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wldAnAT (Value Chain)

Product

Research Development

Marketing After-Sales

Research Design Product Development| ~Sourcing Production Marketing Retail (119 After-Sales
. (neiqm) (Msaanuuy) | (MewmwkARfmel) | (MIdaniaghu) (NsuAR) (GREGLRT) e (UFNsuAINTaNE)
v o A 3
uﬂgmmm Siied AANULLAUA aF19fuLLL (Prototype) | AMMIUAZAALAEN nsstnunnIEaRud L A5nefufunus i Audn s ming AUAQNATVAINTITE L
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Diagram: #i1#rastinaanuuuluaiAnsgluuusig

@ o

——— Concept Design &
Inception Development
Launch
Business
Feasibility
Concept Generation Packaging Design
Product Design. Mecratanual
Mock-up. Marketing Materials
5 e Design Analysi 2
OSM (Open System Model) ANFNRUILLIAARUALAY P e Merchandising.
wiunnsiianles Business, Market Amsnzdaaiuli/ldnisgsia Prototyping. Experience Design
WAz Technology LN@&51LULAR Usability Testing
uazudnnean vl Technical Drawing

Product Engineering.
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Design Development

Designer
Stylists
Pattern markers

Sample sewers

Production, planning,

and control

Fabric buying
Production

Shipping

Ready—to-wear-organization

Merchandising
° Merchandise manager

d Merchandise coordinators

Sales /Marketing

® Sales

®  Marketing

® Market research

¢ Sales representatives

Advertising and sale Promotion
® National media ( with agency)
® Retail promotions

d Public relations

Outside contractors

Quality control /assurance

12



Designer Brands

ANNE KLEIN BURBERRY DKNY

. . DONNA KARAN NEW YORK
BANANA REPUBLIC Calvin Klein

EXPRESS

(COACHJ Kenurzgtvlgagole" Lﬂ
'ao'& lt.“w—’

EST.1941

DOONEY & BOURKE GucCCli C REW
})L f MICHAEL KORS J .

}'m’ 2 Hallbets

NINE WEST I’(')l.()k'R\l.l’lll.\l'Rl-I\‘ LI e

aaaaaa

Ralph Lauren, Jim Thompson,
13



Fast Fashion Brands

. = qy U a s o G.J q.
Fast Fashion N804 LABNILAZNARNUNUNTUN
a ; [ < v v a;c': c; N'

NARAURLINGIALET AGEAUNUTIFNTGR LiND
ARLAUAIANMNABINITURIHLTINATIARINSTD
AuAlmiagiasnsy Inadnainldinaslinasiuag
749 A TaRUALUL I UNNILNY
WLTUA Fast Fashion AazHARAUALNALNLAUDLAGNAY
Tanlniangn Ineldriununisnansn @ardi Fast

. v aa o o o =) dl
Fashion ¥niaduanla el uazhagaauaula o

o 1 nd’/d o o o ndl 1 v a

puasimvainedluladsdrAnynaosligsialszau
ANNHNALTA
2t lIAAIN LWUIAAEAY “ANNTIALETY LAY “91AITIAN
ngn” dsnaliinanisaviaenansznusageuandan lng
§AAMNIIN Fast Fashion HauviniAaNanEmIa1n

2 - 44, -
wazNIFNN s eAsaNNd Wl dane T9daNanseNLILE
AUAATZULTNALAZ A AREN IAEITIH

g

Carrefour

erima
i Al iec

HELMUT LANG [enney Jockey
K &= @LUaFUNG 458

kmart

MANGO OVS pumit @ TARGET
FaF Walmart:'2 ZARA

1
Reference: https://sdthailand.com/2018/01/fast—faé1ion—2/
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Tlanwasunday: undusogsadsusinoeals?

unbugidunazunsduiyuion
(Sustainable & Circular Fashion):
anuAanisanguslnaildla
AUINFONUATRZYSTT
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Tlanwasunday: undusogsadsusinoeals?

AVAUNBULALNONIAISH
(Digital Fashion & Metaverse):
mMsvenosing lantafiouads uazns
A NN URAINA
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Tlanwasunday: undusogsadsusinoeals?

unulanruanaLarnIsUSULLG
(Personalization & Customization):
ANHEIMSAnAAdz DU
wazlafalpd
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Tlanwasunday: undusogsadsusinoeals?

unumaal Al Tuanannnssu
¥ (Al in Fashion Industry):
mMsithunwad Al TunnnszuIuAnS

19
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uWauii Ll
(Inclusivity & Diversity):
mMsvaNsuANNraInraslunniif
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99U usN:

nsidan lgdaan: Wilhllddanslafa (Recycled materials), 387N
ad o A 1 . o =
77N IANENEIL (L1 Organic Cotton, Hemp, Bamboo), 2%@ATIN N

q

(Bio-based materials) WisadannWmwudnnssnaula (i
Mycelium leather)

NSTUIUNITHAR: AANTITUN, WAL, RITLAN, anaaaLde (Zero
Waste), NMTHaRLLL On-demand

Tumaqiﬁﬂuquﬁﬂu (Circular Business Models):
. 4 &
N9 (Rental): LnUNAsiau1m

N5UNEFD (Resale/Second-hand): LLUﬁ‘uﬂr@’W@ﬁLLW@WW@?M“H@\‘IWJL@Q
= 1 o [ .
vrasauAuLnannaTy Third-party

nsdaNwIN (Repair): L3N 9aNLaNINaEABIYNT 19U

nN93LgLAR (Recycling Programs): SuAw@ad et ld7laAa
udan lusd




H&M (Conscious Collection):
wiiazidu Fast Fashion usiA
wmmuamuiums‘[sﬁ’iaqﬁﬁaﬁu
24 1nAgu ezl lusunsusudwEarn
©iies lnda (ufasdauanu
- vhveludsunamnn)
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Gen Z Beiananasamsusuaznganssnguiinaluiaqiiu nsdila

anAnatiedalautaaanANi@ns Tdauilszannesedua 1 uaziig

HARALLNUAINNITA Y (ROI) Toirfugsnaundy

LNUSZANEANW

U U
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N e LNy
U52ANENINNNIHANA
WAZEIAATNIDEINIH
UadATy annigld

2 .
sudszanaungayilan

ﬂ@:&l Gen Z

AUl 3
{uneu Gen Z i
WEANITHANITUAY
HANBNAGIFRINIUG
udilumann

LN ROI
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N1SHLUNAIUARNIA

AMNUNIYUDINITHUIRIUARA

“MNIULNAIURAIRN AB NNIAANGNYNAIMINANHUENIARE et T Lsus

BONULLAUAILAZINNAENS WANALANNA BN STRIUFaTNEN"

UszLANNITHLIFEIUARTA
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“X5NT1UH I5UENR”

gueen 19T luiiles (Urban Dwellers) aeinaiialaia sy Conscious Luxury

n1gANEn : 1StyrynIn: Master in Sustainable Development / Social Innovation / Fashion &
Luxury Brand Management aniseimaaantu
ADTUNIN: UFULAL Hgn 1 Au (Teidszow)

a

AW Creative Director #8AtaA l1aWAANTNNNIUAY branding wazeuAailliiugshia
conscious lifestyle
Nagarde: paulnalad minimal lananenganne uazithuwinane N Andes g
srelAralAnu: 180,000-250,000 UM

a I ul/ v o o a o % & 1 1 aa dl
yada: HaNdula dudly iWwdnismsuazinadeassd augu deulau wazianlantuemn

1 4
pesNTNR Heatoumuundu Timamwenziususiiug usdngnz story uazaniAn ipaugAtyiu
NUANDUATNAITULDITNTY TOLNITHANNAU modern iU heritage
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lanalaa

tal o Y . 1 1 a a s
o Budusnaniun specialty uaznisanuanaAadle/m Lol

e 11M91UNNY MacBook WAy iPad  WATRLNARLARTAYEINS
o 1HuNliR9u craft fair waz gallery openings
Cod .. v, -
o ViaungEaimussINTlar 2-3 AT (U YLW LIYA AEUADL)
£ 1 [ dl o £ £ a A a
o 111993 workshop ytATeeUseAs ENdansITNTNG VideuAaLy 91U
AT
o A TaLSAANLAAIUlIYL e TdWneuiumseuAi v
1 et Y 0
dafiannsidnga
®* 987N ALATULN
®Social Media: Instagram, Facebook, Pinterest,LinkedIn
® 3UBLIUA: Art Fair, Eco Market
* ZaRavia: Website, YouTube Mijuiiianiidansaiumiala, Online
Magazine Auundiy/@auananu
* LATRTNEAIUED: NENINAUFINGANNIINS, ANIANTNTN, NgNTIN
LALUNINSNEIINT R

WOANTTNNNSTa
P o Aae vo % = )
o TaRuAuNdWweAmaTesN I dTanAMNNES 19 1Auu uarll design
statement
o l¥AudrAtyiu packaging Midulinssadauanan

a A
“HLTRNTN”

1
a

& o o A o 4 A
o gevgeveiuresrinWineuiazaseunia namenis
o uiszrnnsmeAuAUNTUaEN 3,000-15,000 LMNGIDT

%3 o’ﬂld;
ANBVUZADULNURANAR AT

O oda . 4 & . o
1.Storytelling NfugsiiuAala — Fo3s19muTy, Hnandulile, ns
ausnh
2 Visual Premium & Minimal — AMwangwnedis + 595905 Ll
Earth/Jewel tone
3.Educational Content — unaguvizamdlliiaauimuawndex
SIUEIIN hazudusagiv

' '
a 1o A

4 Lifestyle Tips — wizinaa Mainnaaaann Aalng ussdiy
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Target Persona
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MINTEL

Why US Gen Zers Prefer to Shop Online

N159LASIEU Pain Point 189N AN

8 AN LA LU BB U UATININ

= % dl a v o’d‘ 1 [ %
NANTAFaIA N WARAIBaU AL [Rsa LN W IR 0N
1aANsLlalunsnAulata

mptayaLLFaueL

anlunaifFauiausaILaz AN RANIA L LNAA A TY
mMlmasnanlunisinaunla

. AMNDUTRUTDITRING

poelsenlunTs@anTeanuaNtLNaRNa Ty

1 1 Ay Ay = ] o
LARCTRNNINNUDALB LA LLANFINNU

115N UAIN15UE
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WFANTINNIFTaUYN TikTok vs Instagram

TikTok Instagram
vy ad ij/ ai % % v
. wiihladunadeusaiuaiala ¢ LHUNIWANINUAZ AN
¥ ng ¥ ol/ aa %
- nezfunsmaninlilstudunaiinlada AL
o lfaedy 1 dalue/du . Wiaaf Shopping N ldenudne
. Aunnsusungulse - lfnanade 30 W/

. AARNNULTUALAY Influencers

Aun; www.pinterest.com



NALVNENITARIANLUNIEAN

wil 4G -

o = o7 e TikTok Instagram Customer
’ . Content Branding Persona

aiemaiufuas | |afwnmanenluay | | dnlagnAnetiag
v & oA A = &
nNIzAuNIITe ANNUNTAND AN
Y o o o
e 2 AF19NINAN
a51995 ladun o A3 Persona
\ o LU TUANAIENIN N9AE
ginaula TlsTudu P ERE LEWLWQ
ldWiaas Usuupladanin

Shopping WAy LAZIRINIY

but its actually a spring 2004 TOM | i & i I LLW NTLTN LbASTN

LAUATN DNl
Stories N19IFAANA

LLﬁ Pain Point

mavlaneAen1siulseiuannIn L3N1suaIN131e
LAYTINAN

P www.pinterest.com




UNN 3.
NNSAS1LUTUR

n1945749 Brand DNA
v dl Y

/ 457191389919 19

AUANANYAA

(Value Creation)
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1. emaneal (Identity): ANHUZRNITNLENUEN ARSI DTITALTAT

="
u;u ﬁ‘u ﬂ ﬂ ﬂ ﬂ 81‘1,%‘ AMNAUI 111 Faunsus, 1ald, 3du, weus, uazalng

2. mmm\l’ml,l,ﬂmmm (Meaning and Value): ANNUNNELILAY

|
%

LWLISUA (Brand) AaN1ssusuaz A usand ﬂmmmmiﬂmmmmlmum mmﬂw NeadasiunmunIn,
v A ae A panatTede, winnesy, viieaaudiiu
Eﬂ‘]_lﬁ‘IﬂﬂNm’ﬂN@[ﬂﬂmsm, UINI7, NTALTHNUUI

M v = |d| A v 1 o =X ! 1
wusu e duieurTesselall uidesande: 3 1lvqunnsal  (Experience): dszaunaningusinalasuiald
NARAUTVTOUTNIT0ULIUA  99NDNNITLENIIGNAIUALNNIH

U AU LU sUs
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Target Innovation Strategy Marketing Story Advertising Awareness Quality Loyalty

https://images.app.goo.gl/zmwqipaVQozMxBKxs
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1. MTAUAILALILATIZURARA Anwpana:
(Market Research and Analysis) i lauua siuaesnane,

WO FANTINIDILLTINA, uazAIT

v a

4
{13 LNARBINNT

AATITURAWIS:
4199a90A s Tunanainazls

LAZUNQALAUNANN TOLNTWlR

https://images.app.goo.gl/cauvVUQUaGCJjKFsMA
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2. ANSANNUALLISUA (Brand Definition)

O)

VISION

ARANAULATNUENA
(Vision and Mission):

o/ 6 [

ANVUADR LN ALLAZNUENAUR

vala

s dl dl 4
LUTUA LA IIRNNANINT LA LL

@) (W

https://snowball.digital/blog/vision-mission-and-values

ATLAZAME U

(Values and Positioning):
NYUAADIANLATAAELABILLTUA 1T ADIAY
s uRauInaan, AN, TaAINN

NUAN e
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3.

N19RRNUULLAZNAUINRAN T
(Product Design and Development)

ﬁvl"ﬁ‘lj:
AANUULNARA LI NADAARAITLUN WA N DL
LAY ATWANT DAL TUR

ADININ:
TR NN ATYAUANININUIRITAAUAZ NI THAR

https://images.app.goo.gl/DYGeSguZysz246\Wce
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4. NFATNDARNBAULRILUTUR (Brand Identity)

Talnuazdanusus: a59laliuasaaLususm

e TAALALLAZAAANNS]

) |
Brand
Identity

o & =~ ¢ A a o
’ udazwaun: wwannuawaznausniiluy
|
F/ e ANANHULAYADAARBINLUAINANHIIDILLITUA
40

l‘\ \

UFFANMUN: DANULUUIIIUTTNANINUAL

https://images.app.goo.gl/WA3RCVozfhVZEVRx9

=
aNGI
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5. ﬂ’]%‘ﬂ%ﬁﬁﬂ%‘:ﬁﬂﬂﬂ’]%‘ﬂi@ﬂﬁ’] (Customer Experience)

NN9ARIALATNISARENT (Marketing and
Communication): Miaaaaulailiazaanlaiilunisllslun

1 = a A < ¢ = c i’
LLITUA LT I"]]L“IJEI@NL@EI, Lquienm, LLAZBLNANTENEFIN

N1TUSN1SQNAN:

o o [ a v

TimaNdATYAUNI9LENNIgN AR Live

%

v =X [
AFNANHNINE bALAZANANA



6. mﬁ‘ﬂ%ﬁﬂ"qa\l“ﬁul,l,usuﬁ (Brand Community)

NITHAIUTINUBIGNAT: F5NAANTTH

= a A [ % % %
vizakANi oy NEmeNleNiugNATLAT AT
/\n o % 6 I 1
@,ﬂ g Qv N 3 AN ANAUSNLULLAY

(-7 dgll ld ] a A
NoAoN.Q
11T 1o00Y0 1

( ® ° e gpuacin

\ Wanlauaridsrlemiinenegauazine

oy
L
(§)
Iy
]

P 2
O HRAARN

https://images.app.goo.gl/1vi1tKA1PAXuMzsver

43



n1sUsuilganazwaurastnmatiiag
(Continuous Improvement and Development)

M

nmssuWauazUsuaa: suilsanumnivaasgnad

LA F U AR UFTIUATNITUTNNIATNAINNARINIS

NISAARTNHNARASIANR: AANTNNANITANTIUINU

6 [ 4 o [~3 y i % /
mmumummemm@mL?mﬁfamamﬁmmmm (@ ©

https://images.app.goo.gl/DhuszWspUvFgHLou7?
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® Core Values: Apple \HiAaNNEeL

418 wimngsu wazdsrdaunisainisld
4

IUNEIDALEEIN

® Brand Identity: TalAinandng nns
ABNLUUNANA TN AN LT
ANANE

® Customer Experience: AFRN

Uszaunisnina liiugnAsialu

HudeeulaiasiuAuusasy

® Marketing Strategy: Tmiﬂmq‘ﬁllﬁu
UseleaiuasnannnesuInngn
ATUANLTR LHuNN9aFeANanuaY
DTS



* Core Values: Anfluiaalun
waznsatiuayliinninLeeg
WNANNEAaININLN

® Brand ldentity: Taln "Swoosh'" ‘17%3?1
ANNNANNNE WAYAA9TY "Just Do It"

® Customer Experience: ldn1smane
‘ﬁLﬁuLLNﬁuma%Lmemﬁumu
Qe

® Marketing Strategy: Fn1399:N®

o o Al ~
ALUNAWINNTALALINLLAZNNTARNAN
v

UULTRNTIY



3

https://images.app.goo.gl/CipsNNy7So1zmvTX7

Core Values: ANAILAENNTLRAN
AR
Brand Identity: N5 4& La9N A

1 Ddld dl
RLAZlalNNEN1TaanLULNIW
LONANEDL
Customer Experience: AFRN
Uszaunisninisusinanidan e
. wR o A
ALAYNZANA °] LATAIINNIIANG
Marketing Strategy: T
nsmanlaeiuatsuiLay
WANNINAATY LT ARASNNE

Y 0 A 1 di dl

LAZNNT MANNENNAINTIY "LATRIAN
2a9lan"
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STARBUCKS

https://images.app.goo.gl/zdEayX2DcYBQVYL66

Core Values: N9 NGHTULAY
nsiren ey

Brand Ildentity: mﬂﬁ@ﬁ‘ﬁmu
enAnEfuazINIRaNLULIUAT
ussenATluiues

Customer Experience: N7
WhAnsiifinnnnuaznisaiig
anAifignAngusainelauls
Marketing Strategy: WUN94519
UszaunnsafaldiugnAnuas
NIATINTYHTL
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The Collaboration & Innovation Hub
"TaukvuIanssuLazA1SSINIID"

MARKETING & CUSTOMER
EXPERIENCE

uwaawasulsiGeanids / uwsulys

RAW MATERIALS &
SUSTAINABILITY
US¥N3985aq8MW /YUBURNWAQ
Jaadudodu

CUSTOMER RELATIONS &

" Fashion = | 65.anﬁ1/ COMMUNITY
02.29auUU =

DESIGN & CREATIVITY

UKI1INE1ds / anivusanluud /

unoanuwu / Aadu 9a4 Brand uwaawesulsigoaiids |/ Wy
/ \quuu CRM. a$ "susu" sau uusud
Vacs
03.W30 t 06.30915
PRODUCTION & . ydvLdy WASTE MANAGEMENT &
TECHNOLOGY CIRCULARITY
us¥ninalulad/gwaiunsawduds KUDEVIUDOMSUE:/DVANS

Upcycling
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611 1: RAW MATERIALS & SUSTAINABILITY (3n9 Aunaranugain)

o uuA” Cross-over: NN INTD AU
Hidenanayshuianeansias
Awnndon ilaAwr Waiu wazla
Tnnfuiiiduiingsiolan

 Tona/Awidoedsusia: an
NAanSeNUsioduunndon, aoulany
1ju5 1A Eco-conscious, @574
Storytelling Aindaunsy

* FANHDAY: VEEVIFLTARTINN
(BIO material Research) NANT
Aundoy, wwamammﬂu
Lﬂwmsﬂfs/ﬂqmiu&gNammqmuﬂ"qﬁu
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Adidas x Parley for the Oceans
Duanusuidolumstinves
wanafinanANnaNMS 113 loida
DusosiuandariAvn
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-

Stella McCartney: uususiiiiuanugadu Lilowisdniass uazamulu Jangrnw
(1 Mylo™ mycelium leather)
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fi6ivi 2: PRODUCTION & TECHNOLOGY (n1swanazimalulad)

* uuIA”n Cross-over: NS0
wiAluladuazinATINANSNENRNA
amaunssusuLNUsznet 1o Tu
uWaiiL o RNUS2ANE AN an
Funu a5aNAnSUT sl anvod
GH]

o Tona/agiisiaeususin: uAA
I8, wlug, an Waste, @374
Customization, NMsuWam On-
demand

o saudiony: ussualulad/

suuNWsig (Al, 3D Printing),

NANASDINS /52U U S OIS

Q/

Z)
Z|
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fi6ivi 2: PRODUCTION & TECHNOLOGY (n1swanazimalulad)

 Adidas x Zellerfeld (3D Printing): nnslginalulad 3D Printing [uANSHWAnNT29N
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fi6ivi 2: PRODUCTION & TECHNOLOGY (n1swanazimalulad)
N x malulad

* Adidas x Avavav: wususnwn Adidas swudaAunususiungLKIDMBINNSA Avavav  ITasAoaanTU
NaNWaULNTULazAaUznsuaR 1w 1@edad L Inauaznunnil ldsuusaiuanalaannaestnvosdn T
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fiii 3: DESIGN & CREATIVITY (ANs22ALUULAZASASNATFA)

RIS Lo,

§
.
: ..‘,
9 Ve
i . =

'R‘"F"T'. [ ks
5
[P
'\‘\'.\/
« 9 4
2 1 l. 3 “‘
STy ."
e

' "

.
50 e

, i

anrT M 'l =
l"

i 3
8

?

™
L]
>

.

LA/ Cross-over: NS5

ANNNARASNATIAINNANDT
WOABINIAL IR DASNATIANAIIL
ponuuuinUaniiuazfinaien
NNAaus/INusssu

Tonna/aeisioaususia: adh
ANMNLAANENT indioulms,
faganauaulnls, ix
Storytelling TWAUA lani

SAINHDAU: NN IMBNAY/daUu

ANgaanuuy, dau/dUnAe
Mnisznau/ nsWRANE el
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H611 3: DESIGN & CREATIVITY (A2l yuLazrANSASNAS56)

« TAs9A5 Gucci x Balenciaga "The Hacker Project” iWunnssiniiofi lasisiuluanmsunau Tasnswanmwa
Aloduar lalAwosivaanususigneufusneaseassd dhognaa Main1ald GG 299 Gucch NNNANNATULAL
ananuuazalnauog Balenciaga
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fiii 3: DESIGN & CREATIVITY (ANF22ALUULLAZANSASNATFA)

e 1@3249U526U CHERKO: N5 HNNANNANUAUANS20ALUULAZDNUIA U INANEY
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fifivi 4: MARKETING & CUSTOMER EXPERIENCE (MsmanaLazdszaunsaianen)

* LUIAR Cross-over: NSASNATIA
osnauazUszaunmaniinaig Tuas
tausuususiiazdud lofige
anfuaznsziunsdondiusn/usnisy

. Tonna/&eidosususih: a3 Brand
Awareness, @319 Hype, 9818 Reach,
asuUszaunisal Interactive

o saufianu: unanwasuludoaiigia/
1Ad/Metaverse, qsﬁavlaﬂa"lma“
(Tsqusy, $ruowns, ad, Aswa), 1o
ludnanana, KOLs ANsuinauadud
Tusvuuvunsulafoaulail oonlal
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i 4: MARKETING & CUSTOMER EXPERIENCE (MsmanaLazdszaunsaianen)

« Dior x Gran Turismo 7: mMseanuuy "d@Au" dmsusazasiuinuuaesn (whadlan Gaming Tull 2022 Dior st
suileru Gran Turismo 7 inuuahsnsaailouuuuwanwasiy PlayStation laad Kim Jones i uisnnseudall
294 Dior Men’s iupaaniuumaatandildionass (virtual capsule)
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AV 4: MARKETING & CUSTOMER EXPERIENCE (nmseanauazUszaunisaiandn)

« Burberry x Minecraft: WashaoalansunWdud ldsuusstusalaanninu Minecraft Toufidudugu 1dodn fhviums uas
\Horiinanwanuaeauwad  Burberry Aunsilnaladudonvaany)  Hlumsadheassd lewinuaslszaumant luiny
(19189 Gen Z/Alpha
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fifivi 4: MARKETING & CUSTOMER EXPERIENCE (MsmanaLazdszaunsaianen)

62



671 5: CUSTOMER RELATIONS & COMMUNITY (mnuduninsandiazyuasi

* unIIfA/ Cross-over: NSA3 AN
wAWuAuand lussdudnds uazasha
"y soUq wUSUS tWasnunand
LAZASNANUANG TUSEBzE)

« Tona/&ewidoedsusi: adhy
Customer Lifetime Value (CLTV), @3
Brand Loyalty, @579 Word-of-Mouth,
57U574 Feedback

o saudionu: unaswasuluduaiice/
udantnas/Community Builders,
24Ans/nanAdaNuaulas i (TN
Av, nannuadisn), fidunanausu
CRM/Loyalty Program
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671 5: CUSTOMER RELATIONS & COMMUNITY (mnuduninsandiazyuasi

* Lululemon x Fitness Communities:
AsInAanalymy/Anwans ANYNYU
FOUE) LUSUGT

Campaign
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fifivi 6: WASTE MANAGEMENT & CIRCULARITY (MsARAITVOIRBIIATANTRNUIILLL)

* wuIA/ Cross-over: NNSVINNTUIINAU
AMAEIUsNY oanUsunaiuyzdime
wazinauan Tguse o Tna T leduna
fian Walaeasunau

/\ , ,
s« lanna/Aenicoedsusia: annansny
sloAdnedN, ANAWANEATLUSUET
suRARwoU, Wanu luinassAanyuEou
(Rental, Resale, Repair)

o sauddonu: usun/lswnus luidadavo,
HiBNUIRANTVYE/29ANT Upcycling,
wnanosl Resale/Second-hand
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#6111 6: WASTE MANAGEMENT & CIRCULARITY (As3nnnsuaatduiazANs it Ign)

O pipatchara @ - Gan

/) pipatchara @ CUSTOM-MADE
specially for @lalalalisa_m after
party dress

Made out of €9 80% used water
bottles lids | 20% used clear
food containers from local
household. We've used more
than 1,800 (pieces of trashT )
mainly from water bottles lids.

qmﬁﬁjmmnuﬂzwmaﬁnﬂmﬁaﬁ
i ldudwaniupaasing
1 Tas 80% vienelindnas
uaz 20% Yannassmausla
213 MvuaiuasTINgR N9
fuiaRaylunslaszdudancyn
audaawlidin aliganss
nuuaaluau After Party uaz 151
Mfuszannin 1,8Q0 #u Tasdu
}nn_jmmndwmmm LAz NABNE

@07 W

9n19 10,100 Ay

a1 BLACKPINK ﬁusqmz‘fﬂvlqﬂ,ﬁamﬂ;LUW@"PIPATCHARA |
Tuuths TAG Heuer Tuluunln wiofuii 25 wauanan 2024 a2 BLACKPINK lfansldeaioonuuulasuusus vy
PIPATCHARA davinannians luida lsun dhanaiwanasin 80% uaznassonnsla 20% sausnuiunin 1,800 Gu
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AR 6: WASTE MANAGEMENT & CIRCULARITY (MsARAITVOIRBIIATANTRNUIILLL)

\

Zara s.doriuudumaiiau Renewcell lashroaanduunlgaiinadnanian Circulose® dulduludi lsann
95 ldasnihoiinuaziaw Tul 2022



AsaildnENLE: Lisa (BLACKPINK) - wasw249 Human Cross-

over

» Sales Conversion: 3uAii

AT a9n Sold Out 981957161187

* Sustainability & Brand Purpose
(PIPATCHARA): nnstiui@don
Usaifudedurunsaalduns
landa

* UNIBPU: WANDDIUARARNS
svswalunstuimdouunaiuuas
mMsuslaa Thuruanaingsy

Lisa ‘Iug‘mz Cross-over
Ambassador: shiFousz1iing K-
Pop/Entertainment Ay
Fashion/Luxury Industry

WaNY "Lisa Effect"

Global Reach & Awareness:
ANSsITAImaNaThlanagng
UWANA

Brand Image Transformation:
vihTuususinsavinaiouazdnfa
Auguln
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UNN 4.
NNSWENUN R B1N U LN T U

(Product Development)



AN HA RSN Fu I unszuauni1siidenlaeadu An
@%’ﬁmimﬁ’ﬁr‘i’mwumﬁ@@ﬂ'wLﬂu%umu FALAN1IAUAT1A4E N9
AANULIL NITWANUILLL N32NLNUNITHER TaudIn1sunduA1aeng
PANA NITLIUN T A DN ALl 9ANL AN 208U TR LLLANTIY We
f9Ra981AEANNN AR UNITAATA AUNY NITRAR LATNITAAANN U
AaAnUlL

SLu@qmmwm@mesfu IR AR TR sz AnEn  nazday
AAANILALS AN ANNAIN1TDTUNNT U LAZEFN9AINNER A ARDS

CUINUUIAAATINGTIANLANNABRINTURIAAA




Produce the product

7 Step of product Development Process concept prototype

Product Testing
ANSNOFDUNANALY

Product prototype and specifications

a a s o ::
NFLUIUNTNRIUINAANUN 7 AU Create mock-up to analyse the product
concept fesibilities

Mock-ups
ASVINAUUUUTNADY

Design and develop selected product concept Product Mock-ups and feasibility analysis
and product attributes
Design and Development
ANSDDNUVULALWENUN
Design sketch, details (e.g. Color, materials) and

Identify product and customer needs,
or opportunities

target product specifications

Product Conceptualization

Descriptions
ANSASNUUIAANANAnLA

Deliverables

Identify product and customer needs, Product solutions or concepts

or opportunities

Product Brief

dofinnunuaINAnAnL
Analyse target users, product, market, Need or opportunity identification
technology and/or trends 2
Research
AMsunfudaya
Explore business core Research data of user, competitive products, market,
competency. capability technology and/or trends
and goal

Business Investigation
MsiAs it yavDINAnAUillazsTAR

Business mission statement

iz iflaleniaganalualy 7 9w Iag as.Joaevus yusAunIng
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NWSINNTEUIUNITWNAUINGNLFDHN

Overview of Apparel Line Development Process

Step 1: Research

Step 2: Design

Step 3: Design
Development

and Style Selection

Step 4: Marketing an
Apparel Line

Step 5 : Pre-production

Step 6: Sourcing

Step 7: Apparel
Production Process and

Quality Assurance

Step 8 : Distribution and
Retailing

NITLIUNITWRLINGH
dafilsznaudae

8 %umu g/ﬂLLﬁf

(1) N197Ae

(2) NN9RDNLLLU

(3) NIWENLN

NI

(4) NN9IRAA

(5) NIFTLNNTHAR  (6)
NTIAUITAR NITHAR LA
(7) N139ARNUUNY

d‘ va v el/ % ¥
e lauAuWEun TN
gnanm
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Market Research

® Consumer Research ¢

® Product Research °

®  Market Analysis °

® Target Customer Profile

T ——

25 23
20 L 18

1l
00

Step 1: N199]8LT9aN(The Research step in Detail)

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030
@ Mass Premium Luxury

Fashion Research

Fashion Trend Research
Color Research

Fabric and Trim Research

FO0KANDETEUR

BUILDING A COLOUR i
= PALETTE FOR YOUR i
eseancr CLOTHING RANGE

NEUTRAL COLOURS

~ Versatile
~ Broad appeal

BRAND COLOURS

- Build identity
- Brand recognition

ACCENT COLOUR
~ Adds interest
~ Seasonally
interchangeable

Sources: The Business of Fashion: Designing, Manufacturing, and Marketing , by Leslie Davis Burns, Kathy K. Mullet.,2018. 73



https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Leslie%20Davis%20Burns
https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Kathy%20K.%20Mullet

Step2: S1EALALAAUADUNIFTAANUUL (The Design Step in Detail)

Market Research

Consumer Research
Product Research
Market Analysis

Target Customer Profile

Fashion Research

Fashion Trend Research
Color Research

Fabric and Trim Research

Hand Sketches
Technical Drawing

Computer-Aided Design

Design inspiration
& Interpretation
funauniseaniuLiiunszuaunisulasdayaiae

gl
a % & % = k%
AUUIAARTINATTA I wHwlA waiﬂumum

aanuULLAZIANTAR NiaNdpTiananTmATia

~ = o a
LW@LW?EINL“U']ZE?T]?N@W

Plan the line

Sketch design

and select fabrics and trim

Design team reviews line

Write garment specification sheet

Color Inspiration
Historic Inspiration
Ethic Inspiration
Fabric, texture & Trim
Inspiration

Other Sources

Sale Volume & Sale Through
Color, Fabric & Style
Considerations

Costing

Carryover

Line-for-Line Copies &

Knockoffs

A www.pinterest.com 74



Step3:The Design Development Step in Detail

Make First Pattern ® Traditional Pattern Making
®  Pattern Design System

TUABUNITWRILILLL ®*  Pattern Making from a Draped Design
- . Cut and Sew Prototype
@qﬂLLuQﬁﬂ@j[}"’IULLUU

q39 TPEIFNAN;

CAE NI L Approve Prototype Fit , .

Preliminary Line Sheet
Review Style or Drop Style

AL LFagNg
NAAANAIN A waz

ﬂgﬂﬂﬁ;\‘lgﬂ bbITl Estimate Initial Cost b Cost of Material

®  Cost of Trim / Finding
ANNIAIUI DUALN LS .
oL r ! Present and Review the Line Cost of Labor
ARALARNLLLN ®  Shipping and Other Related Cost
WNIZANAMTUNT

Select Styles for Final Line

( Final Adoption)

NARAIN LATAALFTEIN
AnaeiNaA1AN (Sales
Samples)

. Determine the Final Cost
waldluntinaue

WATAINLNUNNTNAR .
. Order Fabric for sales Samples
wavauasialyl

Order Sales Samples ® Line Brochure or Catalog

75



Step 4: Marketing an Apparel Line

Sales Representatives Show Line at Market and Through Other Promotion Strategies

Retail Buyers Place Orders

Step5: Pre-Production

Order production Fabrics, Trim, and Sundries
Finalize Production Pattern and Written Documents
Grade Production Pattern into Size Range

Make Production Marker

Inspect Fabric

Production Spreading, Cutting, Bundling and Dye Lot Control

TuRaUN 4.4
UNAURAUALAZIUAN
AT NNAAA

AU URNAUN 5 AR N9
WFREINAAR LNNILTITY
LWAZNITLIUNTFN ]
d‘ v v o [-%4
e linsaudusung
HARA IR
Usz@nsninuazle
UIMTFIL,

a9
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12

Step

Step7:

6: Sourcing

Select Production Facility

Criteria Used in Sourcing Decisions;
*Company’s Sourcing Philosophy
®Labor Requirements

®Fabric Requirements

®Quality Control Standards
®*Equipment and Skill Requirements
*Plant Capacities

®*Expected Turnaround Time

®Availability of Materials and Supplies

Apparel Production Process and Quality Assurance

Sew Production Order ( May Include Approval of First Size Run by Contractor)

Finish, Inspect. Press, Tag and Bag Order

77



Step 8: NNsARAIAUAN (Distribution)
Send Order to Manufacturer’s or Retailer’s Distribution Center or Directly to Retailer
Quality Assurance Check
Pick Orders and Send to Retail Store Distribution Center
Review Season’s Sales Figurers

. . . = o 4 a v = v a v o v v = A o ' =

N72uU91N17 Distribution V’]@ﬂ’ﬁ‘@ﬂ@\‘i@uﬂ’]@’mii\i\‘ﬂuﬁﬁ"ﬂﬂ@ﬂ@uﬂ’]yl,ﬂﬁlxﬁquﬂ’?ﬂ@ﬂﬂi‘@EQ:I’Q’WMLL’WEI TANDNNITATIEDL
o = o o & a a v o A va v X v a ' = a a

ATUNTIN NITAALATHNANANTD LLAZNITUTUNTAUATAIAR LW@SLM@LW’]’]VL‘]JDQHU?Iﬂﬂ@ﬂWQNﬂiﬁﬂthﬂ’]W

=
.

3

SSSs=

i ] -

i

Source: https://www.pinterest.com
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UNN 5.

NS=UIUNISUSUITAANISAUAN

(Merchandising Management)



n19UsNnsann1sauAuasAtlsznaudrAty lugsnaundungoa 1
aNsnannIsiaziaueduAnaaulantdaiufanisaesizina e et
UszANBNIN NITLIUNTTHNENTDIAUNITINUNY NN9ER NIFIANITAR N WAL

nastaueduAn lugluuunsegalagnan
MsL3M9SANsANANT Az danaieUszaunisainstefiiraua 3

AansniingenIeuazaaiane lazesgnAnld uenanidadaemiietens

Az iineesnatn nsdenudasuemanzantungurdinang uas

n19tlfulpenisannisafianiineannsgeyidsLaziiauanile



Fashion Levels

sEAUUDILLN LU

Function

Aesthetic

Fashion

Creative

Business
® Ready to wear
® Mass market

® Street fashion

Scientific
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The fashion Pyramid

More fashion

More product differentiation
Greater demand uncertainty
Higher quality fabric

Higher price

Shorter product cycle

Shorter production runs

Haute
Custom made haute couture
Couture
Designer High quality, expensive fashion
Fast Fashion Higher-priced, ready to wear fashion
Better Fashion Moderately priced dresses and suit

Fashion Basic Dress shirt, casual slacks and knit

sportswear

Basic commodities Knit, Underwear, Socks

82



g 2 Style, Fashion, and Fad Life Cycles
The Fashion Pyramid

Style Fashion

Fast-Fashion

Capsul
-

Fashionability

‘Seasonal Collection

83


https://www.behance.net/gallery/29164685/Banana-Republic
https://www.behance.net/gallery/29164685/Banana-Republic

Basics/ Capsule collection/ core collection

Taun AuAnugulunnissom eglunguauiiugunaniludasiifiuimg ldlannlananiavans o

Tannd AnA1iFanuilaAe Capsule collection 38 core collection UN1EANNGN LLADALAATULBIA11I1
ng dl o o (K] dl dl |dgl o (:/ | dﬁl = = = . =
FuNg1Any 7 wAduounten auiuudu wu neeliss, @etin, n1aing, nanEugiEeU 7, jacket T
1094, @alan Wudu. item wiantiassesiletflunealanduinenanaonl

Style, F

Style

Fast-Fashion

Capsul
F i

Special

event

Customized Time

Fashionability

Seasonal Collection

84



Unit Sales

Introduction
Worn by fashion
Innovators.
Includes designer
Fashion and

Street fashion

Time

Growth
Fashion leaders
Pick up on trend
And help to

Popularize it.

The Fashion Cycle

Acceleration

The trend is

Interpreted for

A mass market

Lifestyle and purchased

By fashion followers.

Saturation

The trend finds

mass acceptance
And looks timely

To wear or by among

Fashion followers.

WNTYL Tr9a533m7i50

ANNITNATY > 1AsU

ANNTEN > TNqAZI4R

> ARAY > LAZANANE

ANNTIL AU asURg

AINABINIELTINALAY

U A3 7]

Decline

Fashion followers

Still wear trend but

Are no longer interested

In purchasing
Obsolescence
Looks dated to wear ;
no one wants

to buy it.

85

Sources: The Business of Fashion: Designing, Manufacturing, and Marketing , by Leslie Davis Burns, Kathy K. Mullet.,2021.



https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Leslie%20Davis%20Burns
https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Kathy%20K.%20Mullet

FASHIONONLY
STYLD REMAINS THE

SAME. Coco Chanel




Style is very personal. It has nothing
to do with fashion.(Fashion’is over
quickly.Style is forever.

— ,Qaﬁ/lu.h Louren —

AZ QUOTES




RETAIL MERCHANDISING

fashion
merchandiser

o 9
Maues 15114

Fashion + Merchandiser
AMNSUNATDLIAAN

Fashion Trend Analysis and Forecasting LAT12 NI uaLNGY
way A1antIdnsus  $dnezlsazanals dle desiiaseiiids
UTuntuandumeeiduednalsluenn wazaianisninananu
aIN191edELTinATugAN1aMN

1 v
Q/

Fashion ,Buying and Merchandise Price Management 4978
AUAWNTULAZNIIAANITIIATRIAN

ANNFATULNTUF ATV UA IgAnANlad19zanan1as iy
wih ey dedudnalad s aulug Juluuazreorder 49
A g @buu bod v nneuiusudszanns (budget) wae
AavA1an1sad i ladndsunaziiesnasianisunely 1 Fulua 4
WAIEANN ABINANTUIARaA TR NENgNAT+ANNUIAREHN
Tunsrnesnaiu M lResanapduan lugluuusnaiu

o/

ugnaINHWIuLe 9y G9fa9tasa1iaiuguan Lay
. A o v ay yo v
designenivasananliane la e lanalsaqe
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RETAIL MERCHANDISING (618)

Fashion + Merchandiser
AMUSURAYBUIAN ()

“a S h I O n Marketing and Promotion N1IMAIALALNITALETY

. A58
merchandiser - -
Tunany syl merchandiser SuRnwoulunITasLaTH

ﬁj@ju@whljfﬁq m'ﬁﬁmaLﬁaﬁ%ﬁqqﬂﬁﬂﬁm%@?ﬁuﬁw novluvinweaAu
& v v v X A8
N15Ma19 agANUnladnuuegnAT Ut

Fa91uludrun1snatnllanang1veInunIs
WA marketing campaign, ASIAANLAITIUAT LaE
as9nagnsn1sueTuile
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FASHION RETAIL YEAR -TUffiuuvidudmiunissre

I 6 LAnY : 6 LA
| _’: ____________ ’ —————————— >
1
Spring > Fall
starts starts
a1 Summer Fall Winter
gy SPING > > a > >

Winter

FASHION RETAIL YEAR -UUfiuundudniunisde

F/W ﬂﬂﬂﬂﬂﬂﬂﬂ
buying buylng aaaaaaaaa
FTunene
Fall Winter SP Summer
buying buying buying buying
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Qo

Retail buying-selling cycle-3aUN13491281A 14 1 A5

BASIC ITEMS

REGULAR ORDER = SEASONAL ORDER\?

SEASONAL
ITEMS 12 ....7

REPEAT ORDER (RE-ORDER) = #42241STYLE\Ax
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Regular Order = Seasonal Order. a4 LEUN13T8 M RaasT Wasanduasladiu1a1eang wasinnsdandeduainaant

Fashion Calendar: \Womenswear -

Sell and delivery through the year

Fashion

Seasons  jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan

ese
SPRING |  delivery

sell

*®

FALL I *®
: sell i
TRANSITION 00000000 delivery

| | | | | | | T
FALL II - sell delivery
5 & | : : : g : z

SPRING I Bbnad sell
SUMMER delivery . 20000808081

z v z ﬁ 5 % E z : W
HOLIDAY L g 1L delivery

RESORT - 99
sell delivery

CRUISE ~ S0eee0e0e 92

Reference: https:.//www.k3software.com/post/2017/03/23/how-to-master-the-fashion-calendar-buy-sell-and-delivery-dates



N75U2UNNF IR RUAT LWL
1. N9NLEUR A LU AR ALA AT LLIAA

1. Meunudndulunaaanty residndaunanzes

@A Basic : Seasonal : Special S\I’miﬂuﬂﬁlmqmLLNHﬂ’]W@’]ﬁJLM@ﬂNﬂW‘H@WQ

NQXUINEFENIINAH Basics/ Capsule collection/ Core collection

Fast-Fashion

VL@ L @umwuﬁﬂﬂmﬂﬂ@vmw faﬂsl,uﬂ@mumwuﬁmw Capsul
@WLﬂuBﬂﬂ\m Iﬁﬂmﬂiﬂﬂﬂﬂﬂiﬂﬁﬂﬁﬂﬂ@ﬂ’m ﬂﬂﬂ’]L’j‘HﬂMux‘iﬂ’ﬂ

Capsule Collect|on ‘m"ﬂ core collection umﬂm’]m’] Humea
L@ﬂfnum@\immwnuwmﬂmj WA T T TUU R Fashionability
mJEﬂ'-N LZQ@EI@ NNLN, m\‘im\‘mm’ L’j‘f;l‘]_l°’| jacket L’j‘F;I‘]_I“‘I TA,

AelAn Wy

1 ‘é/ g = 1 ql/ dll =
ltem Aa1UAITH @QN@%IJSL‘HV’YF]@ BATIUNEINLRARAL
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FINAENN ARALAATI LLIRA
o ©

SUMMER CAPSULE WARDROBE

SICS
siL oENIM
BLAZER JACKET

THEB
all 4 geat - all occasions

CHECK
BLAZER

|

/

.:‘h——
b

PRINTED TOP

‘ Denim jacket  Biker jacket
Black blazer
RED TEE RED sTRIPE BLUSH SiLK crorrED
SHIRT TOP SWEATER
. | £
MUSCLE WHITE WHITE TEE(S
sUTTON.UP

Pinstripe blazer
CROPPED STRIPED
BLOUSE BUTTON-UP TANK

Little black dress.
SILK CAMI NAVY MUSCLE BLUE
TANK BUTTON-UP
v 4

B ' Fineknit  Fuzzy knit
Sweatshirt Cardigan

I v

dll
Il
i
BLACK INDIGO LINEN
SHORTS SHORTS
STRAIGHT CHEEKY JEANS
LEG JEANS

WIDE LEG
JEANS

Stripe top
. L
Black tee  White tee  Grey tee White shirt Stripe shirt Blue shirt Lace cami Rollneck
. STRIPED
' i Shol)pe' I ROMPER
l A
-

Trenchcoat

\

/II/////

WHITE JEANS

Leather skirt
GLacy
LTDE FANTS SAILOR FANTS
WITE

RIB K5
DRESS

w
SNEAKERS

Crossbody
MIDI)
BLUSH

STRAPPY

Darkwash  Blackjeans  Whitejeans  Slacks Accessories
i E Jewclvy
Heels
ARIZONA YARA FLAT
SANDALS SANDALS  SLIDES MULES LOAFERS

BLOCK WEEL

Light wash
Fancy boots
SANDALS

Oxfords Chelsea boots

Logo sneaks

White sneaks
www.uselesswardrobe.dk


https://www.behance.net/gallery/29164685/Banana-Republic
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10

ALY ARALAATY LLIAA

MEN'S STYLE BASICS

‘»\7~

SHORT SLEEVE BUTTON UPS

\ &/

]

| n

CLEAN CUT SHORTS

L~
WRINKLE-FREE
CHINOS OR SLACKS

CHINOS JEANS

————

BOOTS FOR DRESSY
CASUAL OR DRESSY DRESS SHOES

SNEAKERS OR CASUAL EVERYDAY SHOES

WWW.PUTTINGMETOGETHER.COM

THE BASICS

www.uselesswardrobe. dk

AAn "

Wool coat Warm puffer Bomber Biker jacket Denim jacket
' f=
\
|
Blazer (suit) Basic shirts Printed/checked shirts Basic tees
- - ==w
. Ry re 2
v
0 \ )
N L ) 1 -
Baseball tee Crew neck sweat Zip hoodie Basic jumpers
Dress pants Cargo pants Blue jeans  Black jeans  Bleach jeans Chinos Accessories
Dress shoes Chelsea boots Practical boots Skater sneaks High-top sneaks Comfy sneaks
WARDROBE STRUCTURE:
OCCASIGN

PRACTICAL/MCRK ACCESSORIES

The biack sut Westher
& garc

risko  Scaves, gows. b
A A
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https://www.pinterest.com/pin/808044358130052146/
https://www.pinterest.com/pin/808044358130052146/
https://www.pinterest.com/pin/808044358130052146/

WHAT YOU REALLY

NEED FOR BABY:
MINIMALIST BABY
CLOTHING ESSENTIALS

1-2 SWEATERS /
JACKETS

\
BODYSUITS I3 J; ../

NESI
S ENEIE 2 SLEEP GOWNS

7 SLEEPERS

2 SWADDLES
2 SLEEP BAGS

A -—’-',‘ ‘! ". ﬂ
i) nb- i
Bt &
EXTRAS: y
2 HATS 6 SOCKS 3 BIBS @

MUCHMOSTDARLINGCOM
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AARENY ARALAAT LLIAA

LADIES'

THE BRA GUIDE

S ALL TYPES OF MEN'S UNDERWEAR PANTS
|I

Classic briefs High-cut briefs .
Control briefs thong
Sl e
ADHESIVE BALCONETTE BRALETTE
BACKLESS BRA Also known as a "shelf bra," ideal An unlined, soft bra, that provides
Idealfor straplss, iding alotof life with very minimal support, Idealfor smaller
chis bra has no back, but stays put minimal coverage. cup sizes.

with adhesive cups or wings.

¥
|

bikini, brief, slip

BONING PLUNGE PUSH UP
Typically made of wire or plastic. Offers a deep neckline with angled Abra with significant padding. .
boning i induded in a vertical cups, designed to enhance typically with underwire, designed Tanga Theng G-5tring .
e ; B i 6 ol i hip short boxers
more support or contouring. push up bras.

© CanStockPhoto.com - csp49042496

SOFT CUP T-SHIRT STRAPLESS
Abra without underwire, but with An everyday bra composed of Tdealfor sleeveless tops and
a i molded cups, dreses, this brais built 1 provide
‘moulding designed 1o provide designed to be invisible cven support without shoulder sraps.
support. under che thinnest ibric,
SEAMLESS MINIMIZER UNDERWIRE
Awireless bra without molding o For buseer size, designed o A thin, fleible wire that is added
seams-invisible under clothing, reduce the appearance of the bust 0 the cups of many bra types for
‘minimizing bumps and lines. by up o one cup size. added support and ffe.

For more info and great tips visit: WWW. THEEVERYGIRL.COM
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Fa s L
N92UINTBAAUALNTLL
1. N19919UNUE P E2 L NARALA AT TFUUAA

NANABNIEEININgGH Seasonal collection

YA v | Yy ad . v A v ad
1#un &uAmnngnia (season) wiw oy lUlinG Ae spring, g Fen Aa Summer, g luling Ae
fall AT AN AR winter

atiwlafimy Lauisetasueenng e 2 g Ao Spring/Summer uag Fallwinter (LNgus
38N autumn/winter)
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AAALAATU TT1UaA (sesonal)

3 ‘ I. ANEWLOOK ONE BUTTON

SUMMER LEATHER OVERSHIRT
RE SURCHEMISE CUIR D'ETE

Rl The new overshirt s treated in leather-like materials, with full
as wer

rabirt is
volumes and topstitch plays. It is worn as a shirt or open ove:

dans des matiéres aux aspects cuir

e surpiure. On la porte comme " ﬁi ONLY CLOSED AT WE RECX
of NG PO N SE
- o | 3
TOPSTICHED PATCH \__= )
PocarTs -
LONG OVERSHST WITH TOPSTITONAG. S A
GRAPYIC PATCH POCKETS. Fam L
40 WP FASTENERS e/
el =\
\ |
9 \

PUFFED SLEEVES
GAINERED ITD CUFFS.
MARCHES BOUFAY

Reference: https://www.nellyrodi.com/en/produit/womens-spring-summer-2023/



https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/

Repeat Order (Re-Order)

ﬂ@ﬂ’]?ﬂ\‘ieﬁ‘ﬂﬂuﬁ’]ﬁ‘ﬂ’]ﬂﬂﬁ]@’ﬂﬂL’J@’Wl NN LLASH LL‘]_I‘LILﬂNIﬁﬁ\i%ﬂLﬁ@N’]LﬁN@ﬁﬂﬂ

'vmu mmmuﬁ’ﬁﬁwL‘Wfaa‘m:mmmmlmmaﬂmnm Lum@fmzqum repeat ‘LLLV’]EI

%
A a

P8I LL@uEl\‘iﬂ\‘iﬂl’]Elﬂﬂﬁl aFeeanag e Lﬁ"]@\‘iiﬁ\lﬂQ?Mﬂﬂﬂﬁeﬁﬂ@uﬂqﬂ?vmV}u

v

NG anmaziilis seasonal i wisenauly regular fi b6

4 1

The Fashion Pyramid

Fast-Fashion

Style, Fashion, and Fad Life Cycles

e
-~

Style Fashion Fad

Fashionability
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LUININNNTIZ LY A UATAIARINTANE

mié’mmsﬂaymmﬂ vs dRan
AAN5 LAY

1. an31AN NNLARAIUNY sell-
thru 1 Wae AuA1ARALAATY
lalalolal season (1A |
aging) v3a 1 TaullAls agy
NANTTILATIZUNITUNAN Mer

1 = o o v
2. $9uNANIN1IAAAR LN
A9d3uN1328 (Nl

o ”

wusUANaNe 1)
3. Taugdud ldga1aunane
AN

ala v A % =
4. ARUANAUEANE (NITIFTNY
SUPA)

Ageing Inventory Liquidation Routes

Store wise ageing report as on 22nd October

q

Hyderabad and Mumbai

value of |Sale value Stock

outright |at cost for | Average cf\tl(:':n cover of

Total inventory | inventory |last 3 Monthly | oo the | Qutright
Store 0-60 60-90 90-120 120-180 180-240 at cost at cost _|months Sale inventory
Panchagutta | 366 910 79 466 234 377 238 826 222 919 1,142 498 817 767 375,890 125,297 9 7
Vikrampuri 1,332.297 | 280.743 181.437 68.494 140.489 2.003.459 1469 584 [ 1.070.678 | 356.893 6 4
Calicut 1,240,498 | 457155 290,862 | 105,528 106,677 2,200,720 1403417 [ 1282415 | 427472 5 3
Vashi 381,094 77.491 68.853 60.607 588.045 387 205 562.548 187,516 3 2
FC Road 105,098 88.723 37.020 68.673 299.514 216.812 159.338 53.113 6 4
Poonam Mall | 216,036 106,700 346.766 42 639 712 141 453 456 519.816 173.272 4 3
4,097,310 | 1,853,546 | 1,551,919 | 1,261,298 | 842,807 9,606,880
, Transfer to
Tieups with
Instore Mass stores Return to
Discounting o where vendor
required
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https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation

NI Ll e ralalas lald
vs @fnam N Mer 1dlunng
NNIUNAN'] A

NN3LATIZY Sell-thru

AIAENY 1

nN199LATIZY Sell-thru

=

ANYF BRLANT 4 60 918l 3 60

v

= a %
ANLVARLAD 1 B ﬁ]’]ﬂ\lqﬁj“ﬂ

UA.ARI1 Sell-Thru WU %

Sell-through rate formula

# of units sold
x 100

# of units received
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Sell-thru
ARG 1

35A8 181 3 W9s0e 4 = 0.75

0.75*100 = 75%

Sell-through rate formula

# of units sold

# of units received

ANRAAL AR Sell-Thru 75%

x 100

103



,//1”

. \“l

ARG 2

ANYF 4978 dress 11 20 A
= £ 4 2 ¥ 1 ( ( = (5
AuAInanansIuNIwA 10 6 el 3 62 ALYAD 7 A3 ANGL

Fatdtd 181 3 117 10 azle Sell-Thru Aa 33 %

Sell-through rate formula

# of units sold
x 100

# of units received
104




d7Udau Sell-thru

o Funisuanatunuitlusasay aa lifiiugn item uanan aneldm d9il
Aza9e 1 mer MNUNUANAT AILANARDA NI TaNTIuTnIuuaL 1Y
ARIAUAT 1NUNUNTIARIRUANT TN T LA NN

Y v
v a

* 593 mer ARNAREATIAABLNNTYNY sell-thru aeng@NLaNe B9ty
Aaunan-) 189 mer Adauluny retail mer A8198ITUIEIU sell-thry
iane (Taqiiuld Al 49814579 (generate) 912U AQLL mer AYAALIAIN

2181911421 TU L)



MERCHANDISE TO BE
CARRIED

SIZE OF THE RETAIL

ORGANIZATION

TadeNgana

1 a MERCHANDISING
HAN19UTNNg L NCTION
AANITAUAN

ORGANIZATION
TYPE OF STORE

STRUCTURE

1 ludau Merchandising
Tdlmdunimnauawme we
NNIUFINAUNNEIY
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STOCK KEEPING UNIT (SKU)

What Is a Stock Keeping Unit (SKU)?

SKU { KS93528TUT
05234 ''56321"54

UUUUUUUUU

@) the balance

UPC/BAR CODE

SKUs are retailer codes that
track product, manufacturer,
and price information

SKUs are used forinventory
and sales tracking

J—

nlim
| AN A
o\

=

=

/ ¥
I !

/=
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Aggregation level

Stock keeping unit (sku)

UNLITN ﬁ‘ﬁ’@ﬁqLmJLmzﬁqﬁﬂmﬁﬁ‘zqﬁﬁuﬁwﬁ”uj ﬁﬁg’jﬂnﬂﬁmumﬁumlﬁﬁ’uﬁq
dudn Weadunsfinmaluduaien. winfinissans SKU in azvilsl Mer
T%Hiziﬂﬂﬁqqqm@ﬂﬂizﬁuauﬁﬁmmﬁ“\‘iLmzmiz%'“q%@ié’ Mdusresiidaeiiin
3e1le ansiunule

4 BRAND
| MARKET | (women)
[ COLLECTION | (spring-summer)
| STYLE | (casua)
| FAMILY | (Tshirt short sieeves)
[ ARTICLE | (ref: 12658)
[ COLOUR | (azure)

(size S)

[ SIZE ]

XU Jevel 108




v
(Y4 o/ le o o X A

=
aﬁﬂf]?mq ?Mf& SKU SKU (Stock Keeping Unit) Aa sialan1znFuaninuatuine 4y

v o o 1

AuAusiazanants  lnasiaasilsznausiadayadiAty wiu @ (Colour),

k1)

a

Uszinn@uAn (Type), 2119 (Size) wazsiaNan (Manufacturer Code)

dl | v [ % a v 53 4
LW@%QEIGLV’&WN’I?QWQWWZQ%@W ATIRRADLAFAN LLZ\]ZP]']‘].IQNT]’H‘“]J’WEIVL@

T -
o]

l—J 0123456 "' 789012
B I U - I E E- M E D -‘ F z 6 Unigue for each retailer Consistent across retailers

agiN sz

Alphanumeric Numeric only
[ { { W Varies in length Always 12 digits
COLOUR TYPE SIZE MANUFACTURER
CODE
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Swapna Pradhan Retail Merchandising
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PRODUCT Mix for Nike

Footwear
Studs for Striker
Mid fielders
Defenders
Apparel
Headwear
Tops/Polo
Jersey
Jackets
Shorts
Shocks
Equipment
Ball
Bags
Watches
Mational Team Gear
Jersey for Brazil, England, etc.
Club Gear
Club Jerseys like Man U, Real Madnid, ete
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Merchandise assortment planning

Assortment w:-« M 84 “ ..”.

Women's 15m2 Q1 ;m H “a B q ”
Traning lod with Running

"""‘“""i AR 00100
i To| ]
""“‘”"Mi i 1!
L yvirnd

m.-m““'mmm.-a

Lnmas mesten e Puin 0 ed b 0 Agtaste of B B0
N Rl et e o sl et Bl el e e
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718N1T

© oo ~N oo o B~ W N

10
11

ARSI mﬁuvgmmz:mmma Lda T-Shirt

=
INEUQTLALA

B Jersey 250g/m2

{1 1x1 Rib. 100% Cotton
ANLNUN

pede (Tald)

m31n ( Care Label)
dusng

a9

unan

DNNAAAN

ARSI

ATase

— FANAUNUNIINGR (A7

v

31A1/ AUIE

250

250
30
3
0.5
20
1.5
1

2

25
5

[ 3

NUE

Alansu

Alansu

e é»!’ gq é”e é»e é»e

=2)
=

B0

B0

Suauiild

0.5

0.2

1

1

1

1

1

1

1

AU UIRDAL

Hagqoyde 3%
FUNFUYUTAY AL
1

1

a d} = 1Y [~1 1 g
MOAL + LNBgOLAE+ANRNUEL+ ATAYE)

Aaan19n11e 11FN 10 %

FINTIANFUNUNITUAS + N TaTUEY 10%

v

% o = 1 % o = 1 o
Fasn19sagIA1anadan Ine mark up szunnd 3-5 W YANTIAIAUNU BSUU 1A AN WAL

1N (L)
125

50
30
3
0.5
20
1.5
1

2
233
7.0
240.0
25

270.0
27

297.0

1.484.95




UNN 7.

N15ARIALNTULLRIAU
N1SAAFRITNISHARA LAZldLdeq
JyLAel (Social Media)



v

NUFIUNTAAIAETNAUNTY

https://martechlive.com/fashion-marketing/
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dl = 1 CHI v <K = v Aa dsj = 1%
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%4

1. WUFIUNITARIATTNAUNTY

9

UWHIRALAENTB])
n3AAA:
MINAAULLANTNUSE
NIANAAING

A19LAIIER SWOT
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... BRAND CONCEPT
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Persona: "The New Gen Curator"

%’a: AN (Ingfa)

@a1g: 29 1

WA BN /LGBTQ+ friendly

nsAnn: ey ssanuAals Aesnsunat veundu
21TN: WrnandATenn / 1Tn13a / Art Director / UX
Designer

912116 50,000 — 80,000 LNFALADI

TAININNNTENTS: |G, FB, Event

lanalng:
o dl @ v oA .
* i luud e gauldadige co-working space

o lfam luiag g
* raUANUAYNANANANTINaanuLLTW LA TNTY
* unadail e slow life kaziAuauladwIndau
* Jpanaid “story” HINNTLA “brand name”
;/ dl 1 1= o c
* aulaundunlad mass wAdinansnd
* 14 Instagram WAz Pinterest lun13mugetiunnala
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Positioning & Perceptual Mapping

Hight Price

*Gucci
*Alexander McQueen
*Theatre
*Greyhound

Mass - Uniqueness
"The3sis

*Uniglo, H&M

Affordability
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wanaw:  fuususudduuarlafalaandanunbivdheanuuuiulu lAuansuaudatzuazpananaivassdedialnmen afednanenilngsonasia wisusenengnann
AnaRaeIAINNEEin
A a a . o o ¢ '
lﬂ‘ia?nﬂﬂm/ﬁq'iﬂﬂ nInNIIN o qmm ANNANNID ﬂ@]ﬂll{h‘lﬂ&l’lﬂ
(Key Activities) . ‘ o . (Customer Relationship) .
LASadnaANs / 6504 *aanNUULILAZNARLASH/AuAunduaIn us U g uAA e e wsia (Target Audience)

(Key Partners)
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usaifumalagesindnen
ensmanAGaEam (Storytelling, Social
Media Marketing)
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*Collaboration ffuflaiuas/guau
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(Key Resources)
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*finaanuuuLAzInANE uGY
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¥ Ao o
*annfuazinaiiaudun
*ggannednsnsenulaiias gy
HRmasu
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AtLAYUANMNANATIATIA
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a v d‘d o s 1
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wAazANNEIE Y
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8 aa d o e e
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N ,
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Store
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Persona: The New Gen
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Tnide A loues
*selitunanadiage J
o ol a X o o da
fa9Te AeNTeRUANH
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(Cost Structure)
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UNN 9.
gsnaAIdILasAIUanLWEu
LAaENITUTUITTI1UATLNTY

(Retail Store Management)



N15USMISIANISSIUAIUANLN T Y

(Fashion Retail Management)

Sale & Service
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ANSVIYLLAZUINNT
(Sale & Service)

Sale
Clean , Fitting room

Refill : nsiinauA Y rack Tiauysel

Greeting Customer : Ms¥iNyMggnA1  @3n9auUseviule
anen

Find out customer’s need : 9 style gnétvieaninduwuulu
aggnRnfuyAdAnIguanvenA asvilidslanialunisue

ASINANAILEDY ADINAUANTNSINVDIS U

Y Y
Up sale : LiangnAn@eduAdunils o19asildunauiy
W8 sweater 919I¥TOHINUAD atloviiy adlauiy mix &
match @ bignAndunisifiugan (Value) n1suie
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- AsAvdud ldgamanadin  wendunewAun stock
<@ % I3 Y 2 Y] [y [~ 1 a
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. nondygaiuvlugeannounulu stock

 uunFuAAAUlY stock siail ~ Gender (woAmIUNA AUAT)
—  Brand, Line Collection ( WgNMULUSUA 130 ADALAATUEUAT)
— Season (daLAULNEAUNIEL)
—  Category (hunUselnn@uaAgy Jean , Blouse, Jacket etc.,)

— Style (alpa)



33n11591uun Stock

vithes1ederes Brand , line collection ( §13)
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ATBIEUAIN size
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wandsInsamAvauAEReT Lot nsdinfaudlud avdndudlidiuuy Audiliiuans by
Ny @vaIn 5IA5IHONI5UY

§ndudn carry over filviane collection lagth season wniigalisnunii iioazueneu
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(Store Standard)

Store Standard

Merchandising
Presentation

Sizing : zladuAIaL9azAcn

Hanging : avuviueenels wviuliforaasyinliuie
Lile desdiauiizos deruuuluy wuiuegndls
HARNMINZANAU hanging

Folding : @umumag style agwueeals detail &
pyl5Ung

Labeling : {38msiiutheedslssimednls aaslad
N |

wsolil

Censoring : Ainognals lulvduauds ** seiases
ink tack dgyayauiulue

Garment Care : QUALTBINITINAUA WU Laltirn
Hhe U fy wwvulnanuazyintmdaunula
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UNN 10.

N19AALAAIUINLAURFUATULNTU
(Visual Merchandising and Display)



Visual Merchandising
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NANFIAYVIINITAANITAUAN

v a 14

. v 0 X X YA Y I & o oa v 1 @ a v
AduA1 (merchandise) Ao iladamaumInduduaiozls wiu WWugduaun

1 Tyl (New collection)

nwundmiudauans (display area) dosaseglugaiilaniiy NNALAILNTE

2 e
yausulen

Y

ANANUAITEVBIANUAY (prop) aauETNFAAuALATLIsENNIAlALTIN

3 WINBA AN 1w aanld wariy nsaugll 4ad

4 uaslil (lighting) \iedesainauaziiumulannuresduni tngagidudasiim

v
aaa =<

agnviiusseInIARIaRINYY

unule (show card) vandeyatannzvesinauaiug gnAlansu e

. g o 5 Usznaunsdindula wu sian wazarsiseglusuvisigndniuladnmg
1.09@uA1 (MERCHANDISE) 2. WUAR115UnUAA (DISPLAY

AREA) 3. 3@aanusi (prop) 4.ud@9lwW (LIGHTING) 5. weiwihe
(SHOW CARD)
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a9AUsznaUaAIA lUNITIALEAS
(Display)

@ 1@NAIN (UNITY)

ANENAR (BALANCE) Avuwaliunznen ludndausie isdreuazaan Tuwinly
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% % dl
mmmlmmwm

4 % 1 dl v Aa 1
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lngunfszapsinauamthiunilaggnia ( seasonal ) Batunounsg fsialyil
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U = v

Brief concept - SULWNIAREUALFBZATUINNTNTNDOALUU (DYNUBY 3 LADUEINUT)

Design Thematic collection display - anuuULIAAFTUIUATRaWad mudufifnun

Mock up display - WolunAnmealanuHIANLTLYE VNN AFumeaaeshaufuL UL A M
Budget control - ﬁ’]mmﬁﬂ%’ﬁhdumﬁmamwaﬂﬁagﬂuwﬂizmmﬁﬁmumﬁ

VM guideline - %’mﬁ’]@jﬁamﬁmLLam?ﬁuﬁﬂuLWiazLﬁaumaqLLﬁaz%%uiﬁwﬁﬂamwﬁﬁmmmﬁaﬁwmﬂéf

Feedback & redesign store display - U¥aya ABNLIUY @R 18 IINFIWAIVIANE UTNATIEI L
YFudgugusuunsdmnedumbiangauiudmungnisingen

End of Season Sale - SonaumuAnfiLazduAganaananiu wssuANURAAR Ul Ramwaddmsy
AoaLandulnyl



Merchandising Presentation

(N1sULEUDEUAN)

Visual Merchandising : Lichting :

Mnauauau azly spotlight

yegialslrauatusrulainarvnela
2819ls 1 uUnSY window %38 azLly

Tus1u
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...You make me feel :

QU U

amvinluanianazls...



Source: https://www.pinterest.com

Style and color should be link : & uaz alaa AIINAIINTEN LN
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Why

First Impression, Cover at first sight : AMuUsETIUlaRgULALIALTIY

« Beautiful commercial : AuaBURVIE e
« Silence Sale associate : 4% look &uAN W@Jﬂﬁﬂ@Lﬂ@LLuzﬁﬂmﬁmﬂé
. Selling tools : 1ATBYHBNITUNY

. Help shorten service time : 98aAT¥azIAINIAUINT



Source: https://www.pinterest.com

dgmauniniuausliiauls uay iinlyd accessories gnAtaglaiiuninnisaanld
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Where

- Your window display : Julafaing
. Inside your store : nMglusu
. Shelf , table, wall, hang bar : Fu9as, 16z, MU, UISWUIY

+ Your staff > 8193gl¥ninau present Ldan11g)
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When

.« As week : dUa
.« Cycle (2 weeks/time) : 58U 2 dUnui / ASs
- Ideally 1.5-2 weeks : lgianuszane 1.5 - 2 dUav
. Occasions : land
. Promotion : TUsludiu

« To push specific category (1 visual merchandising -VM) u1gaglunisune
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How

- By brand : A38LUTUA

« By group color : mﬂmﬁjm?{

— Color in your collection : @lunealandy
— Basic color (black, white , grey) : @ ﬂu 57U (A1, U1, N)
— Seasonal color (trend) : #mganIa wIaULWILTY

— Spring /summer : bright color : qaiuiﬁma / qa%au : danla

— Autum/Winter : dark color : gatuldans / ganuna : Ay
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How

. By product line : @1gnanAu

« By prints : AsUSUE vie un

+ By life style, by look : 30n5l4%3n / sUdnwal
— Sophisticate look : 13¥U AwarLden

— Smart casual look : @1a83 Wive @ulge

— Business look : LLuaﬁqmﬁ’]\‘nu

« By category, mix it up L IUNLINNY 5D NAUAU
Y

[

= = a o =
uUaUAEFaUEeN | AF1T1 aanes



unn 11.
wAlulat lugsnangu

(Fashion Business in the Digital Era)



Q/

Tugpmana wmalulad laiduniunumandnylunn
TUuAaUUDIgINALNTY AIWANIIIELALABNLULAUAN
NITAMUNKNARATUT N19UAR NFRaTA LUaunanIg
AIUUNELATLINITUAINFUNE

Aaa o & c =
rzuufana unanvasuaaulad wazinalulat
2819 Al Az Data Analytics d¢/lugsnagainsnminla

Y A = XK R v a a A 1 o
HUTINATAANTNTY AAFWYY INNUTEANENIN LAz Ty
aluaanalan



nnganganaundulugARaia (Overview of Digital Fashion Business)

FASHION STORE

> undullasuann “uriniw —> “aaulal + aanlaw (Omni channel)”
VY = d” a Y 1 A A
> anAAum 1en LasTinduaidiuiiens
> Lususaunsnenglavinlan ldaninaniun
. . o Y 1 o/ < d?/ v o/ o/
> Digital 01299145971 wazFaall5usanan A0
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WAlulag lun15aanLUULAZWRIUIKNA AN TN
(Digital Design & Product Development)

Sglsunsnaanuuy 1% Wi 3D Fashion Design, CAD

«AANIINIFIDENNAT — UFEUTAIA AU
= dw v Yo A

NARNA tWar tazgUneelevium

LNNANHNLTT LN IR LN ARALANTL
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N5 RUANUNTUNIUTRINIIAAING

(E-commerce & Online Sales)

21811 Website, Marketplace, Social Media

(Instagram, TikTok, Facebook)
-anAndaeld 24 dalis

- NITULEN92RU LATAARIRUAN
UUTUAANNNI0 SugsTA I e Ty
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QA w

auAAradIasnaunTulugARINg

(Future of Fashion Business)

I Al ALATIEINIUALALANNABINITYN AN
-Virtual fitting NAaaLAB L wLLaaM a1
-Digital fashion NAILFLI L
¥V % v v = dl 1 o
-filsznaunisg / dnaanuuumasdnlamalulatiivanisiadi
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NTUANEN : LLUTUA Cherkoisland

nsumaTulagidugannld

o an v Ao P o A A
X ULLUZUNARANTLLARDLAYE Al LAZLATANNE
NAABIAUANLANDUA (Virtual Try-on) taedael
o I's U ay I's 1 =
ansesUlszaunisainistalteantlatiasined

e dnAty iFaelamanilaiaandnsnnsau
auAneaulaiasline 20% drunisldiasans

¥

= = a . -
LRANLENBUARIN (Virtual fitting rooms)

Faeinaiil LTS Cherkoisland &4
Funisusieelazan T8 uetnaiadis Virtual
Try-on 1114 Ineitas lignAgunsnnaaedaIs
ldinvearsziiu i A9y HNuueUnaLadu e
Ussuanumanzauiausadulate
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cLI‘I/I‘I/I 12.

sl A
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Q/ o’ 1 1 1
A9t la AW N L T uzanandugvsunisasremniutdnlan

nfesiieaiunisailuanlugaavnasail dAwilanmemnsldieusidos
WhinAneuazdfiaulaaunsndeansidedaddss@nian uwadeinley
ANNNIIRAT LAz R A NTayase | TiRaadearugmatmn ssu Uy
NSARTA NMTRBNKLL WS sgsiaunduldatnagnies

w/ o I
ANWNRaaiugIiaunduATaLAuUaTEAIY 819 1TW N9
AANLULLABAN NIINAR NITAAA N1IAARIUUNE LATNITLTUNIAAN T
AUAN N1THANINUT IBAE A LA ANIMA Haz e N A Nd 1A T
1 Aﬂl dl £ v ] =
nNsrUauNNgang < Minendasldiduatineg
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NN

ABUALLAZAMNUNE

Fashion Industry

gAANYNIINUNTY sx1LgI NN LNNIARNULIL NAR LAz
AU RUAT UL

Fashion Business

= o ° = =~ o = Y o = o o =
ganaundu N1eatiugsNaNNed i LAUA NG UAILENTNER
AUDINNTY

Entrepreneur

H1l33N01UN19 YAAATENAULAZANHUGITIATDIAWLDY

Business Model

stlunuigania 3snnsnganasialauazA1tiu

Value Proposition

= 1 A el v a o - P4 v
@mmmmu@ Qmmwmﬂsz‘imuwaum /mmmmmﬂwgnm

Target Market

panainNne ngugnANgINasaIn1sana AUAN W

Customer Segment

1 v 1 v [ 1 v A 6| &
NANGNAT NNFULNGNAIPNANELE iU B1g) 9 ls wTe ladlalna

Brand

o = o - A v ¥
LUTUA TakaznINanEniIesduen lwlagnan

Brand Identity

ARANTOILLIUS ANHIUZLANIZTRILUTUS U alh A uazalng

Brand Positioning

N19NBINNAULLTUA NITANUUANTNANHDUTBILLITUA LUAAA

Product Line

NANAUAT Uszinnaa@UAMULITUANER 11 1A NG9

Collection

ADALANTU TARUATTABNULILATNLUIAALAEINTL

Cost

v 1 EZ a a v
U A lEane TN sNARA WA

Cost of Goods Sold (COGS)

o a v o a a a v | =
AN UABANUNE AUUN T UNINARRUA AR TY

Pricing

N19F991AN NITLIRNIININUATIANTILALAN




$€
Sa

ALUALLAZAMNUNIE

Mark-up nisuaninls dausineseud AU ULATIIATNY
Profit il seldTaendaindunwiae
Wholesale AR N8 AuA IR UANYTe AL AN MLNE)
Retail Artan nsmaRuAn U inaTaamss

Retail Store Sudan anunsminedudnligndn

Visual Merchandising

NNTAAUAAIRUAN mﬁmauﬁﬂu%’mlﬂ@ﬁq@@@Jﬂﬁ’ﬁ

Inventory

a v [ ) v a A
AUATAIAR] ’Z\iuﬂqi’lﬁ;iﬂ@Nﬂ%LW@Gﬂf]ﬁl

Inventory Management

NITLTUIRAUAIAIARS N1FANLANANUIURUAN TNz AN

Supply Chain

wldg1lnu nezLuNIIFAIWsdRn ALIAUDIgNAN

Marketing

N1TAXA ﬂ’]?%@@’]?LLZ\]Z@'\‘iL@?‘ﬂ\lﬂ’\‘j“’mﬂauﬁf]

Marketing Mix (4Ps)

doutlszannianana lawa Product, Price, Place, Promotion

Sales Channel

FAINIINITUNE TNV RUAN WU F1UAN Vizaaanlal]

Online Store

FuA1aa1lal 1a9N19INL A UINA IR

Customer Experience

dszaunisnignAn ANfantesgnANdaUduiusiuwusws

Business Model Canvas

LHUNINIHIAAGINA LATDINANNUNUGINA gL ULUN NG




ANDINNYLN

1. 85UIAVNVNILUA “ﬁaﬁmwxlﬁfi”u (Fashion Business)” LLmﬂﬂﬁT@@fJNﬂ?zmmiﬁ@walﬂfuﬂﬂ'wﬁ@ﬂ 3 Uszinn
2. @ﬁmﬂimqmﬂmmmmvimmLL‘vxlﬁnu (Fashion Industry Structure) LazUNLINUAILARZEIU
3.88U18LUIAATAN Value Chain ‘Luﬁaﬂmmlmu Lavenagsianssy lulsasduney

4 A5UNUANNUNILLDS Brand Lag Brand Identity LL@%Nﬂmﬂ@’]ﬂﬂ&lmfﬂﬁq?ﬂ@LLW"ﬂuﬂﬂ’NvL’a‘

5.Brand Positioning Apazls uariinasanissindulaaasgninatils

6.85LNEAYNYTINNELAY Product Line Lay Collection WiaNansaagng

7. @“ﬁmﬂmmmer;*hwwrjwsiﬂ@:ﬂ@ummvxl%u (Fashion Entrepreneur) LasTneanuLL LNy (Fashion Designer)
8 N AaINTsa LU uI0ImIes ArsiansantTadeelsTinalun s Audn
9.85LNUAINNUNNEILAY Cost WAz Cost of Goods Sold (COGS) WiaNansaagis

10.MsRaTANALAN (Pricing) flﬂ')’]m{’]ﬁ/ﬂ&lﬁi’ﬂﬁq?ﬁ@LLW‘EI/‘LAEFJN»L?

11.Markup Aeazls uazimanudunusiunilsegnals

12.uﬂﬂ§1’unuﬂ’1@m§m1,?;@ 1 2 Wi 500 U wazdesnarinls 50% AassasAreewinls
13.08L18AYNKANANNTENINNGINAANES (Wholesale) wazFUan (Retail)

14.Visual Merchandising fiunundndysiagsiaunduatingle

15.Inventory Management Aaa s LL@zﬁmmzﬁﬂﬁmrfi@qiﬁ@walsﬁlvu@fjwii
16.1nFuANAuAAIAAINNIALl avdenansenusiaganantgls

17 88U18ANANATYIBITAININNTA1E (Sales Channels) ELu'qiﬁmLW"fuqmﬁwﬁu
18.1Fausudenuazdaarinuesnisenedus luduandan wazfuaeenlan

20.Business Model Canvas Aeazls uaziitlsslambianimnsunugafiaunduatiagls
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Thank you for your attention

ADNUNAARAY: TU M AUEAaNIINAERT 21ANT 58

= ,
ALNA: siracha.sa@ssru.ac.th



U3t TNl

NINAUATNEAANUNITN. (2564). msw"’mmﬁ?ﬁquWﬁ’uumﬁawa‘lwadmna. NTUNNA: NTENIWYAFIUNTIN.

e lng

nInAEINNIAIEIesnA. (2566). AFANI9ANEENAUAIUNTIA UL TINAAIAFSLTENA. NEUTN:
NIENIINIUTE].

nansine AuRaL. (2567). um‘l‘uwfammwniﬁmzW%uttazwqmnﬁiwwu5fnﬂ1wsl NIAUNN: BUIANTNANT INEl.

ADLENITNNNIENIABNNTANY. (2566). FIENINIENITAIUGARIMNIINAMAUAZIATEILYN M. N3amwe: BOL.

AANINE NS (2560).4UINNNITIEURBNISAIIULSUSUNT L. (AT 1. ARV HENITRG IS
IAINIINNIINENAE

lmAauus yue1ANNINg.(2555) stalan1agsnalusily 7du. iasan 1.ﬂg‘qmw-ﬁuﬁw‘“&wmwﬁmﬁmm‘laﬁ%@

A1INIUANZNITNNIRMUINITATHTIAUATAIANUWITIF. (2566). FTIENTUNIISIATHFNALNLUASNITWENL
DARIUNTTNASIATTA. NPIVINA AR,

dinaunleunauazynaranfafi. (2566). S1EIUAAIUNITIIARRIUNTTURINAUAZIATBIYIYIN N,
NN NIENTWNIRTEL

fvinugudsuamsgiaainsasse (eadnisumna). (2566). uwalinaaamnssuundulnglunfunasugia
ATNATTA. NFINN: CEA.

AnTUTLNGAATNITNAME. (2565). sre9uaRRIMNTsRIaUAzUWTY g T 2565, ngaiyme: NTENaa
QAAINNITH.

176



[‘]Jiiﬂ!"llé!ﬂill

MEIBING =

Barnes, L., & Lea=Greenwood, G. (2010). Fast fashion in the retail store environment. International Journal

of Retail & Distribution Management, 38(10), 760-772. https://doi.org/10.1108/09590551011076533

Burns, L. D., & Mullet, K. K. (2021). The business of fashion: Designing, manufacturing, and marketing (6th
ed.). Fairchild Books.

Diamond, J., & Diamond, E. (2023). Fashion retailing: A multi-channel approach (4th ed.). Bloomsbury.
Easey, M. (Ed.). (2009). Fashion marketing (3rd ed.). Wiley-Blackwell.

Jackson, T., & Shaw, D. (2009). Mastering fashion marketing. Palgrave Macmillan.

Kapferer, J.-N. (2012). The new strategic brand management: Advanced insights and strategic thinking
(5th ed.). Kogan Page.

Keller, K. L., & Swaminathan, V. (2020). Strategic brand management: Building, measuring, and managing
brand equity (5th ed.). Pearson.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Osterwalder, A., & Pigneur, Y. (2010). Business model generation. Wiley.

Posner, H. (2015). Marketing fashion (2nd ed.). Laurence King Publishing.

Sherman, E., & Perlman, L. (2010). A manager’s guide to fashion merchandising. Fairchild Books.

Solomon, M. R., & Rabolt, N. J. (2020). Consumer behavior in fashion (3rd ed.). Bloomsbury.

Stone, E., & Farnan, S. A. (2018). The dynamics of fashion (5th ed.). Fairchild Books. 177



U3t Tl

Aadiaansaiing
www.ideo.com
www.tcdcconnect.com
www.desingcouncil.org.uk
www.doblin.com
www.askforit.com
hangarielblog.com
www.nanotec.or.th
WWww.annexmagazine.com
www.thefitflopthailand.com
favim.com
www.thaibusinesspr.com
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techdiem.com
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