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Colour Design: Theories and Applications, Second Edition,
provides information on a broad spectrum of colour subjects
written by seasoned industry professionals and academics. It
is a multidisciplinary book that addresses the use of colour
across a range of industries, with a particular focus on textile
colouration. Part One deals with the human visual system,
colour perception and colour psychology, while Part Two
focuses on the practical application of colour in design,
including specifically in textiles and fashion. Part Three
covers cultural and historical aspects of colour, as well as
recent developments, addressing areas such as dyes and
pigments, architecture, colour theory, virtual reality games,
colour printing, website development, and sustainability. This
revised, expanded, and updated edition reflects recent
technological developments, and new industry priorities.
Bringing together the science of colouration and the more
artistic elements of design, this book supports students,
academics, and industry professionals in developing a deep
knowledge of colour use. It will also be an important reference
for those involved in textile dyeing, design and manufacture.
Provides a comprehensive review of the issues surrounding
the use of color in textiles Discusses the application of color
across a wide range of industries, supporting interdisciplinary
knowledge and research Offers a revised, expanded, and
updated look that reflects the rise of new technology and
industry priorities
As the global market continues to recuperate from economic
downfall, it is essential for private label products to find ways
to compete with alternatives offered by wholesale and
national retailers. In many cases, it becomes difficult for offPage 1/19
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brand products to generate market appeal when consumers
have preconceived notions about the quality of generic
products and loyalty to branded products. The Handbook of
Research on Strategic Retailing of Private Label Products in a
Recovering Economy emphasizes advertising and
promotional approaches being utilized, as well as consumer
behavior and satisfaction in response to marketing strategies
and the sensitive pricing techniques being implemented to
endorse generic and store-brand products available on the
market. Highlighting brand competition between wholesalers,
retailers, and private brand names following a global
economic crisis, this publication is an extensive resource for
researchers, graduate-students, economists, and business
professionals.
Using various research methodologies, such as reviews, case
studies, analytical modeling and empirical studies, this book
investigates luxury fashion retail management and provides
relevant insights, which are beneficial to both industrialists
and academics. Readers gain an understanding of luxury
fashion retailing, including proper operations and strategic
management, which now are the most crucial items on the
luxury fashion industry’s senior management agenda.
This book compiles the current state of knowledge on
omnichannel retailing, a new concept in which all sales and
interaction channels are considered together, and which aims
to deliver a seamless customer experience regardless of the
channel. It highlights case studies and examples related to
each of the many barriers to an omnichannel approach,
demonstrating not just success stories, but also failures.
While omnichannel has already been recognized as an
emerging retail trend, the articles in this book fill an important
gap in research on the topic. Providing readers with essential
insights on the omnichannel strategy and its implementation,
the book will also stimulate academic discussion on this
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emerging trend.
Fashion buying and merchandising has changed dramatically
over the last 20 years. Aspects such as the advent of new
technologies and the changing nature of the industry into one
that is faster paced than ever before, as well as the shift
towards more ethical and sustainable practices have resulted
in a dramatic change of the roles. As a result, contemporary
fast fashion retailers do not follow the traditional buying cycle
processes step by step, critical paths are wildly different, and
there has been a huge increase in ‘in-season buying’ as a
response to heightened consumer demand. This textbook is a
comprehensive guide to 21st-century fashion buying and
merchandising, considering fast fashion, sustainability, ethical
issues, omnichannel retailing, and computer-aided design. It
presents an up-to-date buying cycle that reflects key aspects
of fashion buying and merchandising, as well as in-depth
explanations of fashion product development, trend
translation, and sourcing. It applies theoretical and strategic
business models to buying and merchandising that have
traditionally been used in marketing and management. This
book is ideal for all fashion buying and merchandising
students, specifically second- and final-year undergraduate
as well as MA/MSc fashion students. It will also be useful to
academics and practitioners who wish to gain a greater
understanding of the industry today.
This book presents the latest research on national brand and
private label marketing – in a collection of original and highly
relevant contributions to the 2018 International Conference
on National Brand & Private Label Marketing in Barcelona. It
covers a wide range of topics from fields as varied as
retailing, marketing, general business, psychology,
economics and statistics. Further, the papers address diverse
areas of application, including: purchase-decision models,
premium private labels, decisions involved in introducing new
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products, M-commerce, private label adoption, assortment
decisions, private label pricing, brand equity and collaborative
relationships. The main theme of the 2018 conference was
"Building Strong Brands in the Digital Age".
The fashion retail environment is changing faster than ever.
This book shows the latest state of the art in both theory and
practice in how to attract customers, turn them into shoppers
and to develop them into lovers of any fashion business. The
key-focus lies on a deep understanding of the emotional part
during the buying-process. It clearly shows the potential of
new digital and social media, and the integration of the onand offline world within the fashion retail world.
Seminar paper from the year 2017 in the subject Business
economics - Supply, Production, Logistics, grade: 1,0,
University of Applied Sciences Fulda, language: English,
abstract: The aim of this paper is to give an overview of
challenges for logistics and supply chain management which
are linked to multichannel and omnichannel retailing. For this
purpose, the characteristics and forms of multi- and
omnichannel retailing are described and developments and
their implications for retailers are pointed out. In combination
with best practice approaches in SCM, recommendations for
successful omnichannel supply chains, especially for order
fulfillment and distribution logistics shall be outlined. Starting
with the definitions of multi- and omnichannel retailing in the
second chapter, the third chapter will focus on specific
challenges and appropriate implications for retailers' supply
chain management that are related to multi- and omnichannel
distribution. The fourth chapter will finish with a conclusion
and an outlook.
Now in its second edition, this critically-acclaimed core
textbook provides a detailed overview of the role of the
fashion merchandiser, its place within a fashion retail
organisation by outlining their activities and responsibilities as
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part of the fashion value chain. This overview is situated
within the broader context of the fashion industry, highlighting
the relevance of the merchandiser role and comparing it to
the role of the fashion buyer. The textbook features a multichapter case study that provides an example process of the
planning and creation of a balanced product range from the
perspective of the merchandiser. It does so using a
combination of text and numerical explanation. The second
edition has been reworked with new contributions by
academics and industry practitioners that examine topics
such as sustainability, supply chain management eCommerce and the international perspectives of the
merchandiser role. Offering crucial insight into the
merchandiser role and emphasising how it can add value to a
fashion business, this is an ideal textbook for aspiring
merchandisers. It is suitable for students studying at
undergraduate and postgraduate level and practitioners
seeking to progress their careers in this exciting and multifaceted industry. New to this Edition: - New focus point
materials - New chapter on Sustainability, co-authored with
Hannah Middleton - New activities and suggested reading
lists
This fully updated overview of fashion retailing surveys the
global expansion of retailers into the US market and USbased retailers to global markets.
The way in which products and services are delivered to
consumers, through branches and retail outlets, or more
generally through a network of distribution channels, remains
fundamentally important for maintaining a competitive
advantage for a very wide range of businesses. This is true
within domestic markets, but especially so for increasingly
global corporations, as shareholder pressure for continued
growth drives businesses into ever more widespread
geographical markets. Arguing that more complex markets
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demand more sophisticated spatial analysis, this book
discusses the application of location planning techniques to
generate competitive advantage in a variety of business
sectors in a changing retail environment. The series of
techniques are analysed, from relatively straightforward
branch scorecards to sophisticated applications of
geographical information systems (GIS), spatial modelling
and mathematical optimisation. Also explored are the
changing dynamics of the impact of more restrictive planning
environments in many countries on how retailers find new
locations for growth and respond to changing consumer
needs and wants. The book is essential reading for students
and scholars alike working in geography, economics,
business management, planning, finance and industry
studies.
What is retailing today? Who are the players and how do they
operate? And what will happen tomorrow? These are just
some of the questions addressed by Retailing Principles:
Global, Multichannel and Managerial Viewpoints, 2nd Edition,
which has been thoroughly updated to reflect current trends
and conditions in the global retail market. An essential
companion for any student seeking a career in the world of
retail, the text focuses on the strategies that retailers both
large and small are employing to thrive in this challenging
economic climate, and in a marketplace where globalization,
multi-channel retailing, and issues of sustainability are
dominant factors.
This text identifies and explains the underlying principles of eretailing and its relationship with conventional retail methods.
This book provides a contemporary theoretical insight into the
fashion and luxury industry, addressing potential gray areas
within the literature. The authors analyze the luxury and
fashion industry using multiple perspectives, allowing for a
critical comprehensive overview of the phenomenon across
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diverse streams. The book provides insight into fashion and
luxury retailing in the context of both online and brick and
mortar retailers based on a variety of market scenarios. It
deciphers the rationale of customer behavioral and decision
making in online and offline luxury and fashion purchasing
contexts. It provides an overview of the challenges that the
industry faces with the advent of the evolving omni-channel
environment. The multiple theoretical and practical nuances
of the fashion and luxury industry are presented. In this
sense, the book is a fundamental reference point for the
students and academics. This book will be of interest to
practitioners in the fashion and luxury retailing sectors. Also,
many policy makers will find the conceptual and exploratory
insight of this book relevant to their organizational and
retailing policies. The new knowledge that is produced in this
book is a ground breaker in the fashion and luxury literature.
It offers insight from both theoretical and practical
perspectives from both retailer and customer perspectives.

This book adopts a case study based research
approach to examine the contemporary issues in the
fashion industry. It documents real-world practices in
fashion business from production, marketing to
operations. Founded on an extensive review of
literature, these case studies discuss the challenges
that are pertinent to the current business
environment in this important industry, provide
benchmarks and generate insights to practitioners as
well as suggest future directions to researchers. The
book serves as a nexus of the theories and the
industrial practices that advances knowledge for
both the academia and the private sector in fashion
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business.
Containing fully updated and beautifully illustrated
need-to-know info, this revised second edition of the
bestselling textbook on fashion buying contains
everything today's fashion management student
needs to give them a clear head-start in this lucrative
but highly competitive industry. Fashion Buying
uniquely looks at what fashion buying entails in
terms of the activities, processes and people
involved - from the perspective of the fashion buyer.
The book breaks down the five key areas of buying
activity for those wishing to pursue a career in the
industry, crucially exploring the role of the fashion
buyer, sources of buying inspiration, sourcing and
communication, merchandise planning and trends in
fashion buying. Featuring completely revised content
on retail typology (including need-to-know info on
demographics, price points and markets), and
selecting and buying garments (line sheets,
purchase orders and lookbooks), Fashion Buying
now includes valuable new sections on customer
profiling, merchandise pricing (mark-ups, markdowns
and how pricing is calculated for profit), and trends.
Also included in this practical handbook are insightful
interviews with both established and emergent
fashion creatives. Business case studies put the
contents of each chapter into professional context
and provide insider perspective; while industryfocused exercises and activities enable readers to
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practise applying their new skills and so gain a
competitive advantage in both their studies and
buying careers. Written by industry experts, Fashion
Buying is an invaluable go-to resource and leading
textbook for fashion design, marketing, buying and
merchandising students.
This book aims to provide a broad conceptual and
theoretical perspective of apparel manufacturing
process starting from raw material selection to
packaging and dispatch of goods. Further,
engineering practices followed in an apparel industry
for production planning and control, line balancing,
implementation of industrial engineering concepts in
apparel manufacturing, merchandising activities and
garment costing have been included, and they will
serve as a foundation for future apparel
professionals. The book addresses the technical
aspects in each section of garment manufacturing
process with considered quality aspects. This book
also covers the production planning process and
production balancing activities. It addresses the
technical aspects in each section of garment
manufacturing process and quality aspects to be
considered in each process. Garment engineering
questions each process/operation of the total work
content and can reduce the work content and
increase profitability by using innovative methods of
construction and technology. This book covers the
production planning process, production balancing
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activities, and application of industrial engineering
concepts in garment engineering. Further, the
merchandising activities and garment costing
procedures will deal with some practical examples.
This book is primarily intended for textile technology
and fashion technology students in universities and
colleges, researchers, industrialists and
academicians, as well as professionals in the
apparel and textile industry.
Online shopping has become increasingly popular
due to its availability and ease. As a result, it is
important for companies that sell high-end products
to maintain the same marketing success as
companies selling more affordable brands in order
keep up with the market. Digital Marketing Strategies
for Fashion and Luxury Brands is an essential
reference source for the latest scholarly research on
the need for a variety of technologies and new
techniques in which companies and brand managers
can promote higher-end products. Featuring
coverage on a broad range of topics and
perspectives such as brand communication, mobile
commerce, and multichannel retailing, this
publication is ideally designed for managers,
academicians, and researchers seeking current
material on effectively promoting more expensive
merchandise using technology.
Amelie Winters investigates omni-channel strategies
in retail and provides new insights and important
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implications for researchers and managers based on
theoretical considerations and empirical analyses.
She shows that retailer should focus on the
interdependencies between major purchase
channels and emphasizes the need to identify
supportive stimuli and cues, such as integration
services and online- and omni-channel-specific
marketing instruments, to support such transfers and
improve behavioral outcomes at the retailer and
channel level.
This book will broaden readers’ understanding of
the links between the music and fashion industries. It
highlights the challenges currently facing the fashion
industry in terms of hyper-competition, definition of
ever-faster trends, changing consumer demands etc.
In fact, the fashion industry is heavily influenced by
the digital revolution in the music industry, which has
changed the face of individual music consumption
and social reference, and therefore, also has
impacts on fashion consumption and social
reference. This understanding is crucial in order to
realign any fashion company’s strategies to the
demands of modern fashion consumers. In terms of
content, the book first discusses the social
perspective of fashion and music. This includes an
analysis of music as a key influencer of fashion
trends, both theoretically and on the basis of a case
study on grunge music. Then the role of music in the
fashion business is addressed, and covers in-store
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music and the role of music in fashion
communication. Following up, the role of fashion in
the music business is analyzed. This includes the
trend of co-design of fashion collections, music
artists’ role of differentiation by style, and the market
for music fashion merchandise articles (both
theoretically and drawing on a case study). In
closing, potential lessons learned from the music
industry are developed for the fashion industry. This
includes an analysis of the digital revolution and the
advent of the crowdfunding idea (both theoretically
and in a case study).
Throughout modern history, retailers have opened
their doors to consumers, providing them with goods
and services that satisfy both rational and emotional
needs. They do this by evoking a customer's sensory
system, to create memorable experiences that will
entice shoppers to visit again and again. Starting
with a brief overview of the history of retail, market
research, site selection and retail typology are then
discussed. The differences between on-site and offsite retailing are distinguished; and multi-channel
approaches that have been used in retail test
markets as a means to cost-effective growth within
the industry are explored, with specific reference to
how technology has created a new formula within a
stagnant model. Fashion Retailing further explores
back-of-house functions, such as human resources
(hiring, payroll, job descriptions and salaries) and
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loss prevention from a management standpoint.
Front-of-house functions, including merchandising
(product analysis, fixturing, fixture sales tracking),
visual merchandising (seasonal displays, windows,
mannequins), circulation patterns and the
relationship between the merchandising and
management teams in driving overall sales and
brand image, are explored across different retailers.
Readers will gain a thorough understanding of how
the retail model operates in an effort to continually
capture the ever-changing market, as well as an
insight into corporate social responsibility (CSR) and
brand sustainability.
This book explores omnichannel fashion and luxury
retailing with a particular emphasis on the role of
computer-mediated marketing environments in
determining a consumers purchase and post-purchase
trajectories. The fashion industry has evolved rapidly
over the last few years with the diffusion of fast fashion
and luxury democratization, not to mention the advent of
ICT and the development of communication. Today,
fashion companies face new challenges, such as how to
manage brands and how to choose between
marketplaces and digital marketspaces. While some
companies focus on one channel selection, others
embrace the omnichannel choice and look for a balance
between the two environments. Whatever the strategy, it
is essential to manage these touch-points in order to
create interaction between consumers and brands,
provide meaningful customer experiences, and to
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maximize customers engagement. An insightful read for
scholars in marketing, fashion and retail, this book
investigates the triangulation between branding,
marketplace, and marketspace and its impact on the
organization. Wilson Ozuem teaches and supervises
research projects in a number of UK universities,
including City, University of London, Warwick University,
University of Birmingham and the University of Cumbria.
His general area of expertise lies in digital marketing and
fashion marketing. His specific research interest is
understanding the impacts of emerging computermediated marketing environments (CMMEs) on the
fashion industry. Professor Ozuem is acknowledged as
one of the international leaders in the study of digital
marketing and multichannel retailing. His research has
been published in key journals, including the European
Journal of Marketing, Journal of Business Research,
Information Technology & People, Psychology &
Marketing, and many others. Silvia Ranfagni is Associate
Professor of Marketing at the Department of Economics
and Management at the University of Florence, Italy. Her
research interests include innovation,
internationalization, and brand management with special
reference to the fashion and cultural industry. She has
participated in international marketing conferences, and
has published in national and international journals such
as Journal of Fashion Marketing and Management,
Management Decision, European Journal of Marketing,
Journal of Consumer Behaviour, Journal of Business
Research, and Journal of Interactive Marketing.
If you're taking your first steps into the fast-paced world
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of retail, then merchandiser, store designer, retailer and
educator Dimitri Koumbis is the ideal guide. In An
Introduction to Fashion Retailing, he'll walk you through
everything from the history of retail design, to the
intricacies of consumer behavior, fast fashion and
corporate social responsibility. You'll also learn
professional techniques through detailed case studies of
international retailers, including LVMH, Estée Lauder and
ASOS. This revised edition includes expanded coverage
of omnichannel retail approaches, retail KPIs as well as
an outline of future retail trends in brick and mortar, ecommerce and technology. There's also a whole new
chapter introducing visual merchandising, expanding on
the importance of the store's overall design and visual
representation of products.
This comprehensive text focuses on the fashion segment
of the retail industry. It begins with a broad overview of
fashion retailing, then focuses on on-site and off-site
environments, management and control functions,
merchandising fashion products, and ends with
communicating with and servicing the clientele.
Manikins for Textile Evaluation is a key resource for all
those engaged in textile and apparel development and
production, and for academics engaged in research into
textile science and technology. Creating garments that
work with the human form, both stationary and in motion,
is a complex task that requires extensive testing and
evaluation. Manikins allow for performance testing of
textiles in a safe, controlled, and appropriate
environment, and are a key element in developing new
textile products. Everyday apparel needs to be assessed
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for comfort, sizing and fit, and ergonomics, while
technical and protective garments require extensive
safety and performance testing. Manikins therefore
range from simple representations of the human body to
complex designs that simulate body temperature,
sweating, and motion. Manikins are safe for use in
hazardous testing environments, such as fire and flame
protection, where wearer trials would be impossible. This
book provides extensive coverage of manikin-based
evaluation of protective, heat and flame resistant,
medical, and automotive textile applications. The role of
manikins in the development of day-to-day garments is
also discussed, including fit, comfort, and ergonomics.
The book is a key resource for all those engaged in
textile and apparel development and production, and for
academics engaged in research into textile science and
technology. Delivers theoretical and practical guidance
on evaluation using manikins that is of benefit to anyone
developing textile products Offers a range of
perspectives on high-performance textiles from an
international team of authors with diverse expertise in
academic research, and textile development and
manufacture Provides systematic and comprehensive
coverage of the topic from fabric construction, through
product development, to the range of current and
potential applications that exploit high-performance
textile technology
Fashion RetailingA Multi-Channel ApproachBloomsbury
Publishing USA
In the era of digital technology, business transactions
and partnerships across borders have become easier
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than ever. As part of this shift in the corporate sphere,
managers, executives, and strategists across industries
must acclimate themselves with the challenges and
opportunities for conducting business. Mobile
Commerce: Concepts, Methodologies, Tools, and
Applications provides a comprehensive source of
advanced academic examinations on the latest
innovations and technologies for businesses. Including
innovative studies on marketing, mobile commerce
security, and wireless handheld devices, this multivolume book is an ideal source for researchers, scholars,
business executives, professionals, and graduate-level
students.
This unique book focuses upon service design, including
retail and multi-channel marketing matters pertinent to
the current age where physical contact with consumers
has resurfaced as an enduring part of the marketing and
branding landscape - complementary to online and
virtual worlds.
Presents an overview of and draws conclusions from extant
studies related to multichannel retailing. Academic interest in
this topic has increased dramatically. Thus, an updated
understanding of how retailers and consumers influence and
interact with each other in multichannel retail contexts is
required.
Highlighting the skills and considerations needed to manage
products, this book will also help readers to understand
processes such as product development, the supply chain
and branding. It examines traditional and newer roles within
the industry, discussing the roles of buyers, retailers and
merchandisers. Interviews, photographs and case studies
combine to make this an exciting and current career guide.
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Fashion has been steadily moving from the brick and mortar
to the digital market. As such, it is increasingly vital to
research new methods that will help businesses to grow and
succeed in this new sphere. Advanced Fashion Technology
and Operations Management is a pivotal reference source for
the latest development management strategies, fashion
marketing, international business, and fashion
entrepreneurship. Featuring extensive coverage across a
range of relevant perspectives and topics, such as online
shopping behavior, digital fashion, and e-commerce, this
book is ideally designed for professionals, entrepreneurs,
students, and researchers.
The only retailing book that exclusively focuses on the
fashion segment of the retailing industry, its complete
coverage includes the author's personal experience, in-depth
interviews with industry professionals, and a wealth of
pertinent photographs, exposing fashion retailing as a “multichannel” industry. Beginning with a broad overview of fashion
retailing, this book then focuses on on-site environments,
management and control functions, merchandising fashion
products, communicating with clientele, and finally ends with
a useful appendix about careers in fashion. An excellent
handbook for retail executives and managers in the field.
Innovation and novel leadership strategies have aided the
successful growth of the fashion industry around the globe.
However, as the dynamics of the industry are constantly
changing, a deficit can emerge in the overall comprehension
of industry strategies and practices. The Handbook of
Research on Global Fashion Management and
Merchandising explores the various facets of effective
management procedures within the fashion industry.
Featuring research on entrepreneurship, operations
management, marketing, business modeling, and fashion
technology, this publication is an extensive reference source
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for practitioners, academics, researchers, and students
interested in the dynamics of the fashion industry.
A collection of international contributions from renowned
academics and practitioners from the US, UK, China, the
second edition of Fashion Marketing has been completely
updated, revised and expanded to reflect the major changes
in the fashion industry since 2001 and covers all of the key
themes and issues of the area. Key themes and areas
covered include globalization, fast fashion, luxury fashion,
offshoring, business-to-business, forecasting, sourcing,
supply chain management, new product development, design
management, logistics, range planning, color prediction,
market testing, e-commerce, and strategy.
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