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/ Generalidades: Tamano del mercado

/Tendencios/Re’ros/Opor‘runidodes

J Investigacion de precios en internet/competidor

/ Lista de precios

/ Margenes a calcular

/ Lookbook, linesheet
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Uso de social media e influencers.



Invitada Especial

journeyofabraid = Following |
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Fashion forward:
Growing diffusion
ines and designer
collaborations will
MOVE revenue
forward

FASHION
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MERCADO GLOBAL DE PRENDAS- 3 TRILLIONES D
DOLARES (3.000 miles de millones)

Representa 2% del PIB M

La Industria de moda Femenina esta valorada en $621 miles de millones

de ddlares

La Industria de moda Masculina esta valora n $402 miles
Olares
r retail del mercado de bienes de lujo e lorado en $339.4 miles
nes de ddlares.

antil- valor retail' de $186 mi
ortiva - $90.4 miles

Novias - $57 miles de millones de dolares
https://fashionunited.com/global-fashion-industry-statistics



Tamano del mercado global de Moda/Prendas en e
regidon (miles de millones USD ddlares)

EU-28

United States

Brazil

Russia

Canada

510 A

100 200 300 400 500 600
Market size in billion U.S. dollars

© Statista 2017




Retail sales wvalue inbillion U5, dollars

Ventas Retail del mercado Global de Moda/Prendas
segmento de producto (en miles de millones USD
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Top wear
= Sportswear and outdoor apparel
= Bottom wear

= Underwear

= Denim jeans

= Sweater

= Jackets and coats

= Loungewear

= Other apparel
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LOCALIZACION DE LA INDUSTRIA

Industry

Largest share of Industry
. Establishments: 25.7%



Amenazas del Mercado
Amenazas:

Preferencia el consumidor por Compras Online ha afectado las ventas O
— “Brick and Mortar”

Las ventas de tiendas se han afectado por el ingreso disponible y el nivel cc
del consumidor.

El nivel de confianza del consumidor esta
royectado a decrecer debido a incertidumbre
or el futuro econdmico.

Oportunidades:
ordable Luxury” En crecimiento y Athleticwear

compradores de Boutiques como CURADORES de
s UNICOS.

ar espacios como los *"APPAREL and GIFT Markets” para inferaccion con
es/Showcase.

ift markets” Las Vegas, Dallas, Atlanta, Chicago, New York.



COMO PREPARAR

sTiene un Linesheet o website donde pueda ordenar en el futu
sCudl es su minimo de orden para comenezar 'y el minimo de reor
sComo corren las tallase

sEs el fallaje missy o junior ¢

sCuadndo serian despachados estos

ducftose

udl es la politica de productos defectuosos?
fos productos tienen garantia para ser

dos a clientes?

el tamano del producto antes de empacarsee

n las politicas relacionadas con compartirinformacion de sus redes

ccion de zipcode? Esto se hace para preveneir que dos boutiques muy

| mismo producto.



IMPORTANTE: Desarrolle sus muestras de la
mas alta calidad!!

NO VOLVERA A HABER UNA PRIMERA
IMPRESION

COMPRADORES:
UTocan el producto

dMiran las costuras

QObservan los detalles

2diata de percepcion ' ' ' '
=SS

a

OHacen una idea inm

costo/beneficio/ Uniqg
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. - V‘R - “Brands focus on designing,
‘!JMN‘ | ' ."_...

producing, and delivering great
products to the marketplace that
engage their target demographic.
Retailers focus on optimizing their
brand assortment, inventory quantities,
and demand generation that
maximizes product / market fit for each

retail location or property”



v'COMUNICACION EN EL IDIOMA DE
COMPRADOR
v'PERSONA DE CONTACTO /follow up/
garantias/preguntas

vMETODOS DE PAGO- Pagos con
Tarjeta de Crédito

vLOGISTICA DE ENVIOS - Listo para

despachare




CANAL

Sales channels generating greatest revenues
50%

Now HH Intwo years

Brick and  Distributors Online/ Call center Cataleg  Social media Other
maortar storefront website



APARECEN NUEVOS CONCEPTOS D

1. Showrooms (ejemplo bonobos)

Online- abriendo operaciones fisicas (amazon) =

Ventas direct-to-consumer (Pop up shops)

Retailers buscando nichos pequenos que atiendan segmentos mads selectos del

Personalizacion de experiencias

R w N

mercado.

Retailers lamando la atencidon de empresas de LIFESTYLE
rvicios por suscripcion

t Stores

hone as stores= El dispositivo movil se convierte en el puente.



PRICE

High

SEGMENTS

Affordable
luxury

Premium /
Bridge

Mid-Market

BRAND EXAMPLES

Tom Ford

Chanel

Tory Burch
Michael Kors

BASKET EXAMPLE
Men's jeans’

$156-$315

$96-$155

$41-895

SEGMENTOS DEL MER

GLOBAL FASHION SALES GROWTH 2015-2017
FASHION INDUSTRY GROWTH 2015-16

GLOBAL Total industry

SEGMENT Luxury
Affordable luxury
Premium/Bridge
Mid-Market
Value

Discount

CATEGORY

Clothing

Footwear

Athletic wear

Bags and luggage
Watches and jewellery

Other accessories

Lowce McKimasey Global fashicon Index 2008




Canales de
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https://fashionandretailblog.wordpress.com/distribution/



(‘I:) Brand to Retailer

M

2X Keystone
 (First Cost x 2

$25.00
First Cost (FOB)

@ Retailer to Consumer

; 2X Keystone
 (Wholesale x 2)

$50.00

Wholesale Pnce

$100.00
Retail Price

https://www.forbes.com/sites/matthewcarroll/2012/02/22 /how-fashion-brands-set-

prices/2/#659dc6324fb4




VAL Project - Deckard Boot |

1 5 A 3245.m
Retail Price Suggested Retail Price <‘,\

the vael project 2.33x
Brand: V/L Project Wholesale Price  » $105.00 .
Style: Deckard Boot Wholesale Price |
Style #: VLO0930 \
1.94x

Season: FWO09
Variations: 3 Colors \ AN $ 54.00
Size: 8-12,13 ‘ / :

First Cost (FOB) / FOB HK

https://www.forbes.com/sites/matthewcarroll/2012/02/22 /how-fashion-brands-set-
prices/2/#659dc6324fb4



PRICING

B2B Wholesale - wneewss from Brang to Whakais Nordstrom.com - mes tagas
Hreirus Hereorus
Vibckanly Prn FH0E0 194 nmm : l.l‘!'llu:w H'H-I!:u 4.3 x Marg jor WHEL)
BT T sepeg s T o]
ol ol (hnoads Sl
= T ifhckesale Price [ EE]
rasurd Froaghn 00 Inigenad Fresgid 2
Ta & Dty $E @ L% alFOA witeind W b 119 @ $1.19 of Frd Coats
iy oM ‘Warehouse & Sored 0T @ B0 o (g A4S des i Evesnlony
el AR F 110 @ 204% of First Cosls R Shand WAt | 1 @ $00 per Order on Deect Drden
Warshouse & Sioned BT @ 5050 Mo g 45 days n sy Onbend Shag e e @ B USSP Pal-Rate Boxe
Caourd Varshouss Fios 0 @ 53 per Croer on Direcl Deden CC Feur £13 @ 250% of Fetal Price
Oh o Shig Fed: 00 525 per Carton A 17 unduicanon Ty
ok ] =nuﬂ = LELE
[ S terman Froft FRLTE
“iieas Prefn FEE3 ] G g A
Gl Mg AR
Revenus: Gross Profit: Gross Mangin: Favenua: COGS: Gross Profitz Gross Margin:
$39.39 36.68% 5245.00 @ $126.33 | | S$118.68 48.44%

https://www.forbes.com/sites/matthewcarroll/2012/02/22 /how-fashion-brands-set-
prices/2/#659dc6324fb4



HERRAMIENTAS
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LOOKBOOK

v'ADN de la Marc
v'Muestra Estilo de Vi
v'Basado en Looks
v'Realzar caracteristica
agregado del producto d
manera visual

v Creativa

v'Limpia

v'No saturar con informacion
v Objetivo es incentivar a
querer conocer MAS

v'Trata de captar la atencion @

través de una “Historia”



LINESHEET

GEORGIA PEPLUM TOP

Color: . black

Style Number LZ-580
Wholesala: $48.00
M.S.R.P: $120.00
Immediate: YES

‘ ORDER ‘ l:‘

‘ SELECT SIZES & DELIVERY

Select a Ship Start date to update
inventory for that delivery date.

)i

| Warehouse: LAO1 v | Incoming Inventory: immediate v
Available Sizes
XS S M L
AVAIL: AVAIL: AVAIL: AVAIL:
1057 1055 1040 1079

Additional Currencies & Pricing

Wholesale:

LISN & AR AN

Ficha técnica de la pr
Expone de manera limpi

v'Foto bdsica del produc
ficha técnica) que muestre
delante, por detrds.
v'Opciones de combinacion o
cambio de color o tela/print si lo
hay

v'Descripcion del insumo o tela/
Composicion

v'Si se requiere hacer alguna
descripcion especial como: que
tiene aro, que fiene realce.. etc..
v'Estilo o nUmero de referencia
v'Tallas disponibles (incluyendo
copaq)

v'Precio Mayorista (WSP) y Precio
sugerido venta publico (MSRP)
v'Orden minima



CONTACT WD | e

LINESHEET




PRICE LIST

Construya una lista de precios en diferentes incoterms segun
negociacion con el cliente.

Regularmente para ventas de marca a Boutiques/Specialty Stor
iIncoterm debe ser DDP (Puesto en USA nacionalizado/liberado)

La lista de precios debe tener escalas de “descuentos” silos hay, por
volumen

Eiemplo:
sku/style Description Image Size Color 40 Pairs 40-100 Pairs | 100-200 Pairs 200+ Pairs

Women's shoe 100%
AK-3T7221 leather 6to 10 Blue 5 2550 | 5 23.00 | & 2150 | & 20.50




EL PODER DE LAS REDES SOCIALES

PLANEAR - PLANEAR - PLA

Fotografia: Profesional, Lifestyl
engagement a nivel person

Look: Cuida |la caracterizacion g
le quieres dar a tu red socidal,
encuentra una identidad

Interaccion: Asegurate de generar
relaciones con los seguidores.
Responder comentarios, hacer
preguntas

Genera contenido no solo PUSH FOR
SALES




EL PODER DE LAS REDES SOCIALES

MEDIAN SOCIAL MEDIA AUDIENCE SIZE IN THOUSANDS

FACEBOOK

2,282
PINTEREST

18

LINKEDIN

91

TrackMaven



EL PODER DE LAS REDES SOCIALES

ENGAGEMENT RATIO
(AVERAGE INTERACTIONS PER POST PER 1,000 FOLLOWERS)

INSTAGRAM
LINKEDIN
. 112

PINTEREST
0.49

FACEBOOK
0.43

TWITTER
0.17

TrackMaven



TIPS EN SOCIAL

v'Haz promociones durante ocasiones especiales como “Ho
Navidad”
v'Crea guias de LifeStyle para ayudar a los seguidores a ver co

iIncorporar tu producto en su estilo.

v'Crea guias de regalos para ocasiones especiales- Provee ideas!
vIinstagram Giveaways

v Trabaja con Influenciadores

v'Invita a suscriptores de tu pdgina a seguirte en Instagram

enera comunidad con tus seguidores compartiendo los valores de la
Q e involucrandolos a generar

nido alrededor de ellos

/fashion-digital-marketing/



IN
COLABORACIONES

s|dentifica los Influenciadores que se relacionan mds con fu mar
*Conocelos, siguelos, interactua

«Construye una relacion

Las relaciones son de largo plazo (No ONE time colaborations)
*Haz que el influencer se enamore de tu historia

«Crea afinidad

*Escoge influencers no solo por el nUmero de seguidores sino por la
calidad de los mismos v tipos de intferaccion. Generan realmente un
“engagement” con sus seguidores?e

»Son realmente embajadores AUTENTICOS de marca?

ienes que estar preparado para responder a los resultados de una
ana con Influencers: Logistica de envios, procesamiento de pagos,
ro listo y disponible P

6.3K Followers
jioninsider
joninsider.com



http://www.miamifashioninsider.com/

KARLA MARTINEZ

EDITOR-IN-CHIEF OF ¥OGUE MEXICO & VOGEUE LATIN AMERICA

Latin American fashion players

come into their own

“Wa all

speak Spanish
but we're

vary differant
culturally so one
of my biggest
challenges is

to be sure that
we're speaking
to these different
countries.”

= Yok o aecapbe o i s
[but] we do two issues every month,”
says Karla Martinez, the editor-in-
it of Vogoe Meiies and Vegie
Latin America.

“First we do the Latin Amenica
edition, which means the whole
region except Brasil [which has its

We alss put special local inserts
in our edition for [distribution in]
Chile, Peru and Colombia and then
we do our Mexican edition, which
olbwicusly goes o Mexico.”
Martinez, who was appointed
Spanish but [we're] very different
culturally [s0] one of my biggest
challenges is to be sure that we'ne
Especially now that the Lafin
American region has really come into
its own in berms of [local] Fashion.”
“Codombia has had an amazng
you've got people like Johanna Ortiz
In Mexico, theres a lot of amazing
testile industry artisanz [and] in
can get really cool [unigue] men’s
Fashion. Sa 1 think there's kind of

been an awakening.. that you can
create amazing products [here] and
peoghe will want them”

S0 far, Brazl, Mexico and
hoth in terms of spending power and
the inffuence of their local fashion
weeks. “Theres [already] a kot more
people buying bocal Mexican and
Colombian design [and] when the
dodlar and the ewns are so strong,
you get less of us Latin Americans
[shopping in Europe and North
America but] that is an opportunity
for our own Fashion industries here”™

Mow, even more Latin
American retailers are beginning to
accent their internatiomal produoct
offering  with  local  designers
scouted at growing South American
fashion weeks held in Buenos Aires,
Argentina, Santiogn, Chile and
Lima, Perw. “Peru has a huge cotton
interesting fashion ton,” she says.

Zome regional retailers  have
recently begun to source hard-to-
find merchandise from  smaller
Central American fashion weeks in
Guatemala, Honduras and Panama.
1 think people are kind of special-
ising in what they do best.”




GRACIAS

Silvia Cobos
Senior Textiles and Apparel Specialist
scobos@procolombia.com
PROCOLOMBIA USA

+1 (305) 374 3144 Ext. 66171

601 Brickell Key Drive. Suite 608. Miami.
FL 33131 Miami, Estados Unidos
PROCOLOMBIA.CO



PROCOLOMBIA.CO

"When you are in the beginning stages
of launching a brand, you do @
‘market analysis’ to clearly define the
competitive landscape. This
competitive analysis determines the
corresponding balance of style, price,
and quality that enables the brand to
most effectively capitalize on the
opportunity.”

https://fashionandretailblog.wordpress.com/distribution/



