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INTRODUCTION

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

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

WHO IS THE BOOK FOR?

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



ABOUT THIS BOOK

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

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

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

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

STRUCTURE

Chapter 1

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

Chapter 2

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

Chapter 3

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

Chapter 4

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

Chapter 5

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

Chapter 6

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

Chapter 7

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

Chapter 8

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

Chapter 9

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

Chapter 10

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

Chapter 11

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

Chapter 12

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