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Summary

Fashion is for whole centuries part of habits,amatlities, cultures but also
economy. Apparel industry has come through as aifsignt economical concept,
especially during the second part of"2@ntury. If we ignore boom of different fashion
labels, systematic growth of new materials and qustill more quality and more
expensive processes, just a passing look into aagamine might persuade us, that
fashion is one of the most respected business beanevhether it goes about famous or
less noted labels. Apparel industry involves mang many different branches and to

the future it might still grow, so it is necessémykeep on watching it.

Kew words
Theories of fashion, marketing, advertising, frasicty, shopping centerdashion

company
Sourn

Mdbda je po cela staleti séasti, zvyki, narodnosti, kultur ale i hospadévi.
Modni pimysl si za posledni desetileti, zejména v druhéyit 20. stoleti prorazil
cestu jako vyznamny ekonomicky pojem. Opomenermsastiiotny rozmach
raiznorodych modnich zkak, soustavny vyvoj novych matefia menici se trendy,
smetujici k vyuzivani stale kvalitijSiho a drazsiho zpracovani, pouhy pohled do
jakéhokoli magazinu naggswdci o tom, Ze v satasné dob je mdda jednou z
nejrespektovatjSich obchodnich odtvi, &’ iz jde o zaZit&i mént znameé znéky.
Maodni pimysl zahrnuje spousty a spousty &V a do budoucich let se budedistale

rozvijet, proto je jist nezbytné tento vyvoj stale sledovat.

Kli éova slova

Maodni teorie, marketing, reklama, fkdming, obchodni centra, médni spoiest
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1 Introduction

Fashion plays an important role in the modern $pciéashion could be taken
like one of the global indicators - as nationalremmies grow increasingly international,
clothing styles have become correspondingly gloBat.people have different attitudes
to fashion. Especially women are very choosy andiqudar about what to wear and

like to spend a lot of money on clothes.

The styles of clothing have been influenced by edéht factors, such as
geography, religion, climate, poverty or wealtheThay we dress also depends on our
taste, on the season and the proper occasion.athetliat our eye is easily fooled is
used also in the fashion. There is a variety ofemas the dress can be made of -
natural materials such as cotton, wool, linen,, sikeduroy, lace or denim and the vast

collection of new fabrics based on man-made fibres.

Different cultures have modified these originalBuropean styles in accordance
with local values and lifestyles. In particularligeus beliefs have influenced the
clothing that women wear in public. Thus, a womarran may wear blue jeans and a
T-shirt at home, but cover them up with an envelgpiobe called @hadorwhen she

goes outside.

In addition, many people enjoy wearing their trisial clothing on holidays
and other special occasions for reasons of natmmathnic pride.

The fashion business comprises many different imess from textiles and
chemicals to apparel manufacturing and retail mardising. Fashion business use
many professionals to extend - fashion media, ooy magazines and broadcasting,

require fashion editors, photographers, stylistd, many others.

Fashion designers and people working in this fieldy become wealthy,

successful and famous whether they are workinguture or ready-to-wear.



2 Objectives of thesis and methodology

The aim of this thesis is to evaluate how it isgilole to get in the market, which
possibilities of trading are available for the fets and outline how did the year 2008

evolved in apparel industry.

The major objectives of this thesis are:
- To clarify and explain the basic strategies howsdmgparel industry
work and which are the expectations to get in theket

- To show how does fashion business work, what ar&ddést known ways
to trade with fashion, how did fashion businesgypess in the year 2008
and how can be internet used to promote label aadde accessible for

customers

The starting point was to properly examine secondata. They were collected
through published literature, magazine articles hntdrnet articles. The fundamental
data was gained through interview with skilled fashretailer, with collaborators and
also with author's own effusive experience withhias business. The amount of
theories capitalized was essential to approximateia issue of fashion business and to

approach the basics of apparel industry

Finally the author will show how it is possible goomote company on internet
and how to use quality information through the inés.



3 Literature overview

,Fashion® is acomplex concept, but economic analysis reguisimple,
operational definitions. Therefore this thesis udeBnitions based on those stated by
Paul Nysrtom in his 1928 book, Economics of Fashible defined ,style* as
»a characteristic or distinctive mode or methodegpression in the field of some art"
(p. 3) and ,fashion” as ,the prevailing style atyagiven time“ (p. 4). A source of
confusion is that the word ,fashion” can be usedh&an either ,content” or ,process*.
In writing or speech, the word ,fashion“is oftensused as a synonym for women’s
clothing. Yet most consumer goods and servicessalgect to the fashion process.
Fashion also affects noneconomic matters such amlsoustoms. The economic
structure of consumer goods industries reflects risle of fashion, which in turn
indirectly affects basic industries. Because ,faghican involve virtually all aspects of

contemporary life, this thesis concentrates orett@omics of clothing.

3.1 Economic and clothing

The “economics of clothing”involve three processes: production, making the
clothing; distribution, getting the clothing fronhet maker to the consumer; and
consumption, actually using the clothing. Althouginsumption drives production and
distribution, the three processes are in many viggsparable. The system is fiercely
competitive at all stages, partly but not entirblgcause clothing is a fashion good.
Although some plain utilitarian garments may seerhd little affected by fashion, their

production and distribution are highly competitagwell.

! STEELEe, Valerie. Encyclopedia of clothing anchfas — The concept of fashiomhomson Gale,
2005.p. 401

2 STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 2005. 400



In developed nations, fashions in clothing and iotf@ds and services change
so rapidly and in so many ways that it's diffictdtkeep track.

People may assume that, in ancient cultures datexb societies, styles of
clothing, dwellings, tools, and customs remaineittsfor generations. Yet scholars
discern small incremental changes when they cahdufficient data. Major features of
the economics of clothing today have roots in tistéadt past.

Perhaps in prehistoric times, or on the frontierpadneer America, isolated
family units produced all their own clothing. But fact, most people probably hunted
in groups for large, fur-bearing animals and sge@d in doing certain tasks.
Production of apparel has always been highly lalimensive, and evidence

0 specialization appears early.

3.1.1 The global economy

The “apparel econom§/is truly global. From earliest times, it has exted to
the lots of human occupation. In each geograplhea,goeople exploited native plants,
animals, and minerals. The Chinese learned thestseof the silkworm; linen grey in
the Nile valley, cotton in the Indus River valldyesopotamians raised sheep for their
wool. Shellfish found at the eastern end of the féecinean sea provided precious
purple dye. Polar cultures relied upon the furs skids of local creatures, both land and
sea. Natives of what is now the Pacific coast ofigdia used cedar bark garments to
shed rain; some peoples made cloaks of grasses.

In time, precious textiles, furs, and ornaments adbly long, difficult overland
trade routes or hazardous water voyages. Latetileteoentres evolved where people
demanded large quantities of luxury fabrics andeweilling to pay well for them.
Byzantium, as well as Sicily, produced fine silksidg the middle Ages, although they

were far from the original sources of silk.

® STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 2005. 400



Even so, proximity of raw materials gave some gaplgic areas advantages
over others. Certain districts in Italy, Germaniarfeers, and England became textile
centres, specializing in locally produced fibresl alistinctive techniques. In medieval
times travelling merchants transported fine tegtii®mm production centres to regional

trade fairs on a regular basis.

3.1.2 Growing ferocity of competition®

By the late twentieth century, large European capons, some outside the
apparel business, competed to buy Paris couturgeBand leading Italian design firms,
while other high-end design houses gobbled up e#oér. Sales of expensive apparel
and luxury accessories to wealthy people and emerts all over the world burgeoned
in the 1990’s economic boom. Designer-name firm&didueach other by opening
showy retail stores, designed by avant-garde arctsitin major cities around the world,
but some of these stores attracted more lookersghechasers and soon closed. Young
design-school graduates from England, Belgium, Nenk, California, and elsewhere
started their own small firms; only a lucky few aaled enough recognition or financial

backing to stay in business.

* STEELE, Valerie. Encyclopedia of clothing ahttomson Gale, 2005. 403



3.1.3 A low-paid workforce®

Clothing workers have always been poorly paid. iy for serfs and servant
on medieval estates was produced on-site, usualhy materials grown, harvested and

processed by serfs-essentially, slave labour.

Even today, “sweatshops” owned by and employing ignamts from Asia
flourish in New York City.

During the second half of the twentieth centuryngent manufacture spread to
Hong Kong, then to China and other parts of Sowthéasia, not to mention Latin
America and African locations that have large nurahs people willing to work for
low wages. Although machines facilitate clothingnswuction, much of the process

resists automation. Reading clothing labels issada in geography.

3.1.4 Factoring

A long-time practice in the fashion industry is ¢faring™

, Whereby a company

takes out short-term loans to buy fabrics and athmaterials to produce garments for the
season, and then repays the loans as retailerbigaercdhe goods. The specialized
lenders are called “factors” .Factoring is not tali to apparel production; it also exists
in other industries where fashion changes quickligh as toys. A plague of the fashion
business is that retailers squeeze manufacturergtbyning unsold goods or paying
less than the agreed —upon price. Because the gardnosiness is so competitive,

profits are low and existence is risky.

5 STEELE, Valerie. Encyclopedia of clothing ahlhlomson Gale, 200%. 403

® STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 200p.404



3.1.5 Continuing change’

The garment business consists of all sizes of fiinms giant to tiny although
the trend is giant companies; these are not assofresliccess. Large corporations
manufacture clothing under many labels. Some fanboasd names produce different
qualities of clothing for different types of reti$, contracting out production of some
merchandise lines to other corporations. Major peoetds can go bankrupt
unexpectedly; failure lurks just around the cordee to shifting customer tastes and
variety of other uncertainties. International tradgulations, tariffs, and quota systems

engage the services of corps of lawyers and offemialists.

Everything changes quickly in the apparel worldieSiof developed nations are
littered with abandoned factories, empty retailredsp defunct design houses, and
wreckage of supporting industries. Once-famous dieygant stores are now history. As
more shopping centres and big-box stores open, wows and old shopping centres
die. Everyone in the business knows that thereasntuch retail space, yet they keep
building stores Change is the only certainty.

The next phase in clothing distribution is the Welhether goods are sold by
conventional retail stores, catalogue retailers,b\Wased retailers, or something
completely different. Auction sites such as eBafemofintage clothing and also help
manufactures and retailers trade large quantitiesnaterials and clothing among

themselves.

" STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 2005. 404
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3.2 Theories of fashion

Fashioff involves change, novelty, and the context of tiplace, and wearer.
Blumer (1969) describes fashion influence as a gm®cof ,collective selection”
whereby the formation of taste derives from a grotipeople responding collectively
to the ,spirit of times*.

Central to any definition of fashion is the relasbip between the designed

product and how it is distributed and consumed.

Fashion systems model

The study of fashion in the twentieth century hasrbframed in terms of a
fashion systems model with a distinct centre fromcl innovations and modifications
radiate outward (Davis 1992). Designers work frowa premise of one look, one image
for all, with rules about hem lengths and what teawwith what. In this model, the
fashion-consuming public develops from an innowatoentral core, surrounded by

receptive bands of fashion consumers radiating aatvirom the centre.

Within this system innovation can originate fromsedect grouping of designers,
such as Christian Dior who introduced the ,New Lbwk1974. Influential factors can
range from individual tastes, to current eventantrketing and sales promotions. The
ultimate qualifier of the fashion systems modelhis scope of influence, urging, even

demanding, one look for all The element of confayms instrumental.

Populist model

An alternative model to the fashion systems maosléhe ,populist* model. This
model is characterized as polycentric, where grdogsed upon differences of age,
socioeconomic status, location, and culture crénie own fashion.

8 STEELE, Valerie. Encyclopedia of clothing and fash Thomson Gale, 2005b. 21
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Such groups might include teenagers in a certdin@dar senior citizens in retirement
community. Polhemus (1994) describes ,styletribesly create their own looks from
combining existing garments, creating their owntauoms colours by tie-dyeing or
painting, mixing and matching from previously wand recycled clothing available in
thrift shops and vintage markets. They are notswerned with one sty of dressing as
with expressing themselves, though there is anatewf conformity that derives from
the processes used and the resulting social balravRolhemus reflects that such
»Styltribes” have flourished at ,precisely that #mn history when individuality and

personal freedom have come to be seen as therdgfematures of our age” (p.14).

3.2.1 The flow of fashion®

The distribution of fashion has been described a®@ement, a flow, or trickle
from one element of society to another. The difiasof influences from centre to
periphery may be conceived of in hierarchical onamizontal terms, such as the trickle-

down, trickle-across, or trickle-up theories.

Trickle down

The oldest theory of distribution is the tricklevdo theory described by Veblen
in 1899. To function, this trickle-down movemenpdads upon a hierarchical society
and a striving for upward mobility among the vag@ocial strata. In this model, a style
is first offered and adopted by people at the togta of society and gradually becomes
accepted by those lower in the strata (Veblen; Stimiraver). This distribution model
assumes a social hierarchy in which people seddetttify with the affluent and those
at the top seek both distinction and , eventuallgtance from those socially below
them.
Fashion is considered a vehicle of conspicuouswuopsion and upward mobility for
those seeking to copy styles of dress. Once thediass adopted by those below, the

affluent reject that look for another.

® STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 2005 .p. 21

-12 -



Trickle across

Proponents of the trickle-across theory claim ttaghion moves horizontally
between groups on similar social levels (King; Rabn). In the trickle-across model,
there is little lag time between adoptions from gneup to another. Evidence for this
theory occurs when designers show a look simultagigcat prices ranging from the
high end to lower end ready-to-wear. Robinson (185®ports the trickle-across theory
when he states that any social group takes itdrone contiguous groups in the social
stratum. King(1963) cited reasons for this pattefrdistribution, such as rapid mass
communications, promotional efforts of manufactsirand retailers, and exposure of a

look to all fashion leaders.

Trickle up

The trickle-up or bubble-up pattern is the newelsth® fashion movement
theories. In this theory the innovation is initdittom the street, so to speak, and
adopted from lower income groups. The innovatioantwally flows to upper-income

groups; thus the movement is from the bottom up.

Examples of the trickle-up theory of fashion distition include a very early
proponent, Channel, who believed fashion ideasiraigd from the streets and then
were adopted by couture designers. Many of thesidba pursued were motivated by
her perception of the needs of women for funcli@mal comfortable dress. Following
World War 1l the young discovered Army/Navy surpktsres and began to wear pea

jackets and khaki pants.
Another category of clothing, the T-shirt , inibalworn by labourers as a

functional and practical undergarment, has sinan kaopted universally as a casual

outer garment and message board.

-13 -



3.3 Marketing

Markets® are groups of actual or potential buyers who déorchto buy the
product, have the needed authority to buy the midiesire the product, and will
respond similarly to a marketing mix appeal.

Markets are broadly categorized in terms of whay ttio and shat they buy; we
can say that fashion market is part of the consunseket and is composed of people

and groups who buy products for personal, famihhausehold use.

3.3.1 Analysing Market Shares™

In a competitive commercial environment the onlytae way to monitor
company performance is by comparison of resultsnagahose of competitors. The
standards established in the appraisal of compgtitdiles provide the foundation for a
full analysis of market shares. Companies wishmgnter a market which is new to
them will need to assess the extent to which psdieidopted by present suppliers have
been successful. In obtaining full information twe total market size it is necessary to
assess the extent to which the market can be p¢eeteither by winning a share of the
existing market or by concentrating on growth andnmwmg the business which would
normally have been obtained by the present sugplier

Measurement of the total market should be undemtakdy after the business
activity of the company has been determined andasaned definition of the total
market prepared. There is frequent confusion alloeittotal market for a particular
product. It is, in fact, the total amount of morggent in the satisfaction of a need,
irrespective of the products, which satisfy thatdhe
This means all types of fashion compete againgt ettter, the many different types of
transport are competitors, all aids to businegsieffcy are in competition.

1 SANDHUSEN, Richard. Marketing. 3rd ed. Barron'siEational Series, 2000. p. 86

1 STAPLETON, John. J. THOMAS, Michael . How to premra marketing plan: a guide to reaching the
consumer market. 5th ed. Gower Publishing, 19972p.
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The manufacturer who supplies only one kind of paddo satisfy a need has a market
by penetration, in which similar products compeieeally against each other. A
marketing-oriented company will not only win busisefrom competitors for similar
products but will also expand the market by petiemmaat the expense of indirect

competitors for the total market.

3.3.2 Analysis by value and size of outlet

Over the past few years there has been a steathagein the average size of
firm from the very small outlet through all induss up to the larger industrial empires.
At the same time there has been steady merging @mon-competing companies,
giving rise to the term ‘Conglomerate Company’. STleixpression describes a large
group of companies with diverse products and markeis reasonable to assume that
this tendency is occurring more rapidly in someustdes than in others. In industries
where it is particularly marked, suppliers may laifig an increased marketing
problem. With a reduction in the total potentiatlets and with the buying strength of
those remaining becoming more pronounced, supplaes fad with increasing
competition from other suppliers, thus experienciag serious deterioration in

profitability.

- 15 -



3.3.3 Marketing mixes

Marketing mixe&’ are combinations of marketing tolls that marketingnagers
orchestrate to satisfy customers and company agsctThe marketing mix is usually
associated with the four Asroduct, price, promotioand place.

The product— in marketing terms, is defined as anything, thlegor intangible,
offered for attention, acquisition, use, or constimp that is capable of satisfying
needs. The satisfaction people get from producis dsxive from any aspect of the
product, such as its quality, brand name, serviagamty, package, supplementary use,

or symbolic value.

The price — the price that customers pay for a product imiteés the product’s
image and likelihood of purchase. It is the onlyemue-generating element of the
marketing mix and the easiest to change. Pricesimlly based on analyses of costs,
customer needs, competitive prices, and governnegntatory and political mandates.

Promotion— promotion programs, designed to persuade cussotoebuy the
product, include personal selling, advertising dpaiessages carried by the media),
publicity (unpaid messages carried by the mediajl sales promotion (marketing
activities, other than those already mentioned,igilesl to stimulate customer

purchasing and dealer effectiveness).

12 SANDHUSEN, Richard. Marketing. 3rd ed. Barron'siEational Series, 2000. p. 89
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Place — refers to where the product is made availabljnéoket members and
covers two areas: (1) channels of distributionhsag wholesalers or retailers handling
products between producers and consumers, andh{@ical distribution, such as
transportation, warehousing, and inventory corftoilities designed to make products
available at appropriate times and places in menggehannels.

Product

...—
4 b

Promotion

Photo no.1

Source:http://www.netmba.com/marketing/mix/

3.3.4 Product innovation

A new look® may be the result of innovations in the produétdress, the way
they are put together, or the type of behaviowitelil by the manner of dressing.

A fashionable look involves the form of clothing tre human body and its potential
for meaning (DeLong 1998). Meaning can derive fribra product, but meaning can
also develop from ways of wearing the product, renf the body itself (Entwistle
2000). Fashionable dress embodies the latest diestimel what is defined as desirable
at a given moment.

13 STEELE, Valerie. Encyclopedia of clothing and fashThomson Gale, 200p. 22
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Lipovetsky (1994) claims that determining factonsfashion are the quest for
novelty and the excitement of aesthetic play, wRiteche (1994) describes fashion as

dynamic change.

Though fashion implies continual change, certaimdpcts have persisted over
long periods of time, such as blue jeans, whichewaade a staple of dressing in the
United States in the twentieth century. Though lphaas are a recognizable form, there
is the potential for great variety in the produetaidls, including stone washing, dyeing,
painting, tearing, and fraying. Blue jeans epitanihe growth of casual fashion and
endure because they can change to resonate witimie

3.3.5 The fashion life cycle

An innovation is perceived as having a life cyglehat is, it is born, matures,
and dies. Roger’s (1983) classic writing spells agate of change, including
characteristics of the product, the market, or enck, the distribution cycle, and those
characteristics of individuals and societies whenevation takes place.

Diffusion of innovations

Diffusions the spread of an innovation within amtogs social systems. Rogers
(1983) defines an innovation as a design or prodacteived as new by an individual.
New styles are offered each season and whethemaration is accepted depends upon

the presence of five characteristics:

1. Relative advantage is the degree an innovatioreé&nh @as better than
previous alternatives, in areas such as functiost, social prestige, or more satisfying

aesthetics.

14 STEELE, Valerie. Encyclopedia of clothing and fash- The fashion life cycle. p. 22
-18 -



2. Compatibility is the degree to which an innovatisrconsistent with the
existing norms and values of the potential adopt#nsinnovation is less likely to be
adopted that requires a change in values.

3. Complexity concerns how difficult it is to learn@li and understand the
innovation. An innovation has a greater chance aweptance if easily learned and
experienced.

4, Trial ability is the extent to which an innovatiomay be tested with a
limited commitment that is, easily and inexpensgnteled without too much risk.

5. Observability is the ease with which an innovationay be

communicated to others.

The individual’s role

The fashion adoption process results from indivisluaaking a decision to
purchase and wear a new fashion. Rogers (1983pstgythat this process involves five
basic stages: awareness, interest, evaluatioh,and adoption.
The individual becomes aware of the fashion, tatesinterest in it, and evaluates it as
having some relative advantage that could rangm feo new fabric technology or
simply as being consistent with self concept or wdree’s friends are wearing. If the

individual evaluates the fashion positively, theqass proceeds to trial and adoption.

The study of the pattern of consumer’s adoptioa t#shion is often represented
by a bell-shaped curve. The life cycle of a specifishion represented graphically
indicates duration, rate of adoption, and leved@feptance.

For example, the curve for a fashion that is rapatlopted but also rapidly declines
will show early growth and quick recession.

The curve resulting from plotting the data in thvay leads to characteristic patterns of
fashion adoption, applicable for fads or classidse graph is also useful to identify
type of consumer in terms of when each adopts kidaswithin its life cycle. The
consumer who adopts the fashion at the beginninthefcurve is an innovator or
opinion lead; at the peak, a mass-market consuatter;the peak a laggard or isolate.

-19 -



Fashion leaders and followers

Theories of fashion distribution all have in comntba identification of leaders
and followers. The fashion leader often transmitsagicular look by first adopting it
and then communicating it to others. Fashion folmwvinclude large numbers of
consumers who accept and wear the merchandisédbadieen casually communicated
to them.

3.3.6 Characteristics and influencing factors

Basic tensions addressed by fashion in Westerrureulare status, gender,
occasion, the body, and social regulation. Crai®94) suggests potential fashion
instabilities, such as youth versus age; masculiretsus femininity; androgyny versus
singularity; inclusiveness versus exclusivenesd;vaork versus play.

Fashion systems generally establish means fofaatfation through dress, decoration,

and gesture that attempt to regulate such tenstongljcts, and ambiguities.

Social change and fashion
Social change is defined as a succession of evieatseplace existing societal
patterns wit new ones over time. This process iggsve and can modify roles of men

and women, lifestyles, family structures, and fiorcs.

Fashion theorists believe that fashion is a raflectof social, economic,
political, and cultural changes, but also than if@shexpresses modernity and
symbolizes the spirit of the times (Lehman 200QyrBér 1969; Laver 1937). Fashion
both reflects and expresses the specific timestohy.

-20 -



Appearance and identity

Clothes are fundamental to the modern consumemrses®f identity. That
criticism of one’s clothing and appearance is takare personally and intensely than
criticism of one’s car or house suggests a highretation between appearance and
personal identity. People may buy a new produati¢otify with a particular group or
to express their own personality. Simmel (1904) l@red this dual tendency of
conformity and individuality, reasoning that thaliwvidual found pleasure in dressing
for self-expression, but at the same time gaingupeud from dressing similarly to
others. Flugel (1930) interpreted paradox usingdka of superior and inferior, that is,
an individual strives to be like others when thegra superior but unlike them when
they seem inferior. In this way fashion can providentity, both as an emblem of

hierarchy and equalizer of appearance.

Culture, observer, and wearer

Fashion favours the critical gaze of the knowingesler, or the one “in the
know”, and the wearer who arrangers the body fer dwn delight and enjoyment.
Perceptions of the observer and wearer of fashierslarpened based upon the many
potential variations in lines, shapes, textures] aolours. For example, clothing of
French inspiration and origin emphasized contowr @rt of dress historically. Fashion
changes occurred in the layout of the garment, hvimcturn focused attention on the
silhouette and details, such as bias cutting arapis (DeLong 1998). In contrast,
societies, where traditional dress has been womred for example, fashion in
traditional dress has derived more from the coloorstifs, and patterns adorning the

surfaces, with that layout of the garments hold#lgtively constant.

Dress, agency, and popular culture

Popular culture can be defined loosely as thoseeaziés of entertainment that
run alongside, within, and often counter to thdeebtructures of society. A new
conception of popular culture was pertinent toggb&ential of dress as a communicator

of social distinction and belonging.
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This movement preceded and contributed to the enesand technological revolutions
of the eighteenth century. Today popular culturenkanced by the influence of mass
media, and the medium has become the message ny ways. According to Wilson
(1985), fashion has become the connective tissugh@fcultural organism and is

essential to the world of mass communication, spéet and modernity.

Pursuit of modernity

Fashion is an accessible and flexible means of essprg modernity. The
fashionable body has been associated with theasitst locus of social interaction and
display (Breward, Steele 1998).

As a means of expressing modernity, Western fashiave been adopted by

our society.

A gender and dress

A tension exists when women have been assigneddtla¢ role of being
fashionable as well as the subordinate gender (@e\4995). In the last two centuries
fashion has been primarily assigned to women, afadlows that fashionable dress and
the beautification of the self could be perceivedeapressions of subordination. Male
dress has been somewhat overlooked. The malefm®=eded upon proportion, strength,
nobility, and grace; the female ideal included diative size, delicacy, and heightened

colour.
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3.3.7 Market forces and momentum?®

The fashion industry has led the way, or followdepending upon the nature of
the fashion and it origins (Wilson 1985).
Fashion serve as a reflection of their time andelkand can be determined by society,
culture, history, economy, lifestyle, and the mérig system. The market for fashion

ranges from the world of couture mass-producedrigtcalled ready-to-wear.

Mass production and democratization of clothing

To provide clothing at moderate cost for all citigetook two primary
developments, mass production and mass distribKahwell and Christman 1974).
Mass production required developing the technolfmgymiddle-quality clothing that
could be made available for the majority. Massritigtion required the retailing of

ready-made clothing and innovations in salesmaresipadvertising.

Marketing and distribution systems

Entwistle (2000) describes fashion as the prodfia chain of activities that
includes industrial, economic, cultural, and aestheChanges in production and
marketing strategies allowed for the expansionansamer activity during the second
half of the eighteenth century that led to increélasensumption and the speeding up of
the fashion cycle. This led to and increase initashthat could be selected to reflect

specific and individual circumstances.

In the twentieth century consumer choice was affibddy means of mass
distribution including chain stores, mail orderdadnternet shopping. Chain stores have

made fashion accessible within a relatively shaxedfor most consumers. Mail order

> STEELE, Valerie. Encyclopedia of clothing and fash Thomson Gale, 200p. 24
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has enabled a consumer in a remote area to follshidn trends, select an appropriate
garment, and place an order for ready-made clothing
Internet shopping relies on person’s access tavgater. Chain stores, mail order, and

Internet shopping have extended the reach of fasima crated new consumer groups.

3.3.8 Fashion advertising

Fashion advertisemenfs have their own stylistic modes and spheres of
production and consumption, involving the intertielaship of word and image among
other things. Yet, technological and social chanigeslothing and retailing, and the

impact of class, gender, and race politics, als® ha be taken into account.

. ' STEELE, valerie. Encyclopedia of clothing and fashiThomson Gale, 2005p. 27
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3.4 Franchising

Is a kind of business organization which already &@opular product or service
(the franchisor) which comes in a progressive ifigal relationship with other
commerce (franchisees) working under the francligoade name and usually with the

franchisor’s supervision.

The Czech Franchise Association (CAF)

Is an unprofitable, practical establishment coupliat the nation level
franchising licensors and experts dealing with drasing matters, i.e. in the part of law
and counselling. The Czech Franchise Associatiartest in 1993, its seat consists of

huge, famous international system and small natioaachise system as well.

The operations of CFA are centred on secondingytbes of present franchise
systems and making better specifications for theld@ment of this kind of commerce.

The head objectives of the Czech Franchise Assogiat

* To posit the franchise form of commerce and to tseekpert
referee; to notify both laic and skilled public thie basics and meaning of
franchising and to protect it;

* To connect business entities actively, successfatig unitable
operate in the part of franchising;

» To afford information subvention and service tortembers and
to those interested in franchising; to help themcamversion important
information, specialized understanding, contactsl amports regarding
franchising;

 To endeavour for intelligible application of legatljustments
(legislation) of franchising business inclusive gmtfition, levies and
financing;
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 To boost and enforce the understanding of and tmsistent
loyalty to ethical specifications outlined in theurBpean Code of
Franchising Ethics;

* To boost macro-economic initiatives of franchisinghe area of
the advancement of small- and medium-sized ensagriquality of services
and job opportunities; to assist Czech busines#iemntin "exporting"
domestic franchise systems and support the "immdrivell-proven foreign
systems and investments to the Czech Republiceohdhis of franchising;

* To maintain contacts and collaborate with insting,
professional and specialized federations in the & other franchise
federations especially from the countries of theogaan Union with the aim
of creating synergic effects and instructing thamhers of such institutions

of the activities of the Czech Franchise Assocratio

The Czech Franchise Association will embrace athganies in Czech Republic
which are operating on a franchising basis or atending to do so in future as many

labels are going to do.

In the world wide view of number of active frandhip systems is leader Chine
with 2100 franchising systems, followed by Unitetat&s with 1500 franchising
systems and on the third place is France.

The Czech Franchise Association (CAF) files abdufr@nchising systems and

nets, which embody more or less elements of frasnoipi
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4 Case study of the Czech Republic

4.1 Shopping centres

On thousand Czechs falls more square metres opsippentres than on
thousands Germans. The last additions were: Citly Jhlava, Nisa Liberec, Arkady

Pankrac and Afi Palace Pardubice.

Czechs like shopping and shopping centres aregag business. With this
idea started developers few years ago, duringehieg of economical growth, with

construction around whole Czech Republic.

Now economy slows down and people cease spenddssaaihd that is why
during the last year was built just 60% from plathaeea of shopping centres in Czech
Republic. From whole 250 000 which were plannedlfbcentres, was opened just 9
centres with shopping area of 150 000 square mé#trbsle area of shopping centres
exceed 1,9 millions square metres in Czech Repiddtcyear. For the year 2009 is

planned even less shopping centre than last year.

More than 130 thousands square metres of addijoresent four shopping
centres and three shopping parks — Arkady PankrRecague, centrum Nisa in Liberec,
City Park Jihlava, Afi Palace Pardubice and CPBaR&arks in Filbram, Prosfjov and
Cesky T®sin.

Shops are mostly occupied but economy decreasaraadg people is less
money. Some projects can have problems with hgddusiness spaces but nowadays
situation is not such bad and complications dopfiear a lot. Labels struggle with

market shares and often engage shopping centred capital to avoid competitors.
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So in the end of the 2008 was in Czech Republieriilllons square metres of shopping
centres. That is 183 square meters on thousandkatfitant. This is more than average
in EU countries which is 166 square metres, moaia th Germany (143), Italy (138) or
in Belgium (88), but less than in Austria (270),elen (333) or Norway (788)

Some of the shopping centres in the Czech Republic'’

. Europark Stérboholy

. Fashion Arena Outlet Stérboholy
. Palac Flora

. Galerie Fénix Vysocanska
. Nakupni centrum Eden

. Centrum Cerny most

. Novodvorska Plaza

. Novy Smichov

. Obchodni centrum Letriany
. Galerie Butovice

. Metropole Zli¢in

. Obchodni centrum Chodov
. Obchodni centrum Sestka
. Avion Shopping Park

. Nakupni centrum Stodulky
. Hypermarket Tesco Skalka
. Galerie Myslbek

. Galerie Mysak

. Atrium Karlovo Namesti

. Obchodni diim Kotva

. Palladium Praha

. Futurum Hradec Kralové

. Cepkov Zlin

. Géeko Ceské Bud&jovice

. Avion Shopping Park Ostrava
. Interspar Ostrava - Dubina

7 http://www.erupce.cz/obchodni-centra/
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4.2 Outlets

Outlet centres started in 80s in the USA, from \wehtérs concept extended all
around the Europe and during the last years theeg@anna be famous even in the

Czech Republic thanks’ to new rising outlet centres

Outlet is special shopping centre in which are potsl sold with 30% minimum
sale. Mostly those are brand-name products suclottges, shoes, accessories or home
equipment. Sales are really expressive, they dmeea 30 -70%. It is thanks’ to
outlets, opposite of order shops, often order petslfrom old or ending seasonal

collections. Products are absolutely new so thabighe same like second hand.

In the last year operated in 15 EU countries aih@0toutlet centres and
building up more seven was planned. The densestf rmeitlet centres is in Great

Britain, where was 39 centres last year.

First opened outlet which was opened was Freepatt khich is situated on

the boarders with Austria.

Although is term ,outlet’ in Czech Republic quitewa, Czechs start to like
shopping in outlet centres. Turnovers are higheryeyear and there is also higher
interest in renting shopping spaces. High attenglavas seen also in outlet centre
Fashion Arena in Prague&gioholi, which was opened in November in 2007.t ifus
first three months it was visited by half a milligisitors, that is more than what
comparable outlet centre in Eastern Europe cowntungary and Polland - had.
Fashion Arena lures also visitors from other amddgions that is different than how it
is by order shopping centres. During one visit peogalize even number of shopping

usually for whole family.

. Fashion Arena - Sterboholy (otevien 15.11.07)
. Outlet Airport Praha - Tuchomérice
. Exit 66 - Loket

. Freeport Hat
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4.3 The year 2008 in the fashion business in the Czech
Republic

4.3.1 The first quarter

Already in the first quarter of the year returng@veot such favourable for
business men like the year before. While in the 2887 all of quarters finished with
double-digit accrual of revenues, in the year 2@@8 it already in the first quarter just
1% accrual of revenues. January and February wereuht months so still in plus but

underflow came in March (-3%)

4.3.2 The second quarter

The second quarter was not such a slim. Thankestly coming of summer
weather, all of three months (April, May, June erdouble-digit 12%) noted
expansion of revenues. The second quarter, whitdooe was 9% against the year

2007, was the best quarter of the year 2008.

4.3.3 The third quarter

The third quarter was good enough and during the devenues increase about
15%. But in August the high inflation and uncertgian financial markets expressed
oneself. Czech customers started to safe verylyaipicll sections. Decline approved
also in textile retails, but just about 1,5%. BuSeptember was decline higher, about

10,5%. Whole quarter finished with result about +E%the same as in the first quarter.
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4.3.4 The fourth quarter

The last quarter finished extremely bad. It's tierobalance — 8% influenced
unwell also the result of whole year 2008, whictidined — after successful 12,5%
turnover balance in the year 2007 — just with iaseeabout 1%. October was the worst
of the last year. Depression from September intiedsin October to — 19%. Smaller
retailers, with turnover up to 50mil.¢ckhad yield decrease 35% compared with the same
period in the year 2007. November was not such thade was decline ,just’ 5,5%.
December finished with increase 1% thanks to bidastion pools. Quite surplus was
in shops in cities Prague, Brno and Hradec Kral®wmaller towns, such as Pisek,

Trebk, Prostjov, Frydek Mistek, they were still in decline.

Returns in the 4th Qin the year 2008
compare with 2007 in the CR

1%

October November December

-5,50%

Photo no. 2
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Fashion turnover balance result in the year 2068 9%. Against many retailers
vision and compared to the year 2007, which turnbaéance was 12,5% it is a great
disillusion. Turnover balance result in the yead20s comparable with the year 2005.
The highest turnover have as usual bigger fashbafspvhich press the prices down

and dictate prices on the market.

Returns in czech shops in the year 2008 compare with
2007

Photo no. 3
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4.4 The C&A company

WWW.C-R-A.CX

Photo no. 4

Source: http://www.c-and-a.com

C&A cover 10 exclusive brands such as ClockhoWsestbury and Your Sixth
Sense. The customer can choose clothes for wholiéyfirom children to grand

parents. That is, what does this label vote fdiothes for everyone.

C&A is one of the most famous enterprise sellirghfan in Europe already for
many decades. Already in the 17th cent. dealt mesrifehe Brenninkmeyer family
with cloth and textile. But own history of succesarted 200 years later, when brothers
Clemens and August (that is why C&A) lost left theome in Metting, in Germany and
opened store with textile in Sneek, in Holland &41.

&AL

CLOCKHOUSE® clue

Palomino] =

CANE
MOER

Yessica |?

WESTBURY

FISEST GUALITY 7 Sah

Angelo Uitrico [ CANDA

COLLECT|OM AT CLA

= H'QE-E-NSE ﬁ

Photos no. 5 — 13

Source: http://www.c-and-a.com
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C&A is one of the most famous enterprise sellirghfan in Europe already for
many decades. Already in the 17th cent. dealt mesrdfehe Brenninkmeyer family
with cloth and textile. But own history of succesarted 200 years later, when brothers
Clemens and August (that is why C&A) lost left thedme in Metting, in Germany and
opened store with textile in Sneek, in Holland &4 1.

I
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Photo no. 14

Source: http://www.c-and-a.com

First store, that was opened in 1861, was greaiessc It was even one of the
first shop, that offer confection — already madesdes in different sizes — to huge
public. And also for favourable prices. Enterpesgdarged and already until the year
1910 were opened great number of branch storesliartdl. Next development ran over
the boarders. So there were opened first compani@srmany and England in the
1922. A second wave followed after the Second Wl in very different social and
economical climates. It began in 1963 in Belgium1972 in Switzerland, in 1982 in
Luxembourg and 1983 in Spain, in 1984 in Austriaitigal in 1991, the Czech
Republic in 1999, Poland in 2001, Hungary in 2068 Russia as the youngest of the
13 C&A countries in Europe, in 2005.

Photo no. 15

Source: http://www.c-and-a.com
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C&A is an enterprise, which characterize valueschiiave place in family life.
As a private company we can see its aim and paittips for a long time. They try to
keep long time partnerships on all level; eves ivith their customers, collaborators,
suppliers or with anyone else, with who they cadiabe daily. But currently they are
under the pressure of competitors. That is why ttegg to have strong and responsible
stand on the market.

Photo no. 16

Source: http://www.c-and-a.com/

4.4.1 The C&A presentation in the Czech Republic

As | already mentioned, C&A was established in1889 in Czech Republic.
From period, when the first store was developedarbnt of time. Fashion changes,
market changes, amount of competitors change andurse customers change. That is
why C&A is so popular — it still changes as the keimoves. From the huge study of
Textilzurnal magazine, it was discovered, that Ci&An the fifth place in the chart of
most famous textile shop in Czech Republic. Itassuch bad when we imagine, that
into this study were included also such a hugerpnges as Ikea, Tesco, Globus and
others, which sell also many different productsithest ,fashion’.

35



4.4.2 How to get information about C&A stores

When you don’t know, where to go buy something flG&A store, there is no
problem to find the best store exactly for you.régentation of C&A company is
comprehensive enough. You can even find the nest@® from your seat.

First visitor has to open it's web sites http://wwva-a.cz/ and choose language.
System on the websites is very easy to understach@et the information which he/she
needs. There are many information about histoth@icompany fashion, new

collections, contacts, service and even about catdbe C&A.

= Europe. Austria Belgique Czech Republic  France Germany Hungane Luxembourg Metherlands
Foland Fortug e Russia Slovakia Slovenia Spain Switzerland Tudoey
Belgis
WWW.CA-LEE a rO e 0
‘ 'l~I

0 Nabidky
12 Novinky
03 Mida
M Pobocky
05 O nds
06 Servis
07 Kariéra

Photo no. 17

Source: http://www.c-and-a.com

It depends on visitor, which information does he/phefer and on which link

does he/she click.
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4.4.3 How to find the best store

There is a big positive, that visitor can easy fiwtlere to go if he/she wants to
do some shopping in C&A stores. That is what isusatall for fashion companies in

Czech Republic to have such a great navigatioresyst

He/she can easy start with click on link: P&g then he/she choose the home
place and click on finding.

Hleddni pobocek

faiou su o G0 [
(Pesta| cosel
MESTO i .

[City)

VSECHNY POBOCKY >>
(AL stores)

WONTAKT MAFe HLEDE) SOUND

Photo no. 18

Source: http://www.c-and-a.com
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After inserting this information and waiting fewcemds, he/she can easy read,
which stores are the nearest from his/her homeeplac

Hleddni pobocek

PO o it
[Fosisicods) -

e
{City)

VSECHNY POBOCKY >> HLEDAN] POBOCEK >>
LAl =tires) {B=mron)

FONTAKT MaFs HLEDES SOUND

i
obocky |‘
Praha 1 CLOCKHOUSE Praha 5 Metropole Zicin
raha 1 Palladium Praha 5 OC Novy :Sml'chl:r'.r
raha 1 Vaclavské namésti Praha 8 Centrum Cerny Most
raha 4 Centrum Chodov Praha 9 OC Letfany
Praha £ DBK
raha 4 Movodvorska Plaza
Photo no.19

Sourcehttp://www.c-and-a.com
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5 Conclusion

To be successful and prosperous on the marketdesdiways very difficult.

At present time, when all branches are nearly fui, not easy to motivate customers to
buy just your goods. It doesn’t matter if you aastfion retailer or you try to expanse
with households appliances.

This thesis also has examined how to get in thé&ebawhen you want to start
business. How to be attractive, diverse, uniquehavdto grip customers to buy your
goods. Historically there have been many and mamylbusinesses in fashion and
clothing industry, that one can nearly think thedre is no possibility to think up
something new, but if there is well-considered neéirlg plan, there is also chance to be
successful.

Tradition way of retailing is definitely behind udowadays, in the period of
digital and electrified world, retailers try to uae much modern domains as it is
possible to be more available for customers. Qrgatieb pages and ordering fashion
apparel using internet is the common way how tosiase sales at present and it might
be very effectual also in the future. On the otiend, however the modern way of
retailing can be different there have been sintigiwhich will raise amount of
revenues also in the future, such as fashionable ligh-quality design, reasonable

price and so on.
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7/ Internet resources

+ http://dw.czso.cz/pls/stazo/STAZO.STAZO?jazyk=CS&prvni_pristup=

+ http://search.imesh.com/webResults.html?src=404&v=54356&q=con-praha

+ http://search.imesh.com/webResults.html?src=404&v=54356&q=textilzurna
[

» http://www.ceskenoviny.cz/tema/index_view.php?id=313472&id_seznam=2
143

» http://www.finance.cz/zpravy/finance/170284-v-eu-vzniknou-desitky-
outletovych-center/

+ http://www.infomat.com/fido/loadpage?page=research&trendtypes=true&in
dustry=true&season=true#More

« http://www.textilzurnal.cz/hlavni-tema/hlavni-tema-t-11-2008.htm

« http://www.textil.cz/index.php?menuid=1&name=hlavni&PHPSESSID=9e3e
50b9c425bd054ae3dc1711946808
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