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4) Analisi Vendite A /1 *91~'92, CITER : Carpi(MQ). 1991 p.43
5) Seminario di Formazione per gli Utenti dei Servizi, Prima Edizione, SITA : Milano, 1992, pp.11~30
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6) L'immagine e le Potenzalitd delle Griffe Versace, eurisko : Milano, 1986

7) Compagnie Du Miel, Epcot : Milano, 1989

8) Strategy for Positioning the Marc OPolo Brand in Italy : Milano, 1989
9) Anticipazioni Confezioni Colori - Tessuti P /E 1993 : Carpi (MO), 1992
10) Anticipazioni Maglieria Colori - Filati - Punti, A /1 1993-1994 : Carpi (MO), 1992

11) 443497704 A8, A3, 4Fagadry $ 1989
12) ol &<, ol@e ol FHAlst A8 F : 1979

13) olgglo}, §=4UdAA 7= 1984

14) ol=f <], di -G AFFAF 1 1990

15) AER, ECAZ STl B H394-099] d-3e, dobohstz oot HAeHs] B8 1 199
16) ¥hlg, @24l S A AY LAL F ToEol2e) vuE AF, 4L oo A =g 199
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FAARE 2AT 2 $4u) 459%E 9
F Aavlo] ALHUT oA LA AA
81%8 AA et 28 714443 A oA
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17) NBI(Nielsen Business Indicators) Rapporto Annuale 1991 Vol. V : Tessile : Milano, 1991
18) Griffe[grif)-& AGAH(TIAtol Y, dlo|#)e] 4 EE v shs Tg20|Z olgiz] M= el HA= - TF 4

FoolAE A F

19) Chiara Modini, Presa di Coscienza, Fashion Settimanale, N, 1046 : Milano, 1993, p.13

20) NBI, 1991
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CE 3y 9lolR A4 B8

{ARR 1) MEX 2 (traditional ) AEY

dellA] 198937219 9 F 2u]E 715 HlE)
1990 o= —~1.3%, 1991 —1.5% 2 9+
ave] 248 el

(B 3¢ 24 FAHY o FAHE A5HY
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AH] T
ojA2g Azt 1990 | 1991
A 54 41 (Traditional) = -54 | —-7.2
A5 %7} +19 | +64
7i %4 (Casual) 27t +42 | +15.1
4395 A& | +22 | 419

MaxMara

(AR 2> HEA 0l Ejjalst
(Traditional, Classic)~Ef2!

(AR 3 BEZ 00 Al

(Traditional, up to date)A-ElS!
va) el fe] ALe A&Hog W FIHE
ZHA gtk 2y AAF QA v AR L3
59 713 EA9 MujA @ REOE HU Y
2 AP (E 4)

AA Lo F vl gl Py 3-968%, 94
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tional) Al o] A3 Foll o] AA AN #
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21) Rapporto Analistico per Articolo, Marzo '89—Febbraio '90, Donna, SITA : Milano, 1991

22) Analisi Vendite A /1 '91~"92 : Carpi (MO), 1991, p.36

23) NBI, 1991
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asd | o0 | (%) | (%) 100 100
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20~24| 2318 9 89 98.8 95.3
25341 4442 | 22 215 97.7 106.4
35441 3950 | 18.6 18.9 101.6 106.1
45~54| 3604 | 20.2 20.9 103.4* 103.8*
55~64] 3554 | 16.4 16.6 101.2 84.9
64°14| 5113 | 7.6 7.6 100 105

(Traditional up to date, A}A 3) e}z 2§
gto] B AFHQA P FALS HA NG &
o] 82%S AASL Atk 2 F AEFHo|HA
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g5 At
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AT = 26 R(38.8%) 9] 4¥)E 39.8%F

24) Analisi Vendite, 1991, p.36
25) SITA, 1991
26) SITA4, 1901
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A | A4 Z}i
rEza 000 | %) | %) | 100 | 100
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CE 8) Miolof np= asiRe) oy 7

Zag [ 2fd | 28| ogF [ 4 | HP

2o | A% | 24

A
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ABSTRACT

Womenswear Collections based on [talian
Fashion Market Trends
—utilizing 1990's demographics data—

Without a solid marketing system in place,
the fashion industry cannot flourish on out-
standing design or technology alone, Even
though the significance of collecting and anal-
yzing information, merchandising, and retail
distribution is recognized, these functions are
not firmly rooted or prevalent in our industry.
In contrast, Italy which possesses similar dem-
ographic traits such as the lack of matural res-
ources and other physical factors has succeed-
ed in globalizing its fashion market by respon-
ding swiftly and exercising flexiblity to its con-
stantly changing consumer demand. This in
turn has earned Italy the competitive edge in
the global fashion arena, Italy’s unique man-
agement skills and operation know-how, along
with successful market strategies come into
play in bringing competitiveness to Italy’s fas-
hion market.

Firstly, smaller companies with ability to
adopt swiftly to the ever changing market.

Secondly, fashion friendly social environment.



Thirdly, niche marketing through highly spec-
jalized systermn and differentiation. Fourthly,
timeless innovation through intense corporate
competition, Lastly, establishment of founda-
tions to support the industry through diverse
networking. The alone building blocks have

formed a basis for erecting an unparalleled mar-

ket with a reputation for excellence in design
and quality in the global fashion world.

This study has examined how Italy’s fashion
industry has evolved from an underdeveloped
textile business into a cutting edge fashion in-
dustry. Italy’s unique business processes and
practices were studied to come up with a col-
lection and merchandising ideas in a niche mar-
ket. By selecting this venue we are able to con-
tinuously grow and develop in a market with
diverse consumer needs,

To analyze the Italian fashion market, data
from 3 institutions were utilized, namely, CIT-
ER which has provided consumer trends and
sales analysis, SITA, a data service provided
statistics from the textile and apparel busines-
ses, and NBI has also furnished valuable data
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consummer profile, retail channels and other re-
lated data from the above institutions has for-
med a backbone for market segmentation and
target markets, and as a result, we were able
to zero in on the type of consumer, product,
pricing and retail channels for our wom-
enswear,

Going forward the direction is to elevate
product image and prestige, and create syn-
ergy between related industries, and at the
same time reinforce marketing initiatives, On
the same note, in order to develop inmter-
nationally recognized brands such as Max
Mara and Benetton. Certain elements such as
the specialization of the fashion industry, alon-
g with fashion-related data base and systems
support, and most importantly experts with
acute fashion sense and capacity to analyze
pertinent data are in need,

I firmly believe that we can achieve Italy’s
level in the fashion market with support from
the government and unrelenting effort within
the industry itself, and hope that this report

can prove to be useful



