
8 Appendix 

Ten themes across three categories wi 
for 2021. 

be critical for the fashion business 

Global economy Consumer shi f ts 

Living with the vim* 

CQVID-19 -as had an 
irrpaGl m :he lives- p.nri 
livelihoods of billions of 
people, disrupting inter­
national :rade, travel, 1 -e 
ecanoTiy, ann consunrer 

:v i: '•• •'••!•:! 
ongoing uncertainly, 
conn sanies need to 
enable flexibility anc 
Tbiiilcr u-ccision making 
and balance -speed 
against discipline in tha 
pursuit of Innovation, 

Fashion system 

Less, is more 

CO^lD-19 Mghlghted 
the: n o r c procure do 
ne1 necessarily yield 
more profit*. Fashion 
companies must 
reduce complexity 
while increasing 
full-price setl-through 
And rsttut* inv^nlMv 
levels by raking a 
demand-focused 
approach for both 
now products--and 
in-season 
replenishmen:. 

F T 
Diminished demand Digital sprint 

Demand Tor Fashion 
is unlikely |r> return to 
p'opandemic levels 
amid 'CEtraincd 
spending powe-, 
unemployment, and 
r sincj ircquali Ly. 
Companies need :o 
seize -es-aaed 
Opportunities and 
dtaubi* down or* oul-
perorning carego-
r es. value segments, 
HIII: • 

D giral adaption 
snared amid |he 
pandemic; with 
brards embracing 
livesTeaniig, virtual 
s..K:omer servoe, 
and social shopping, 
Fashion players 
riLs: opt miie the 
onliie experience 
and chinncl iriiji 
while persuasvely 
imegra^irg the 
humjn touch. 

Opportunistic 
investment 

Dying the pandem c 
the gap between 
Fashion's besl-
perrorrning companies 
and the rcstwidcrcd, 
With some players 
already bankrupt and 
othws propped up by 
government s^bsdies, 
companies will 
maneuver tc- take 
maTK*t share, artd 
grow their capab lilies, 

Fash.lot> players 
nooo to n Ligatc; 
Future supply-
chain disrup I ons, 
movincj away fnwi 
transactional 
supplier rolation-
sh ps In favor of 
;l.ji.f.n:i ii: ; 
thntbring graater 
agility and 
i:<0\i..d\:.\: lv 

S*eklrig justice 

As ccrsumers 
bemnre mare 
aware of the plight 
of vulnerable 
fashion workers 
and moment <n 
far change builds, 
compar es naac 
to cher more 
digr ty, sewlly, 
and | s> J O : t:i 
eTiplovees 
throughout the 
oj nbi ;;\:. f. nham 

E N 
rzn 

Deeper pertnership Retail RDI 

closures will cor*-
tinue to rise in the 
posl pandemic 
period wh4e a 
likely potential 
power shift from 
landlords 1o retsll-
t*i in most 
regions could 
compel lashion 
plan's to ^elhifik 
Llioir rt;1i|j JUft-
prints to improve 
store-level ROI. 

Travel Interrupted 

Travel retail vvi 
race oontir.jed 
disruption as inter-
nationaJ tou-is-n 
'ema ns suodued. 
Fasi-mn mmpames 
.vi I K X -J ki or-gagc 
oader wiln local 
customers and 
make strategic 
nvcstmcnls i" 
'Bcovering markers 
to unlock new reve­
nue opportunities, 

Work revolution 

Al i.i • ;i • 
Tiodcl lor wo rk is 
likely :a errerge as 
Fashion companies 
refine Ihdr blends 
of remote and 
on-p'orrisos work, 
nuest in resklllngi 
Latenland Instill a 
greater sense ot 
shared employee 
purpose and 
iii:li:-:|i ••• 

M c K i n s e y 
Si Company-

Figure 1: Ten themes for 2021 

Source: McKinsey & Company (2021) 
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Store Atmospherics Variables 

Table that categorizes the five atmospheric variables that impact shopping outcomes 

External 
Variables 

General Interior 
Variables 

Layout & Design 
Variables 

P O P & 
Decoration 
Variables 

Human 
Variables 

Exter ior s ignage 
F loor ing & 
carpet 

Space des ign & 
al locat ion 

Po in t of 
purchase 
displays 

Employee 
character ist ics 

Entrances Colour scheme P lacement of 
merchandise 

Signs & cards Employee 
uni forms 

Exter ior d isp lay 
w i n d o w s L ight ing Group ing of 

merchandise Wa l l decorat ions C rowd ing 

Heights of 
bui ld ing 

Mus ic W o r k stat ion 
p lacement 

Degrees & 
cert i f icates 

Cus tomer 
character ist ics 

Size of bui ld ing Scents P lacement of 
equ ipment P ictures Pr ivacy 

Colour of 
bui ld ing 

W i d t h of aisles P lacement of 
cash registers 

A r t w o r k 

Sur rounding 
stores 

Wa l l 
compos i t ion Wai t ing areas P roduct displays 

Laws & gardens Paint G> 
wal lpaper Wai t ing rooms Usage 

instruct ions 

Addres s & 
locat ion 

Ceil ing 
compos i t ion 

Depar tment 
locat ions Pr ice displays 

Archi tectural 
style Merc hand sc Traffic f l o w Technology 

Sur rounding 
area Racks & cases 

Park ing 
avai labi l i ty Wai t ing queues 

Congest ion & 
t raf f ic Furniture 

Exter ior wal ls Dead areas 

Figure 2: Table that categorises the five atmospheric variables that impact shopping 

outcomes 

Source: Press books (2021) 
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Questionnaire 

SECTION 1: DEMOGRAPHIC QUESTIONS 

1. What is your gender? 

• Male 

• Female 

• Prefer not to answer 

2. What is your current age? 

• Below 18 years 

• 18-24 years 

• 25-39 years 

• 40-54 years 

• Above 55 years 

3. What is your present employment status? 

• Unemployed 

• Part-time employment 

• Full-time employment 

• Other 

SECTION 2: CONSUMER BEHAVIOUR QUESTIONS 

4. Are you aware of the concepts of consumer behaviour and its impact on the normal 

consumer purchasing decisions? 

• Yes 

• No 

• Cannot be said 

5. What is the core factor that attracts you the most towards a brand? 

• Price 

• Quality 

• Perceived value 

• A l l of the above 

6. According to you, which methods suits you most while purchasing products? 

• Variety seeking buying behaviour (searching many products) 
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• Habitual buying behaviour (decision from previous experiences) 

• Limited decision making (time-bounded or cost bounded decisions) 

• Extended decision making (seeking for new options without any restrictions) 

7. What is the core benefit that you look for in the fashion industry? 

• Demand for personalisation 

• Demand for sustainability 

• Demand for quality 

• The demise of brand loyalty 

8. How celebrity endorsement affects your buying behaviour in the fashion industry? 

• Increases awareness 

• Increases familiarity 

• Increases trust 

• Improves decision making 

9. Which factor mostly affects your purchase decision in the fashion industry? 

• Perception 

• Status and roles 

• Culture 

• Social class 

10. How your experience can be improved in the fashion industry? 

• Offering unique offers on first purchasing 

• Personalised promotion 

• Streamline the buying process with real-time updates 

• Getting visitor's emails for further experience 
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