Trends in Fashion beyond Fashion – Contextualizing Multidisciplinary Trends to Fashion. 

Abstract

In order to be prepared for the future decade fashion forecasters study key trends in the realm of fibres, textiles, colours and silhouettes.  At the same time, today fashion is not a discipline in isolation. It is deeply interconnected with economics, sustainable development, world trade, technology, architecture and most importantly, society. Trendspotting and forecasting for Fashion Business should therefore involve a complex study of multidisciplinary arenas. For Fashion Brands, breakthrough ideas and strategic advantage hinge on the ability to anticipate trends and identify the next big thing. 
Content analysis of forecasted macro and micro trends across the disciplines of art, architecture, marketing, technology and economics was done and 10 key trends were identified for the next decade. These were further researched to understand their impact in the fashion context and triangulated by discussions with experts from the Fashion Industry. Ideas generated stimulated creativity towards unlocking what will be cool in the future and how fashion businesses will use these trends.

Key trends identified were New markets, Campfire Culture, Business Ecosystems, Interactive Retail, Wearable Tech, Ethical Consumerism, Greener Products, Customer Based Suppy, Well Being and Internet of Things.  

This paper will be of great interest to Indian Brands and other stake holders in Fashion Business who are looking at ways to differentiate themselves while capturing the growing market in India. Additionally fashion designers and smaller businesses can use the findings to strategically realign their businesses towards the future.

Introduction
“Predicting the future is hard work. Ask any professional trend spotter: it takes insight, dedication, and secret armies of super hip teenagers (Grossman 2003) 

Fashion today is brash, and doesn’t stop to ask permission. The domain of fashions influence ignores taboos traditions and the lines of sacred space. Our lives, our intellect, our religion, our creativity our sexuality are all the vocabulary of fashion and are open for renegotiation and representation. It is out of these relationships that fashion change emerges and understanding it and understanding human life goes hand in hand.

As articulated by Marilyn De Long in her entry on Fashion Theory in her Encyclopedia of Clothing & Fashion, Fashion involves change, novelty and the context of time place and wearer’. Theoretical explanations for Fashion Trends and Change began to first emerge out of the core social sciences disciplines of anthropology, psychology and sociology and the field of economics. 

This paper aims at identifying possible trends for the future decade in the fashion market and industry based on a study of trends forecasted in other disciplines. It also explore the relevance of this process of looking for non fashion trends and the fashion impact that they would have. 

Methods

Initial scanning of secondary sources on the internet and in libraries was done to select trend reports. The areas taken into consideration were art, architecture, marketing, economics, society and technology. A total of 18 reports were selected and a content analysis was done on them aiming at identifying most occurring trends. Fourteen trends most commonly discussed trends were identified and a discussion sheet was drawn up based on the same. 

In depth interviews with 4 experts from the fashion industry and a focus group discussion with 12 selected youth were held to confirm the trends. The selection of experts and youth were judgemental based on their knowledge and ability to understand the fashion industry and fashion trends and their willingness to discuss the same. Finally 10 trends were selected which are discussed below individually. In each case the authors have applied the identified trend to the possibilities in the Fashion Industry and Market. Current examples in the area have been highlighted in some cases and finally areas where further study could be done have been discussed.

Findings

Trend No: 1 – New Markets

The results of this study show that traditional markets as we know them will see a change – geographically, demographically and in composition and structure. The BRIC countries will soon become the focus of all brands looking at increased sales and market development. These countries will not be easy to penetrate as local idiosyncracies and tastes prevail but the worlds eyes will be focused on the same.

In existing strong markets like EU and USA the average age of the consumer is increasing. This should see a shift in fashion trends towards older more ethnic fashion as the middle aged consumer wants to be modern but stays conservative and continues to search for his or her roots.

Niche markets will continue to develop and prosper where the democratization of ideas, people and fashion will allow groups of people to develop their own ideas and preferences or be led by mini cults / cultures and not by the rules of fashion dictated by Paris or Milan.

The strongest new market that showed up in the trend reports is – a markets where markets do not exist! The internet is providing a whole new geography that allows people to shop online and satisfy their needs. Online stores like Zegnya and offprice online stores like Fashion and You are creating new Markets for the consumer. Online malls will be developed where online stores can invest to give the consumer a full retail experience. Consumers will be able to go shopping online along with friends and ask opinions of them and experts before deciding on their purchases.

Trend No. 2 – Campfire Culture

One of the key emerging trends found in most reports especially amongst youth is that of peer to peer connections. The boom of social networking has allowed and encouraged people to find like minded people from around the world and associate with them. Sites like Linked In and Facebook have groups for people with similar interests and likes and dislikes. This creates a trusted community which has an increasing influence on each other. 

Studies have shown that peer influence or recommendations are key to purchasing decisions amongst todays youth. Just like people around the same campfire, people in the same network tend to talk the same language, sing the same songs, discuss the same issues and have the same kind of preferences. Peer communities will continue to play a more and  more important role on and off the Internet. Brands may understand this culture and try to maximize on using peer communities as underground advertising. 
Trend No. 3 – Business Ecosystems

All trend reports show that companies can no longer work in isolation but have to build relationships up and down the supply chain inorder to synergize their strengths and grow. Manufacturers, retailers, designers, government agencies, logistics supplier, event management team etc, all have to partner up at different stages in order to maximize benefits. Prices will be very tight and the market fast changing leading to the need for effective information flow up and down the supply chain. The organization will be networked, the themes collaboration and co-creation, the ideas creativity and innovation. Integrative business will be the way to go

Brands are collaborating with each other to create new offerings to the consumer. Designers and cafes, Fashion brands and Interiors, Designers and holiday tours; Each partner brings to the table his strengths and the synergy created offers the customer a new experience.  

Another trend in collaboration seems to be the collaboration between the brand and the consumer. Many companies are innovating in the areas of co branding, co creation and co designing of products where the customer plays a pivotal role in conceptualizing and creating his product. This makes him feel like an essential part of the brand and improves his loyalty to the same. We are bound to see further innovations in this area and companies who make these bonds with the consumer will reap benefits
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Nike ID – The Customer can design his own shoes

Trend No. 4 – Interactive Retail

With the advent of Ecommerce and increasing leisure activities, retailers will find it more and more important to create an interactive environment to bring people to and keep people in their stores. Malls will create innovations in entertainment to bring the customers into the mall and retailers will select malls accordingly.

Both brick and click retailers will create an excitement around an event, a sale or a new range that creates a sense of urgency and will encourage the customer to buy the product immediately. Online retailers will have all the purchase data of the customer and make sure that similar products / styles etc are shown to her on return to the store 

[image: image1.png]




Image (2)

Online retailers are setting up flash sales to incite consumers to buy

Hand held devices like the smart phone, the ipad and newer innovations will be used in various ways to help consumers compare prices, locate products, get details of the products, check options, try on for size and purchase the products. A research being done currently at MiraLab aims at allowing the customer to feel the fabric while looking at a product online. Hand held devices are already being used to scan barcodes, pay bills and compare rates and products, either while shopping at a retailer or in their own homes.  

No. 5 – Wearable Technology

Technology is being developed at a rapid pace and is becoming an essential part of everyones lives. Technologists are looking at newer applications and today technology is incorporated into clothing, watches etc thus integrating the functions of computers, telecommunications, and IT systems seamlessly into daily life. These devices can be incorporated by the user to act like a prosthetic. It can therefore be an extension of the user’s mind and/or body. A dynamic surface around one body that can be used to connect to people and places. Some examples are written below

The Hug Shirt is a wearable bluetooth accessory for the mobile phone. The hug shirt allows the wearer to exchange the physical sensation of being hugged over distance through telecommunication networks
The KineticDress is a part of the Transfor-Me collection developed by the NEMO Science in Amsterdam. The KineticDress changes color and pattern depending on the activity of the wearer

Katy Perry wore a dress with more than 3000 LEDs at the Red Carpet
Technology is being interwoven with fashion for function, fun and novelty. This is a trend that seems strong and brands will be looking at ways to exploit it.
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     Technology is being integrated                                       Wearable Bluetooth mouse
            into clothing

Trend No. 6 - Ethical Consumerism

Today an increasing number of consumers intentionally purchase of products and services that they consider to be made ethically. This may mean with minimal harm to or exploitation of humans, animals and the environment. There is a trend of 'positive buying' in that ethical products are favoured, or 'moral boycott', that is negative purchasing and company-based purchasing. The customer is more and more interested in the source of the product and its impact on the world. But the responsibility still lies on the brand to be responsible and communicate that to the customer. Not many customers seem willing to change their lifestyle drastically to become ethical but the intention exists and is forecasted to be becoming stronger. A classic example is that People want to be ‘responsible & green’, but they want to do it with better fuels in the aircraft not with less traveling by aircraft.

Groups like Ethical Fashion Forum. Ethical Trade Initiative and Fair Labour Association are working hand in hand with the industry towards ethical products.  Many brands and designers are trying to aim at the group of interested customers and differentiate themselves as being ethical suppliers of an ethical product. 
Trend No 7 – Greener Products

Trends indicate that consumers are looking at companies with the expectation that they should be responsible for their carbon footprint; the expectation that they should integrate values into the products they make and sell. Integrate eco friendliness in raw material, integrate eco friendliness in the manufacturing process, in consumer care and in how the product is disposed. Discerning consumers are asking questions about the lifecycle of the product and discerning brands are aware of this. They are beginning to research and publish data about their practices and products. Consumers will become used to this kind of information and will expect the retailer to generate the same. Brands like Patagonia and Retailers like Marks & Spencer are leaders in this area of Transparent Green.
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Footprint chronicles on Patagonia.com
Trend No. 8 – Customer Centric Supply

Supply of Products is indicated to becoming more and more important with different groups of people wanting different kinds of supply. Customers of Niche and customized products will want individualistic supply. Websites like Etsy and eShakti Crowd sourcing will become a more regular feature. Increased e commerce will lead to increased importance of logistics and supply chain. Logistics companies will rise to the occasion and partner with retailers and brands to increase efficiencies and satisfy the customer.
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                                        Etsy.com allows individuals to sell to individuals
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Individual customized buying on eShakti 
Trend No. 9 – Well Being

Well Being is a phrase used to express what is ultimately good for a person. Trends indicate that what used to be considered as economic of financial well being has changed and more and more people are exploring different ways to fulfill and satisfy their lives. Yoga, exercise, meditation, vegetarianism, chanting and spiritualism are giving succor to fast paced individual searching for meaning in their lives. Consumption patterns and products and leisure activities are changing. 

This seems to be a trend that will continue and brands and retailers will interweave this concept into their positioning while making an emotional connect with the consumer. Fostering well being in Fashion is a responsibility that fashion brands and educators must take up for success.

Trend No. 10 – Internet of things

Today the internet is used as a means for people to communicate with each other, to source and send information to each other. Trend reports indicate that this will change. Tools that are currently used to transmit information with start processing this information and store important pieces of the same. Smart agents will prevail because they can remember. They can remember all ones preferences; they know what each one is looking for. This trend can have a strong impact on the fashion industry. A website that has information about a customers prior purchases, size, colour preferences, style preferences etc, can create specific offers for different consumers and help the consumer buy smarter.Apart from that one will be able to use the internet to control many processes remotely. And this could lead to infinite possibilities.

Conclusions

The ten trends identified from secondary and primary sources can be seen to have far reaching applications in Fashion and the Fashion Market. From New Markets to Wearable Technology these predicted changes in the market provide a lot of food for thought and opportunities for retailers, brands and manufacturers of fashion. The trends identified and their application to fashion indicate that other disciplines are an integral part people studying fashion and fashion trends need to be as focused on macro trends and see what they can learn from them that will improve prediction of the same. The focus group discussion and interviews with industry experts showed f fashion and what happens in fashion. Clearly there is an inherent constructive alignment between trends in other disciplines and fashion, indicating that the benefits of multi disciplinary approach while predicting trends are multiple.
The process of researching Trend Reports from disciplines other than Fashion was seen as a valuable process and reconfirmed that Fashion is an integral part of society and life. Many theories in fashion study why it exists and how it is intertwined with society. Fashion always changes and there is a part of it that changes as societies and lifestyles change. Studying trends in economics, sustainable development, technology, architecture etc has been a process which ultimately mirrored studying changing society and this paper evidences that this may be a worthwhile way of understanding the trends pertaining to fashion for the future. 

Scope for further study

The findings of this study could be further researched with application to a particular customer group or region. This may make the findings more specific. It would be interesting to see what the impact of these trends would be on the Fashion Market in India or on Shopping Behaviour in India. 
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