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ABSTRACT
Just like the bespoke tailing in England, or the haute couture in France, fashion made to order in China satisfies the diverse, multi-level of domestic consumers’ demands. From the broader perspective, it relates to a variety of art forms. On the one hand, it has enriched the connotation of fashion ready-to-wear. On the other hand, it is also a complementary fashion art form. Nowadays, fashion made to order as a part of contemporary fashion life, presents the most important consumers’ motivation. Customers pay more attention to themselves and personal needs. The content of new lifestyle includes low carbon, personality and experience. It not only belongs to contemporary culture, but also can nourish the development of fashion made to order in new period. It’s also a regression after peace. Overview the development of fashion made to order, we find contemporary fashion made to order brands and mass fashion brands mix with each other harmoniously. Although it once wandered back and forth, fashion made to order is developed with its unique charm.
At present, most fashion made to order companies lack effective design planning, meanwhile, the conventional design theory has not applied to the particularity of fashion made to order design. Due to these factors, the author has conducted reflection and exploration from modern marketing strategy, and then the basic framework of made to order design model is constructed. Based on the motivational positioning, relevant design and marketing theories, the author has formed an integrated fashion made to order design chain, which includes product experience, situation experience and interactive experience. The model is not only about the thinking of design method, but also provides some methods for references when these companies launch the specific made to order design.
KEY WORDS: Made to order；Mass marketing；Fashion crossover；Design theory; Model 

1． The concept of fashion made to order
From the point of view of art form, fashion made to order can be divided into two classifications according to textiles, procedure and aesthetic value. The first one is bespoke tailing, which presents the highest level of men’s business suit wear in England. Group of bespoke tailoring stores located in Savile Row, which is a tiny road, owns long history and innumerable legend stories. Nowadays, Savile Row concept even is used in a broader way, as a quality mark not just a street. Ross (2007, p287) states that ‘bespoke and made to measure aspects have been combined giving the hybrid third-term demi-bespoke which sits in-between but is difficult to accurately define at present’. Bespoke is a kind of costume specialized in flat pattern making and cared about details. The second one is haute couture, which only belongs to France due to the rigorous regulation. By analyzing the making procedure, made to order includes made to measure and custom or bespoke. The former one refers to a kind of fitness garment, which finished according to the customer’s personality and characteristic totally. Through adjusting the flat pattern making which already can be found in inventory, we can organize the already existed section parts together directly. In the fact, this kind of semi-finished product equals to what have been sold in some luxury brands, such as ZEGNA from Italy. A kind of apparel, through specific customer positioning, has been developed from nothing or started from scratch, totally by handmade, solo measured, sewed, designed for only one person. Father more, it relates to handicraft industry closely. The main difference between these two types is the level and depth of made to order fashion.
The article defined that fashion made to order is what a team serves for only one person by products and services. It links every key point to add the brand value and gains the maximum premium. From a broader horizon, various relationships exist between fashion made to order and other kind of art forms. The appearance and existence of made to order are essential and necessary. The benefit from this fashion art form is obvious. On the one hand, it enriches the cultural connotation of domestic ready-to-wear industry. On the other hand, of course it is a kind of supplementary to mainstream fashion art form contemporary. As Andrew Goldberg once said, the chief cutter of Gieves & Hawkes, fashion made to order is far more than product itself, a relationship between brand and customer is formed. Accompanied with the fulfillment of fashion made to order, then customer’s idea can be reflected in the ultimate product. As a well-known brand once only belonged to imperial family, the brand Gieves & Hawkes produces its seasonal visual merchandising champion about the century weeding of imperial family. Audience were attracted by this event’s promotion greatly, the noble blood and history background were expressed perfectly simultaneously.
2. Development status
2.1 Evolution of fashion made to order
Fashion made to order began and was nourished by ancient feudal palace, no matter in the east or west. It certificates the necessity of the unique fashion art form. “Accompany with Shanghai becoming the fashion center of Far East and even the world gradually, Hong bang, a group of tailor who came from Ningbo region mainly, grabbed the opportunity to play an important role in the proceeding of fashion transformation in modern times”. (Ji and Chen, 2003, p32) The Hong bang cutter, who specialized in men’s western-style clothes created the Chinese-European style dress, which was spread and accepted by both Chinese and foreigners. The women’s Hong bang cutter who came from shanghai locally otherwise took women’s western-style wear as their principle business, evolving contemporary industry. “Following that, a great quantity of made to order stores became famous and lasted for nearly a century”. (Liu and Miao, 2008, p104) But in the fact, its business model totally differed from the fashion made to order, it’s about accepting material from customer for processing. Due to the transformation of social culture, fashion business model and customer’s needs, the development of fashion made to order once wandered back and forth, even set back in some degree.
The 21st century has witnessed a renaissance of tailoring as a fashion item, with a demand at the top end for high-quality fabrics, innovative use of colors and patterns. Nowadays, fashion made to order walks from work of art to street, from fraction to mass fashion market. The trend of custom made becomes a part of young generation’s lifestyle. At same time, it expresses personal emotion and regression of design decided by individual taste. Fashion crossover between luxury and mass brands was sponsored by grandmasters frequently. The designers, who were once only subordinated to made-to-order brand, merged themselves to mass brand. Otherwise, mass brand paid more attention to personality and individual characters. As the picture1, the appearance of sub-brand NIKE id presents the coexistence of ready-to-wear and made to order. These two fields mixed together closely for the first time. Simultaneously, the development of EMTM (Electronic Made To Measure) technology accelerants this trend. “Overlook its evolution, from being the dominant form to being replaced by ready –to-wear, fashion made to order mixed together with ready-to-wear recently. The distinguish character and charisma is the reason why made to order is always there”. (Liu, Guo and Ren, 2008, p.206)
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Although costly, value of made to order is the cherish attitude towards fashion itself. For example, because the body type is changed in the past ten years, one made to order cloth can be sent back to the store, which sold it, for adjustment. The concept of adding use period, reusing after adjustment, coincides with the ideology of brand ecology and low carbon trend recently. That shows the exquisite genotype, using value and social value of fashion made to order. What made to order pursues continually is that the harmony atmosphere and aesthetic taste about delicacy and various balance, which can be created by the integrated relationship among price, utility, quality and details. Although history can’t be duplicated, but culture can be cumulated little by little. The fashion made to order today was greatly dependent on the respondent cultural, social, economic and ideological background.
2.2 Business model and market status of fashion made to order
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Fashion made to order can satisfy several kinds of customers. Customer groups’ different levels of needs draw the outline of contemporary fashion made to order market in china. “These needs include entrepreneur’s business’s, small group of person’s whose body sharp is special, business elite’s social occasional, weeding wear’s, personalities and career’s”. （Yu and Luo, 2008, p.113） As the picture 2, it’s a mannequin for specific customer, which is made by a made to order company. Contemporary made to order fashion market can be classified to three main kinds in China. First kind is famous brand from other countries. Custom made business is a part of the brand strategy, which can be considered as a series of the brand or a sub-brand in brand group. The second kind is workshop sponsored by famous designer. This kind of business only can offer limited quantity of products, some time only solo one. This kind of workshop specializes in specific field, as weeding dress, evening dress, and so forth. The last kind is uniform business, such as the brand Gerge Bai from Ningbo province, China, belonging to local company.
Nevertheless, new technology must enable new forms of design and construction to evolve, and this appears to be a middle ground that is worthy of a new marketing descriptor, even if the traditional Row tailors are not convinced of need for change. Technology is continuing to evolve and advance tailoring methods with CAD pattern cutting and positioning as well as three-dimensional body scanning, but this is currently more applicable to the demi-bespoke and made to measure rather than the fully handmade bespoke suit. By focusing on the handcrafts at the end-user stage, we find that easily the trend makes made to order more accessible to a new generation of consumers equally demanding of quality, personalized style and fit, but at more affordable prices.

In contemporary fashion made to order field, brand Ne. tiger forges ahead to the retailing field aggressively. Brand rose workshop company transfers to franchising direct store in China. That is the start of Chinese brands’ journey to the world. At the same time, more mass product brands began to use the ideology of custom made, catering to customer’s personality taste in order to design the key point of their business. Levis’ personal jeans plan, Barbie’s design lab program, Nike id concept store are all good examples. Another thing must be mentioned is that some ready-to-wear brands have found the market changes, to build their own made to order brands recently. For instance, brand Prosper targeted weeding market to offer weeding service, brand Sammy and Yin’er introduced club and solo concept to their brand concept based on the idea of custom made service.

Accompany with the enhance of living standard, social concept’s renewing constantly, local and international culture mixed together, people urge to find a kind of lifestyle to match to contemporary sprit and culture. For individual, its temperament and consciousness, for society, it’s exist condition.

3. Design theory of fashion made to order
3.1 Fashion design theory

Fashion design is a kind of planning and controlling, the main content of fashion design is rough sketch and silhouette, the supplementary substance is inner structure, which construct the whole profile of fashion. Fashion design is not only about fabric, color, technique, and craft skill, but also focuses on customer’s intrinsic and extrinsic status. This theory is suitable to common fashion design, but not fashion made to order. We all know that made to order is greatly different from mass fashion in various aspects, including customer, design method, procedure, quantity, quality, price, business model, and so on. It’s about only one person, standing for his own taste and opinion. That’s why we should self-exam if design theory what we already have fits to fashion made to order.

3.2 Relevant pondering
3.2.1 Integrated design
The core of IMC (integrated marketing communication) stresses the procedure to coordinate several kinds of communication tools for one purpose, to gain same image by delivering same voice. All contact points between brand and customer will be considered thoroughly, to stress the communication’s synthetic, unification, consistence and directness. It bases on customer’s viewpoint, through constantly attention to target customer and their connect points with brand. Multichannel, multi-level’s communication will come true, and brand value will be duplicated eventually.
From the view point of IMC, fashion made to order can be defined as a kind of integrated design. That means to arrange fabric, technology, design, sewing, service, and other elements on the same platform, to form a design chain. Through the systematic way, it can be sure that consumer can understand the brand value and product value. In this meaning, more than product itself, fashion made to order also presents the type of careful design service.

3.2.2 Standard design
The core content of wood barrel theory is that the total volume should be decided by the shortest plank. The same, every design point equals to one plank, which relates to the success of fashion made to order. Specific customer’s personal needs will be the only standard to decide if it’s the right design model. Based on this theory, product, package, display, promotion, price, service are all key points of design chain, every key point also can be seen as a plank. According to the analysis of customer’s motivation, we can find the design standard for making overall consideration. In this way, barrel can find its volume extremely.
3.2.3 Systematic thinking

All elements of brand’s operation system can be integrated to form the whole brand value. In that viewpoint, every element relates to the foundation of brand value chain. The aim of brand operation is to stimulate every value module’s function for maximization, to gain largest benefits eventually. Illumination from the theory, fashion made to order brand must en sure that the whole design value system operates smoothly, turns round successfully, and all elements cooperate with others well. Only in that way, the design value can be admitted and accepted by customer. The corresponding chain relies on positioning accurately to guarantee the whole design value’s realization.
3.3 Fashion made to order design theory
Henry Poole which is a fashion made to order store, and gains a high reputation, locates on Savile Row, London, England. By now, it’s one of the rank three famous bespoke tailing stores on this tiny street. The first key element of its success is long history. Henry Poole & Co. is the foundation firm on Savile Row that first took up residence there in 1806. This brand owned several warrants from royalty since 1856, When Henry employed as designer of the emperor of France. Secondly, we will talk about the technology. The exclusive check fabric is Henry Poole’s proprietary textile technology. New fabrics continue to become lighter more creative in color, pattern and composition often mixed with natural fibres. The third element is about service. Customer will be treated as a king, attentive and satisfactory service will be offered there. From the analysis above, you can find that fashion made to order brand is greatly different from mass fashion brand, no matter design, operation or service.
The fulfillment of one fashion made to order based on the design, which includes workmanship, size, color, construction, and so on. On otherwise, it stresses the understanding of culture background, private-life needs, details of product, experience value, and it relies on the arrangement of whole procedure. The content of this procedure include design, producing, and promotion, the characteristics can be abstracted as follow. Firstly, the delicate design accords to customer’s needs. Secondly, the standard design bases on overall consideration. Lastly, the systematic design depends on complete value chain. What fashion made to order can offer are arrangement of production and marketing, coordinate management and comprehensive service. The stress point prefers fashion lifestyle to product itself, this individuality can be the small details which echo your personality.
4. Fashion made to order and design model
4.1 Fashion made to order experience
Because value of customer’s experience decided by product and service. After analysis carefully, we find that in fashion made to order experience, three factors are dominative to customer’s satisfaction. These are product, environment and brand staff. That’s why fashion made to order experience can be divided to three types, situation experience, product experience and interactive experience. These three experience types go forward synthetically.
4.2 Fashion made to order strategy

Success of fashion made to order marketing bases on three preconditions, strategy, tactics and value. Strategy means consumer’s segmentation, targeting specific group of customer, and the subdivision of their lifestyles. Tactics includes the connection between brand and customer’s private needs. And make sure the association of interaction, feeling and setting happily, so individual respect all can be actualized. Value refers to that the fashion made to order brand can express specific customer’s preference attitude about brand, service, and product clearly.

All respondents felt that the location of shop was vital to their business, despite having excellent websites that enable clients to e- purchase all over the world. The majority also traveled frequently to America, Japan and Italy to offer a bespoke service to their clients. The demographic profile of their customers although less defined was still dependent on their business location. That’s why experience element is regarded as one most important factor of fashion made to order strategy.

4.3 Fashion made to order design model
In the experience economy background, based on experience elements and illuminated from contemporary brand strategy and relevant marketing theory, we can construct made to order design model as figure 3. Briefly, strategy, tactics and value are three main components within the model. Strategy is about positioning, to find fashion made to order consumer and their lifestyles by segmentation, to target consumer further more by motivation research and lifestyle analysis. Tactics there refers to how to finish fashion made to order design based on multilevel positioning, such as product design positioning, situation design positioning, and interactive design positioning. We will think over product experience, situation experience, interact experience there. The result of consensus of opinion is that the key reason that clients chose a bespoke tailor was to get a personal fitting service. It’s a kind of social events as well as I guess. Practice part is the application and examination of design model. Through delicate design about the arrangement of fashion made to order procedure points, standard design based on arrangement and schematization, systematic design worked for value chain， we can form integrated made to order fashion design system, and all factors of the system attached to fashion made to order brand.
5. Conclusion
Fashion made to order owns its unique design method and procedure. Firstly, the result of motivation research relates to positioning greatly. As a special fashion art form, fashion made to order plays a supplementary part of mainstream form. We should pay great attention to customer’s personal motivation and private-life’s needs. Secondly, personal needs and experience elements will be related to the model and details greatly. Thirdly, consumer’s multilevel and compound needs will be considered carefully. Article Stresses to coordinate every design point to form an integrated design system for one voice and image. It’s a synthesize product based on delicate, standard and systematic design.
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Fig. 3 Fashion Made-to-order Design Model
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