8 Appendix

Ten themes across three categories will be critical for the fashion business

for 2021.

Global economy
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Livireg with the virus

COVID-19 has had an

irpact on fhe lives and
livelihoods of bilbans of
paople, disrupting inter-
netionel trade, travel, the
ECONMTY, And CONSUmsr

behavior, To rmanage
ongoing uncertainty,
companies nesd to
enalbde flexibdlity andg
faster decision making
and balance speed

ggainst disciplineg in the

pursuit of iInnewation,

Fashion system

Less is mare

COVID-19 highbghted
that more products do
not necessarily yiekd
mare profits. Fashion
COMDANIas musl
raduce complexity
while increasing
full-price sell-through
and reduce inveniony
lewals by taking a
demand-focused
approach for bath
naw products and
in-season
replenishrent.

McKinsey
& Company

Diminished demand

Demand for fashion
is urdikely o return to
prepandemic levals
amid restrained
spending power,
unemployment, amd
resing inegqualily,
Companies need to
seize reshapead
opportunities and
doubrle: dowen aneaul-
performing catego-
ries, value segments,
and terrifoles,

Opportunistic
investment

During the pandemse,
the gap between
fashion's best-
perfarming campanies
and the rest widened,
‘With some players
already bankupt and
athers proaped up by
gowarnment swbsidies,
companies will
manewver fo take
market share and
grov thair capabdities.

Figure 1: Ten themes for 2021

Source: McKinsey & Company (2021)

Consumer shifts
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[rigital sprint

Dagital adoption
soared amid the
pardem, with
brand=s embracing
livestreaming, virtual
CUsTOMer Service,
ard social shopping,
Fashion players
musi optimize the
anling experience
and channel mix
while persuasialy
intagrating the
hiurnan fouch,
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Deper partnership

Faghion players
nead to mitigate
future supply-
cingin disruplions,
mMEving away from
transactional
supplicr relation-
sheps In favor of
deaper parinerships
that bring greater
Eqility and
accouritabl bty

Seaking justios

As CONSUMEers
becoms maore
aware of the plight
of vulnerable
fashion workers
and mormenium
for change builds,
Companies nead
to offer more
digmaty, security,
and juestice ko
employess
throughout the
global valws chain,

Retail RO

Permanant si0me
closures will cone
tinue to rizse in the
poslpandemic
penod whids a
Bkaly potential
power shift from
landloeds to retall-
@i in mosk
regicns could
compel fashion
players to rethink
their retail foct-
prints to improve
store-level RO

Travel interrupted

Travel retail will
face contimued
digruphion a5 mler-
national tourism
remains subdusd.
Fashion companies
will nesd o engage
oatter with local
customers and
make sirateqgic
rvestments in
recovering markets
to unlock new reve-
nE opporiumnities,

Work revolution

A endurmg new
model tor work is
likely to emerge as
fashion compani=ss
refine thedr blends
of remote and
on-premises work,
rivest in reskiling
Lahant, and instill &
greater sensa of
shared employes
AURD0SS and

Dl anging,



Store Atmospherics Variables

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

outcomes

Source: Press books (2021)



Questionnaire

SECTION 1: DEMOGRAPHIC QUESTIONS
1. What is your gender?
e Male
e Female
e Prefer not to answer
2. What is your current age?
e Below 18 years
e 18-24 years
e 25-39 years
e 40-54 years
e Above 55 years
3. What is your present employment status?
e Unemployed
e Part-time employment
e Full-time employment

e 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?
e Yes
e No
e Cannot be said
5. What is the core factor that attracts you the most towards a brand?

e Price

Quality

Perceived value

All of the above
6. According to you, which methods suits you most while purchasing products?

e Variety seeking buying behaviour (searching many products)



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



