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(Fashion Designer) vs (Fashion Merchandiser / Product Manager)
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Fashion Supply
Chain Stages

1.DESIGN

Conceptualization and creation of
initial design ideas. Development of
patterns, prototypes, and sample
products.

2. SOURCING

Procurement of raw materials such as
fabrics, trims, buttons, and zippers.
Establishing relationships with suppliers.

3. MANUFACTURING

Cutting, sewing, and assembling raw
materials into finished products. Quality
control to ensure products meet design
specifications and standards.

4. LOGISTICS

Coordinating the movement of goods
from manufacturing facilities to
distribution centers. Choosing
transportation methods.

5. WAREHOUSING
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Receiving, storing, and managing finished
products in distribution centers or

warehouses. Inventory management and
order fulfillment.

6. RETAIL

Selling fashion products through various
channels. Marketing, merchandising, and
promoting products to attract
consumers.

7. CONSUMPTION

The final stage involves consumers
purchasing and using the fashion
preducts. Adapting to market
preferences and trends.
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The World's Most Valuable
Luxury Brands

Most valuable luxury brands worldwide
by brand value in 2021 (in billion U.S. dollars)

Louls VUITTON () 757
CHANEL () 47.0

uermes () 464

******

Gucci() 3338

W
roLEx © 8.1

Cartier () 7.3
ChristianDior (1) 5.4

SAINT LAURENT ‘ ' 52

PARIS

PRADA () 40

BURBERRY 5 3.9

Source: BrandZ/Kantar

©OG statista%a

Fashion Capitals

Paris — Luxury / Haute Couture
Milan - Craftsmanship / Luxury
London - Experimental / Conceptual

New York — Commercial / Lifestyle
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1) Fast Fashion
A29814: Zara, H&M
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2) Luxury / Designer Brand
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Online / Global Platform in million US § (1996)

Sustainable Fashion ﬂ’]’]&lﬁ’]‘]ﬂqﬂ
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Revenue Models in Fashion Business
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OBM - Original Brand Manufacturer
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OEM - Original Equipment
‘]JVIL?EIHL%Q?B‘LI‘]J Manufacturer
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ODM - Original Design
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in Fashion
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Revenue Models in Fashion Business
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MURAKAMI x LOUIS VUITTON
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Digital Fashion (ldlalulantaiian)

o Hofunldudmsu Metaverse / Game / Avatar
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*fegne: dedh NFT dmduldlu Decentraland, Roblox
NFT + Physical Fashion (Physgital)
*# NFT = 1¢ \#efia3 + Digital Twin
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*anteynn vasUasy (Counterfeit)
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® Fashion Content

® Influencer / Creator

¢ Digital Fashion / NFT
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* LusuAUNGY = Media + Product
ausulviae “1599517”
nauadiuA"

sUnuuselalugsnaundu

Revenue Models in Fashion Business
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Social & Cultural
Influences on Fashion
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Social & Cultural Influences on
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Li, X,, Yan, L., Zhao, W., Zeng, W., & Wu, H. (2024)
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Social & Cultural
Influences on Fashion

DNSWAVDIIRIUSTTU

(Cultural Influences)

Tmusssndmasawnduasiials
AVAAE
a
RINER
VAR
ANUNNLBIR U AN DL
UszLnANInIUETTH
SAUEIINALAN (Tradition)
TmusssNsInaNy (Contemporary
Culture)

usssusas (Subculture)



wngunugaade (Fashion & Era)

auduussevinsepalaiuuwy
* ndesenTmN — HadEeu Usznda
o asughailasy — undungus
* gARa —> Fast Fashion / Digital Fashion

wltulaeusle “lanwasy”
— f" o .c Eiff Boweiosie® ~ < pPORT VRS (|

| = 7 &'R-rj T”»
§ M/N/ Mini I1ill; -‘-ﬁ/\l __-i




: U351nnn1sedanaey
a0 malulag  walaBaaiing d v

o ® Influencer Culture
UNUINYDIFD

® Micro-trend

® Viral Fashion
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Designer — Consumer unldugalusi =
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