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ABSTRACT 

The Conditional Value at Risk measure is applied to quantify the risks associated with the supply 

chain of these products. Consumer needs are the one thing from which marketing activity starts and 

ends. New needs become of prime importance and create the driving force leading to a desire for 

further new product. The life cycle of fashion garment is bell shaped curve. Fashion is a style of time. 

Its life cycle is very shorter than basic product life cycle. A fashion is a currently accepted or popular 

style in a given field. The fad has shortest life cycle. It is typically a style that is adopted by  a 

particular sub-culture or  younger demographic group. 

Keyword: Environment risk, Fad life cycle of fashion product, fashion garment, Risk 

inherent 

 

I.INTRODUCTION 

With the fast innovation of science and technology and endlessly growing customer expectations, 

share of merchandise exhibiting characteristics of perishability is on the rise and a wide range of 

industries are affected by this occurrence. This paper focus on the fast fashion apparel garments due to 

its particular characteristics such as short life cycle products and risk inherent in life cycle of product 

The Conditional Value at Risk measure is applied to quantify the risks associated with the supply 

chain of these products and also to determine the expected value of the losses and their corresponding 

probabilities. Multiple business situations for effective strategic planning and decision-making are 

generated. In particular, the impact of lead time and delivery delays on the supply chain performance 

(inventory, cost, backlog and risk) is analysed as the key to success for this industry is to satisfy 

customers’ needs in the shortest time.  In country like India the garment industry is one of the most 

flourishing industries among the other industries. The garment industry includes apparels for the 

men’s apparels, the women’s apparel and kid’s apparels and uniforms. In the women’s wear category, 

the western wear has witnessed a vast demand in the past few years. In men’s segment uniforms are 

the most demanded products. This industry is a capital intensive industry.   
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II. REVIEW LITERATURE  

Sadar (2010) revealed that Fashion cycles continue to change rapidly as a   result of   global   

communication and marketing, intense competition and rivalry, and expanding production capacities 

in developing countries, especially in China and India  

Bhardwaj & FairhuRst (2010) observed that the apparel industry had four distinct stages that 

governed the fashion life cycle. The stages were: introduction and adoption by fashion leaders; growth 

and increase in the public acceptance, mass conformity (maturation), and the decline and 

obsolescence of fashion.  Fashions were created on a seasonal guideline consisting of Spring/ Summer 

and Autumn/ Winter and were largely inspired by runway shows, trade fairs, and fabric event . 

 

III. RESEARCH METHODOLOGY 

The nature of research is descriptive and the data is collected form internet sites and books and also in 

journals. 

 

IV. OBJECTIVE OF THE STUDY 

 To Know the life cycle of a fashion product. 

 To study the risk inherent in life cycle of a product 

 

V. THE RISKS INHERENT IN FASHION 

Consumer needs is the one thing from which marketing activity starts and ends. New needs become of 

prime importance and create the driving force leading to a desire for further new product. Teenagers 

play a important role in fashion garments as they are the trend setters. Role of celebrities in spreading 

fashion needs to be understood. Seasonal variation on stocking pattern and need to clear inventory at 

the end of season should be understood by apparel retailer. in general once an item is sold from the 

outlet, retailers ensure that there is no recurrence of same. It gets replaced by different design, style, 

and colour. Importance of store layout, decor is very critical. A browser visiting the store frequently 

likes to see changes in the layout otherwise he may carry the impression that stocks are not moving 

out of store. Category management becomes very crucial function as transforming of design into 

production and delivery has to be completed before fashion or fad changes in the market. This 

highlights the importance of sales promotions-short term activities which induces trade or consumer 

to buy now rather than in future as the value of apparel after the season goes down substantially and 

inventory carrying burden turns out to be very high. Apparel retailer needs to understand critical role 

of sales promotions. Attractive promotions induces purchase acceleration, stock piling and brand 
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switching on the part of a consumer which substantially reduces entailer’s financial and inventory risk 

and consumer`s financial and psychological risk.  

 Supply risk supply chain risk is about any threat of interruption to the workings of the supply 

chain. Risk may be generated as a result of risk 'drivers' that are either internal or external to the 

company 

 Process Risk: Process are the sequences of actions  relating to particular job undertaken by the 

Firm. Process risk relates to disruptions to these process. 

 Control risk: Control risk means assumptions, rules, systems and procedures that govern how an 

organization exerts manage over the processes.  Control risk is therefore the risk arising from the 

use or mis-use of these rules. 

  Demand risk: Demand risk means prospective or actual conflict to flow of product, information 

emanating from within the network, between the firm and the market. This demand risk can be a 

failure on either the high or low side to exactly put up the level of demand. 

 Environmental risk: Environmental risk is the risk linked with external and, from the company's 

perspective, unmanageable events. Examples would include shutting of an entire industrial area 

due to fire or chemical spillage, events such as natural disaster earthquake, cyclone, volcanic or 

terrorist activity. 

 

VII. FASHION PRODUCT LIFE CYCLE 

All products have a life cycle just like a human beings i.e. introduction, growth, development and 

decline. But the nature of products in the fashion industry varies according to the rate, extent and 

timescale of acceptance of any new offering. The life cycle of fashion garment is bell shaped curve. 

 

 Introduction: New fashions take time to gain acceptance. In this stage selected promotion will 

emphasize image and high nature. The main focus will be educate and inform the customer as 

quickly as possible. The fashion is made familiar to the fashion shows, TV commercials, 

magazines and advertisements but the product is available only in specific brands or at specific 

outlets. 
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 Growth: In this stage, Sales begin to rise sharply. Promotional emphasis will be on broadening 

exposure to gain acceptance of the fashion. Product improvement and use new distributional and 

price reduction to attain new customer etc. strategies are adopted. 

 Maturity: At this stage the fashion will have mass appeal. This stage will be the longest in its life 

cycle. Companies battle for market share through advertising, new distributional and price 

concessions. Growth of sales slows and profit peak then decline. Strategies adopted like search for 

new product, product improvement and new marketing mix 

 Decline: As maturity is reached, decline will begin very rapidly. Sales and profit will also decline. 

Decline is not necessarily a bad thing. The style is rapidly going out of fashion. Competitors can 

leave, resulting reduce cost. Promotional cost may be incurred in persuading new segments. 

   The life cycle of Apparel garments can be classified in this way. 

Style 

 A style is a basic and distinctive mode of expression appearing in a field of human endeavour. For 

example, styles appear in homes, clothing and art. Once a style is invented, it can last for generations, 

going in and out of vogue.  
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Time 

    Figure: Style life cycle 

Fashion 

 A life cycle for fashions: Fashion is a style of time. Its life cycle is very shorter than basic 

product life cycle. A fashion is a currently accepted or popular style in a given field. For example, 

jeans are a fashion in today’s clothing, and rap is a fashion in today’s popular music. The fashion life 

cycle has some important managerial applications. According to Sproles (1981: 122) the fashion life 

cycle concept is widely applied by manufacturers and dealers but often at an intuitive rather than 

scientific level. For instance, in any new fashion season, a producer may propose hundreds of designs 

ranging from classics to established fashions (basic merchandise) to very innovative designs and a 

few exotic items. Similarly, dealers develop assortment policies stating a certain percentage of 

merchandise in each fashion classification. For manufacturers and dealers who are involved in such 

assortment decisions, a systematic knowledge of the correct life cycle position of each style is crucial.  
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Figure: fashion life cycle 

A fad life cycle: Fads are fashions that attract public attention and awareness, are adopted with great 

speed, peak early and decline very fast. Their acceptance cycle is -short, and they tend to attract only a 

limited following. They often have a novel or capricious aspect, such as body piercing and body 

tattooing. The fad has shortest life cycle. It is a style that is adopted by a particular sub-culture or 

younger demographic group. 
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 Figure: Fad life cycle  

                                      Sources: Kotler (1997) 

VIII. CONCLUSION 

Fashion retail industry, characterized by high dynamism and demand volatility and by very short 

product life cycle, is becoming more and more interesting for researchers. Consumer needs are the 

one thing from which marketing activity starts and ends. New needs become of prime importance and 

create the driving force leading to a desire for further new product. hopeless. Flourishing firms are the 

ones that break the risk coiled and restore supply chain confidence throughout the chain. The benefits 

are much more than cost reduction, but also, the reduction of chaos leads to increase in sales and 

market share, penetration to new markets, and speedy new product introduction. 
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