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Agenda
• Introduction

• So fashion/ luxury business has changed…really?

• So marketing has changed…really?

• A Key Requirement: Marketing Discipline

– Marketing Objectives

– Target Market

– Value Proposition

– Positioning

– Integrated Marketing Communications

• A Practical Approach: Workshops at all key stages



95%

Source: businessoffashion.net
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So fashion/business business has 

changed…really?



© Statista Inc.

Apparel market size projections from 2012 to 2025, by region (in billion U.S. dollars)

Global apparel market size projections 2012-2025
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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

Globalization

More consumer types

More competitors

More offerings

More opportunities



Globalization

More consumer types

More offerings

More competitors

More opportunities



(Source: Bains company)

Customer segments multiplication



Changing customer motivation(s)

(Source: Bains company)
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Apparel market size projections from 2012 to 2025, by region (in billion U.S. dollars)

Global apparel market size projections 2012-2025
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Really international!



Diverse purchase motivations!

(Source: Bain & Company)



Purchasing more and more online!



…Across the globe!
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…For fashion as well!

2nd largest e-commerce sector WW



To succeed, a fashion/ luxury brand needs 

to move…

From… To…
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So marketing has changed…really?



Digital

• Web Marketing

• Email Marketing

• Mobile Marketing

• Social Media Marketing



Really big?



Really complicated?



Really serious?



A Key Requirement:

Marketing Discipline
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Product Idea

Marketing

objectives
Understand

Core

marketing

strategies

•Target Market

•Value

Proposition

•Positioning

Marketing

Mix

•4 P’s

• For each:

-Objectives

-Strategies

-Tactics

Product

Price Promotion

Placement
(distribution)

•Needs

•Wants

•Demand

•Competition

Making the right choices…



• 3 keywords:

–Consumers

–Value

–Relationships

22

Marketing definition!
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Product Idea

Marketing

objectives
Understand

Core

marketing

strategies

Marketing

Mix

Product

Price Promotion

Placement
(distribution)

Understanding Marketing Process



• 3 keywords:

–Consumers

–Value

–Relationships
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Marketing objectives
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Defining clear and focused marketing objectives

Focused on building profitable consumer 
relationships

• Acquisition

• Loyalty

• Retention

• Winback



Defining your marketing objectives(s) in fashion/luxury
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Defining your marketing objectives(s) in beauty
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Workshop I - Time to work!

• In your table teams

–Pick a product or service to “market”

–Pick a country to market the product into

–Select which marketing objective(s) are 

applicable

–Develop your rationales

You will have to present a summary at the end!
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Product Idea
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Understanding the context!
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Product Idea

Marketing

objectives
Understand

Core

marketing

strategies

Marketing

Mix

•4 P’s

• For each:

-Objectives

-Strategies

-Tactics

Product

Price Promotion

Placement
(distribution)

Understanding Marketing Process



1 2 3

Segmentation

Bases

32

Most attractive

Least attractive

1) Defining your target market



The Segmentation Logic

1
Segmentation Bases

Most attractive

Least attractive

Propensity to 

purchase - be 

interested in 

product

Top best option:

Actual purchase 

data

=
Consumer 

Characteristic 

Ex: Age – The 

older… The better

+
Buying situation

Ex: Outlet types  –

The most 

“discount”… the 

better

+ …

2nd best option:

Predictive Models

3rd best option:

Your own information-based judgments



Defining your segmentation base(s) in fashion/luxury

Customer

Characteristic(s)?

• Demographic

• Psychographic

• Socio-economic

• Geographic

Buying situation?

• Behavior

• Outlet type

• Benefit

• Awareness

• Usage

34



Customer

Characteristics?

• Demographic

• Psychographic

• Socio-economic

• Geographic

Buying situation?

• Behavior

• Outlet type

• Benefit

• Awareness

• Usage

Defining your segmentation base(s) in fashion/ luxury
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Defining your segmentation base(s) in beauty

Customer

Characteristic(s)?

• Demographic

• Psychographic

• Socio-economic

• Geographic

Buying situation?

• Behavior

• Outlet type

• Benefit

• Awareness

• Usage
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Choosing your (market) segments

(Source: Bains company)



Choosing your (consumers) segments

(Source: Bains company)
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Top US segments vs. other countries

China

(Source: Bain & Company)



Workshop II - Time to work!

• In your table teams

– 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”

Benefits

Price

More Same Less

More

Same

Less

Linked to:

Features

Quality

Brand image

Customer service

Etc.



…Seminar goes over other aspects of the 

marketing plan including marketing 

communications…and leads to 2 more 

workshops.



Workshop III - Time to work!

• In your table teams

– 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

–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

You will have to present a summary at the end!


