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INTRODUCTION




Fashion is Business. Period.

The harsh reality is that to survive in the
fashion industry, whether it be starting
a brand or managing a store, you need
to have an understanding of business.

While designers and creatives can be
incredikly talented, they often lack the
business skills to make itin the fashion world.
Often visually driven, many have never
touched a business book cr taken a business
course, which significantly hurts the success
rate of their company.

Our mission is to create a visual guide to
help designers and creatives learn about
the necessary survival business skill set

in a way that's much more digestible and
practical than standard philosophical or

theoretical textbooks.

We spent over a year researching,
guestioning, considering and perfecting
this manual, and the result is something we
are proud of sharing with you. We hope you
enjoy reading it - but more importantly —
we hope it guides you in creating the
backbone of a successful fashion company.

Fashionary Team






T'S

HARD!

Being an entrepreneur is like being a captain of
a ship without a fixed destination - your goal is
to keep looking for the next stop and survive.

It’s not all smooth sailing. Before entering
the business of faghion, there are a few things
we think you should know.

' Itis hard

Runring a brand 1l

enaugh profit to

especially it yvou don't have & lerge pool of funds

\1-'}'—,-'| yaure starting cut

Good designs are only part of the
picture

ued 1o be a fashiorn
reatvity 'r..1'.'|

and a little luck

and saci

(.} Things do not happen overnight

ty of great designers fail many times befare

Remernber thz route to the

shing su

lop s not al

While it's not an easy road to becoming
a successful fashion entrepreneur,
we hope the path is made a little
easier with the help of this manual.
Never stop believing in your dream,
and remember not to let the obstacles
discourage you because nathing in
the world can replace the joy that
comes from achieving your goals.

You've got this
Fashionary Team
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On your journey, you will deal with plenty of different people within tha industry.
Some might even become your tearm members and the following are just some of them!
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The Branding
Direction

The most important thing in branding
€ elements to build your brand

How to define your customers

How to analyze your brand

Brand value worksheet

Sel a tone

Brand visual guidelines
A packaging checklist
Forming a focus group

One single direct message




THE MOST IMPORTANT THING IN BRANDING

Branding is an apportunity to create your company’s personality and forge a closer
connection with your customers. The key to strong branding is through
differentiating yourself from your competitors. In short, stand out.

MORETHAN ALOGO

branding

: £ your 'ogo
and packag ng. Your branding is the total sum
of evarything your f:l:sr‘l"l;:mn'.-r reprasams

fronm o birand name

HOW TO STAND QUT?

@ Don‘t follow trends,
create them

HTiErs hawen't
market
3, DLy
_‘hr {1 edn]
new and dlffEr‘El'll iy Fing
Jnigue. Gl n bul to
Some ta yc that point of ciffersntiation

@ Cnml‘nunicate sincerely

rs with sin

g builds a
Far example, cc nally mantion
lopics close ted Lo th
share commaon problen

to build trust, whict
thig approsch 12
more time. it forges

with your customers

ﬂ Don’t he afrald to experiment

1ew design

Aany stance on an
stry Issue, you wi | gain respect and
loyalty f
le halp
identity

ople wha share your views
o develop a strong brand




Repeat your brand message

You| brang message

Exceed expectations

NPress your customers moreg than

Don'ttry to please everyone
A brand that pleases everyone will be
onie that wil
he sanon ] Instead, focus on
delivering to your core customers, and

aking sure thay" | remember you, in

7 STEPS TO CREATING
STRONG BRANDING

@ Decide on your brand’s core values,
e Define key features or benefits.

a Characterize your target customers.
o Analyze your competitor.

e Build a visual identiry.

0 set your tone-of-voice,

@ Reinforce your brand values,




8 ELEMENTS TO BUILD YOUR BRAND

While branding can be vague and challenging in the beginning as it touches on so many
parts of a company's presentation; it is vital for a fashion label to become successful.
This is a simple guide to 8 elements worth considering when building a brand,

@ Real person stories. The history and background of
= 1eal person, such as a brand's founder, creates an
emotional connecticn betwesn consumers and you
company, whizh helps bulld a loval customer base.

@ The reason to start. Highlight what has drawn you 1o
start upyour brznd, or shars the mission vou are trying
ta achieve, White this won't necessarlly spike sales
riaht away. it will help build credibility.

@ Cleardirection. Clear and specific core values will help your
brand devalopin the right direction and build a clear imagein
Your eustarmers” mind

@ Constant review. You shouls constantly revisit your core values
o maxe sure you stick to therm. However, as a growing company,
you may need T update your brand's cora values to stay
relevant in the markat

@ Create remarkable experience. 4 bold vizual identity makas you
micne recogrizatle to customers and helps complete their shopping
experence

@ Reflect your style. Your visual identity includes yeur loge,
typegraphy, Brand cclor, packaging, uniform and every other visual
aspect of your brard. It presents the story and values of yaur brand.

@ Differentiate yourself. Know what mases you different
from your competitors, so that customers have to come
toyou enly for 3 particular produst or service. It can be
exausive fabrics, special services ar designs for niche
markets

@ Keep yourself on track. [dentitying vour USE canhe p
clanify what you should focus cn whan daveloping new
products.
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INTERNALLY EXTERNALLY
Intermmal branding refers 1o 1w aspects that External branding refers 1o the parts

needt

1 be determinan] with VOLIN GOy ¥ want 1o 5nC

@ Havea veice. Sharing an attilude or a pont of view on
current culture orincidants that don't relate to your businass
can directly make your brand more ralatable 1o customers,

@ Clear standpoint. Bz careful acout how you delivar your
message and make sura the points of view of your staff, or
spokespeople, align with yours.

HIGH PRICE
@ Plotaperceptual map. Biznd
pasitiening is how your brand stands @
BIMONQ compatitors, a5 well 2s how your .
customers perceive your brand, LOW @ ® HIGH
QUALITY QUALITY
@ Affect decisions, How you position your
brand may affact its pricing strueture,
stockists and your marketing decisions.
LOV PRICE

® Decide who tosell to. Ore of the most
Fmportant tings 1o consider at the beginning
of your jourmey as a brand. It's the foundation
of your business

@ Study your customers. Research yolr
customers’ spending habits, lfestyles, likes,
dizlikee and needs. Understanding these will
make it easier to create inesistible products

[ ] Choulng the l’ig"ll tone. One of tha most
undemestimated considerstions. it helps conjue
emotions and crieates your brand’s personality.
Your customers might nat elways remember your
message, bul theyll remember how you make
them faal,

@ Align your tene. From advertising to your
webasitz and everything in-between, to deliver
asingle message

MO OMIINY Y IHL
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