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To the readers of the previous
editions whose enthusiastic
acceptance of this book encouraged
us to undertake this new and
revised edition.



Inside the Fashion Business is a book for those who have a particular interest
in what is called the “fashion industry’”” —that complex of enterprises that is
concerned with the design, production, and marketing of men’s, women'’s, and
children’s apparel and accessories.

Volatile, exciting, challenging — that is the fashion business. It is a business
that, like fashion itself, is ever-changing —thus this new revised edition. This
new, fifth edition has been completely updated and, like the previous editions,
is a combination of text and industry readings. Our objectives are twofold: to
develop an understanding of the workings of an industry that is a major
segment of the U.S. economy and to expose the reader to its inner workings as
perceived through the eyes of recognized authorities and practitioners in the
field.

By providing this knowledge, we also hope to help fashion business aspir-
ants crystallize their career objectives and reach their own specific goals in the
wonderful world of fashion.

ORGANIZATION _

The plan that we have followed is simple and consistent. An introductory
overview of the fashion business is followed by chapters that each deal with
one particular segment of the industry. These chapters are divided into two
parts. First comes an organized fact-filled body of knowledge. Next comes a
series of industry readings carefully selected to complement, supplement, and
illustrate the subject matter of the chapter. These readings describe the opera-
tions of leading companies in their respective fields. Then, to facilitate further
research, each chapter has a bibliography, a list of trade associations, and a
listing of trade periodicals related to its subject. In each case the chapter
concludes with a series of suggested student learning activities that require
review, interpretation, and application of knowledge. Following the final chap-
ter are three appendixes and a fashion business language guide.

CONTENT .8 e L e

Chapter 1, “The Business of Marketing Fashion,” presents an overview of the
U.S. fashion industry and its scope, economic importance, and marketing prac-
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PREFACE

tices. It also discusses the power of fashion and the role of the ultimate
consumer.

Chapter 2, “Principles of Fashion,” discusses the generally accepted defini-
tions of fashion and the principles governing its origin and dynamics, along
with the implications for the marketers of fashion. It also discusses the role of
designers today.

Chapter 3, “The Materials of Fashion,” examines the industries that pro-
vide the raw materials from which apparel and accessories are made: fibers,
fabrics, leathers, and furs. Each is discussed in terms of its economic impor-
tance, its method of operation, and its strategies for meeting present conditions.

Chapter 4, “Women’s and Children’s Apparel —U.S.A.,” discusses the
design, production, and marketing of women’s and children’s apparel. It in-
cludes the history, development, growth, and practices of this segment of the
fashion business, along with the methods used to meet present-day challenges.

Chapter 5, “The Menswear Industry,” reviews the growth of this industry,
its adaptation of the influence of fashion, and its changing methods of op-
eration.

Chapter 6, “Fashion Accessories and Intimate Apparel,” deals with the
economic importance and operations of the specialized industries that produce
accessories and intimate apparel.

Chapter 7, “Imports,” is concerned with the extensive penetration of for-
eign-made merchandise into the United States, the reasons therein, the proce-
dures involved, and applicable government import regulations.

Chapter 8, “Foreign Fashion Producers,” discusses the foreign fashion
producers that supply us with goods, ranging from internationally famous
foreign designers to contractors in low-wage countries.

Chapter 9, “The Retailers of Fashion,” explains the different types of retail
operations, the circumstances and period of their origin, the part that each plays
in the business of fashion, and how retailing is changing.

Chapter 10, “Auxiliary Fashion Enterprises,” covers the service enterprises
that contribute to the effective functioning of the fashion business, such as
news media, fashion advisory and information services, advertising and public-
ity agencies, and resident buying offices, among others.

Appendix A is an annotated list of influential designers. Appendix B,
“Sources of Current Statistical Information,” provides information for those
who wish to keep current and update the figures presented in this edition.
Appendix C, ““Career Opportunities in Fashion” is a road map for those seeking
a niche in the fashion business. Entry-level opportunities are discussed in terms
of personal qualities, skills, and preparation.

The authors feel strongly that readers need statistical yardsticks against
which to measure the importance of the various industries, trends, and individ-
ual enterprises in the fashion business. This we have sought to provide in the
text, within the limits of what was available up to the time of publication.

A Fashion Business Language Guide follows the appendixes.
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Fashion in the United States today is big business. Its component parts— the
design, production, and distribution of fashion merchandise — form the basis of
a highly complex, multibillion-dollar industry. It is a business that began with
small entrepreneurs at the turn of the century and today is a huge, many-fa-
ceted business. It employs the greatly diversified skills and talents of millions of
people, offers a multitudinous mix of products, absorbs a considerable portion
of consumer spending, and plays a vital role in the country’s economy. It is,
moreover, a business of curious and exciting contrasts. On one hand, there is
the rarefied air of Paris couture salons presenting collections of exorbitantly
priced made-to-order designer originals; at the other extreme are giant factories
that mass produce and distribute endless quantities of low-priced apparel to
towns and cities across the country. It is also international in nature, since the
United States both imports and exports fashion merchandise.

This chapter presents an overall view of the U.S. fashion industry —its
scope, economic importance, and marketing concepts. It also introduces the
reader to the person who occupies the key position in the entire group of
enterprises that constitute this business: the consumer. The readings that follow
illustrate general marketing concepts and strategies.

Subsequent chapters discuss in detail the various segments of the industry
that are involved in the design, production, and distribution of fashion mer-
chandise: fibers and fabrics, apparel and accessories production, foreign sources
of supply, retailing, and related auxiliary services.



