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So fashion/business business has
changed...really?



Globalization

Global apparel market size projections 2012-2025

Apparel market size projections from 2012 to 2025, by region (in billion U.S. dollars)
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Note: further information regarding this statistic, such as comments and footnotes, can be found on page 8.
Source: Wazir, The Road to 2025, page 5 ID 279757
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Globalization

WORLDWIDE PERSONAL LUXURY GOODS MARKET TREND (1995-2013E|€B)
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Customer segments multiplication

7 key segments to describe worldwide luxury consumers

Conservative Opinionated Disiffusioned | | Hedonist
I buy it safe | know it! I'm so over it! Ilove it!

-

Omnivore Wannabe - Investor |
It's worthy? |

. T
Iwantit all! | desire it! buyit!

(Source: Bains company)



Changing customer motivation(s)

LUXURY CONSUMERS EVOLUTION (1995-2013E|M PEOPLE)
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Really international!

Global apparel market size projections 2012-2025

Apparel market size projections from 2012 to 2025, by region (in billion U.S. dollars)
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Note: further information regarding this statistic, such as comments and footnotes, can be found on page 8.
Source: Wazir, The Road to 2025, page 5 ID 279757
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Diverse purchase motivations!

PURCHASING DRIVERS AND SHOPPING BEHAVIORS
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Purchasing more and more online!

E-commerce is Gaining ...Driving Future
Share of Retail Spend... E-commerce Growth
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...Across the globe!
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...For fashion as well!

$73 .0 Online apparel sales forecast

$58, BI I 2011-2016

Apparel & accessories is th
2011 2012 2013 2014 2015 2016 Source: eMarketer

category of online sales among nine major
categories, eMarketer says. Apparel sales

will grow 16.4% through 2016, eMarketer
predicts, versus 13.3% for e-retail as a whole.

2"d Jargest e-commerce sector WW



To succeed, a fashion/ luxury brand needs
to move...
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So marketing has changed...really?



Digital

Web Marketing :'---if'

A

commerce

Social Media Marketlng

‘!mﬂﬂ'ﬂi ,u:_:;':

LS
::?%M%
ﬂuu:""l@ﬂ"'“

{1




Really big?

r
Google

Each day 20% of Google searches have never been searched befure_i_ U !

About 33,100,000 results (0.38 seconds)
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Really complicated?
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Really serious?

Digital Ad Spending Worldwide, 2012-2018
bithons, % change and % of total media ad spending

$213.89

$196.05
$178.45
$160.18

$140.15

£120.05
$104.57

2012 2013 2014 2015 2016 2017 2018
B Digital ad spending M % change 1 % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones and tabiels, and includes &l the variows formals
of advertising on thase plalforms, exclides SMS, MMS and P2P
messaging-based advertising

Source. eMarketer, Jume 2074
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A Key Requirement:
Marketing Discipline



Making the right choices...

Product Idea

Marketing
M >

4 P’s
* For each:

*Demand Proposition -Objectives
Competition <Positioning -Strategies
-Tactics




Marketing definition!

* 3 keywords:

—Consumers

—Value

—Relationships

22



Understanding Marketing Process

Product Idea

Core

Understanq marketing q

strategies

Marketing
M >




Marketing objectives

* 3 keywords:

—Value

24



Defining clear and focused marketing objectives

Focused on building profitable consumer
relationships

* Acquisition

* Loyalty
e Retention

 Winback




Defining your marketing objectives(s) in fashion/luxury
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Defining your marketing objectives(s) in beauty

27



Workshop | - Time to work!

—Pic
—Pic
—Se

< a product or service to “mar

\)
* In your table teams @«\

o\“es

cet”

< a country to market the proc

olicable

dp

—Develop your rationales

uct into

ect which marketing objective(s) are

You will have to present a summary at the end!



Understanding Marketing Process

Product Idea

— |

Marketing
objectives

Core

marketing q

strategies

Marketing
M >




Understanding the context!
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Understanding Marketing Process

Product Idea

— |

Marketing w Marketing
objectives Understan' Mix ‘

*4 P’s

* For each:
-Objectives
-Strategies
-Tactics




1) Defining your target market

i
g
i

Segmentation
Bases

Most attractive

Least attractiv

U U




The Segmentation Logic

0 Segmentation Bases

Most attractive Top best option:

Actual purchase

4

data

) . . Propen5|ty to
0 4 Consumer + Buying situation + purch?éase - be
Characteristic Ex: Outlet types — =  interested in
Ex: Age —The The most product
older... The better “discount”... the
better

2nd best option:
Predictive Models

Least attractive

3rd best option:
Your own information-based judgments




Defining your segmentation base(s) in fashion/luxury

MEBLL ES

FHIEBEL 1

Customer
Characteristic(s)?

* Socio-economic
* Geographic

Buying situation?
e Behavior

e Qutlet type

* Awareness

* Usage

34



Defining your segmentation base(s) in fashion/ luxury

BURBERRY
| - Customer
Characteristics?

* Socio-economic
* Geographic

Buying situation?
e Behavior

e Qutlet type

* Benefit

* Awareness

* Usage

35



Defining your segmentation base(s) in beauty

Mo, Aura W ouwr EDianca

1
TEINT MIRACLE

LANCOME

Customer
Characteristic(s)?

* Socio-economic
* Geographic

Buying situation?
e Behavior

e Qutlet type

* Awareness

* Usage

36



Choosing your (market) segments

LUXURY CONSUMERS EVOLUTION (1995-2013E|M PEOPLE)
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Choosing your (consumers) segments

7 key segments to describe worldwide luxury consumers

Conservative Opinionated Disiffusioned | | Hedonist
I buy it safe l know it! I'm so over it! Ilove it!

Omnivore Wannabe ~ Investor |
It's worthy? |
buyit!

fwantit all! | desire it!

38
(Source: Bains company)



Top US segments vs. other countries

E North American

Luxury consumers by cluster
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Workshop Il - Time to work! 5

* In your table teams Q(““\

— For the product or service and the country
that you have selected...

— For the marketing objective(s) that you have
chosen...

—Pick your target market
 What segmentation base(s)?

 What target? (Market segment and consumer
segment)

You will have to present a summary at the end!



2) Defining your Value Proposition

“Your unique competitive advantages set for your Top Target
against your top competition”
Price

More Same Less

More
Benefits
| Same
Linked to:
Features
Quality
Brand image Less

Customer service
Etc.




...Seminar goes over other aspects of the
marketing plan including marketing
communications...and leads to 2 more
workshops.



* In your table teams Q(({‘(\

—For the product or service, country,
marketing objective(s) and target market
that you have chosen...

— Define your specific competitors

— For that target and against those
competitors, select your winning

* Value proposition
* Positioning strategies mix

You will have to present a summary at the end!



Workshop IV - Time to work!

* In your table teams @6\\

—For the product or service, country,
marketing objective(s), target market,
value proposition and positioning
strategy that you have chosen...

—Decide your top communication
methods & techniques ox,e"
0\“
o

You will have to present a summary at the end!



