matrix. The lower the level of significance, the better it is for the data
analysis. In other words, if the population correlation matrix is an identity matrix each variable
correlates perfectly with itself (r = 1) but has no correlation with the other variables r=0)

(Johnson and Wichern, 2002).

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is an index used to
examine the appropriateness of factor analysis. The KMO test was used to test sample adequacy

where high values (between 0.5 and 1.0) indicate that the factor analysis is appropriate.

Cronbach’s alpha test was used to ensure the reliability of the reductions and quality of
the results. According to Churchill (1979), a Cronbach’s alpha between 0.50 and 0.60 is

adequate.

All the dependent variables (the Indicators for Fashion and Clothing Consumption)
were generated by Likert scales. Even after the reduction of dependent variables, using factor
analysis, the new generated variables (factors) were still ordinal. Some adjustment was

necessary to allow comparison within the same group.

Moreover, the tests to check significant relationships vary according to the nature of the

variables. The next section details the procedures adopted for this stage of the research.

3.5.2.4 Cross Tab Relationship Procedures

All dependent variables used in this research (Indicators, Needs, Motives and
Pleasures) were presented as ordinals, as the adapted Likert scale was used to classify consumer

opinions.

When both independent and dependent variables were ordinal ones, the Gamma
coefficient was calculated. When independent variables were nominal ones, the Mann-Whitney
test and the Kruskal-Wallis test were used, depending on the number of categories the variable
had. The Mann-Whitney test was used to cross ordinal dependent with independent nominal
variables with two categories. The Kruskal-Wallis test was used when the nominal variable had

more than two categories (Table 3.13). For all statistical analysis the significance of any

correlation considered was P<=0.05.
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Table 3.13 — Statistical Tests Adopted by the Nature of the Variables

INDEPENDENT VARIABLES
Religion Age
Name of the Variable Gender Ethnicity Education
Body Shape Income
Height
Weight
Body Mass

Nature of the Variable ~ Nominal with two categories ~ Nominal over two categories  Ordinal

Statistics Used Mann-Whitney test Kruskal-Wallis test Gamma coefficient

As a consequence of the quantitative analyses, where some of the questions of this
research were not yet answered, a later stage of analysis was established: the quali-quantitative
methods. The blending of the methods was adopted in order to get the best resources from each
of the approaches, assisting the research in getting closer to a realistic mode of investigation. In

practice, both methods are used to establish insights for decision-making processes.

The next section presents the scope of the quali-quantitative method chosen to be

applied in this research: the Means-End Chain Model.

3.5.3 Quali-quantitative Analysis for Consumers

The use of the Means-End Chain Model, a marketing management tool to assist
professionals with the understanding of consumer behaviour, was composed of two distinct
stages and linked with two distinct methods of analysis: the hierarchical map, and a comparative
study of the Indicators for Fashion and Clothing Consumption from the point of view of

consumers from the three countries.

While the hierarchical map construction is mainly a qualitative method, the comparison

within consumers’ preferences involves quantitative analysis.

The hierarchical cognitive map built, uses the content of the consumers answers to
investigate the order of priority and prevalence of elements related to products. Within this
research, the elements studied were the Indicators for Fashion and Clothing Consumption that
were classified into Artributes, Consequences and Values (ACV), according to Gutman’s work

(1982).

The second stage of the Means-End Chain analysis was comprised of the reduction of
the Indicators within the three dimensions of the model. To make this possible, the same

procedures adopted to Needs, Motives and Pleasures were used with statistical factor analysis.
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As a subsequent phase, the ACV dimensions (Attributes, Consequences and Values)
were crossed with the consumer variables in an attempt to find out significant relationships. The
same procedures conducted with the previous analyses of this nature were adopted at this stage

of the research.

Before moving to the next section, where the methods used with the designer and
company analyses are detailed, Figure 3.3 shows a summary of the research methods and
theories used to analyse the data from the consumer samples. The compilation of this set of
analyses was an appropriate exercise for the development of a new model to enhance the

fashion industry activities.

Qualitative analysis
1
Content analysis

[

Emotional Design
Favourite Clothing

5 Meanséénd Chaf“ 2

v
MODEL
Figure 3.3 — Research Methods for Consumers

The construction of the model was based on the methods already used in the previous
stages of the research, with an extensive comparative analysis with the nationalities and

stakeholders.
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In order to aid full understanding the proposed model construction, the methods of
analysis carried out with the designers and companies databases needs to be detailed. The
following two sections present respectively, the methods adopted to investigate the designer and

company influence within the product development processes in the fashion clothing industry.

3.6 ANALYSIS OF DESIGNER DATA

This section explains the way in which the analysis of the designers’ data was
conducted. The qualitative and quantitative data gathered from the interviews were treated and
transferred to databases in order to facilitate the investigation. Later a quali-quantitative method

was used to give support to the modelling phase of the proposal. The procedures are detailed

below.

3.6.1 Qualitative Analysis for Designers

In the designer interviews, the first section was dedicated to open questions related to
their practices and skills; this information was treated as qualitative data. At this stage of the

analysis the designers were analysed without regard to their nationality.

Content analysis took place regarding the practices and skills of the interviewee. The
analysis was based, mainly, on their starting point for developing a collection. At the same time,
this information was compared with the one they gave for their consumer profile. Moreover, it

was observed how designers use consumer research.

A second subject of analysis was related to what the interviewees considered to be their
skills and strengths, and the areas they felt needed further development. Furthermore, the

designers’ comments were analysed in relation to their awareness of competition.

Considering that the investigation carried out using qualitative methods with the
designers was not enough to assist the elaboration of a model to fulfil one of the aims of this
research, additional methods of analysis were used. The next section presents the quantitative

methods adopted, followed by the section where the quali-quantitative methods used within the

design sample is detailed.
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3.6.2 Quantitative Data for Designers

The designers’ quantitative data analysis was carried out with the use of data collected
using a semantic differential scale. According to Churchill (1999), the original semantic
differential scale consists of a great many bipolar adjectives employed to investigate people’s
reactions to the objects of interest. This method was chosen to generate a score of the
dimensions most used by the designers in relation to their practices and attitudes towards

product development.

The analysis relates to their practices, considering a focus on Arfistic, Product and
Brand led. The data was treated individually and as a mean of the category. Afterwards, activity
was analysed by nationality, suggesting distinct attitudes among designers’ practices depending
on their country. The results should provide insights for the construction of an interface between

designers, consumers and companies.

3.6.3 Quali-quantitative Analysis for Designers

Basically, the designers’ quantitative data analysis was descriptively related to the
Indicators for Fashion and Clothing Consumption they considered to be of greater importance
for their consumers. The approach considered what designers believe their consumers are most

looking for.

Firstly the data was collected using a Likert-type scale that measured the degree of
importance that designers, based on the expectation of their consumers, gave to the Indicators

Jfor Fashion Clothing Consumption.

The Indicators for Fashion and Clothing Consumption, from the point of view of the
designers from the three countries, were classified and analysed. A blend with quantitative

analysis supported the stakeholders’ comparison.

Lately, the ACV Means-End Chain Model (Gutman, 1982), comprising of Attributes,
Consequences and Values, was used for the analysis. At this stage, the comparison within

nationalities of the designers took place as a parameter of analysis.

The different outcomes from the distinct methods of analysis within the designer survey
gave support to the design of a model that should be suitable for adoption as a strategic tool for

product development.

In order to clarify the methods and approaches, Figure 3.4 below, illustrates the

procedures followed with the designer databases.
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Qualitative analysis
|

Content Analysis

Starting point
Practices
Skills

Means-End Chain

Figure 3.4 — Research Methods for Designers

Noting that the model also requires analyses derived from the company survey, next
section presents the methods carried out to generate these outcomes. Firstly the qualitative
methods are explained, followed by the quantitative analysis. The last subsection details the

quali-quantitative procedures adopted for use with the companies’ databases.

3.7 ANALYSIS OF COMPANY DATA

The interviews held with the managers generated raw data comprising of two different

types: comments from open questions and quantitative data related to the measurement of the

companies’ practices and preferences. Hence, the selected variables needed classification,

reclassification and adjustment before the analysis began.
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This investigation with companies, as a consequence, adopted three methods of
analysis: qualitative analysis, quantitative analysis and quali-quantitative analysis. Considering
that each of these methods requires specific data treatments, the following subsections present

the detailed explanation of the procedures.

3.7.1 Qualitative Analysis for Companies

The first part of the interview was investigated with the support of content analysis. The
qualitative data was analysed in relation to the way companies treated and attracted new

consumers.

The qualitative data was analysed, firstly, in relation to the way companies manage their
distinctive competencies. Questions related to their superior strengths and areas of improvement

were asked and analysed.

The second parameter in analysis was the profiles of the companies’ consumers. The
comments were put into context, although at this stage the nationalities of the companies were

not compared with each other.

Finally, the distinctive competences were compared by nationality, generating

meaningful outcomes in relation to the companies’ profiles.

Following the planned framework of analysis, the quantitative data took place within
the companies’ samples. The next section presents the details of the method adopted for analysis

and discussion.

3.7.2 Quantitative Analysis for Companies

The quantitative analysis carried out with the company survey had a similar framework
to that adopted for the design survey. The semantic differential scale was used to collect

managers’ attitudes in relation to bipolar concepts.

Managers were asked about 13 bipolar concepts analysed into three distinct foci:
Market, Strategy and Value. The data is treated individually and as a group, where means and

tendencies were discussed.

At this stage of the analysis, firstly the companies were analysed without nationality as
a parameter, and later a comparative analysis by nationality took place giving key insights into

the way the companies should be considered within the proposed model.
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As a complementary analysis, a quali-quantitative investigation was carried out using
the Indicators for Fashion and Clothing Consumption. The next section presents the detailed

procedures adopted.

3.7.3 Quali-quantitative Analysis for Companies

This section presents the quali-quantitative analyses of the Indicators for Fashion and
Clothing Consumption carried out, firstly comparing the companies by nationality and later

using the Means-End Chain model to compare companies and consumers.

As the companies were asked to mark on a five point Likert scale, the degree of
importance they gave to their products, an analysis using the means was carried out. The
Indicators for Fashion and Clothing Consumption were, consequently, classified according to
the ACV Means-End Chain model (Attributes, Consequences and Values), making the

comparison between the managers from British, Brazilian and Chinese companies precise.

The outcomes from the distinct methods of analysis carried out with the companies
were considered as a set of indicators for the developing model, Figure 3.5 below presents the

methods used to analyse company data.

Qualitative analysis
[
Content analysis
[
Practices

Targets
Distinctive Competencies

Figure 3.5 — Research Methods for Companies
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One of the main objectives of this research is that data from the consumer, designer and
company surveys were brought together. The outcomes from the three stakeholders were hence

compared and blended, promoting the construction of an interface model (Figure 3.6).

Figure 3.6 — The Interface of Methods and Surveys

The procedures carried out to build the model were all an extension of the methods
already explained in this chapter. The decision to use each tool, test or analysis was based on the
nature of the data and the outcome expected.

The next chapter presents the data analysis, comparisons, procedures and discussion,
then the following chapter will introduce the construction of the model as well as detailed the

contribution to the knowledge offered by this research.
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However, before moving to the following chapters, some consideration about the design
of this research is discussed. This information relates to data treatment, translation, software,

and ethics, and is presented in the next section.

3.8 SPECIAL TREATMENT

Considering the design of this research, some special procedures needed to be put in

place for the process of translation and interpretation.

For the Brazilian investigation the questionnaires were translated into Portuguese by the
researcher and supplied in Portuguese to consumers, designers and managers. The data gathered
were all typed into Word, Excel or SPSS databases conserving the original language. For an

analysis of the data a translation into English was made.

The process with the Chinese research was more complex as the researcher was unable
to communicate in Mandarin or Cantonese. The questionnaire supplied to consumers was
translated into Mandarin to reach the Chinese subjects. As some of the questions were displayed
in a multiple-choice way, a previously numbered codification enabled the researcher to
introduce the data into the SPSS database without the translation support, except when the
consumer provided a further observation or answered using the Other item option. In relation to
the open questions, all answers were translated into English and inserted into Word and Excel

databases where appropriate.

In the early stages of the research a Chinese analysis was not planned; the original
project included a comparison between only UK and Brazilian markets. During the process of
upgrading from MPhil to PhD research, suggestions were received from the examining board
regarding the Far-East in addition to conferences and seminars attended by the researcher,

which also highlighted the increasing importance of the Far-East consumer market.

A recognition of the influence of China in global exchanges within fashion and textile
chains, coupled with an interest in the cultural differences in behaviour and business
management, stimulated some reshaping of the research process. In order to offer a more global

outcome by including a Chinese investigation, the design of the research was adjusted to take

into account the time limitations.
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3.9 EVALUATION

Data collection is always a complex and sometimes a difficult procedure. Although all
the stages from the questionnaire design, survey calculation and reliability and validity of the
data and process were carried out, some difficulties appeared due to the dynamic nature of

society and other external factors.

As a principle adopted by this research, all consumers over 15 years old from UK,
Brazil and China were potential interviewees. This assumption made the gathering and
comparison of the relevant data much more complex. Although diversity was expected, the
characteristics of different national education systems, social classification and units of
measurement meant much more work than had been predicted. This was especially true when
dealing with body size as the units of measurements depended not only on nationality but also
on the age group of the respondent (Imperial System, International Standard System and

Chinese System).

Another point which is useful to stress is the fact that the consumers were not measured.
All the information was supplied by them and considered as true. Although ‘body scan’
equipment is already available in some research centres and companies, the limitations in using
these sources are still numerous. It would be necessary to transport the samples to the laboratory
or offer a mobile laboratory to get the body data. In addition, the software normally considers
the body measurement as a static activity, although the dynamic anthropometric could be an

appropriate way to gather data for clothing application.

As some scientific methods of gathering anthropometric data are in current
development and the classification system is under discussion, the measurements of consumers

were based on standard commercial sizes available in local markets.

3.10 COMPUTER PROGRAMS USED

The use of software can help the storage, analysis and presentation of data with the
research process. Three key software packages were used as supportive tools during this

research.

Word processing was used to register all stages of the research: questionnaire
frameworks and qualitative data collection and analysis.

Excel software was used to classify qualitative data into different categories and to

generate quantitative simple statistic procedures and graphics. In the early stage of the research

Excel was used to generate a Literature Review database, replaced by Reference Manager

software in the later stages.
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SPSS was exhaustively applied in inferential and complex statistical procedures and

graphics within the quantitative section of the research.

3.11 ETHICAL ISSUES

This research considered the Code of Practice of the institution'® in relation to ethical

subjects, especially towards data gathered from primary sources.

The anonymity of all respondents was ensured in the introduction of each questionnaire.
Due to the personal nature of the data obtained, the commitment to its use for academic

purposes only was clearly stated.

As no financial return was given to any respondent, it was established with designers
and companies that they will receive the final version of this work as soon as possible. It was
agreed with designers and companies that they could be quoted in the acknowledgement section
on the prelude to this thesis, although in the analysis section all the information given has not

been source recognised in order to preserve confidentiality.

It is important to declare that there were no potential risks to participants of this
research, and all proper measures to obtain consent from the interviewees were undertaken

before the start of data collection.

3.12 SUMMARY

Briefly, the research methods adopted by this research are a complex mixture of
qualitative and quantitative analysis. The data gathered came from three different targets within
the fashion industry: consumers, designers and companies, and the information on each group
received distinct data treatment. The data were gathered by using questionnaires with consumers

and interviews with designers and companies.

In addition, the data collection took place in three different markets: UK, Brazil and
China, using translation and interpretation when necessary. Treatment of the data collected was

necessary to ensure the validity and reliability of the research.

The questionnaire for consumers incorporated two sections: the first one considered
consumer thoughts about clothing and fashion (Indicators for consumption), and the second one
personal information such as their social (Gender, Ethnicity, Religion, Education, Age and

Income) and physical (garment size, Height and Weight) profiles.

mllnitially was Kent Institute of Art & Design, after a merger with the Surrey Institute of Art & Design on
r August 2005 the current institution is University College for the Creative Arts.
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The 31 Indicators for Fashion and Clothing Consumption found in the qualitative
research guided the construction of the statements. Some qualitative data arose from the UK-
2004 database and as a result further seven indicators were added to the Brazilian and Chinese
questionnaires. This decision to extend the number of indicators was made to adapt the analysis,

originally made from a national perspective (Rocha, 1999), into one with a global perspective.

It was decided to use a value scale with four options to classify consumers’ answers
(Totally Agree, Partially Agree, Partially Disagree, Totally Disagree) when measuring the
Indicators for Fashion and Clothing Consumption. A database framework was created using

SPSS software.

Interviews with the designers and companies were divided into two blocks: open
questions about their practices and their tools, skills and strategies, followed by a semantic
differential scale measuring the focus; Artistic, Brand and Product for designers and Market,
Strategy and Value for companies. Later, the Indicators for Fashion and Clothing Consumption
were presented to designers and managers in order to map the degree of importance they think

their consumers gave to their products.

Database frameworks were created using SPSS software that incorporated two different
sections: the original data collected from consumers, designers and managers and varies in-built
elements based on the previously discussed theories. Qualitative, quantitative and quali-
quantitative analyses were used to construct the outcomes of the research. These outcomes are

presented in the next chapter, accompanied by discussion about potential further research.
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CHAPTER 4 — DATA ANALYSIS AND DISCUSSION

This chapter presents and discusses the primary and secondary data collected as part of
the research. The first section of this chapter (4.1) introduces a descriptive analysis of the data
obtained from the consumer survey, the second section (4.2) gives a descriptive analysis of the
data gathered from the designer survey and the third section (4.3) a similar analysis from the
company survey. The qualitative data analysis is presented and discussed in section (4.4) where
consumer data is introduced; section (4.5) discusses designer data and section 4.6 discusses
company data. The quantitative analysis of the data, in particular the inferential statistical
findings are shown in section 4.7 for consumers, section 4.8 for designers and section 4.9 for
companies. The last sections of the chapter relate to quali-quantitative methods used to
investigate the data gathered; consumers are discussed in (4.10), designers in (4.11) and
companies in (4.12). Finally, the chapter conclusion in section (4.13) briefly summarizes the

highlights of the findings in a comparative format.

4.1 DISCUSSION OF CONSUMER SURVEY FINDINGS

This section is comprised of four subsections that relate to the different national targets
this research investigates: British consumers (4.1.1); Brazilian consumers (4.1.2); Chinese
consumers (4.1.3) and Consumer comparison (4.1.4). The descriptive statistics presented are,

where possible, compared with the population of the target nations.

The consumer surveys were conducted in the UK, Brazil and China, asking
interviewees about the degree of importance they attribute to fashion clothing products. The
British sample (Csmr-UK-2004) took place in May and June 2004 and comprised of 264
consumers from London and the Southeast of England, 320 questionnaires were completed
essentially in the Northeast of Brazil (Csmr-BR-2004) during August and September 2004, and
227 Chinese consumers (Csmr-CN-2004) took part in this research during November and
December 2004.

Several descriptive statistics, due to space constraints, are shown by valid percentage

only. Three distinct types of social variables were addressed and analysed: socio-cultural

variables — Gender, Ethnicity and Religion; socio-economic variables — Age, Income and

Education; and socio-physical variables — Height, Weight, Body Mass and Body Shape.
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Socio-Cultural Variables

GENDER: Gender is an important indicator of change within the fashion market,
primarily due to the emerging interest in fashion by male consumers. Culturally, during the last
three centuries, fashion has been a subject where there has been a greater emphasis upon the
needs of women. Some researchers (Breward, 1999; Bakewell et al., 2006) have indicated that
in the 21* Century fashion has increased in importance for men. Gender is also an important
consideration as it could indicate new market opportunities in womenswear or menswear, and

fashion products designed by Gender do have different requirements.

ETHNICITY: This variable can help to understand consumer subgroups based on their
origin and racial identity. Ethnicity focuses more upon the connection to a perceived shared past
and culture. Due to the pluralism of modern societies, two discreet movements can be seen:

acculturation and segregation'®.

RELIGION: Although the power of Religion is fading away in modern, Western
societies and to some extent has been desacralised, religious symbology still has links with
some dress codes. In many Eastern societies, religion is still at the heart of everyday life,

although in China its role has been restricted by political factors.

Socio-Economic Variables

AGE: Age groups have been used as consumer variables, consumers appear not to make
choices according to their Age, instead appearing to buy fashion products according to their

lifestyles.

EDUCATION: The degree of literacy and level of Education can distinguish
consumers, especially within a global society where language and cultural skills become crucial

to understanding messages.
INCOME: Economic classes can usually indicate which products are bought according

to wealth, Jncome and purchasing power. The credit card seems to have promoted a significant

change in ability for consumers to both borrow and manage their money.

aviours endorsed by another culture.
ifferent races, classes, or ethnic groups, as in
Iy as a form of discrimination (Solomon,

* Acculturation is the process of learning the beliefs and beh

Segregation is the policy or practice of separating people ofd

?CQhools, housing, and public or commercial facilities, especia
98).
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Socio-Physical Variables

HEIGHT: Height is a key parameter in calculating the Body Mass Index (BMI), it is
also a good variable to study due to the prevalence of the tall model, which is currently

considered as fashionable.

WEIGHT: Many consumers have an everyday concern with their Weight, this variable
is crucial for the Body Mass Index construction. In a fashion world concerned with a very slim
silhouette, the Weight variable is useful for gaining insights in to self-esteem issues with regards

to being under or over weight.

BODY MASS: The Body Mass Index is the ratio between the Weight and the square of
the Height of individuals. The Body Mass Index has a range of 5 points, established by the
World Health Organization: Underweight (below 18.5); Normal (between 18.5 and 24.9);
Overweight (between 25.0 to 29.9); Pre-Obese (between 30.0 to 39.9) and Obese (above 40).
Although Body Mass should be considered an important consumer variable for fashion
designers, as the sensory nature of clothing is crucial to the way humans relate to fabrics and

comfort, these classifications adopted are more related to health than to visual aesthetics.

BODY SHAPE: The variety of consumer body profiles is substantial, some efforts have
been made to find a classification to describe physical differences between consumers. The
adopted standard for this research was Body Shapes identified by Rasband (2002) due to the
feasibility of calculation without complex measurements. The four distinct biotypes for women
are ‘A’; “V’; ‘O’ and ‘X’ and the three biotypes for men are ‘A’, “V’ and ‘O’.

The next section presents the data results for the British survey, followed by the
sections that present the Brazilian and Chinese data results. Analysis was based on the
independent social variables, classified in: Socio-Cultural Variables — Gender, Ethnicity and
Religion; Socio-Economic Variables — Age, Income and Education; and Socio-Physical

Variables — Height, Weight, Body Mass and Body Shape.

4.1.1 British Consumers

A survey was conducted with 264 consumers in the UK in 2004. All the data shown has
been organised into ranges to maintain at least 10% of frequency in each category. This
principle was, on occasion, not followed due to the low frequency of a given category. The

consumer survey in the UK had the following profile:
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Socio-Cultural Variables:

GENDER: The British sample was composed of 264 consumers, 64% of them women
and 36% men (Table 4.1). According to UK National Statistics (2003) the population of the
country has a more equal balance between genders than the results shown in the survey (Figure
4.1). Although the data used does not correspond in precise proportion to reality, the treatment

of the data, allied with the choice of statistical testing and software used, prevents biased results.

Table 4.1 — Gender Frequency Distribution within the British Consumer Survey

Csmr-UK-2004
Gender Frequency  Valid Percent

Valid Female 169 64.0
Male 95 36.0
Total 264 100.0

100%
90% -+
80%;t+——
70% -
80—

StV =

i e Ewomen
0%

20% | Emen
10% +
0% -

UK National Statistics, Csmr-UK-2004
2003 Survey

Figure 4.1 — Comparison of Gender Frequencies between the British Population and the Csmr-
UK-2004 Survey "

ETHNICITY: The majority of consumers declared themselves as White (77.6%) and

22.3% of the survey were from other ethnic origins (1.2% African, 0.4% Bangladeshi, 0.8%

Caribbean, 7.6% Chinese, 1.2% Indian, 1.2% Pakistani, 6.2% Other Asian and 3.8% others) as
seen in Table 4.2. In relation to the data from the UK National Statistics (2003), the sample

gathered for this research has a higher proportion of non-whites.

14
* UK National Statistics 2003 data available divided Gender ranges by over 16 years old and not over

Years old as the target of this research.
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Table 4.2 — Ethnicity Frequency Distribution within the British Consumer Survey

Csmr-UK-2004

Ethnicity Frequency  Valid Percent

Valid  African 3 1.2
Bangladeshi 1 4
Caribbean 2 8
Chinese 20 76
Indian 3 12
Pakistani 3 1.2
White 202 776
Other Asian 16 6.2
Other 10 38
Total 260 100.0

Missing Not Answered 4

Total 264

100% -
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@ Other
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]

UK National Statistics, 2001 Csmr-UK-2004 Survey

Figure 4.2 — Comparison of Ethnicity Frequencies between the British Population and the
Csmr-UK-2004 Survey

RELIGION: 32.2% of consumers declared themselves as Christian Protestants,
followed by 14.5% of Other Christian followers (9% Orthodox and 5.5% Roman Catholic) and
9.0% of consumers were from Other Religions (2.0% Buddhist, 0.8% Hindu, 0.8% Jewish,
2.7% Muslim, 0.4% Sikh and 2.3% others), as seen in Table 4.3, below. In addition, 44.2% of
the respondents declared No Religion, showing a greater difference in proportional frequency

between the Census data and the sample related to No Religion consumers (Figure 4.3).
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Table 4.3 — Religion Frequency Distribution within the British Consumer Survey

Csmr-UK-2004

Religion Frequency  Valid Percent

Valid Buddhist 5 2.0
Christian Orthodox 23 9.0
Christian Protestant 82 322
Christian Roman Catholic 14 5.5
Hindu 2 8
Jewish 2 8
Muslim if 27
Sikh 1 4
No religion 113 442
Other 6 24
Total 255 100.0

Missing  Not Answered 9

Total 264

80
| 716
70 4 e Ll e LR
- 1 8 ¥ S F i S @ Christian R
50 ;. - M Christian ProtestantJ
4 ‘ 0 Other Christian [
¥ # [ Other Religion
B H No Religion
| EINot stated ?
20 + S
10 J"
0 +—

UK National Statistics, 2001 Csmr-UK-2004 Survey

Figure 4.3 — Comparison of Religion Frequencies between the British Population and the Csmr-
UK-2004 Survey

Socio-Economical Variables:

AGE: The age ranges inside the sample, as shown in Table 4.4, were 22.0% 15-19 year
old consumers, 28.0% of 20-24 year olds, 13.6% of 25-29 year olds, 11.4% in the 30-39 range,
11.4% between 40-49 years old and 13.7% of 50 year olds and over (8.7% between 50-59.and
4.9% 60 and over). The Census data shows the British population as being aldér/mn profile ting

the statistics gathered (Figure 4.4).
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Table 4.4 — Age Frequency Distribution within the British Consumer Survey

Csmr-UK-2004
Age Range Frequency  Valid Percent
Valid 15-19 Years old 58 22.0
20-24 Years old 74 28.0
25-29 Years old 36 13.7
30-34 Years old 1 42
35-39 Years old 19 12
40-44 Years old 18 6.8
45-49 Years old 12 45
50-54 Years old 15 o:f
55-59 Years old 8 3.0
60-64 Years old 3 1.1
65 Years old or more 10 3.8
Total 264 100.0
B UK National Statistics, 2003 H Csmr-UK-2004 Survey
o 28
25 {22
20 —
15 1-
10 4 ¥
15-19 2024 2529 30-39 4049 50&
0-4 515 1644 4564 6574 75& over

over

Figure 4.4 — Comparison of Age Frequencies between the British Population and the Csmr-UK-
2004 Survey”

EDUCATION: The education range (Table 4.5) of the survey comprised of: 5.9% of
consumers left school without any exams or had GCSEs (Grade D-E); 20.5% of consumers
fitted within the 1-4GCSEs (Grade A-C) to NVQ Level2 or Intermediate GNVQ; 28.4% were
from 2+ A Levels to High National Diploma; 27.6% of interviewees had a First Degree and
17.7% of the survey had a Postgraduate Qualification. The sample presented a level of
education higher than the Census data, especially in relation to the post-graduate level, as shown

in Figure 4.5 below.

d not over 14
* UK National Statistics 2003 data available divided Age ranges by over 16 years old and no

years old as the target of this research.
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Table 4.5 — Education Frequency Distribution within the British Consumer Survey

Csmr-UK-2004
Education Frequency  Valid Percent
Valid  Left School without Taking any Exams 10 3.9
GCSEs (Grade D - E) 5 20
1-4 GCSEs (Grade A- C) 10 39
5 or more GCSEs (Grade A - C) 30 11.8
5 or more O Levels or Grade 1 CSEs/School Certificate 10 39
NVQ Level 2, Intermediate GNVQ 2 8
2+ A Levels, 4+ AS Levels, Higher School Certificate 49 194
NVQ Level 3, OND, Advanced GNVQ 1 43
NVQ Level 4-5, HNC, HND 12 47
First Degree (e.g. BA, BSc) 70 27.6
Postgraduate Qualification (e.g. MA, PhD, PGCE) 45 17.7
Total 254 100.0
Missing Not Answered 10
Total 264
B UK National Statistics, 2003 AR R
iy 724.1 : 30.00 &89 2747
25.00 17.72
20.00 T T
15.00
10.00
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No
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Figure 4.5 — Comparison of Education Frequencies between the British Population and the

Csmr-UK-2004 Survey”’

INCOME: The survey showed: 13.7% of consumers having an annual income of up to

£4,999; 16.4% receiving between £5,000 to £14,999; 24.3% having a household income from
£15,000 to £24,999; 11.9% receiving £25,000 to £34,999; 13.7% having an income from
£35,000 to £44,999 and 19.9% of the consumers receiving a household income from £45,000 or

more (Table 4.6).

*' UK National Statistics 2003 data available for Males aged 16 to 64 and Females aged 16 to 59.
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Table 4.6 — Income Frequency Distribution within the British Consumer Survey

Csmr-UK-2004

Income

Frequency Valid Percent

Valid Up to £5,000 (£96 per week)
£5,000-£9,999 (£96-£192 per week)

£10,000-£14,999
£15,000-£19,999
£20,000-£24,999
£25,000-£29,999
£30,000-£34,999
£35,000-£39,999
£40,000-£44,999
£45,000-£49,999
£50,000-£59,999
£60,000 or more
Total

Missing  Not Answered

Total

3
21
16
24
31
13
14
17
14
8
"
26
226
38
264

13.7

9.3
7.1

10.6
13.7

5.8
6.2
75
6.2
3.5
49

1.5
100.0

The sample for this research presented very diverse distribution in relation to the

Census data, especially with the less affluent people; this possibly may have been due to

students considering their individual income rather than that of their household (Figure 4.6).

cumulative %

120 -

40

20

o

4,500 9,500 14,500 19,500

Figure 4.6 — Comparison of Income Frequencies between t

24,500 29,500
GBP (£)

UK-2004 Survey

34,500

39,500

UK Income

—

44,500

~4#=K National Statistics - 2004
—e—Csmr-UK-2004 Survey

49,500

he British Population and the Csmr-

149



Chapter 4 - DATA ANALYSIS AND DISCUSSION

Socio-Physical Variables:

HEIGHT: The heights were put into feet and inches (Imperial units) and split by gender
(Table 4.7). 22.45% of the female consumers had a height of up to 5° 2” (approx. 1.57m):
13.8% were between 5° 27 to 5° 4” (approx. 1.63m); 20.3% of the respondents were between 5’
4” and 5° 6” (approx. 1.68m); 22.4% were between 5’ 6” and 5° 8” (approx. 1.73m); 10.5% of
female consumers were between 5° 8” and 5° 10” (approx. 1.78m); and 10.6% of the women
were taller than 57 10”. In relation to the male sample, 19.4% of them declared a height of up to
5’ 87, 12.5% were between 5° 8” and 5° 10”; the men between 5’ 10” and 6ft (approx. 1.83m)

represented 33% of the sample and 35.1% of the male respondents were 6ft or taller.

Table 4.7 — Height Frequency Distribution within the British Consumer Survey by Gender

Csmr-UK-2004 Gender
Height Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid upto 5’ 2" 34 224 2 23
52"to5'4" 21 13.8 3 34
54"t056" 31 20.3 2 23
56"to 5 8" 34 224 10 114
58"-510" 16 10.5 1" 125
510" - 6ft 13 8.6 29 33.0
6ft or more 3 20 31 35.1
Total 152 100.0 88 100.0

Missing Not Answered 17 7

Total 169 95

The work of Pheasant and Haslegrave (2006) presents an estimated table of the British
population by gender. The comparison of this estimation with the data found in the British
sample is shown in Figure 4.7 below. The graph comparison shows that, in general, the survey
is comprised of female consumers taller than the estimated population, although this tended to

be the opposite with regard to male consumers.
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Figure 4.7 — Comparison of Height Frequencies between the British Population and the Csmr-
UK-2004 Survey by Gender

WEIGHT: The weight of interviewees was requested in stones and pounds and
classified by gender as shown in Table 4.8. Female consumers whose weight is up to 8 stone
(approx. 51kg) represent 26% of the sample; respondents between 8 and 9 stone (approx. 57kg)
are 23.6%; 26.8% of the sample are between 9 and 10 stone (approx. 63.5kg); 11.4% between
10 and 11 stone (approx. 70kg) and 12.2% of females presented a weight of 11 stone or more.
The male sample presented 12.4% of consumers between 8 stone and 10 stone; 16% in between
10 stone and 11 stone; the respondents between 11 and 12 stone (approx. 76kg) are 34.6%; 21%
of the men were between 12 and 13 stone (approx. 82.5kg) and finally, 16% of the male sample
presented weight of 13 stone or more. Proportionally, fewer female consumers stated their

weight than males, this fact suggests a female taboo issue involving their measurements and

fitness.
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Table 4.8 — Weight Frequency Distribution within the British Consumer Survey by Gender

Csmr-UK-2004 Gender
Weight Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid Up to 8st 32 26.0 - -
8st to st 29 23.6 2 25
9st to 10st 33 26.8 8 9.9
10st to 11st 14 114 13 16.0
11st to 12st 8 6.5 28 34.6
12st to 13st 1 8 17 21.0
13st or more 6 49 13 16.0
Total 123 100.0 81 100.0

Missing Not Answered 46 14

Total 169 95

The comparison between the Pheasant and Haslegrave (2006) estimation and the survey

is presented by gender, in Figure 4.8 below; this shows the females as being less corpulent than

the estimated population, the same tendency occuring with the heavier consumer.
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Figure 4.8 — Comparison of Weight Frequencies between the British Population and the Csmr-
UK-2004 Survey by Gender
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BODY MASS INDEX: Based on the height and weight of consumers, Body Mass
Index was calculated. Even though the formula is the same for both genders, the data is
presented separately (Table 4.9). In the female sample, 13.9% of female consumers were
classified as Underweight; 72.1% had Normal Weight and 13.9% were within the Overweight
category (9.0); Obese (4.2%) and Very Obese (0.8%). The male survey showed only 2.5% of
the respondents were Underweight; 66.2% had a Normal Weight and 22.5% were in the

Overweight range; 8.8% were Obese (including just one respondent as being Very Obese).

Table 4.9 — Body Mass Frequency Distribution within the British Consumers Survey by Gender

Csmr-UK-2004 Gender

Frequency Valid Percent Frequency  Valid Percent

Valid Underweight 17 13.9 2 2.5
Normal Weight 88 721 53 66.2
Overweight 1 9.0 18 225
Obese 5 4.2 8.8
Very Obese 1 8 0 0.0
Total 122 100.0 80 100.0

Missing Not Answered 47 15

Total 169 95

BODY SHAPE: Based on the commercial sizes of the consumers, their body shapes
were calculated (Table 4.10). For female consumers, 16.5% have an ‘A’ shape, 7.9% a ‘V’
shape, 4.9% an ‘O’ shape and the vast majority (70.7%) have an ‘X’ shape. For male
consumers, the survey show 5.7% of consumers with an ‘A’ shape, 30.7% with a “V’ shape and

63.6% with an ‘O’ body shape.

Table 4.10 — Body Shape Frequency Distribution within the British Consumer Survey by Gender

Csmr-UK-2004 Gender
Body Shape Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid A Line 27 16.5 5 5.7
V Line 13 79 27 30.7
O Line 8 49 56 63.6
X Line 116 70.7 N/A N/A
Total 164 100.0 88 100.0

Missing  Not Answered 5 7

Total 169 95
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The data shown and analysed in the previous sections related to the British survey and
its comparison with the population, based on Census, estimation or third party work. The next
section presents the data analysis for the Brazilian survey and its comparison with the

population.

4.1.2 Brazilian Consumers

The profile of the survey carried out in Brazil is described below. When data was

available comparisons were made with the real population.

Socio-Cultural Variables:

GENDER: The Brazilian survey was composed of 320 consumers, 69.3% of them
women and 30.7% men (Table 4.11). If a comparison is made with the Brazilian official
census’, it can be noted in F igure 4.9 that the sample does not follow the same frequency
distribution as in the country. One of the reliability procedures adopted in this research was to
have at least 10% frequency in each category of the variable, the final results should then reflect
reality. More over, women consume more fashion items than men; this difference would not

seem to interfere in the analysis proposed.

Table 4.11 — Gender Frequency Distribution within the Brazilian Consumer Survey

—

Csmr-BR-2004

Gender Frequency Valid Percent

Valid Female 219 69.3
Male 97 30.7
Total 316 100.0

Missing  Not Answered 4

Total 320

-
—_—

* Brazilian official census: Censo Brasil 2000 by IBGE — Instituto Brasileiro de Geografia e Estatistica
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Figure 4.9 — Comparison of Gender Frequencies between the Brazilian Population and the Csmr-
BR-2004 Survey

ETHNICITY: 44.5% of consumers declared themselves as predominantly
European/White; 42.3% of the respondents considered themselves Native/Mixed: 10.6% of the
survey declared themselves as African/Black and 2.6% were from other ethnic origins (1%
Arabic, 1.6% Asian) as shown in Table 4.12. Although the results of the survey are not the same
as in the official government data, it can be seen in Figure 4.10 that the proportions are very

similar.

Table 4.12 — Ethnicity Frequency Distribution within the Brazilian Consumer Survey

Csmr-BR-2004

Ethnicity Frequency Valid Percent

Valid African 5 1.6
Arabic 3 1.0
Native American Indian 9 2.9
European 31 10.0
Mixed 122 39.4
Asian 2 6
White 107 34.5
Black 28 9.0
Other 3 1.0
Total 310 100.0

Missing  Not Answered 10

Total 320

e ———ee—
—_— e ———mm
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Figure 4.10 — Comparison of Ethnicity Frequencies between the Brazilian Population and the
Csmr-BR-2004 Survey

RELIGION: 57.8% of consumers declared themselves Christian Roman Catholic;

followed by 14.0% who considered themselves as Spiritualism followers, 13.7% of the survey

stated that they were Christian Protestant, 11.1% had No Religion and 3.4% of consumers were
from Other Religion (0.3% Buddhist, 0.3% Jewish, 0.3% Muslim, 0.6% African Religions and

1.9% Other Religions) as shown in Table 4.13. In comparison with the Census, the sample had

more Spiritualism followers and fewer Christian Catholic consumers (Figure 4.11).

Table 4.13 — Religion Frequency Distribution within the Brazilian Consumer Survey

Csmr-BR-2004

Religion Frequency  Valid Percent

Valid Buddhist 1 3
Christian Roman Catholic 181 57.8
Christian Protestant 43 137
Spiritualism 44 14.0
Jewish 1 3
Muslim 1 3
Afro-Religion (Candomblé, Umbanda) 2 6
No Religion 35 i
Other Religion 6 1.9
Total 314 100.0

Missing  Not Answered 6

Total 320
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Figure 4.11 — Comparison of Religion Frequencies between the Brazilian Population and the Csmr-BR-

2004 Survey

Socio-economic variables:

AGE: The age range of the survey showed 10.1% were 15-19 year old consumers,

19.6% were 20-24 year olds, 13.2% were 25-29 year olds, 22.7% were in the 30-39 range,
23.0% between 40-49 and 11.4% were 50 year olds and over (Table 4.14). The age group with

the highest discrepancy between the Census data and the survey were the mature adults (40-49

years-old), as showed in Figure 4.12.

Table 4.14 — Age Frequency Distribution within the Brazilian Consumer Survey

Csmr-BR-2004
_Age Range Frequency  Valid Percent
Valid 15-19 years old 32 10.1
20-24 years old 62 19.6
25-29 years old 42 13.2
30-39 years old 72 22.7
40-49 years old 73 23.0
50 years old or more 36 114
Total 317 100.0
Missing Not Answered 3
Total 320

-— —
——

—
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Figure 4.12 — Comparison of Age Frequencies between the Brazilian Population and the Csmr-
BR-2004 Survey

EDUCATION: The education range of the sample, showed in Table 4.15, comprised of
13.4% of consumers who left school without exams (Fundamental School)®: 21.9% of
consumers fitted within the High School level; 26.3% had a First Degree not completed; 21.9%
had a First Degree, and 16.5% of the survey declared that they had a Postgraduate Qualification
(7.0% with a Specialisation, 7.9% with a Master degree and 1.6% with a PhD degree). It is
important to highlight that categories with less than 10% were combined together to ensure
reliable statistical analysis. A critical difference within education can be seen between the

survey and the national statistics (Figure 4.13).

Table 4.15 — Education Frequency Distribution within the Brazilian Consumer Survey

Csmr-BR-2004

Education Frequency  Valid Percent

Valid Educated 5 16
Left School without Taking any Exams 7 2.2
School Qualification 10 33
Left High School without Taking Any Exams 20 6.3
High School Qualification 69 21.9
Left College without Taking Some Exams 83 26.3
First Degree (e.g. BA, BSc) 69 219
Postgraduate Qualification (e.g. Specialisation) 22 7.0
Master Degree 25 79
PhD degree 5 1.6
Total 315 100.0

Missing Not Answered 5

Total 320

2 Bl .
 This includes all groups with little or no school education as well as those educated to elementary
school level.
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Figure 4.13 — Comparison of Education Frequencies between the Brazilian Population and the
Csmr-BR-2004 Survey

INCOME: The economic class of consumers was categorised by monthly income in
Brazilian currency (R$ - Reais) and compared with the ABEP (Brazilian Association of
Research Companies) criteria (Table 4.16). The survey showed 7.8% of consumers were E class
(family income mean of approx. £50/month); 13.1% were classified as D class (family income
mean of approx. £110/month); 17.3% were classified as C class (family income mean of approx.
£240/month); B2 class (family income mean of approx. £435/month) represented 17.9%; 12.5%
of the survey was within B1 class (family income mean of approx. £730/month); 18.6% of the
consumers family income mean was of approx. £1220/month (A2 class) and 12.8% of the

survey were classified as A1 (family income of approx. £2050/month).

Figure 4.14 shows the comparison between the ABEP criteria (Classificagdo Economica

Brasil) estimation for the Brazilian population and the data gathered within the sample.
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Table 4.16 — Income Frequency Distribution within the Brazilian Consumer Survey

Csmr-BR-2004
Economic Class Frequency  Valid Percent
Valid E 2 7.8
D 41 131
C 54 17.3
B2 56 17.9
B1 39 125
A2 58 18.6
At 40 12.8
Total 312 100.0
Missing  Not Answered 8
Total 320
| Classificacao Economica Brasil B Csmr-BR-2004 Survey
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Figure 4.14 — Comparison of Income Frequencies between the Brazilian Population and the
Csmr-BR-2004 Survey

Socio-Physical Variables:

HEIGHT: The heights were noted in International Standard units (metres) and later
converted into feet and inches (Imperial units). The classification also considered gender (Table
4.17). In the female survey, 24.3% of the consumers have a height of up to 5° 27 (approx.
1.57m); 23.4% were classified between 5° 27 and 5° 47 (approx. 1.63m); 26.2% of the
respondents are between 5° 4” and 5° 67 (approx. 1.68m); 17.7% of the women have a height
measured between 5° 67 and 5° 8” (approx. 1.73m) and 8.4% of the female respondents are
taller than 5° 8”. In the male survey, 4.2% of the men have a height of up to 5° 47; 17% of male

consumers have a height between 5 4” and 5° 67; 19.2% presented height between 5’ 6 and 5

160



Chapter 4 - DATA ANALYSIS AND DISCUSSION

g”, 5ft 8” and 57 10” (approx. 1.78m) represented 24.51%; and the men of 5° 10” or more

represented 35.1% of the male survey.

Table 4.17 — Height Frequency Distribution within the Brazilian Consumer Survey by Gender

Csmr-BR-2004 Cendor
Height Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid Upto 52" 52 24.3 2 21
52"to5' 4" 50 234 2 2.1
54"t0o5 6" 56 26.2 16 17.0
56"to5 8" 38 17T 18 19.2
5'8"to 5 10" 12 5.6 23 245
510" or more 6 2.8 33 35.1
Total 214 100.0 94 100.0

Missing Not Answered 5 3

Total 219 97

A comparison between the estimated heights of the male population in Brazil (Pheasant
and Haslegrave, 2006) and the sample data gathered can be seen in Figure 4.15. Unfortunately,
no data was found in relation to female population. The male survey presents consumers as

being taller than the estimated population.
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Figure 4.15 — Comparison of Height Frequencies between the Brazilian Population and the
Csmr-BR-2004 Survey by Gender
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WEIGHT: The weight of interviewees was recorded in kilos and later converted to
stones and split by gender (Table 4.18). Female consumers whose weight was up to 8 stone
(approx. 51kg) represent 14.4% of the survey; 24.9% of respondents were between 8 and 9
stone (approx. 57kg); 24.4% were between 9 and 10 stone (approx. 63.5kg); 16.7% were
between 10 and 11 stone (approx. 70kg); 10.5% of respondents were between 11 and 12 stone
(approx. 76kg) and 8.9% of the women declared their weight as 12 stone or more. The male
survey showed, 16.3% are up to 10 stone, 15.3% declared themselves to weigh between 10 and
11 stone; 23.9% of men were between 11 and 12 stone; 22.8% from 12 to 13 stone (approx.

82.5kg) and finally, 21.7% of the male survey presented a weight of 13 stone or more.

Table 4.18 — Weight Frequency Distribution within the Brazilian Consumer Survey by Gender

Csmr-BR-2004 Gender
Weight Female Male
Frequency  Valid Percent Frequency  Valid Percent

Valid Up to 8 st 30 14.4 1 1.1
8 st-9st 52 249 - 43
9 st - 10st 51 24.4 10 10.9
10st - 11 st 35 16.7 14 15.3
11 st- 12 st 22 10.5 22 239
12 st- 13 st 8 3.8 21 22.8
13 st or more 11 5.3 20 21.7
Total 209 100.0 92 100.0

Missing  Not Answered 10 5

Total 219 97

Pheasant and Haslegrave (2006) presented an estimation of the male population weight
in Brazil, which is compared with the data gathered by the survey in Figure 4.16. The figures of
the estimated population are lower than in the survey carried out. No data relating to the weight

of the female population in Brazil was found.
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Figure 4.16 — Comparison of Weight Frequencies between the Brazilian Population and the
Csmr-BR-2004 Survey by Gender

BODY MASS INDEX: Based on the height and weight of consumers, the Body Mass
Index was calculated and classified by gender (Table 4.19). 10.1% of the female consumers
were classified as Underweight; 61.8 % of the survey have a Normal Weight; 21.3% of the
female respondents are in the Overweight range and 6.8% are within the Obese and Very Obese
classification. Within the male sample, 6.5% of the respondents are in the Underweight
classification; 50% presented Normal Weight; 33.7% of the men are Overweight and 9.8% are

in the Obese category (including a very obese individual).

Table 4.19 — Body Mass F requency Distribution within the Brazilian Consumer Survey by Gender

Csmr-BR-2004 "
Body Mass Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid Underweight 21 10.1 6 6.5
Normal Weight 128 61.8 46 50.0
Overweight 44 213 31 337
Obese 13 6.3 9 9.8
Very Obese 1 5 0 0
Total 207 100.0 92 100.0

Missing Not Answered - 12

Total 219

5
97
—_———
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BODY SHAPE: Based on the commercial sizing of consumers, their body shapes were
calculated by gender (Table 4.20). For female consumers, 19.5% have an ‘A’ shape, 11.2% a
«y* shape, 19.1% an ‘O’ shape and 50.2% have an “X* shape. For male consumers, the sample
showed 20.9% of consumers with an ‘A’ shape, 29.1% with a ‘V’ shape and 50% with an ‘O’
body shape.

Table 4.20 — Body Shape Frequency Distribution within the Brazilian Consumer Survey by Gender

Csmr-BR-2004 Gendes
Body Shape Female Male
Frequency  Valid Percent Frequency  Valid Percent

Valid A Line 42 19.5 18 20.9
V Line 24 1.2 25 29.1
O Line 4 19.1 43 50.0
X Line 108 50.2 N/A N/A
Total 215 100.0 86 100.0

Missing Not Answered 4 1

Total 219 97

No data was found in relation to the body shape of Brazilian population, although some

anthropometric data is available.

This section presented the data gathered in the Brazilian survey, and showed when
possible, a comparison of the survey with the population of Brazil. This analysis can help with
further planned research. The next section presents the characterisation of the Chinese survey

and its correspondence with the Chinese population.

4.1.3 Chinese Consumers

The profile of the survey carried out with Chinese consumers is described below. Some

comparisons with population data were also made when this data was available.

Socio-Cultural Variables:

GENDER: The Chinese survey consists of 227 consumers, 63.4% of them women and
36.6% men (Table 4.21). If a comparison is made with the official Census, it can be noted that
the survey does not follow the same proportionate gender distribution for this country (Figure
4.17). Despite this difference, the statistical tests being used can accommodate the distinct

preferences between the genders.
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Table 4.21 — Gender Frequency Distribution within the Chinese Consumer Survey

Csmr-CN-2004

Gender Frequency  Valid Percent

Valid Female 142 63.4
Male 82 36.6
Total 224 100.0

Missing Not Answered 3

Total 227

120

100

80

40

20

China Statistical Yearbook 2005 Csmr-CN-2004 Survey

Figure 4.17 — Comparison of Gender Frequencies between Chinese Population and the Csmr-
CN-2004 Survey®*

ETHNICITY: The majority of consumers declared themselves as Han (98.7%) and only
1.3% of the survey considered themselves Manchu ethnicity (Table 4.22). No other ethnic
minorities were recorded in this survey. This result makes it impossible to categorise the ranges
of at least 10% of frequency, as desired. However, if compared with the real Census database in

Figure 4.18, the trend was not biased.

Table 4.22 — Ethnicity Frequency Distribution within the Chinese Consumer Survey

“Csmr-CN-2004

Ethnicity Frequency Valid Percent

Valid Han 221 98.7
Manchu 8 1.3
Total 224 100.0

Missing Not Answered 3

Total 227

|

% ; e
Population over 14 years old, China National Statistics
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Figure 4.18 — Comparison of Ethnicity Frequencies between the Chinese Population and the
Csmr-CN-2004 Survey

RELIGION: 10.5% of the survey declared themselves as Buddhists; followed by 23.5%
of Other Religions (3.4% of new Christians, 1.4% of Daoism followers and 18.7% of other

religions not specified) and 66.0% of the consumers declared themselves to have No Religion

(Table 4.23). It is a fact that religion in China is still not an ‘open issue’ and that the government

does not encourage any kind of belief. Until the present time, some faiths could only be

practised at home and no official statistics about the percentages of followers of religions could

be found in the Census.

Table 4.23 — Religion Frequency Distribution within the Chinese Consumer Survey

Csmr-CN-2004
Re@on

Frequency  Valid Percent

Valid Buddhist
New Catholic Christian
Daoism
No Religion
Other
Total
Missing  Not Answered
Total

22 10.5

7 34

3 14

138 66.0

39 18.7

209 100.0
18
227

——
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Socio-Economic Variables:

AGE: The age ranges in the survey were 20.4% of 15-24 year olds (1% aged 15-24 and
19.5% aged 20-24), 29.1% of 25-29 year olds, 25.9% in the 30-39 range (17.7% aged 30-34 and
8.2% aged 35-39), 12.3% between 40-49 and 12.3% 50 years old and over (4.1% aged 50-54;
5.9% aged 55-59 and 2.3% aged 60 or older) as shown in Table 4.24. Compared with the
official demographics, showed in Figure 4.19, the 25-29 range surpassed the real proportion.
This fact does not present any problem with further analysis, instead helps to clarify whether or

not young adults are the most interested in fashion trends.

Table 4.24— Age Frequency Distribution within the Chinese Consumer Survey

Csmr-CN-2004

Age Range Frequency Valid Percent

Valid 15-24 years old 45 20.4
25-29 years old 64 29.1
30-34 years old 39 17.7
35-39 years old 18 8.2
40-49 years old 27 12.3
50 years old or more 27 12.3
Total 220 100.0

Missing  Not Answered 7

Total 227

oSSR comonaos

3 15.24 25-29 30-34 35-39 4049 50
S years years years years years years
2 old old old old old old+

i,
#iog 3 T3
3§3iidag

Figure 4.19 — Comparison of Age Frequencies between the Chinese Populatio
Survey

n and the Csmr-CN-2004
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EDUCATION: The educational range of the survey comprised of 9.4% of consumers at
Middle/High School level; 43.8% of consumers had a Technical College level education, and
46.8% of the survey said they had a Graduate Degree (Table 4.25). Compared with official
demographics in Figure 4.20, the survey shows a large discrepancy, especially in the Graduate

Degree range. But the analysis is valuable and reliable due to the choice of statistical tests.

Table 4.25 — Education Frequency Distribution within the Chinese Consumer Survey

Csmr-CN-2004

Education Frequency  Valid Percent

Valid Middle/High school 21 9.4
Technical College 08 438
Graduate Degree 105 46.8
Total 224 100.0

Missing Not Answered 3

Total 227

Education Chinese population (estimated
2004) aged 15 or over Csmr-CN-2004
Source: Asian Demoaraphics Ltd.

43.8

45 -
40
35
30
25
20
15 4
10
5

2 s & 35 g P Middle/High ~ Technical Graduate
€ E a8 28 €2 g g school college level degree
e ‘0 o o . [=}

o B = 8 =0

A SE 55 (R

Figure 4.20 — Comparison of Education Frequencies between the Chinese Population and the
Csmr-CN-2004 Survey
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INCOME: In the survey, 10.2% of the consumers had a monthly income of
approximately £68 (up to 999 RMB); 35.0% received between £68 and £137 (1,000 to 1,999
RMB); the interviewees with income from £138 to £240 (2,000 to 3,499 RMB) represented
16.1% of the survey; 11.5% were within the £241 to £343 range (3,500 to 5,000 RMB); 7.8%
had an income from £344 to £549 (5,000 to 8,000 RMB); 6.5% of the consumers received £550
or more (8,000 RMB) and 12.9% of the consumers stated they had no income as shown in Table
4.26. In comparison with official data, the great difference is in the lower income categories,

this is probably due to a greater number of students taking part in the survey (Figure 4.21).

Table 4.26 — Income Frequency Distribution within the Chinese Consumer Survey

Csmr-CN-2004

Income Frequency  Valid Percent

Valid Up to 999 RMB 22 10.2
1000-2000 RMB 76 35.0
2000-3500 RMB 35 16.1
3500-5000 RMB 25 11.5
5000-8000 RMB 17 7.8
8000 RMB or more 14 6.5
No Income 28 12.9
Total 217 100.0

Missing Not Answered 10

Total 227

Chinese Monthly Household Income
Source: CSFB research (Garner, 2005) Csmr-CN-2004

1,000-2,000
RMB
2,000-4,000
RMB
4,000-8,000
RMB
8,000 RMB
or above
D.K./R.F.
up to 999 RMB
1000-2000 RMB
2000-3500 RMB
3500-5000 RMB
5000-8000 RMB
no income

8000 RMB or more

Figure 4.21 — Comparison of Income Frequencies between the Chinese Population and the
Csmr-CN-2004 Survey
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HEIGHT: The heights were requested in feet and inches (Imperial units) or metric units,

although some consumers answered using the old Chinese measurement units (Chi and Li). The

data was all converted in to Imperial units and classified by gender (Table 4.27). In the female

survey, 16.7% of the consumers have a height of up to 5° 2” (approx. 1.57m); 41.7% were

classified between 5° 2” and 5° 4” (approx. 1.63m); 36.3% of the respondents are between 5° 4”

and 5’ 6” (approx. 1.68m) and 5.3% of the women measure 5’ 6” or more. Within the men, 26%

of the male respondents are up to 5° 6”; 23.3% are between 5’ 6” to 5° 8” (approx. 1.73m); male

consumers with a height between 5° 8” and 5° 10” (approx. 1.78m) represented 24.7% and the

ones with a height of 5° 10” or more represented 26% of the survey.

Table 4.27 — Height Frequency Distribution within the Chinese Consumer Survey by Gender

Csmr-CN-2004 Gender
Height Female Male
Frequency  Valid Percent Frequency  Valid Percent

Valid Upto§'2" 22 16.7 0 0
52"to5' 4" 55 41.7 % 26
54"to5' 6" 48 36.3 18 234
56"to5' 8" 6 45 18 23.3
58"to 5 10" 8 19 24.7
5" 10" and more 0 0 20 26.0
Total 132 100.0 77 100.0

Missing Not Answered 10 9

Total 142 82

Comparing the survey data with the estimation presented by Pheasant and Haslegrave
(2006), it can be seen in Figure 4.22 that there is proximity of the data estimated and gathered

for both female and male consumers, although the survey presents a taller minimum height for

women.
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Figure 4.22 — Comparison of Height Frequencies between the Chinese Population and the Csmr-
CN-2004 Survey by Gender

WEIGHT: The weight of the interviewees was requested in stones and pounds or
kilograms, but some respondents answered using the Chinese traditional unit (Jin). All data was
converted to Imperial units and classified by gender (Table 4.28). Female consumers who
weighed up to 8 stone (approx. 51kg) represented 16.9% of the sample; respondents between 8
and 9 stone (approx. 57kg) represented 27.7%:; 26.9% of the survey were between 9 and 10
stone (approx. 63.5kg); 16.2% were between 10 and 11 stone (approx. 70kg); and 12.3% of the
survey weighed 11 stone or more. In the male survey, 6.4% of the consumers weighed up to 10
stone; 15.4% of the men were between 10 and 11 stone; the respondents between 11 and 12
stone (approx. 76kg) represented 38.5% and 39.7% of the male respondents were between 12
and 13 stone (approx. 82.5kg).
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Table 4.28 — Weight Frequency Distribution within the Chinese Consumer Survey by Gender

Csmr-CN-2004 Gender
Weight Female Male
Frequency  Valid Percent Frequency  Valid Percent

Valid Up to 8 st 22 16.9 0 0
8 st-9st 36 21.7 3 3.8
9 st - 10st 35 26.9 2 26
10st - 11 st 21 16.2 12 15.4
11 st-12 st 13 10.0 30 38.5
12 st or more 3 2.3 31 39.7
Total 130 100.0 78 100.0

Missing Not Answered 12 -

Total 142 82

A comparison between the data gathered by the survey and the Pheasant and Haslegrave

(2006) work is shown in Figure 4.23. The comparison within the curves shows that both female

and male consumers within the survey are more corpulent than the estimated population.

cumulative %

120 4

100

80 -

40 -

20 -

CN Weight
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- Csmr-CN-2004 Females

—d—CN Anthropometric Estimates Males

| ==@=Csmr-CN-2004 Males

35 40 45 50 55 60 65 70 75 80
weight (kg)

Figure 4.23 — Comparison of Weight Frequencies between the Chinese Population and the Csmr-
CN-2004 Survey by Gender
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BODY MASS INDEX: Based on the height and weight of consumers, the Body Mass
Index was calculated and categorised by gender (Table 4.29). In the female survey, 20% of the
consumers were classified as Underweight; 71.5% of the sample have a Normal Weight and
8.5% of the women are Overweight or Obese. Within the males, only 3.9% are Underweight;
68.8% of the consumers have Normal Weight and 27.3% are within the Overweight

classification.

Table 4.29 — Body Mass Frequency Distribution within the Chinese Consumer Survey by Gender

Csmr-CN-2004 Gender
Body Mass Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid Underweight 26 20.0 3 39
Normal Weight 93 715 53 68.8
Overweight 10 7.7 21 273
Obese 1 8 0 0
Total 130 100.0 77 100.0

Missing Not Answered 12 5

Total 142 82

Some studies indicate that the Body Mass Index parameters are appropriate for Western
populations only (Wildman et al., 2004). Some comparison between the data gathered by the
survey and the study conducted by Wang et al. (2006) are coincident in relation to the

prevalence of younger consumers within the lowest BMI levels.

BODY SHAPE: Based on the commercial sizing of the consumers, their body shapes
were calculated (Table 4.30). For female consumers, 22% have an ‘A’ shape, 5.1% a “V’ shape,
19.5% an ‘O’ shape and the majority (53.4%) have an ‘X’ shape. For male consumers, the
survey shows 23.4% of consumers with an ‘A’ shape, 26.6% with a *V* shape and 50% with an

‘O’ body shape.
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Table 4.30 — Body Shape Frequency Distribution within the Chinese Consumer Survey by Gender

Csmr-CN-2004 Sondor
Body Shape Female Male
Frequency Valid Percent Frequency  Valid Percent

Valid Aline 26 22.0 15 234
Vline 6 5.1 17 26.6
Oline 23 19.5 32 50.0
Xline 63 53.4 N/A N/A
Total 118 100.0 64 100.0

Missing Not Answered 24 18

Total 142 82

Although Body Shape has been studied often, no work could be found about the

Chinese population to compare with the data gathered by the survey.

The Chinese survey was fully characterised in this section aiming to support further
analysis. The next section will present some comparison between the surveys and populations of

United Kingdom, Brazil and China.

4.1.4 Consumer Comparison

Some distinctions between these three targets are highlighted in this section. Although
some of the categories cannot be compared directly because of culture, society and local

aesthetic preferences, some points can be raised.

Significant differences were encountered within the three targeted countries. In the
Ethnicity analysis, the UK was predominantly White; in China the vast majority were Han
descendents and in Brazil, although a considerable number of consumers declared themselves as
White, the proportion of mixed and Black ethnicity was significantly higher than in the other

two national surveys.
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Within the Religion category the British survey showed almost half of the consumers
declared themselves to be Christian with a significant percentage of No Religion respondents. In
the Brazilian survey the vast majority considered themselves to be Christians (more than 70%)
with a small percentage of Other Religions and No Religion respondents. In the Chinese survey
the vast majority declared that they have No Religion, with a significant percentage of Other

Religion followers and Buddhists.

Age distribution in these three countries is diverse with Brazil presenting the youngest
population in comparison with the UK and China (Figures 4.24; 4.25 and 4.26). However, in

contrast, with the surveys the Brazilian consumers presented proportionally the oldest mean age.

Figure 4.24 - British Population by Gender and Age (National Statistics, 2004)
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Figure 4.25 - Brazilian Population by Gender and Age (IBGE, Censo Demogréfico 2000)
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Figure 4.26 - Chinese Population by Gender and Age (Statistical Bureau, 2000)

In all three samples, the number of respondents with a first or a post-graduate degree is

far higher than in the official data on Education. This fact reveals a higher interest from

educated people in attempting to better understand their consumption.

When comparing Income, it is necessary to highlight the discrepancy between living
costs in these countries. The Economist launched the Big Mac index to help to equalise the cost

of a basket of goods and services, as can been seen in Figure 4.27.
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Big Macindex
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Figure 4.27 — The Big Mac Index (The Economist, Jan 12™ 2006)

: . . 5

An interesting way to make this comparison is by using the Purchasing Parity Power’
index released annually by the World Bank (Figure 4.28). In the UK survey the majority of
consumers came from a middle economic class; in the Brazil survey they came from a middle

economic class and in the China survey they were from the lower economic class.

t Purchasing Power Parity (PPP) expresses the notion that with a unit of purchasing p(l);ﬂi: '(eigr;]DO:tl:rn)t’ it
should be possible to buy the same amount of goods and services anywhere in the world. 1t 1s Impo
because of its ability to predict relative prices (Neary, 2004).
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Figure 4.28 - Countries by GDP (Purchasing Power Parity) in billions of US dollars for 2005 (World
Bank, 2005)

In relation to physical differences, the key issue is related to body volume; ethnic origin
has a considerable influence on both Height and Weight as well the proportion of the Body. The
Caucasian body is taller and curvier, the Asian body is shorter and straight and the South

American body is a mix of the two, from shorter and curvy to taller and straight.

It is important to highlight that in the data gathered within all the three countries, the
figures tended to be higher than the estimated population of each country. This finding suggests
a substantial increase of body measurement in the world, possibly due to eating habits, and
highlights urgency for further studies that focus on physical characteristics, its interaction with

products and the implications of the increase in body profiles for clothing design.

Life styling and aging phenomena also have considerable influence on the Body Mass
Index. With the British and Chinese surveys, comprising mainly of young consumers, the
incidence of Normal Weight was around 70%, whilst in the Brazilian survey, with older

consumers, the incidence of Normal Weight was less than 60%.

In addition to all the data described above, some consideration should be given to
emphasizing differences between the three-targeted countries, especially in relation to fashion

clothing consumption.

British consumers can be divided into two large and opposing groups: the ones who
love fashion, who love to show off and stand out-from-the-crowd and the ones who hate fashion
and normally buy clothing for functional use. Both groups have a custom of giving away clothes

often to charity shops, and/or acquiring second-hand garments.
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The Brazilians like sensual enhancing clothes and normally do not accept second hand
garments. Two reasons can explain this: people in Brazil with the religious syncretism of their
European, African and Native roots believe that clothes retain the energy of the user, guiding
not only the body but also the soul; and as Brazil is geographically located between the tropics,

sweating is natural and clothes become impregnated with the user’s smell.

Chinese consumers’ discovery of fashion is more recent. Everything that seems to be
Western appears trendy, but the vast majority of consumers still search for traditional and
comfortable items. Especially with younger consumers, the culture of enjoying imitation items

is prevalent, they compete to see who has the best copy at the cheapest price.

This section presented a brief comparison of the three targeted groups of consumers in
this research, not only in relation to their cultural differences, but also in relation to their

economic and physical distinctions.

Before entering the discussion of consumer behaviour in relation to fashion clothing
consumption based on the surveys which will be presented in Section 4.4 for qualitative analysis
and Section 4.8 for quantitative analysis, the next section presents a characterisation of the

designer data gathered, followed by the same description and discussion for company data.

42  DISCUSSION OF DESIGNER SURVEY FINDINGS

In order to provide a better understand of the stakeholders inside fashion clothing

product development, data was collected from designers and presented below.

Twenty fashion designers were interviewed in the United Kingdom, Brazil and China in
2005. All designers are active in the competitive fashion industry: mature or emergent, local or
global, Western or Eastern market. Quantitative and qualitative data collection methods were
undertaken to investigate their educational background, position, and skills, ability to envisage

improvements and target groups.

The main information about the characteristics of the survey, its context and practices

are shown in next section.

4.2.1 Designer Survey Profile

Detailed questions were asked about each designer’s profile. The majority of designers
from the three countries interviewed had between 8 to 15 years of experience. Table 4.31 shows
the surveyed designers® profiles, with the interviewees classified by their education. The vast

majority of designers within the survey have a formal fashion education.
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In the UK, as fashion is considered a creative industry, the large field of Arts and
Humanities containing fashion education and its influence makes the flow between areas more
flexible. The designers without degrees from an Arts and Humanities field tended to be
Brazilian, this is possibly due to the lack of tradition in fashion courses in Brazilian universities,
although in the last 15 years the number of universities offering fashion courses has grown from
| to 60. In China, due to severe competition within the market, professionals with a background

in a specific field, such as fashion, are the ones preferred by the fashion industry.

Table 4.31 - Designers’ Educational Background by Nationality

N=20 Educational Background
Fashion  Arts & Humanities ~ Other
Dsgn-UK-2005 4 2 0
Dsgn-BR-2005 6 0 3
Dsgn-CN-2005 5 0 0

Table 4.32 shows the years of experience the designers have within the industry. The
British designers in the survey have fewer years of practice compared with the Chinese, and the
Brazilians are the most experienced within the market. This finding does not seem to be a
tendency, but a result of a random sample. In fact, British fashion industry has more tradition in
relation to the other two countries. The Brazilian fashion industry is more recent, although its
clothing industry is experienced, this is possibly an indication that the clothing industry in
Brazil is attempting to develop its fashion industry. In China, the fashion industry changes fast,
the designers with at least some years of experience can lead a design team within a company;

the entrepreneurial designers appear to prefer to work in a big company first.

Table 4.32- Designers’ Years of Experience by Nationality

N=20 Years of Work in Fashion Industry
Upto3 From4to7 From 8 to 15 16 or more
Dsgn-UK-2005 3 2 1 0
Dsgn-BR-2005 2 2 3 2
Dsgn-CN-2005 0 2 3 0

Currently fashion companies focus upon more than one segment, and sometimes the
definitions for Street, Casual, Evening and Sportswear lack clarity (Moriconi and George-
Hoyau, 1998). Although this research aims to investigate fashion clothing product development
in the broader sense, it asked designers for the core segment that they focused on. As can be
seen in Table 4.33, the Casual wear market segment is the most popular one within the survey
followed by Street wear and Evening wear. Only one designer, from China, currently works in

the Sportswear segment.
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Table 4.33 - Designers’” Market Segment by Nationality

N=20 Target Market Segment
Street  Casual  Evening Sports
Dsgn-UK-2005 2 3 1 0
Dsgn-BR-2005 2 6 1 0
Dsgn-CN-2005 1 3 0 1

When positioning designers in terms of their market environment, it was noted that
Chinese interviewees tended to operate at local and national market levels while the majority of
British designers worked with in multinational (2 or 3 nations) or global markets (more than 3
nations within different continents) as shown in Table 4.34. This fact is possibly a consequence
of the UK integration within Europe and its interaction with North America as well as its
prestige with in the creative fashion industry. Brazilian designers’ operating environment shown

in this survey presented greater diversity.

Table 4.34 - Designers’ Environment by Nationality

N=20 Market Environment
Local National Multinational Global
Dsgn-UK-2005 1 0 3 2
Dsgn-BR-2005 2 3 1 3
Dsgn-CN-2005 1 4 0 0

Another way to profile and compare designers is based on the number of garments they
are able to put into the marketplace. Table 4.35 shows the scale of production for the companies
in which the designers work. The figures show that the majority of the designers work in small
and medium size companies. It is interesting to highlight that one designer from Brazil and two
from China do not know anything about their production volume. They declared that this is not
an issue for designers, they also said that the marketing department makes this kind of decision

without any intervention or participation from the design team.

Table 4.35 - Designers’ Size of Production by Nationality

N=20 Size of Production per Collection (in pieces)
Upto500  From 500 to 5,000  From 5,000 to 50,000 50,000 or more Not Known
Dsgn-UK-2005 4 2 0 0 0
Dsgn-BR-2005 1 4 1 2 1
DSHCN-2005 1 0 1 1 o

181



Chapter 4 - DATA ANALYSIS AND DISCUSSION

Another parameter for comparison is the average price for the best-selling garment in
their collections. Based on this kind of information, it is possible to map the economic power of
their consumers. All prices were converted to British Pounds in order to facilitate the analysis.
Table 4.36 shows that there was no mass-market designer interviewed in the UK, with the
majority of them selling garments over 100 pounds. The majority of Brazilian and Chinese
designers are positioned in the upper-middle market, with best-selling garments priced between

21 and 100 pounds.

Table 4.36 - Designers’ Average Price by Nationality

N=20 Average Price of a Piece of Clothing

Up to £20 From £21 to £100 £101 or more
Dsgn-UK-2005 0 2 4
Dsgn-BR-2005 2 6 1
Dsgn-CN-2005 1 3 1

The designers were also classified by their approach to design development.
Conceptual-led approaches mean that the designer’s individual ideas are at the core of the
development process of new products. Brand-led relates to a set of assertions of concept,
market, and consumer identity combined as the essence of product development. Commercial-
led is based on trends, sales and benchmarking, without a unique direction for the design
process. Table 4.37 shows that in Brazil and China there is a mixture of approaches, whereas in

the UK the approach is Conceptual-led.

Table 4.37 - Designers’ Nature of the Design Development by Nationality

N=20 Nature of the Design Development
Conceptual-led Brand-led Commercial-led
Dsgn-UK-2005 4 2 0
Dsgn-BR-2005 2 4 3
Dsgn-CN-2005 1 2 2

In order to be able to measure the degree of control that these designers have over the
decision-making process their positions with in the companies were noted. The majority of the
designers in all countries have some kind of participation in the profits or ownership of the

company (Table 4.38).
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Table 4.38 - Designers’ Position inside the Company by Nationality

N=20 Position inside the Company
Employee Partner (stockholder) Owner
Dsgn-UK-2005 0 1 5
Dsgn-BR-2005 1 2 6
Dsgn-CN-2005 & 1 2

This section shows some of the points gathered during the interviews with the
designers, and a comparison between characterisation and practices of the three countries was
developed. In the next sections, some particular data that seemed to be important to highlight

are presented separately by nationality.

4.2.2 British Designers

The interviews with designers in the UK showed a very interesting finding. None of the
interviewees have an English background. Even those born in the UK have non-English
heritage. The roots are very diverse, from Iceland, Canada and United States to India, South
Africa and China. The common point between them is a fashion educational background in the
UK; either a first degree or a Master of Arts. This is an important finding in the light of the fact
that British Fashion Education is well known throughout the world, with a position of
considerable leadership. The designers declared that London is a good region to set up their
business, due to its effervescence and press coverage, and the Southeast of England due to the

proximity of the London metropolis and continental Europe.

In summary, British designers in the survey have a formal educational background in
Arts and Humanities, are young in professional experience, have some ownership or decision-
making voice within the company they work for and practice a Conceptual-led approach in their

product development.

4.2.3 Brazilian Designers

The Brazilian designers come from at least two major different regions of Brazil: the
southeast region and the northeast region. The southeast is more developed, European
influenced and fashion concept-led, this consists of Sdo Paulo and Rio de Janeiro; where as the
northeast region, less developed, authentic blended Brazilian style and clothing, is production-

led, with the interviewees based in Recife and Caruaru.
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All southern Brazilian designers had a fashion education background, while the
northern ones are struggling to update their knowledge in this specific area. Fashion courses in
the southeast started 15 years ago and a fashion culture has sprung up as a consequence. In the
northeast, the initiatives are still timid but an emergent interest and investment in fashion
education can be noticed. Just one of the designers interviewed had studied abroad, in the

Netherlands.

In the survey, Brazilian designers was the most experienced professional group,
although they presented diversity in educational backgrounds, including Law and Management

as a first degree. Their practices are more Brand-led than the ones from the UK and China.

4.2.4 Chinese Designers

The interviews with designers in China were carried out in Guangzhou and Shanghai
cities. The southeast region of China, where Guangzhou is the major city, is characterised as the
production region with the greatest number of mainland clothing factories. On the other hand,
Shanghai is known as the ‘Chinese style, Chinese city’ because of its European influenced
history and its capacity in arts and culture issues. The surprising finding in this field research
was the fact that there is a flourishing generation of fashion designers, not entirely copying the
European style, but rescuing what is essential in Chinese traditional culture and launching a new

Chinese fashion concept harmonious with the 21 century.

None of the designers interviewed had studied abroad, although some of them have
already travelled to Europe and North America and often visit foreign exhibitions and do trends
research trips. In fact, it is important to stress that all designers have a fashion educational
background, but certainly the curriculum is far from the European style of teaching in a creative
field. In relation to their approach, the majority of Chinese designers’ practices are Brand-led or

Commercial-led.

4.2.5 Designer Comparison

The majority of the designers in the survey are focusing their development upon a small
group of younger, independent, affluent consumers. This choice seems to be a consequence of

their educational background. It is considered that to be dressed is a need for everybody and

diverse groups of consumers should be considered in academic tasks.
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The diversity of the designers’ backgrounds and practices inside the sample is really
worthy of note. In general, the British designers are more focused on conceptual items targeted
for niche markets, while Brazilian and Chinese designers work towards considering commercial
variables and bigger markets. These differences could be a reflection of the size of the
countries’ potential markets. The volume of production is another consequence of the size of the

market.

When analysing the educational background of the designers, although the British and
Chinese were all from Fashion or Arts and Humanities fields, it is possible to notice key
differences between emphases in their curriculum and subsequently in their practices such as

between creativity and rendering approaches.

A cultural difference noted during the interviews was that the British designers tried to
answer strictly what was asked, the Brazilian designers answered questions expecting
confirmation that they are doing well, and finally the Chinese designers often asked more about

what they should be doing to improve their abilities.

With these cultural differences in mind, it is important to consider a model for
designers’ practices that can at the same time consider local singularities and global
requirements by the targeted consumers. In this direction, it is most desirable that this research
can offer to designers a kind of ‘auto-check’ tool as an outcome. Revising the Literature Review
(Chapter 2), the Means-End Chain Model seems to have some sort of elements to guarantee this

relationship with the design briefing and can possibly fit the designers’ needs.

The first analysis of the design data survey was presented above. More analysis about
design practices and the considerations will be presented in the following sections, with

qualitative methods (Section 4.5) and quantitative methods (Section 4.8).

The following section will present the characterisation of the Company survey, firstly

presenting the findings in general, followed by specific findings by nationality.

43  DISCUSSION OF COMPANY SURVEY FINDINGS

s . . . . . . . -
This research includes consideration of the companies’ point of view, in order to

suggest improvements of the product development process within the fashion clothing industry.
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A survey of 20 fashion companies was carried out in the UK, Brazil and China based on
interviews. Six interviews were completed in the UK in June and July 2005, nine in Brazil
during July to September 2005 and five in China in November 2005. The researcher conducted
all of the interviews, with translation support for the Chinese survey. Fashion clothing
companies were invited to participate in the research based on their interest, diversity of their
work, and availability. It was seen as important to include well-known fashion companies,
brand-diffusion fashion companies and emerging fashion companies in each country survey.
Size, market strategy, strategic group and product value parameters were used to classify the

companies.

The following sections present the characterisation of the Company survey as well as

introducing some comparisons between the different nationalities.

4.3.1 Company Survey Profile

Due to the diversity of the fashion market, companies were classified by their market
segment. Casual-wear is the only segment that was represented in all countries in the survey

(Table 4.39) possibly due to its flexibility.

Table 4.39 - Companies’ Target Market Segment by Nationality

N=20 Target Market Segment
Street Casual  Evening  Sports Beach Under Work
Cmpn-UK-2005 2 1 1 1 0 1 0
Cmpn-BR-2005 0 5 1 1 1 0 1
Cmpn-CN-2005 1 2 0 0 0 0 2

The interviewees were asked about the size of their production and, surprisingly, three
of them did not know the answer (Table 4.40). One of the British managers did not know
because she was not responsible for this area, instead was involved in marketing/promotion. The
other was the Brazilian interviewee, who worked in product development, and did not have

access to production information due to company internal policy.

The figures relating to the volume of production are in ascending order, starting with
the British companies, then the Brazilians, and finally the Chinese, showing a direct relation to

the size of these nation’s markets.
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Table 4.40 - Companies’ Size Production by Nationality

N=20 Number of Pieces Produced per Season
Upto 500 From 501 From From From 5,000,001 Not
to 5,000 5,001 to 50,001to  500,001to  or more Known
50,000 500,000 5,000,000

Cmpn-UK-2005 1 2 0 0 1 0 2
Cmpn-BR-2005 0 1 3 3 1 0 1
Cmpn-CN-2005 1 0 1 2 0 1 0

Knowing the number of employees is helpful in mapping the companies, although there
is a global tendency within fashion clothing chains, especially in the last ten years, to outsource
production in order to, mainly, cut labour costs. Half of the companies in the survey had 11 to
100 people in their direct workforce (Table 4.41), these would be categorised as small and
medium enterprises (SMEs). The unexpected findings relates to the Chinese survey, which did
not include any company that had more than 500 employees. Normally Chinese industry is
directly related to big enterprises and huge labour work forces, although this profile fits better

with clothing production companies than fashion product developers.

Table 4.41 - Companies’ Number of Employees by Nationality

N=20 Number of Employees
Upto 10 From11t0100  From 101 to 500 501 or more
Cmpn-UK-2005 2 2 1 1
Cmpn-BR-2005 1 5 2 1
Cmpn-CN-2005 0 3 2 0

Information that can help further analysis relates to the longevity of the enterprises. The
age of companies was ascertained and classified in a way to help assess the maturity of the
decision-making process with in each firm. The majority of companies within the survey have at
least eight years of experience in the market, seen in Table 4.42. The most diverse survey is the
British example, which includes new companies and ones who have been in existence for nearly

two decades. Possibly as a reflection of the emergence of the market, the Chinese companies are

relatively the youngest.

Table 4.42 - Companies’ Age by Nationality

N=20 Years of Company Existence
Upto3 From4to7 81015 16 or more
Cmpn-UK-2005 2 0 1 g
Cmpn-BR-2005 1 1 4 0
Cmpn-CN-2005 1 1 3
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Fashion has a tradition of being popular with women and especially so in the late 20"
century, although there is evidence that the 21st century will see men rediscovering the interest
and enjoyment of looking ‘cool and trendy’. Men needed to give up their fashionable garments
during the Industrial Revolution (18-19" centuries) and later during the two world wars. When
women moved from the domestic space to compete with men for employment, they did not give
up attention to their femininity. The survey attempted to interview companies that dedicated
their production to only female consumers, only male consumers and some with both genders in

mind, as shown in Table 4.43 below.

This sort of data can help to map the wider vision of the companies and what they

envisage as changes in monitoring consumer behaviour, lifestyles and trends.

Table 4.43 - Companies’ Product Target by Nationality

N=20 Product Target
Feminine Masculine Unisex
Cmpn-UK-2005 3 2 1
Cmpn-BR-2005 4 1 4
Cmpn-CN-2005 4 0 1

The average price of the bestselling garment was concentrated between 21 to 100
pounds. British companies tend to have the highest prices, Brazilian companies have the lowest
average prices and the Chinese companies have the mid-range prices (Table 4.44). The Chinese
findings are, possibly, a consequence of the recent emergence of upper middle class in what was

officially a communist country.

Table 4.44 - Companies’ Average Price by Nationality

N=20 Average Price of a Piece of Clothing
Up to £20 From £21 to £100 £101 or more
Cmpn-UK-2005 0 3 3
Cmpn-BR-2005 3 5 1
Cmpn-CN-2005 1 3 1

When questioned about their production, the vast majority of the companies declared
that they have outsourced production or have a combination of internal and external production
(Table 4.45). No companies in China showed internal only production, which shows that the
tendency to outsource is true even in China, although some companies in the UK and Brazil still
have in house production. On the other hand, all companies in the survey had their samples
made internally, which guarantees the most precise product specification, processes and

ﬁnishing during the product development process.
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Table 4.45 - Companies’ Source of Production by Nationality

N=20 Source of Production Manufacturing
In House Outsourcing Hybrid
Cmpn-UK-2005 1 4 1
Cmpn-BR-2005 3 5 1
Cmpn-CN-2005 0 2 3

The target environment of the companies varies according to the country where the
company is based (Table 4.46). This information helps in mapping the awareness of the
companies in the survey in relation to local and foreign markets. The British survey is spread
over all categories, from local to global targets; the Brazilian survey did not show any company
with multinational targets and the Chinese survey presented companies that were active either

locally or globally.

Table 4.46 - Companies’ Environment Target by Nationality

N=20 Environment Target
Local National ~ Multinational ~ Global
Cmpn-UK-2005 1 1 3 1
Cmpn-BR-2005 3 4 0 2
Cmpn-CN-2005 4 0 0 1

In summary, the majority of the survey is composed of companies which target Casual
wear segments and have an average of ten years experience. The survey comprises mainly of

small and medium enterprises with price ranges of best selling pieces between 21 and 100 GBP.

The following sections present peculiarities identified within each country survey that
can help in the further analysis, these include cultural differences and distinct strategy

approaches.

4.3.2 British Companies

The UK fashion companies within the survey had a diverse profile: from small
companies run by designers to luxury names and international investors. Only one of them does
not have an exclusive retail space or a flagship store. During the field research, the interviewees
demonstrated interest in answering and cooperating with the research, especially when some
strategically delicate questions were posed. All the British companies can be classified as OBMs
(Original Brand Manufacturer) according to Gereffi’s theory (2002) of production systems,

apart from one which has never had any internal production.
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Although all companies claimed to be in good health, six months after the interview,

one of the companies had closed down their shop and put the brand on stand by.

4.3.3 Brazilian Companies

The survey carried out in Sdo Paulo, Rio de Janeiro and Recife showed a little of the
diversity of Brazilian fashion companies. All of the companies have a relatively well-known
brand name in their segment, varying from the local/regional market to international stockists
such as Galleries Laffayete in Paris. Three of the nine companies interviewed do not have an
exclusive retail space or a flagship store, and their penetration of the extensive Brazilian market
varies. Some of the brands launched their collections at Sdo Paulo or Rio Fashion Weeks (even
though they are not based in these cities), while there are others that do not have a collection in
the proper sense, designing pieces without concept planning or sales reports. Most of them are
currently changing their status from OEM (Original Equipment Manufacturer) to OBM
(Original Brand Manufacturer), according to Gereffi (2002).

The companies within the survey are in diverse states of maturity, but all confirmed
they are currently increasing their market share. As an emergent economy, Brazil has recently
increased the purchase power of its population, and fashion goods have become the ‘must have’

for a wide part of the market.

Some initiatives with private and government support have arisen in the last ten years,
and a strategic report recommended special focus on Beach and Fitness wear, allied with the
tropical weather, the natural beauty of Brazilians and the creativity of its designers. Considering
this trend, it is important to highlight that one of the companies interviewed works mainly in
these two segments, has a great penetration in the national wide market and also has some

foreign clients.

4.3.4 Chinese Companies

The field research in China revealed an interesting finding: the Chinese are curious to
learn everything that they can about the West. Several interviews were carried out not only with
the person in charge, but also with an audience of staff or co-workers. The diversity of market
strategies is something to be highlighted in Chinese companies. The OEM (Original Equipment
Manufacturer) production system, classified by Gereffi (2002), appeared often, with a company
supplying products to Wal-Mart (United States) and the Celio (France). Companies have shown,

however, a willingness to move to the OBM system (Original Brand Manufacturer) and are

investing in design.

190



Chapter 4 - DATA ANALYSIS AND DISCUSSION

Only one of the companies complained about the market and commented on its
decadence. From a luxury Shanghainese brand to one from Beijing focusing on corporate and
government white collar workers, all of them intending to increase their international market
share. The most interesting case is related to investment in IT, in order to allow the company
with the means to offer products from mass customised suits to perfect-made copies of a

branded garment.

As the Chinese economy is growing and a significant stake in businesses is owned by
the government, a segment in full expansion is the Work wear. Two of the companies
interviewed in China target professional and white collar consumers, men and women, not only
in corporate uniform, but also with the inclusion of Western fashion trends in suits and formal

clothing.

4.3.5 Company Comparison

The companies, within the three targeted countries demonstrated some relevant
differences. The most highlighted difference is related to the price of the garments. The prices
charged to their clients by British companies appear to be higher than those by Brazilian and
Chinese firms. This finding corroborates with the Big Mac Index and the Purchase Power Parity

showed in Section 4.1.4.

A second point to stress is the sales environment targeted by the companies. Brazilian
and Chinese companies focused more on internal markets, while the British targeted other
markets, especially continental Europe, Japan, North America and the Middle East. On the other
hand, a growing tendency was noticed within Brazilian and Chinese industries to attempt to
conquer foreign markets, although their internal market and consumption power can stimulate

increased volume of sales.

Although the vast majority of the interviewees demonstrated enjoyment in reflecting on
their practices, strategies and competitiveness, they avoided talking about numbers and profits.
As the fashion industry is one of the most competitive in the world, this behaviour is

understandable, as is restriction on information regarding product launches and future strategies.

The researcher had the feeling that the British managers tried to demonstrate that they
were very busy and could not spend much time on the interview. On the other han