
Dear students, 

first of all, let me apologize for my absence on November 4 and for failing to deliver the speech on “Il framework sul prodotto moda” (A framework for fashion products). Now I’m going to summarize the basic explanations and the meaning of the document prepared for you - and attached below. 

Professor Stefano Maffei asked 2 collaborators to conduct a field survey over the last few weeks to be able to able to outline for you a viable project scheme for use within the framework of the Fas.P.onsite scenario that you are already familiar with. 

This is about the section of the project regarding the general conception and planning of the “product system”, which you will soon have to address (or at least consider)  in connection with the broader project assigned to you. 

Despite the considerable number of elements defined from the start (design, production and sales activities all in the same location; knitwear, use of the Shima Seiki Wholegarment technology, etc.), when it comes to defining a specific project one becomes aware that there are still many choices to be made in order to define a “product system” possessing a clear-cut, consistent identity that can persuade the final consumer. 

In order to work out a consistent and persuasive “product system”, significant choices have to be made. Alberto Zanone and I, who were asked to carry out this task for you, made ours. We believe the choices we made define a possible product identity which is consistent and appropriate for today’s market. Professor Maffei invites you to consider this document as a useful term of reference and comparison in developing your own work. 

Firstly, we defined a reference market: the italian market and foreign markets of mature capitalist countries (formerly referred to as “First World Countries”). It does not apply to emerging countries (e.g., Russia, China, the Middle East), where consumers in general are more attracted to products with important brand names that can be viewed as status symbols, and care little for issues like environmental sustainability or the validity and the intrinsic properties of the materials of which clothes are made. 

As our reference target we selected a consumer with an advanced, progressive mindset. Even in our market there are still many consumers interested in brand names or fashionable clothing in the traditional acceptation of the term (... possibly in the contemporary Low-cost or Fast-Fashion versions). However, for our project, we identified a number of cultural reference values, and the matching consumer values typical of people with a more advanced mentality. 

We formulated a hypothesis concerning product positioning: in view of our reference consumer and our reference values, the Fas.P.onsite process (design, production and sale all in the same location) and the foreseeable costs arising from this setup, we decided to go for top-rate quality and a product that would be “continuative”, contemporary, not susceptible to the whims of fashion, that might last long in the wardrobes of Men and Women. Top quality at the right price.

We put the emphasis on green issues and hence selected natural yarns, either natural colour or coloured with natural dyes. We also identified a hypothetical range of fibres and a choice of colours to be able to quantify, at a subsequent stage, the number of models, colours and variants. 

We had to consider the number of machines to be installed, their overall dimensions, and production times. 

Additional factors included the weight of the clothes, their seasonal nature, their characteristics and knitting times (which depend on the needles equipping the individual machines: finer needles = longer knitting times). We had to plan in advance the use of some machines for the production of men’s clothes and others for women’s clothes, in order to avoid bottlenecks in machine capacity (i.e., problems of production and delivery to the end customer).

We selected some yarns for the A/W season and others for the S/S season (thicker yarns 2/28; finer yarns, 2/56) so as to reduce the quantity of materials to be purchased, for economy and inventory purposes. We selected the machine with the finest division (FINENESS 15), the one with the largest division (FINENESS 5) and the intermediate ones.

We defined a concept of “meta-collection” – in lieu of “collection” – because our project envisioned a number of models with basic processes and colour combinations (BASIC MODEL-MAKING), but in actual fact would acquire a definitive configuration only following the subsequent intervention of the end customer, i.e., after the customization stage (STYLE OPTIONS).

To make the project more substantial and realistic, we tried to think of a collection made up of garments that, by virtue of their styling, could make optimal use of the potential of Shima Seiki Wholegarment machines, that is to say, clothing that would not require costly finishing processes after the knitting stage. We imagined producing a collection of garments that could be finished simply by fixing any loose yarn ends and attaching a few buttons, and, in terms of finishing operations, through a single passage in a fulling machine. 

We estimated the production time per garment (for each degree of fineness); the minimum quantity of clothes to be produced per year and the average price per garment, in order to make the Fas.P.onsite project plausible and profitable. 

Another assumption that we made was to display 25+25 (25 for Men and 25 for Women) models in 4 sizes, i.e., 200 items READY-TO-WEAR; and to have 100 samples for Men and 100 for Women - showing different stitches, degrees of fineness and colours  -, which could be touched and selected to personalize the desired garment on the spot (PERSONALIZATION).

One FULLING MACHINE, a YARN STAND, a shelf for finished products (KNITTING STAND), a FEED TABLE and a WORK TABLE: all of them housed in a total area of 100 m². 
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