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Abstract

The nature of internationalisation is explored and the historical stages in the process described. A series
of profiles of fashion companies, which have pursued policies of internationalisation, is presented. The
challenges faced by fashion producers and retailers, as they enter the twenty-first century, are identified and
the changing context of fashion consumption is recognised.
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I . Introduction

Radical developments in fashion production and
consumption have occurred throughout much of
Asia over the past few decades. Far-reaching
changes have dramatically transformed fashion
supply chain management and distribution at both
national and international levels. In particular,
radical innevations in communication and infor-
mation technology have contributed to the global-
isation of markets and to changes in the nature of
consumer demand. National and international fash-
ion events are no longer the prerogative of just a
smalt number of leading manufachurers and key
representatives of the fashion press, but rather are
regarded as esseniial indicators to ensure fisture
commercial success. Large retail organisations are
active participants and through the willing involve-
ment of popular national media, oconsumers are
conversant with the dominant stylistic themes of a
given fashion season. Fashion designers and cat-
walk models have become household names and
designer and retailer brand names have become
familiar status symbols to many consumers inte-
mationally.

A process of internationalisation, fuelled by
technological innovations and a range of social,
economic and political developments, has had a
major impact on the production, distribution and
consumption of fashion products in many Asian
countries including Korea. The age of the global
consumer is apparent and globalisation itself has
been identified as a major long-term fashion trend.
The objectives of this paper are:

() To focus on aspects of the process of
internationalisation.

(2) To present a series of brief profiles of
fashion producers and retailers who have readily
embraced the process of internationalisation,

(3) To identify some of the challenges faced by
fashion producers and retailers as they enter the
twenty-first century.

II. The Nature of
Internationalisation

By the end of the twentieth century it appeared
that a global marketplace had evolved in which
pattemns of consumnption in the major urban arcas
displayed degrees of homogeneity. Similarities in
lifestyle and behaviour had developed among urban
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consumers world-wide, through a process which
has been referred to as “world cultural convert-
gence™”. As long ago as 1983, Levitt proposed
that, “... the world's needs and desires have been
irevocably homogenised”®. The onward march of
global culture and the weakening of local distin-
cliveness has been widely documented™™. As
pointed out by Crewe and Lowe, the spread of
global culture (or, more precisely, the weakening of
local distinctiveness) is particularly apparent in
clothing consumption'®. They recognised that the
global spread of [Western] fashion culture had
come about “..through strategies such as franchis-
ing, licensing and branding, and also through
technological developments in electronic ordering,
warehousing and distribution systems” '". Through
the careful restriction of supply, retailers mainta-
ined competitive advantage in the global market-
place. The creation of the global market was
primarily as a result of intensive advertising, allied
with the indirect promotion of Western cultural
values through satellite television and other
global means of communication. In order to meet
the demands of this global market, retailers and
designers have pursued a process of internationa-

' ). Robins, “Retailing in Computer-mediated Environments

lisation.

Internationalisation involves the transfer of a
physical entity or a concept across state boundaries.
The 1990s witnessed dramatic changes in the
fashion indusiry. During the 1970s there were 182
instances of retailer eniry across sixteen European
countries, whereas in the 1980s 654 cases were
reported'”. This trend continued throughout the
1990s. The intention of this section is to discuss
the nature of the internationalisation process and
the means by which the activities of certain fashion
designers or retailers have become multinational or
global in nature.

Levitt perceived that globalisation was a
development beyond multinationalism and differen-
tiated between the multinational enterprise and the
global corporation:

“The multinational operates in a number of
countries and adjusts its products and practices in
each at high cost. The global company operates
with resolute constancy at low relative cost - as if
the entire world was a single entity.... the worlds
needs and desires have been homogenised. This
makes the multi-national corporation obsolete and

Electronic Commerce Across Europe”,

International Journal of Retail Distribution Management 25(1) (1997) : 29-37.
? T. Levitt, “The Globalisation of Markets”, Harvard Business Review 61 (3) (May 1983); 92-102.
* D. Harvey, The Condition of Postmodernity (Oxford : Blackwell, 1989).
* R. King, “Architecture, Capital and the Globalisation of Culture, Theory, Culture and Society 7

(1990): 397-411.
* 1. Robins, op. cit.

¢ R Sack, “The consumers' world :
Geographers, 78 (1988). 643-664.

place as context”, Annals of the dssociation of American

7 R. Shields, Lifestyle Shopping: The Subject of Consumption (London, Routledge, 1992).
* S. Zukin, Landscapes of Power : from Detroit o Disney World (Berkeley, CA : University of

California Press, 1991),
® L. Crew an M. Lowe, “United Colours?

Globalisation and Localisation Tendencies in Fashion

Retailing”, in N. Wrigley and M. Lowe (eds) Retailing, Consumption and Capital (London : Longmans,

1996): 271-283.
® mbid., 273.
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? Corporate Intelligence Growp, Cross Border Retailing in Europe (London : Corporate Intelligence

Research Publications, 1994): 5.
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the globat corporation absolute™'”.

Douglas and Wind™ gave a critique of Levitt's
work. Joncs considered Levill's views in the
context of the UK clothing industry ™.

Alexander'® identificd several historical stages
leading towards internationalisation: genesis (1880
~1945); emergence (1945—~1974); crisis (1974~
1983); renaissance (1983 ~1989); regionalisation
(1989~-2000). Each of these is bricfly described
below,

The first stage in internationalisation, “genesis”,
coincided with increased urbanisation following the
Industrial Revolution, Paraliel developments in
communication systems and improved educational
provision lead to an increased demand for con-
sumer goods'”. Retailers began to develop retail
structures in industrialised areas. Access to foreign
travel improved and this prompted the establish-
ment of further outlets abroad. Going beyond their
national boundaries, Europcan and US retailers
established department stores in Central and South
America. A branch of Harrods (the famous British
retailer) was even established in Buenos Aires’®,
Liberty and Bwbeny stores opened in Paris in
1890 and 1909 respectively'®.

The second stage of internationalisation, “emer-
gence”, was characterised by economic and poli
tical restructuring in Europe, the increased eco-
nomic and political influence of the USA intema-
tionally, the economic emergence of Japan interna-

B Levin, op. cit.
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tionally, the consequential growth in international
trade and the emergence of the consumer society””.
After the Second World War, US retail companies
were highly influential in the development of
intemational retailing. Much restructuring  and
reorientation of the retail sectors occurred in
continental Europe and Japan. Markets and accom-
panying infrastructures were of course weak
following the devastation in much of Europe during
the Second World War. In the period from 1960 to
1974 many retati operations had expanded greatly
within their own national boundaries and had
reached a stage of prosperity that enabied the
development of international operations. Interna-
tional trade barriers had been lowered and in some
cases removed. Examples from the British context
include the Burton Group, Marks and Spencer and
Mothercare. Improvements in technology, and in
particular in telecommunications, also played an
important role *". The period of intemationalisation
was interrupted during the “crisis” period of 1974
~1983 due to the series of economic shocks
following the oil crisis of the ecarly 1970s.

The period 1983 to 1989 was recognised by
Alexander as the time of “renaissance”, with
improved economic growth permitting rctailers to
consider intemnational expansion. International take
over plans developed and there was extensive
growth across national boundaries. In continental
Europe, for example, German retailers developed
interests in Austria, Belgium and Denmark™,

'S P Douglas and Y. Wind, “The Myth of Globalisation", Journal of Marketing and Management 10

(1994). 267-282.

* R. Jones, “The Globat Reach of the UK Clothing Sector”, Journal of Fashion Marketing and

Management 2(2) (1998). 137-152,

S\ Alexander, "Internationalisation
MacMillag, 1995) 76.

7 tbid., 8.
® 1bid, 19.
'* 1bid., 80.
© rbid., 81.

. Interpreting the Motives” in Imiernational Retailing {London :

M. Berry and D. Warfield, “The Globalisation of Retailing”, Textile Outlook International (January,

1988).
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According to Alexander the advantages of geogra-
phical and cuitural proximity combined to create a
similar demand for the goods available. Interna-
tionalisation was also occurring on a wider front
involving UK and other European retailers as well
as their US and Japanese counterparts™. The 1990s
witnessed “regionalisation”. Economic recession
slowed internationat activity in retailing in the early
years of the decade but did not remove it. The
decline of state controlled economic systems in
Eastem Europe opened up new markets”™. The
introduction of the Single European Market and the
development of the North American Free Trade
Arca caused the removal and lowering of tariffs
and quotas; this prompted retailers to expand into
these areas”™.

it was recognised by Dawson that internationa-
lisation was more common among non-food
retailers than food retailers and impiied that fashion
clothing, being less culturally sensitive than food,
was more easily transferred to foreign markets®,
Dawson identified a range of factors which enabled
the intenationalisation of fashion retailers, and
these factors were summarised by Moore as: the
potentially small format size, with limited capital
investment and management costs; relatively easy
market entry and exit; precise consumer targeting;
transferability of a single brand and store identity;
suitability for franchising the brand; associated
cachet of relationship with a foreign retailer;
economics of replication”.

2 Corporate Intelligence Group, op. cit., 3.
BN Alexander, op.cit., 91.
B Ibid., 92.

[l. International Activity by
Fashion Designers and Retailers

International activity by fashion designers and
retailers has not just been focussed on mature
markets such as Western Europe, USA and Japan.
Until the Astan economic crisis of the late 1990s
many Asian markets, particularly those associated
with the so-called “tiger economies”, were an
important focus of intemational activity. The key
criteria for involvement appear to be spending
power and average per capita income. Those
involved in extending their activities into the
former state-controlled economies of Easten
Europe such as Russia arc apparently taking a
longer term view; infra-structures are weak and
levels of economic risk are high. By comparison,
most western countries are affluent but markets are
highly competitive™.

Following the lead given by international sports
wear manufacturers, other well-known fashion
names extended their brand names in a variety of
ways. Designer diffusion ranges helped to extend
profits without compromising status. The 1990s
also witnessed the increased internationalisation of
the fashion industry, with all the big fashion names
attempting to strengthen the relative standing of
their products. The key factors which encouraged
the top fashion producers to pursue policies of
internationalisation included the following: increa-
sed market saturation, with declining population
levels in key demographic groups; the search for

A D Threadgold, “The Developing Internationalisation of Retailing”, International Journal of Retail
and Distribution Management, 18(2) (March/Aprii 1990); 4-11.

* J. Dawson, “The Internationalisation of Retailing Operations”, Journal of Marketing and Management

10 (1994): 267-282.

7 oM Moore, “La mode sans frontieres?

The Intemationalisation of Fashion Retailing”, Jowrnal of

Fashion Marketing and Management 1(4) (1997). 343-356.

% pJ. McGoldrick and H. Lui, “International Retailing Strategies : A Leaming Experience”, Jowrnal of
Clothing Technofogy and Management 11(3) (1994). 39.52.
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cost savings; the desire for vertical integration and
for supply chain control; the desire to diversify risk
by owning a variety of brands, each of which
appealed to a different market; the increased
globalisation of fashion trends, particularly evident
in the teenage market.

During the 1990s, mergers and acquisitions
proceeded rapidly in Europe with the larger groups
attempting to exercise control over even more
brands™. In the UK, during the 1990s, French,
Italian and American fashion retailers were the
most numerous participants and of these the French
retailers were the most active™®, The principal
strategic means by which fashion retailers have
achieved internationalisation of their brands have
been through franchising, merger or take-over,
concessions or self-start entry®”. Franchising ena-
bles a company to “test” the market and carries
low levets of risk’”. Typically, franchisees purchase
their entire inventory from the franchiser. The
former also pays a fee and the latter provides
advertising, marketing and other promotionai
support. Advantages of franchising include: low
cost and lower risk for the franchiser, the op-
portunity to employ local management who have a
familiarity with local trading practices, a means of
overcoming intemational entry barriers, no neces-
sity to purchase propertym. Considerable market
presence in another country can be achieved
quickly, following take over or merger. Manage-
ment and cash flow: are already in situ’®, On
occasions it may be difficult to evaluate a company
identified for take over; inherent financial problems
could make take over a costly action. Concessio-
nary arrangements are when a company pays a
retaifer (typically a department store) to stock its

® Mintel, Designerwear Retailing (London
* P. ). McGoldrick and H. Lui, op. cit.
3 C. M. Moore, op. cit.

The International Journal of Costume Culture 5

products in an agreed space. Concession arrange-
ments are of low risk and of relatively low cost.
Self-start entry is when a retailer starts up a chain
of retail outlets either from scratch or by means of
acquisition of an existing chain of stores. Self-start
is of high risk and high cost.

The use of electronic point of sale (EPOS) and
quick response systems of production and distri-
bution have assisted the process of intemationa-
lisation in recent years. This technology allows for
the restocking of items at a quick pace.

Towards the end of the twentieth century, trade
barriers between countries were lowered and certain
trade relationships were formed. The establishment
of the North American Free Trade Area and the
Single European Market eliminated trade barriers.
In the European context the possible future wider
acceptance of a single currency may well further
enhance the process of internationalisation(At the
time of writing there was still a debate among the
British on whether or not the UK would benefit
from joining the system.).

Kacker” identified various “push” and “pull
factors influencing the internationalisation of retail-
ing. The “push” factors or conditions that cause a
retailer 10 pursue international activity include the
saturation of domestic markets, a restrictive regula-
tory environment, a hostile competitive environ-
ment and poor economic conditions. “Pull” factors
are those factors or characteristics, which may in-
duce investment by retailers from elsewhere. These
may include the existence of an underdeveloped
retail structure with minimum levels of competi-
tion, favourable exchange rates, niche market
opportunities, a large non-exploited market, and
good socio-economic conditions. Further conditions

: Mintet, 1999), 37.

* C. Moore and C. Leroy, “Penetration du pret a porter francais dans le marche brittanique”, Journal
of Clothing Technology and Management 12(3) (1995). 129-162.

|, Sparks, “Reciprocal Retail Internationalisation,” International Jowrnal of Retailing (1995). 57-96.

3 M. Kacker, Transatlantic Trends in Retailing, (London

” Corporate Intelligence Group, op. cit.

: Quorum: 1985).
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which may have encouraged retailers to participate
on an intemational basis have been referred to as
“facilitating factors™. These include the apparent
lowering of political, economic and other perceived
barriers between nations, the broader perspective
taken by senior managers, the build up of expertise,
the ability to assess other retailers’ international
intentions and developments in communication
technology.

As recognised by Moore, ‘push’ and ‘pull’ factors
may not adequately explain the actual response of
retailers to both domestic and international market
opportunities. [n this context Alexander argued
that retailers were either proactive ot reactive in
their responses’”. A proactive approach pursues
entry to foreign markets because of the prevailing
international market opportunity and not because
domestic markets are saturated’®. A reactive res-
ponse on the other hand is because of pressures
prevailing in home markets™. A series of brief
profiles of designers/retailers who achieved intema-
tional status by the 1990s is presented below.

The Jones Apparel Group (JAG) is the corporate
title of the brand owner or licensee for several
designer wear ranges. The organisation designs and
markets products under various of its own labels,
including Oldham and Evan-Picone and, in
addition, licenses a range of brands from the Ralph
Lauren Corporation, including Lauren by Ralph
Lauren, Ralph by Ralph Lauren and the Polo Jeans
Company label. A range of other brands such as
Saville and Rena Rowan are sold in the USA®.

During the 1990s the Ralph Lauren Corporation
retained the title of the various Polo, Lauren and

¥ oM. Moore, ap. cit.
7 N. Alexander, op. Cil.
* C. M. Moore, op. cit.
* Ibid

“ Mintel, ap. cit., 9.
" Ibid.

2 pbid., 95.

® Ibid.

“ Ibid.

Ralph labels. The corporation produced the couture
collections and the Polo Ralph Lauren diffusion
ranges. A substantial aspect of the business was
licensing, particularly to companies with large-scale
manufacturing expertise. High levels of advertising
helped to maintain the strength of the designer
wear name and its associated cachet™,

Widespread awareness of the Giorgio Armani
brand was developed in the UK during the 1980s
and was referred to in a recent Mintel report as
“..the quintessential yuppie brand.” From a base in
men's wear jackets, suwits and other outerwear, the
brand extended successfully into women's wear.
Various sub-brands were developed including
Amani Jeans, Ammani Collezioni, Emporio by
Armani™?,

A complicated relationship between brands,
licensees, suppliers and manufacturers was evident
on considering the context of Nino Cerruti, a brand
which began as a textile manufacturer but extended
into clothing in the 1960s. By the late 1990s the
name was used to ficense over 60 products™. It
has been estimated that there are about 1,500
retailer stores world-wide that stock Cerruti pro-
ducts*?.

In the 1990s, Donna Karan's ranges were aimed
primarily at professional women who had an
appreciation of well-cut clothes in high quality
fabrics. The DKNY diffusion ranges included the
Donna Karan Collection, DKNY Jeans, Donna
Karan Essentials, Donna Karan Signature, Donna
Karan Menswear, DKNY Men, Donna Karan
Intimates, Donna Karan Hosiery, Domna Karan
Eyewear, DKNY Eyewear, DKNY Coverings*,
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Versace fashions are associated with celebrity
status and glamour. Until his death in 1997, the
designer worked closely with his sister, Donatella
Versace, who ensured that the organisation con-
tinued to hold its high status. By the late 1990s
there were seven principal clothing lines: Gianni
Versace, Versace Jeans Couture, Versus, Versace
Classic V2, Istante, Versace Sport and Young
Versace, Versace diffusion ranges are widely
available in Europe and North America™.

Viviennc Westwood ts a British designer of
international standing who had strong associations
with punk rock in the 1970s. Her garments made
use of British fabrics and had references to British
jcons and tradition®”. In the 1990s her top four
ranges were the Gold Label Collection, which is
couture orientated; the Red Label diffusion collect-
ion; MAN, another diffusion range; Anglomania,
referred to as a “youthfui rebellion” line™.

Valentino is an ltalian label, which cxtends
across diffusion ranges, youth ranges, home furni-
shings, accessories and perfumery. Wide internat-
jonal distribution is a feature, In Italy, Japan and
the USA the company retails its brand through a
chain of boutiques and, in the UK, distribution is
principally through department stores and inde-
pendent retailers™.

In the 1990s Calvin Klein advertised heavily
world-wide and was probably one of the biggest
clothing brands. The name is best known ir the
UK for its jeans, casual wear and underwear
ranges; the latter sold widely in department stores,
mail-order catalogues and in specialist retailers.

During much of the 1980s and 1990s Benetton,
the Ralian clothing manufacturer and retailer, held
distinctive designer status. During the 1990s the
company traded under the brand names “United

* Ihid., 96.
* Ibid.
7 Ibid,
® Ihid,
“ ihd, 97.
* Ibid., 106.
S tbid., 107.
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Colours of Benetton”, “Sisley”, and “012". The
company has been renowned for its casual wear for
men women and children, and, in the late 1990s,
had a truly internationat network of seven thousand
stores in one hundred and twenty countries™.

Kookai is a French-owned women's wear brand
which, in 1999, traded in forty-cight countries®”,
High quality fashion clothing and accessones were
the focus, at price points in the upper end of the
high street range. Its target market was “fashion
aware” and ‘“style conscious” consumcrs in the
eighteen to thirty-five age range.

In the last decade of the twentieth century,
Wal-Mari, the US company, was by far the
world's largest retailer in terms of revenue, Its
focus was on low costs, low prices, an extensive
product range and a belief in friendly service
and good customer relations. The core of its
business was its US discount outlets and super-
markets. The internationalisation of the com-
pany's activities began in the early 1990s with a
joint venture in Mexico. By early 2000 it wholly
owned businesses in Canada, Argentina, Puerto
Rico, Germany, South Korea and the UK. In
addition it had partly owned interests in China,
Brazil and Mexico.

Intemationalisation has not just been a feature of
North American and European fashion producers
and retailers. During the last few decades of the
twentieth century, foreign branded fashions satisfied
Japariese consumer expectations and, despite a
troubled economy, demand remained high. In the
early 1990s cash-rich Japanese companies develo-
ped interests in a number of European brands such
as Aquascutum (taken over by Renown, one of
Japan's main manufacturers and traders of apparel
products) Laura Ashley Holdings plc (a 5.9 per
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cent share was acquired by the Aeon Group) and
Daks Simpson (acquired by Sanyo Seiko)™,
Interesis were also taken in Hermes, Madame Gres,
Courreges, Jean-Louis Scherrer and Martine Sibon.
Onward Kashiyama, Japan's largest clothing manu-
facturer acquired a 49 per cent stake in Luciano
Soprani, 100 percent of Barba's, 70 per cent of IFG
and 100 percent Gibo (which manufacturers for
Jean-Paul Gauliier), bought up the Dolce store in
Milan and, by the late 1990s, had a number of
outlets in Paris, including Kashiyama No 1 and No
2, Luciano Soprani, Jean-Paul Gauiltier, Junior
Gaultier and Kashiyama Men's™”. As reported by
Moliett in May 2000: “With revenues falling, these
programmes of overseas acquisitions have almost
dried up. Nevertheless, demand for foreign brands
in Japan - particularly mass merchandise goods -
continues to be strong. In order to satisfy this
market, apparel manufacturers have, over the past
couple of decades, been actively tying up with
foreign partners to form joint ventures. As a result,
most of the top Japanese apparel manufacturers
now act as sales agents for these brands, often on
an exclusive basis”?,

It would therefore appear that by the end of the
twenticth century joint ventures provided the most
appropriate means of penetrating the difficult and
very competitive Japanese market.

Mollett remarked that the Japanese apparel
market was significantly different to other national
markets and many foreign companies have not
succeeded because they have failed to take into
account the finer details of consumer expectations
) Mollett listed the range of differences as
follows: (i) quality competitiveness is more impot-
tant to Japanese consumers than price competiti-

veness; (if) defective products must be identified at
the inspection stage immediately following product-
ion and never by the consumer; (iii) quality of
service is regarded as of equal importance to
quality of product; (iv) products should be modi-
fied to suit local requirements; (v) Japanese
consumers have a fine eye for detail, particularly
the finer details of garment construction; (vi)
packaging of apparel can also be of importance™.

Although fundamental shifts in spending patterns
had occurred by the year 2000, Mollett noted that
there was still a significant market for such goods
among young, unmarried, highly fashion conscious
working women, living in their parental homes and
with a relatively high disposable income®”.

IV. The Challenge to Fashion
Producers and Retailers

An important trend in the production and
distribution chain for clothing preducts became
apparent from the 1960s onwards. The powerful
influence exercised by textile and clothing manu-
facturers in the supply of clothing fashions became
eroded and the dominance of retailers increased
until, in the late 1990s, when fashions became
consumer lead, the better-informed consumer held
sway. Markets became increasingly fragmented and
diversified and moved from a position of only a
few styles (and their derivatives) competing for
market aftention to a position where fashion
consumption became “---multi-faceted, eclectic and
more globally informed and therefore empowe-
red”™. The assumption that high fashion somehow
dictated what was appropriate, and that it allowed
styles to trickle down to the masses, lost credi-

2 A. Mollet, “Changing Strategies in Japan's Apparel Market”, Textiles Outlook International (May

2000): 119-135.
2 Ibid.
 Ibid.

* Ibid.
% Ibid,
7 1bid,

 Editorial, Journal of Fashion Marketing and Management 3(4) (1999); 293-300.

- 188 ~



Vol. 3 No. 3

bility. The age of the consumer had arrived.

Apparently shorter product life cycles, increa-
singly demanding consumess, and intense competit-
ion combined to force many fashion manufacturers
and retailers in both North America and Western
Europe to re-evaluate their strategic positions.
Faced with accusations of sameness of product at
sameness of price, the invasion of stores from other
countries, and a deflationary climate (with an
expectation from consumers for increasingly lower
prices with increasingly high quality), fashion
retailers kept up the search for new means of
generating more sales. At the time of writing, it
appeared that the retail sectors in many Westem
countries were on the brink of a major shake-up.

During the last few decades of the twentieth
century, major technological, economic and social
changes had a profound effect on global markets.
China moved closer to becoming a major world
economic power, and various trading alliances
developed, including the EU, NAFTA, and AS-
EAN. State controlled systems in Eastern Europe
collapsed, and world stock markets boomed. The
pace of technological change appeared to accel-
erate, and with it the potential for world-wide
access to information. Poverty, famine and war
continued unabated, and the attention of the world
news media to such events was generally only
solicited when Western economic interests were
threatened. Meanwhile poputations world-wide were
bombarded with televised images of idealised
lifestyles, which in turn generated aspirations for
ownership of Western consumer products including
fashion clothing,

Probably the most dramatic challenge (or

The Intemational Journal of Costume Cuiture 9

opportunity) facing the fashion retailing sector, as it
enters the twenty-first century, is electronic retail-
ing. This comes in a number of forms and is
comprised of CD-ROM catalogues as well as
television-based selling, interactive kiosks™ and the
use of the internet.

In Westem Europe and North America many
retailers and consumers in the late 1990s, were of
course aware of satellite television, but awareness
of the benefits of interactive television, the Internet
and interactive kiosks was weak™. At the time of
writing, the question of whether the domestic
television set or the PC will become the principal
multi-media means of retailing (in the UK) was
still being asked™. Interactive television has
undergone a speedy development. Mail order cata-
logues can be put cheaply into CD-ROM form and
the visual presentation can be greatly enhanced
through the inclusion of full motion videos. Custo-
mers must however place an order by phone or by
using the postal service. In addition, updating is not
automatic.

The literature on electronic retailing includes a
wide spectrum of views and opinions. In the main,
observers have argued that such innovations,
whether CD-ROM catalogues, cyber-shopping malls
or retailer home pages, have the potential to
revolutionise retailing as it was known at the end
of the twentieth century™ ® * . In 1999, Jones
and Biasiotto noted that the bulk of research on
internet retailing had been consumer-based, and
that this research identified a range of concems
which appeared to impede the growth and future of
the intemet as a retailing medium®. The major
concerns related to security issues, in particular

¥ In recent years several of these kiosks have been tested in Central London. Consumers can log on
and view a wide range of merchandise (from one or more retailers) on a computer screen. They can

subsequently make an order for home delivery.
60

Drapers Record, 1977): 314,

' rbid.
[

Market Tracking International Lid., UK Fashion Report (London :

EMAP Fashion, publishers of

D Parvitt, “Retailing and the Super High Street : The Future of the Electronic Home Shopping

Industry”, International Journal of Retail and Distribution Management 25(1) (1997): 38-43,
% J. Rowley, “Retailing and Shopping on the Internet”, Imternational Journal of Retail Management 24

(3) (1996): 26-37.
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fraud associated with the transmission of personal
credit card details™. Other concems included slow
transmission rates, inefficient delivery systems and
uncertainties relating to the return of products

deemed by the consumer to be unsatisfactory™. A -

range of problems relating to currency, taxes, tariffs
and shipping was noted in the context of interna-
tional markets™. A wide variety of advantages was
also noted: the potential for 24-hour, 365 days per
year conswmer access; no restrictions resulting from
store location, thus negating store rental and
property acquisition; reduction in the need for sales
staff’”, In the context of shopping for fashion
goods, the ability to assess the precise colour,
drape and textural qualities of garments are an
obvious difficulty; this may however be addressed
in the not too distant future.

V. The Changing Context of
Fashion Consumption

Twenty-first century consumers will be knowle-
dgeable. They will have numerous accessible
sources from which to acquire knowledge. The
much-publicised predictions, forecasting that var-
ious forms of information technology will replace
books seem premature, at least for the next few
decades. The success of online book suppliers at
the end of the twentieth century and the proli-
feration of new large-scale book stores in various
Western European cities seem to indicate that the
thirst for knowledge and understanding is alive and
well. An extensive series of new magazine titles
appeared in North America and Western Europe
during the 1990s. Radio stations and television

channels are more numerous than ever before.

Consumers can access information on almost
every conceivable subject through the use of the
internet.

Twenty-first century consumers will be well
travelled. Cheap travel, arranged through specialist
internet sites, using discount airlines, will allow
more and more consumers first hand access to
diverse cultures.

Twenty-first century consumers will demand
quality of product and value for money.

The boundaries of technology will continue to
be pushed to provide innovative synthetic fibres
and novel processing techniques to further enhance
the properties of natural fibres.

Generations of fabrics will be developed which
will contain microscopic capsules of moisturisers,
vitamins, perfumes, sexual attractants, anti-bacterial
agents, anti-ageing creams or other stimulants.
Only fashion brands, which exude integrity, authen-
ticity and longevity will survive.

Twenty-first century consumers will be well
informed and will hold strong views on issues such
as eco-system destruction and pollution, chiid-
worker exploitation, genetic modification of the
natural environment and ethical investment. The
longing for physical and spiritual well being may
well replace the consumer greed of the twentieth
century.

Twenty-first century consumers will not perceive
the intemet (or its successor), mobile phones, or
other twentieth century innovations, as “high tech”.
Rather they will regard all aspects of information
and communication technology as a fundamentat
aspect of everyday life.

% J. Reynolds, “Retailing in Computer-mediated Envircamets : Electronic Commerce Across Europe”,
International Journal of Retail Distribution Management 25(1) (1997). 29-37.
% F. Schneider, “Retailing on the Internet”, Jnternational Trends in Retailing, 12(2) (1995). 67-80.

% K. Jones and M. Biasiotto, “Internet Retailing : Current Hype or Future Reslity?” The Iuernational
Review of Retail Distribution and Consumer Research, %(1) (January, 1999). 69-79..
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VI. Conclusion

This paper has highlighted some of the main
aspects of the process of internationalisation as it
affects fashion consumption and retailing. A range
of challenges faced by fashion producers can be
identified. Fashion consumption in the twenty-first
century will take place in an econvironment of
accelerating change. fuclled by further technolo-
gical deveiopments in information and communi-
cation technology. Questions of logistics and de-
livery will be solved and electronic shopping on
the internet will reach realms of virtual reality not
dreamt of during the twenticth century, 1t is
probable that thc consumer will wield even more
power and will expect even more from producers
and distributors. In many developed cconomies,
improved health care wilt lead to an older popula-
tion protilc, and relevant market opportunities will
open up, Children's-wear markets, on the other
hand, will face a serious challenge as the number
of children aged under sixteen ycars declines
dramatically during the first few decades of the
twenty-first century. Single person houscholds will
increase in number as will the proportion of profes-
sional and non-manual workers in the population.
Global brands will continue to form the foundation
of international fashion retailing. Fashion producers
and retailers will be faced with fierce competition
from providers of other goods and services, in the
quest to gain a higher proportion of consumers'
disposable income. Success in fashion production
will be dependent on responding to consumer
demand and not on cxpecting demand to be created
after the goods have been produced. Meanwhile
success in retailing will be dependent on undertak-
ing the task of finding the new and exciting,
editing out the banal and mundane and presenting
the consumer with thc world's most desirable
package, which is of course whal the consumer
will demand.

References

Alexander, N. 1995. Internationalisation : Interpre-

The International Joumnal of Costume Cuttuse 11

ting the Motives. In [nternational Retailing,
77-98. London : MacMillan.

Berry, M. and Warfield, D. 1988. “The Globalisa-
tion of Retailing”. Textile Outlook Internat-
ional, January.

Corporate Intelligence Group 1994. Cross Border
Retailing in Europe. london : Corporate In-
tclligence Research Publications.

Crewe, L. and Lowe, M. 1996. United Colours?
Globalisation and Localisation Tendencies in
Fashion Retailing. In Refailing, Consumption
and Capita’, eds Wrigley, N. and Lowe, M. pp
271-283, London, Longmans.

Dawson, J. 1994. The Intemnationalisation of
retailing operations. Journal of Marketing and
Management 10: 267-282.

Douglas, S.P. and Wind, Y. 1987. The myth of
globalisation. Columbia Journal of World Bu-
siness, Winter.

Lditorial, 1999. Journal of Fashion Marketing and
Management, 3(4): 293-300,

Harvey, D. 1989. The condition of postmoder-
nity. Oxford : Blackwell.

Jones, K. and Biasiotto, M. 1999. Internet retailing:
current hype or future reality? The Interna-
tional Review of Retail Distribution and Con-
sumer Research, 9(1): 69-79.

Jones, R. 1999. Thc global reach of the UK
clothing scctor. Journal of Fashion Marketing
and Management, 2(2). 137-152.

Kacker, M. 1985. Transatlantic Trends in Retailing.
: Quorum, London.

King, R. 1990. Architecture, capital and the
globalisation of culture. Theory, Cultwre and
Society, 7: 397-411.

Leviti, T. 1983. The globalisation of markets.
Harvard Business Review, 61(3): 92-102.
McGoldrick, P.J. and Lui, H. 1994. International
retailing strategies : A learning experience.
Journal of Clothing Technology and Manage-

ment 11(3): 39-52.

Mintel, 1999. Designerwear retailing, a market
report produced by Mintel, October.

Mollett, A. 2000. Changing strategies in Japan's
apparel market. Textiles Outlook International,
May. 119-135.

- 191 -



12 The Internationalisation of Fashion Consumption. Chaltenges for the Twenty-first Century 1ICC

Moore, CM. 1997. La mode sans frontieres? The
internationalisation of fashion retailing. Jowrnal
of Fashion Marketing and Management, (4):
343-356.

Moore, C. and Leroy, C. 1995. Penetration du pret
a porter francais dans le marche brittanique.
Journal of Clothing Technology and Man-
agement, 12(3): 129-162.

Pavitt, D. 1997. Retailing and the super high
street : The firture of the electronic home shop-
ping industry. International Jowrnal of Retail
and Distribution Management, 25(1): 38-43.

Payne, M. 2000. Profile of Wal-Mart. Textile
Outlook International, May, 8-27.

Reynolds, J. 1997. Retailing in computer-mediated
environments : Electronic commerce across
Europe. International Jowrnal of Retail Distri-
bution Managemens, 25(1). 29-37.

Robins, J. 1997. Retailing in computer-mediated
environments : Electronic commerce across
Europe. International Journal of Retail Distri-
bution Management 25(1). 29-37.

Rowley, J. 1996. Retailing and shopping on the

Internet. International Journal of Retail Man-
agement 24(2): 26-37.

Sack, R. 1988. The consumers’ world : place as
context. Annals of the Association of American
Geographers 78: 643-664.

Schneider, F. 1995. Retailing on the internet.
International Trends in Retailing, 12(2): 67-80.

Shields, R., ed. 1992. Lifestyle shopping.’ The
subject of consumption. London: Routledge.

Sparks, L. 1995. Reciprocal Retail Intematio-
nalisation”. International Jowrnal of Retailing,
57-96.

Threadgold, A.D. 1990. The developing inter-
nationalisation of retailing”. international Jou-
rnal of Rewail and Diswribution Monagement,
18(2): 4-11.

UK Fashion Report. 1997. produced by Market
Tracking International Lid., for EMAP Fashion
(publishers of Drapers' Record), London.

Zukin, S. 1991, Landscapes of Power: from Detroit
to Disney World, Berkeley, CA: University of
California Press,

_lgz._..



