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HOLISTIC MARKETING
IN THE FASHION INDUSTRY OF UKRAINE

The problems of the fashion industry development in the context of the recognition
of the pandemic throughout the world are identified. An empirical study of the imple-
mentation of holistic marketing by national and international retail chains of the fashion
industry in Ukraine, associated with medium-sized businesses, has been carried out. It has
been proven that for Ukrainian consumers the most important characteristic of social
responsibility in a trading company is the quality of goods and the level of service that
create a business reputation. The results of the study of the impact of quarantine on the
development of retail chains in the Ukrainian fashion industry are presented.

Keywords: holistic marketing, relationship marketing, integrated marketing, inter-
nal marketing, retail network, social and ethical marketing, fashion industry, corporate
social responsibility.

Hnvuenxo H., Boiinunoseuu B. Xonucmuueckuii mapxemunz ¢ ¢pamtn-undycmpuu
Ykpaunwi. Boissnenvl npobnemvl pazsumusi uHOycmpuu Moobl 8 KOHMEKCHe NPU3HAHUSL
nanoemuu 80 ecem mupe. IIpoeedeno smnupureckoe uccie008amue HeOPeHUs: YEIOCMHO20
MapKemuHea HAYUOHATbHLIMU U MENCOYHAPOOHBIMU POZHUUHBIMU CEMSMU UHOYCIPUL MOObl
6 Yrpaune, cesizannvimu co cpednum busnecom. [loxazano, umo O YKPAUHCKUX NOmpe-
bumenell Haubonee BANCHOU XAPAKMEPUCUKOU COYUATLHOU OMBEMCMEEHHOCTIL 8 MOP2O-
801l KOMNAHUU SGISLEMCS KAYeCmB0 MOoBaAPO8 U YPOBEHb 0DCIYICUBAHUS, KOMOPbie CO30aiom
denosyio penymayuro. [Ipedcmasnenvl pe3yriomamol UCCIE008AHUSL GIUSHUSL KAPAHMUHA HA
pazeumue pO3HUUHbIX cemell 8 YKPAUHCKOU UHOYCIMPUU MOObL.

Knwouesvie cnosa: XOmMCTUUECKUN MapKETUHT, MAPKETHHI B3aMMOOTHOIIECHUI,
WHTErPUPOBAaHHBIH MapKeTHHI, BHYTPEHHHUH MapKETHHI, COLUAIBHO-3THYECKUH MapKe-
THUHT, ()3IIH-UHIYCTPHS, PO3HUYHAS CETh, KOPIIOPATUBHAS COIIMAJIbHAS OTBETCTBEHHOCTb.

Background. The complexity and multidimensionality of effective
enterprise management in modern market conditions encourages enterprises
to use new methods and concepts, including marketing ones. The develop-
ment of marketing theory and practice in the context of the economic
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globalization requires a revision of traditional views on promising guide-
lines for the development of marketing theory, in particular, the concept
of holistic marketing. The coronavirus pandemic has made adjustments to the
development of the fashion industry. The fashion industry is currently expe-
riencing the biggest crisis in its history. Closing physical retail, dropping
consumer and investor confidence will change the fashion business map,
accelerating the decline of struggling companies and supporting great empires.

Analysis of recent researches and publications. Kotler and Keller
have introduced the "marketing holistic" concept as the new era of marke-
ting, leaving the "old" marketing concept behind [1]. The implementation
phase consists of data collection, processing of collected data, data analysis,
interpretation of survey results and the final report with the presentation.

E. Laburtseva defines that "the concept of holistic marketing has one
significant drawback: it is difficult to find a place for the strategic aspects of
marketing activities, in particular, the analysis of the competitive environ-
ment in order to identify the driving forces for the development of the
industry, key success factors and developing strategies aimed at ensuring
competitive advantages [2].

Y. Robul notices that the holistic concept of efficiency should take
into account the effectiveness of the marketing functioning, the introduction
and relativity of the marketing orientation between different economic
systems and the social effect [3].

Creating favorable conditions for revitalizing the fashion industry
market leads to the use of new marketing concepts that are able to offer inno-
vative applied marketing tools; then, to direct research and applied recom-
mendations to the service orientation of the enterprises marketing activities in
this industry; and finally, to ensure the application of an integrated approach
in solving marketing problems [4—6]. Holistic marketing meets the criteria
almost completely. The problem discussion, the insufficient development of
methodological approaches and the particular importance of solving the
practical problems according to holistic marketing at fashion industry enter-
prises determine the degree of unsolved problems and the relevance of the
research topic [7—11]. But the peculiarities of introducing the holistic marke-
ting concept at the fashion industry enterprises in Ukraine were not consi-
dered by Ukrainian scientists, which confirms the research relevance.

The aim of the paper is to analyze the tools and methods of holistic
marketing used by the fashion industry retail network in Ukraine in the context
of the pandemic and to develop proposals for the development of retail chains
in the Ukrainian fashion industry during pandemic and after quarantine.

Materials and methods. The implementation phase consists of data
collection, processing of collected data, data analysis, interpretation of sur-
vey results and the final report with the presentation. The method of compa-
rative analysis and empirical research have been used in the research.

Results. Kotler and Keller have determined the marketing holistic
concept as a marketing management approach based on a synthesis of four
marketing concepts:
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Integrated marketing — the development of marketing activities aimed
at creating value for consumers, distribution, promotion of goods (such as
mass marketing, personal marketing and direct marketing).

Internal marketing — the management concept aimed at various target
groups of employees to identify their needs, demands and the satisfaction
degree of working conditions and further career growth, ensuring the adop-
tion of appropriate marketing principles by all employees of the enterprise.
There are formation provisions that allow employees to learn the main
values of the enterprise, improving relations within the team, increasing the
self-identification degree of the employees as members of the organization,;

Relationship marketing — a concept aimed at developing long-term
trusting relationships with consumers. Management is on the database
formation of customer profiles, the consumer preferences and the contact’s
history with the company, dividing customers into groups according to the
key criteria of satisfaction needs. Relationship marketing is sometimes
referred to as customer relationship management, customer relationship
marketing, partnership marketing or relationship marketing;

Socially responsible (socially-ethical marketing) marketing — a concept
based on the provision that the enterprise activities should be accompanied by
the simultaneous preservation and strengthening of the consumer and society
well-being as a whole. It is based on a new philosophy of entrepreneurship,
focused on ensuring the present and future health needs of the whole society
and the dignified life by maintaining and improving the environment [1].

Holistic marketing is a marketing concept aimed at creating a holistic
marketing mechanism, where components designed to meet the consumer
needs, establish and maintain long-term partnership and beneficial relations
between economic actors of the market and help to ensure the present and
future health needs of the whole society and the worthy life at the expense
of environment maintaining and improving.

The introduction features of the holistic marketing concept at the fashion
industry enterprises have been researched in the article. The fashion industry
isa huge, global business, quite diversified and tweaked, where modern
technology, aesthetics and functionality are intertwined. In the fashion industry
business, success is impossible without designers, materials, scientists, experts
in the field of chain supply, specialists of strategy development, etc. The
fashion industry is associated with all aspects of design, production, marketing
and distribution, from creating the concept of the future product to the release
of the final product, brand development and promotion.

Due to the fact of avoiding public places by consumers in the future, the
fashion industry enterprises will switch to online sales, and luxury brands will
be no exception. Even in the most positive scenario, from the point of "human
factor" view, instant recovery of the industry should not be expected. The
development history of the fashion industry market will be divided into before
and after the epidemic. Global interdependence has become quite obvious,
and it is logical to expect changes in the system of values and priorities.
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It will be facilitated by the introduction of holistic marketing concepts.
We selected medium-sized enterprises as the subject of empirical research
because the introduction of holistic marketing requires significant financial
investments for retailers. The survey has involved 9 national and international
retail networks of the fashion industry located in Kyiv. The researchers have
been conducted in October-November 2019. According to the research, only
85 % of respondents know what the concept of holistic marketing means and
what basic principles of holistic marketing exist (figure ).

9,90%

Difficult to answer :\:\ 38,3 0%

H1,70%

I know 0%

R A e s R N DA

Don't know

0,00% 20,00%  40,00%  60,00%  80,00%  100,00%

International retail network E3 National retail network

Figure 1. The structure of respondents’ responses concerning holistic marketing
and basic principles of holistic marketing in Ukraine, %

Source: compiled by the authors.

According to the research results, the retail network of the fashion
industry uses the main components of holistic marketing in the activities.
So, all retail network has relationships with consumers and partners on the
basis of the holistic marketing concept. There have been established rela-
tionships with the most significant target groups, evaluated the effectiveness
and efficiency of relationships, made up the relationship system as an
"added value". There are 100 % of the respondents’ answers.

The following factors influence the development of relationship
marketing: the creation and use of databases; interactive (indirect) dialogue
with customers: e-mail newsletter, chat, mailing directories; personalization:
the ability to create various forms of proposals and the personalization.

The sales level in the store can be increased with the help of loyalty
programs: promotions, seasonal discounts, sales, as well as the introduction
of discount cards or points system, which can be used later to pay for
purchases. But the special attention should be paid to the correct selection of
personnel, their placement and training. Qualified staff is one of the most
effective channels for increasing sales because in most cases, the client
makes a decision about the purchase after talking with the sales manager.

The answers were positive by 100 % on the question about the
company introducing the concept of internal marketing. The staff need
motivation to stimulate sales, which can be, both in monetary terms and
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in the format of winning. The retailers’ fashion industry often organizes
contests between their own retail stores to increase revenue across the entire
network immediately. These measures can increase the revenue at minimal
cost to retailers significantly, as only one or three winning stores will
be awarded. The answers were positive by 100 % on the question about the
implementation of the concept of integrated marketing by the company.
This style of marketing is becoming more and more important because
media fragmentation and exposure have begun to desensitize consumers.
For instance, centres around a strong, focused brand image maintain
a consistent vision and existence across all media, use traditional and digital
media to promote the brand.

The researches have been conducted in April-May 2020. The survey
has involved 9 national and international retail networks of the fashion
industry located in Kyiv. The study is based on questions developed by the
consulting company Colliers International for Ukrainian retail [12]. Most of
the retail networks in the fashion industry were closed during the quarantine
period, especially those located in a shopping mall.

The retailers were forced to apply anti-crisis measures to reduce the
level of losses. Most employees received unpaid leave or were laid off, the mar-
keting budget was reduced during this period (figure 2).

According to the research, the respondents have answered that most
enterprises worked without supply interruptions, some enterprises did not
have a supply of products. The enterprises were forced to change commu-
nication channels and only 40% of the retail networks in the fashion industry
have passed to e-commerce. Online sales have been doubled for most retail
networks of the fashion industry have been doubled during the quarantine
period (figure 3).

Other [FEEmEr] 5%

Review rent conditions

Marketing budget cuts |[Frrrrrrmrerrmrrrrmrarermrareey 20%

Staff reduction |[IEfEiIrET TSR] 20%

Own-account leave fOr EMPlOYCES [rramimtmnmmn s e o e e ot e e s memnsae] 30%0

0% 5% 10% 15% 20% 25% 30% 35%

Figure 2. The structure of respondents’ responses about anti-crisis measures
taken by the company, %

Source: compiled by the authors based on [12].

The research has shown that most retail networks of the fashion
industry will continue to grow online after the pandemic. Other enterprises
will reduce the number of locations (figure 4).

72 ISSN 1727-9313. BICHMK KHTEY. 2020. W 5




HIIONPHEMHALITBO

T
Increased over 50% [igigizizizizsy 10%
o B

Increased from 20 to
s 30%

50% e e e e e

I
e o

Increased by 20%

10%

------------------------------------------------------------------------ 0,
Increased [ e e e ) 50%
A A A A e A e A A R O A A A O

0% 10% 20% 30% 40% 50% 60%

Figure 3. The structure of respondents’ responses about online sales
increasing during the quarantine period, %

Source: researched by the authors based on [12].
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Figure 4. The structure of respondents’ responses about affecting the business
expansion plans by the pandemic crisis by the end of the year, %

Source: researched by the authors based on [12].

In most cases, retail networks have negative expectations in the deve-
lopment of the fashion industry this year.

But, there is a need for a detailed study of the socio-ethical imple-
mentation by national and international fashion retail networks. Social and
ethical marketing includes the responsibility of business for product safety,
the veracity and reliability of advertising, as well as the aim fairness of pri-
cing. Moreover, charity marketing, volunteering, corporate philanthropy,
a socially responsible approach to business management and environmental
protection can be attributed to this area. Unfortunately, the fashion industry
is the second largest polluter of the environment.

The most well-known international retail networks of the fashion
industry have Corporate Social Responsibility (CSR). CSR are standards
that help a company be socially accountable in all aspects of the society,
including economic, social and environmental. In 2010, the International
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Organization for Standardization (ISO) released a set of voluntary stan-
dards. ISO 26000 [13] can be used as provides guidance rather than requi-
rements because the nature of CSR is more qualitative than quantitative, and
its standards can’t be certified. ISO 26000 clarifies that social responsibility
can be and help organizations to transform CSR principles into practical
actions. The standard is aimed at all types of organizations, regardless of the
activity, size, or location and it is the international consensus [3]. For con-
sumers, the most important feature of the socially responsible trading com-
pany is the quality of goods and services, consistent with earlier work in the
field of CSR and modern business reputation research, where results
characterize the quality of goods and the level of service as one of the main
components [13].

Fashion businesses and designers are repurposing to produce personal
protective equipment for hospitals and fabric masks for civilians, and
Ukraine is no exception if it is about the role of socially responsible mar-
keting (socially-ethical marketing) in the condition of the pandemic, Ukrainian
fashion industry enterprises have reformatted the sewing production. The
representatives of the fashion industry have decided to help those people
who daily face the dangerous COVID-19, for doctors; they sew the nece-
ssary workwear. The founder of the Bevza brand, Svetlana Bevza, has
initiated the charity volunteer movement. This initiative was supported by
other Ukrainian designers Ivan Frolov, as well as other brands, for example,
Lake Studio, Bobkova and Tago. Among those who were the first to join the
charity, Lyudmila Kislenko, a fashion designer of the LUKIS brand, who,
along with other designers, has already sewed and transferred thousands of
protective overalls for doctors in different cities of Ukraine [14; 15].

For many employees, the important characteristic of a socially res-
ponsible trading business is the responsibility to the employees, yet, there
are well-known cases of relevant violations, including poor attitude towards
employees, violation of labour laws and others. Most employees have noted
the importance of "white" wages, due to the widespread practice of some
Ukrainian companies to issue payments "in envelopes", hiding the real in-
come of the employees to tax evasion. The significance of official benefits
for the employees is their effect on the size of the future pension. Due to the
closure of shopping centres and clothing stores, Ukraine has increased
unemployment in this industry. Fashion store owners have been forced to
send workers on vacation without pay.

Conclusion. The concept of holistic marketing is appropriate for retail
networks of the fashion industry in modern conditions. This concept is
implemented by national and international networks in different ways. Inter-
national networks have significant advantages in implementing holistic
marketing. All components of holistic marketing work to increase sales
where all functional departments work together to optimize the business
processes of the company.
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Invuenxko H., Bouninoeuu B. Xonicmuunuit mapxkemunz y @ewn-inoycmpii
Ykpainu.

[ocTranoBKa npodjiemMu. Po3BUTOK TeOpii Ta MPaKTHKH MAPKETHHTY B YMOBaX €KO-
HOMI4HOI roGainizamii noTpedye mneperjisay TPAAULIHHUX TMOTNISAIB HAa NEPCIEKTHBHI
OpiEHTHpH Teopii MapKeTHHIy, 30KpeMa, KOHIEMNIi wijicHoro mapkeruHry. [lanpemis
KOpOHaBIpyCy BHeC/Ia KOPEKTHBHM B PO3BUTOK IHAYCTpii Moau. 3apa3 MojAHa IHAYCTpis
NepeKUBae HalWOUIbIIy KpHU3y B CBOIH icTopii. 3akpuTTs (i3uuHOi po3apiOHOI TOpriBii,
3MEHIIEHHS JOBIPH CIIOKMBAYiB Ta IHBECTOPIB 0E3MOBOPOTHO 3MiHHUTH Oi3HEC-KapTy MOJIH,
MIPUCKOPHBIIY 3aHENa] HEBEJIMKMX KOMITaHii Ta MiATPUMAaBIIN BEJIUKI iMIiepii.

Mera craTTi — po3poOKa MPOMO3UIIN MO0 PO3BUTKY TOPTOBHX MEpEX IHIyCTpii
MoI¥ B YKpaiHi B yMOBax MaHJEMil Ta ITicTsI KapaHTHHY. SIK 9acTHHA MPUKIIATHOTO HATIPSIMY —
aHai3 1HCTPYMEHTIB Ta METOIB XOJICTHYHOTO MApKETHUHIY, SIKi BUKOPHCTOBYIOTHCS PO3-
JIPIOHOI0 Meperxero IHAyCTpil MOAM B YKpaiHi B KOHTEKCTI OTOJIOMICHOT aH eMil.

Marepiann Ta Meroau. Y mporeci JOCTIPKEHHS BUKOPHCTaHO METOIM IOPiB-
HSIHHS, aHATI THYHWH, EKOHOMIKO-CTaTUCTHYHUH.

Pesyabratn pociimkennsi. BusHaueHO TeopeTWuHI MiAXOAM 10 KOHIEMILi XoJric-
TUYHOTO MAapKeTHHIy Ta ii OCHOBHI cKkianoBi. /loBeneHo, IO OJHIEIO 3 Taly3ei, siKka I0CT-
pakmama B yMOBaX BW3HAHHSA TMAHAEMIil y BCROMY CBITi, € iHmycTpis momu. [IpoBemeHo
EMITIpUYHE JOCTI/PKEHHS BIIPOBA/KEHHSA XOJICTHYHOTO MApPKETUHTY HAI[IOHAIBHUMH 1 MiX-
HapOJHUMH PO3APIOHUMHU MepexaMu iHIycTpil Mou B YKpaiHi. BcraHoBIeHO, 1110 MeHekepH
PO3IpPIOHKMX MEpex B IHAYCTPIl MOAM He 0013HAHI 3 KOHIETILIEIO HLTICHOr0 MapKeTHHTY. OHaK
3a pe3ysbTaTaMH JIOCIIKEHb PO3IPIOHMX MEpEeX i€l ragy3i BH3HAUCHO, IO TOPTOBEIIBHI
MepeXi BHKOPUCTOBYIOTh TaKi OCHOBHI KOMIIOHEHTH IIUTICHOTO MapKeTHHTY, SIK KOHLICTILIl:
MapKeTHHI'y B3a€MOBIJHOCHH, BHYTPIIIHBOTO Ta IHTEIPOBAaHOIO MapKeTuHry. /loBeneHo, mio
JUISL YKPATHCBKUX CIIOKMBAdiB HAWOUTBII BaXKIMBOIO XapaKTEPUCTHKOIO COLIAJIBHOI BiJIIO-
BiAIFHOCTI B TOPTOBii KOMITaHil € SIKICTh TOBapiB Ta PiBeHb OOCIYTOBYBaHH!, SIKi CTBOPIOIOTH
JIIIOBY peryTariifo. BHUCBITIEHO pe3yibTaTH NOCHIHKEHHS BIUIMBY KApaHTUHY Ha PO3BHTOK
PO3IPIOHKX MEPEX B YKPATHCHKIi 1HIYCTpIT MOJIH.

BucnoBku. Briepiiie copmyiboBaHo, 110 B YKpaiHi KOHLEMIs X0JICTUYHOIO Map-
KETHHTY Peali3yeThCsl MO-PI3HOMY HAl[IOHAIBHUMH Ta MDKHApOJHHMH MepeaMu (errH-
inycrpii. BripoBapkeHHsT KOHIENii XOIiCTHYHOTO MapKETUHTY OUIBII NpHTaMaHHEe JUis
MDKHapOJHHUX TOPrOBEJIFHUX MEpEeX, SIKi MaloTh 3HAYHI IepeBaru y wii crpasi. Bei kom-
MIOHEHTH XOJIICTUYHOTO MApPKETUHTY CHPSIMOBaHI Ha 301JIbIIEHHS TOBApOOOOPOTY, KOJIHU yci
(hYHKIIOHANBHI BIAMUIA TPAIOIOTE Pa3oM U ONTHMI3aIii Oi3Hec-IpoIeciB KOMITaHil.
Busnaueno, mo ykpaiHChKHIT MoOmHUWI Oi3HeC Ta IW3aifHEpH aKTUBHO BIPOBAKYIOTH
€JIEMEHTH COL[IaTbHO-eTHYHOTO MAPKETHHTY y CBOIO HisUIbHICTb.

BuxiazieHi KOHIENTYyaJIbHI MIOJOKEHHs MOTPeOYIOTh MOAAIBIIOr0 HAYKOBOI'O J0C-
JJUKEHHST B HANpsiMi OLIHIOBAHHS OCOOJIMBOCTEH BIPOBA/KEHHS IHCTPYMEHTIB XOJIic-
TUYHOTO MapKETHHIY PO3PIOHUMH TOPTOBEIBHUMH MIANPUEMCTBAMH (DEIIH-1HAYCTPI.

Kniouoei crnoea: X0nCTHYHUI MapKETHHT, MApKETHHT B3a€MOBIIHOCHH, IHTEIPO-
BaHWH MapKEpHHI, BHYTPIIIHIIl MapKeTHHT, COLIabHO-eTHYHUI MapKeTHHT, (heIrH-iHay-
CTpis, po3apiOHa Meperka, KOpIopaTHBHA COLliaJIbHA BiAIIOBIJATIBHICTD.
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