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A creabtive way to connect and engage with viewers

Traditionally, brands have been using advertisements as an effective way of
promoting their brands using celebrities as Brand ambassador. However, due to
the presence of multiple product categories and multiple brands within product
categories, the viewers of today are bombarded with ads and information to that
extent that viewers end up with solutions to avoid watching these ads by either
channel surfing, skip ad or block ad.

Marketers have realized that to attract viewers towards the information
pertaining to their brand, traditional ways of brand promotion i.e. advertisement
will not work and some creative ways of brand promotions are required. This led
to the introduction of concepts like product placement and branded content.

The author of this article studied 500 viewers in the age group of 18-35 in Mumbai
during Jan-March 2020 and analyzed their perception about ads and branded
content while watching a content .The study revealed that:

e 87% of viewers skip ads on Smartphone.

e 75% skip ads on TV.

e On an average, people watch 5.2 seconds of a 15-second ad and 7.2 seconds of a
30-second ad

e Around 70% audience | viewers feel ad breaks distracts the flow of watching
content.

e More than 807% of the audience/ viewers felt that programs should not have ad
breaks

» The same percent (80%) of audience/ viewers expressed that since they switch
to other programs in TV or skip ads in smartphone the purpose of ad to create
awareness about the brand is defeated.

e The same viewers on being probed regarding viewing of branded content
revealed that everyone (100%) enjoyed, felt engaged and connected with the
brand while watching the branded content as they felt brand is well inserted
in the storyline / content and it allows viewers to connect and engage with the
brand.

e 87% of viewers skip ads on Smartphone.
e 75% skip ads on TV.
e On an average, people watch 5.2 seconds

of a 15-second ad and 7.2 seconds of a
30-second ad

Around 70% audience [ viewers feel ad
breaks distracts the flow of watching
content.

More than 80% of the audience/ viewers felt
that programs should not have ad breaks
The same percent (80%) of audience/
viewers expressed that since they switch
to other programs in TV or skip ads in
smartphone the purpose of ad to create
awareness about the brand is defeated.
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INSTAGRAM OPENS UP BRAND CONTENT
MARKETING FOR ALL USERS

e All the respondents found branded content in the form of articles, stories,
videos, podcasts, web series, movies, songs, live events as exciting ,
entertaining and enriching.

This concept is fast catching the attention of entertainment /media production
houses, brands and viewers (potential customers). A large number of such
contents are available in different digital platforms with a large viewership.

But the real question is

. Are these branded contents generating business

. To what extent are they influencing viewers buying attitude
. How to measure the performance of these branded contents

In order to get answers to these specific questions, researchers need to probe

whether the branded content was able to influence the following three attitudes

of viewers.

a.  Cognitive attitude of viewers : Was this branded entertainment limited to
giving information or it created awareness and provide knowledge about
the brand functionality, brand image, brand philosophy etc.

b. Affectionate attitude: Has the branded entertainment touched emotions of
viewers.

c.  Conative attitude (Intent to purchase and purchase): Was the branded
content strong enough to drive viewers purchase intention and ultimately
actual purchase.

The answer to these research questions are being probed in a Pan India study
being conducted by department of Fashion Management study with 50 Brands

and around 1000 millennial and Gen Z viewers participating in the study.

Participate in the study and watch out for study report!
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DISRUPTI.N TO RE-SCULPTING ,

Covid 19 has been one of the biggest disasters humanity has experienced in recent times.
It has also led to a global economic meltdown with fear of uncertain future prompting
radical changes in consumer behaviour, disruption of supply chains and rapidly declining
sales. The crisis has an amplified impact on the fashion industry which is prompting
adoption of innovative business strategies aligned with market realities that are
transforming the industry.

Few of the significant changes triggered by the pandemic and its resultant
disruptions are:

THE ECOMMERCE BOOM

Due to COVID-related lockdowns, stores were forced to close for many
menths and even the future operations seem to be embedded with acute
uncertainty. Many brick and mortar storefronts were unable to absorb
the losses and the temporary store closures led to permanent closures.
However, the already evolving ecommerce channel provided an
opportunity to the retailers to recover from the losses by adapting to
the online business model. Even the big omni-channel retailers today are
relying on their online business to survive and sail through this crisis.

TECHNOLOGY:
IMPERATIVE FOR IMPROVEMENT IN ECOMMERCE CUSTOMER
EXPERIENCE

The Covid-19 restrictions have acted like a catalyst fuelling the rapid advancement in
technology with increasingly more shoppers resorting to online purchases due to safety
and convenience provided by the channel. The future of fashion, at least in the near future is
online and technology is being perfected to cater to the expectations of the customer. Online retailers are using
innovative technologies to create immersive digitally enhanced shopping experience of their customers with the

help of virtual reality, augmented reality, 3D prototypes and avatars for digital fashion shows, big data etc. to make
this transition of the consumer from physical to digital as seamless as possible.



FASHION SIMPLIFIED

The fashion brands were used to creating 8, sometimes even 12 collections a year. This also

\ led to huge expenditure on promotion due to fashion shows and launch events and activities.
Y -qu Triggered by the Covid19 crisis, brands are opting for ‘seasonless’ fashion by breaking away
i from the regular business model of releasing new collections as per industry benchmark of
seasons. Slow fashion is the way forward and the leaders in the industry are stepping up
their support by going against seasonal trends and creating collections with high quality
products and higher prices with a longer appeal that defy the existing norms.

COMFORT COUPLED WITH STYLE - THE CONSUMER VERDICT

With ‘Working from Home' for adults, distance learning for children and
social life migrating to online spaces becoming the new normal; people are
adapting to a new version of lifestyle that needs them to spend more time at
home. This new lifestyle has led to a significant increase in the purchase of
athleisure and loungewear with a definitive modern twist in terms of innovative
styling. Fashion retailers have recognized the fact that comfort more than ever
before will become a key determining factor governing purchase decisions and they
are tweaking their offering to leverage this trend.

SUSTAINABLE FASHION - THE CONSUMER VERDICT

As people continue to make lifestyle shifts towards sustainable consumption and modifying their spending habits in accordance
with this consideration, brands are following suit and are moving towards more sustainable fabrics and manufacturing methods.
Consumers are opting for brands that are taking a stand for the environment and are even willing to pay a2 premium for such products.

Fast fashion, which was adapted to a short-lived and inexpensive products business format, is in decline in favour of slow
fashion products that are more eco-friendly and longer lasting. Brands are moving towards making high-quality products
that are meant to last for a long time or are creating lifestyle products from recycled materials. “ReCommerce”, shopping
for pre-owned products from a consignment shop or directly from a seller on the internet is also on the rise, driven by the
fact that it not only is an eco-friendly practice but also the consumers can get the products at a fraction of the original retail
price. Trends like “up-cycling” and “repurposing” of vintage pieces are also seeing significant increase,
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Writers:
Annyeshia Bhuniye, Semester 4, Fashion Design Deparlmenl.
Harini Srinivas, Semester 4, Textile Design Department.



Student Showcase

TEFRM EFGLES

Laudeep Shivhare & Atharva Mainkar

Accessory design final year students got qualified Tor LAVA Design
Challenge among 12,0008 entries across India.

Lava International Ltd announced the 'Design in India' challenge inviting
citizens to develop a fully local smartphane.

The contest s three-part series-- stage 1, the ldeation, which invalves
creating

a prototype and presenting it to the jury,

The selected group will be taken under the wings of the Lava design
team and will be mentored throughout the contest.
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AMY SINGH - AD SEM 4
TISHMA SANDANSING - FC SEM 4
KAUMUDI DEWANGAN - FD SEM 4

SREEPARNA ROY - TD SEM 4

ISHLEEN KAUR - FC SEM 4

FASHION COLUMNIST

RHEA SINGH - FC SEM 6
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