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Abstract

Apparel industry has different categories of products. The market of children’s wear is one of the categories, which has high potential for development. Since this market in china is very large and continuously growing, designers and marketers in this area are in great need. In this project, children’ s wear market in china will be analyzed and its consequence on our fashion education will also be discussed.

This paper is developed into three sections: 
Firstly, a background study of children’ s wear market in china will be introduced. Based on the material of china’s population check, there are 17% (more than 200 millions) are below 14 years old, and 34% of them are the only child of their family. In accordingly, the needs of children’s wear are continuously increasing. It is forecasted by specialist that the yearly increasing rate will be 8% in future. At the same time, nowadays parents in china are more willing to spend money on their children’s appearance because their income level has increased and living standard has upgraded. Moreover, with the development of economics and increase in personal education, more and more parents want to present their style through their children’s clothes and children could be cultivated to know about fashion from their childhood.

Secondly, an investigation was conducted in Shanghai to analyze consumer’s buying behavior of children’s clothes, including information searching process, decision-making process, selection criteria and their attitudes towards fabric, color, decoration, style, price, etc. 

At last, its consequence on fashion education will be discussed. Though children’s wear industry is in great need of talents, currently only a very small proportion of our graduates are working in this area. The main reasons are the following: They lack of practice in this area; They think it is difficult for children’s wear designer to be famous; They think most of children’s wear enterprises are small and lack of attraction. One thing is confirmed that our current way of education can’t meet the demand of cultivating numerous modern talents in this area. To solve the problem, some suggestions are forwarded: To develop collaborative programs with international textile and fashion institutes or colleges is an effective way to have a relatively high jumping-off point. At the same time, it is important to strengthen the collaboration with enterprises. Also, relevant researches of children’s wear should be developed such as size, pattern, technology, trimming, etc. 
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1.  Introduction 

The textile and clothing sector is a key sector for the leverage of economy in China. The apparel industry represents a large percentage of China’s labour and business front. There are about 45,000 garment companies in China altogether. [1] Apparel industry is also one of the most fundamental industries in China. It has different categories of products. The market of children’s wear is one of the categories, which has high potential for development. Based on the material of china’s population check, there are 17% (more than 0.2 millions) are below 14 years old. [2]  In accordingly, the needs of children’s wear are continuously increasing. It is forecasted by specialist that the yearly increasing rate will be 8% in future. [3] 

2.  Background of Study

China as one of the world’s leading clothing manufacturers is keenly looking at new market in the high-value sector. The market potential of children’s wear in China is large and promising. Based on the material of population check, there are 33% people (0.4 billion) in China are below 18 years old. 25% (0.3 billion) are below 16 years old. 17% (more than 0.2 billion) are below 14 years old. 34% of them are the only children of their family. [2] Nowadays parents in China are more willing to spend money on their children’s appearance for their income level has increased and living standard has upgraded. With the development of economics and increase in personal education, more and more parents in China want to present their style through their children’s clothes and children could be cultivated to know about fashion from their childhood.

The Policy of One Child

Because the big population of China, “One family have only one child” have been advocated since 1980s. Also the working competition in modern society is very fiercely in big cities of China these years, women don’t like to have many children. Therefore, the majority of the Shanghai’s families have only one child. Even 5% of families below 45 years old are “DINK”(Double Income No Kids). So children get more attraction than before.

Roles and Status

Central to postmodern theory is the proposition that consumers no longer consume products for their material utilities but consume the symbolic meaning of those products as portrayed in their images, products in fact become commodity-signs (Baudrillard, 1981). “The real consumer becomes a consumer of illusions” (Debord, 1977) and “the ad-dict buys images not things” (Taylor and Saarinen, 1994). Consumers’ culture and consumers’ behavior in China are very different from European and American. They have their own characteristics due to the traditional Chinese culture and the present situation. 

Chinese people choose products that communicate their roles and status in society. The purchase and use of high quality product is one way to fulfill their need for self-expression, and it becomes a vehicle to express their high status in the society. Moreover, Chinese people perceive higher price to generally represent higher quality. In big cities, private, expensive schools are regarded as the best educational facilities for children. Chinese parents think children are their hope and status. 

Children’s Wear Industry 

With the reforming and open policy, China makes progress fast in these years. With the growth of family income, Chinese people spend more and more money in clothing, including children’s wear. The market potential of children’s wear is large and promising as nowadays parents are more willing to spend money on their children’s appearance for their income level has increased and living standard has upgraded. Parents today are very conscious and because many are having their kids later in life, they have more money to reflect their own style through their children’s clothes. The needs of children’s wear are continuously increasing. It is forecasted by specialist that the yearly increasing rate will be 8% in the future. The output of children’s wear is 0.8 billion pieces (suits). This year it will be 1.04 billion. [3] 

Children’s Wear Brands
Take Shanghai as an example, there are 7000 garment companies in Shanghai, but only 100 or so of them are children’s wear manufacturers. [4] Many excellent foreign brands are produced in Shanghai while there are almost no world famous local brands.
There are three kinds of children’s wear brands in Shanghai. First, the world famous brands, such as American brands: Mickey Mouse, Snoopy, and Pooh. Japanese brand: Bob Dog. Taiwanese brand: Les enfant. Second, Shanghai brands: Malanhua, Beili. Last, brands from other area of China, such as Yixiu, Boshiwa. [5] In recent years, more and more world famous children’s wear brands entered Shanghai market, opened their own chain store or in department stores. Therefore the local designers and manufacturers face both opportunities and challenges. The competition becomes more fiercely meanwhile they can learn a lot from the foreign brands.

Company Interview  

In order to familiar with the manufacturers’ attitude toward children’s wear. Some interviews were conducted. Firstly, the Walt Disney Co. gave an opportunity for interview. Disney already has the category of casual wear and party clothes. Cartoon characters are their major themes and highlights. The creative designer of Disney said they would search inspiration from watching the Disney’s cartoon characters in their movies. The most important thing they think that children’s wear should be comfortable, practicable and lovely.

Also an interview was conducted with Pooh. They produce casual wear for children. The Japanese manager thinks children’s wear is a potential market, but manufacturers must think more about product’s durability and feasibility. If parents spend RMB 200-300 to buy clothes for their children, they do not want these clothes could only be worn for several times.  

General manger of Wan Tian Fashion Co. talked about his opinion about the children’s wear in the interview. Since they had experiences in designing and manufacturing children’s wear, he thought that comfort is the most important criteria to design children’s wear. The market of children’s wear is increasing and has a good perspective. It still needs a certain period to keep pace with that of Europe.

3.  A Case Study Based in Shanghai 
In order to explore the consumers’ behavior toward children’s wear, marketing research was conducted in Shanghai. A consumer survey was conducted to collect data; parents especially mothers would be the main target. There were 102 respondents drawn from the survey. The respondents were selected from the main commercial road. The main commercial roads include: Nanjing Road, Huaihai Road, Sichuan North Road. There are about nine department stores and chain stores, which sell children’s wear in Nanjing Road, six in Huaihai road and ten in Sichuan North Road. Analysis and discussion is the following:

Information Searching Process

Fig.1  Channels of Relevant Information Searching 
[image: image5.wmf]1.8

1.9

1.82

2.28

2.04

1.75

1.71

1.56

2.66

3.13

0

1

2

3

4

1

2

3

4

5

6

7

8

9

10

Selection Criteria

Mean


                                      1. Window Display

2. Fashion Magazine

3. Shopping

4. Ads on Newspaper

5. Ads on TV

6. Family of Friends
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There are many factors affecting this market including the changing preference of children, family influence on buying decision, mass media influences, different marketing activities and so on.

When asked choosing clothes to children, which kind of relevant information they would search most, 84.31% of them would collect information by shopping and 12.75% of them did so through window display of the retail shop. So marketers could enrich the window display in order to attract those parents. And to many parents, buying children’s wear is not a high involvement process at all. 

Consumer Decision-making Process

When respondents were asked if they would let their children gave opinions during purchasing, 81.37% chose “yes”, and 18.63% would not. Further analysis found that 60.58% of those 18.63% had children below 3 years old. So there are above 80% of respondents said their children would affect their decision on decision-making. This implied that marketers should not only target those parents but also target children as they would affect parents’ purchase decision. 

Table1 Different Age of Children by Affecting Decision Making
	Children’s Age
	P(%)

	<3
	59

	4-6
	89

	7-12
	97

	>13
	100


According to recent surveys conducted by the Mode Enfantine trade fair organizer in France, it has been observed that as from the age of four, children express their point of view on clothes. Around six, they begin to attend the schools where their elder siblings go. At that time, they start having “delusions of grandeur”, wanting to be like the older children while still being different. From the age of 10, things become more complicated in that they want brands. 

From the above, it can be seen that the children involve more in purchasing their clothes progressively with their growth. Also, parents are much concerning their children’s opinion in buying clothes for them. 

Selection Criteria

Respondents were asked to rank the importance of each selection criteria. In this question, a Likert Scale 1-5 is given to which 1 represents very important and 5 represents very unimportant. Those criteria included fitting, mother like it or not, price, material, safety level, style, color, comfort, durability, children like it or not.

According to the mean analysis, respondents thought comfort was the most important criteria compared with other criteria. The mean was 1.56. Then color was another important criteria, which count for 1.71. The third was style, which mean was 1.75. On the other hand, some criteria score is quite high in mean such as brand name, cartoon character printed and price. Especially for brand name, it scored the highest mean that was 3.13. From this result, it seemed that parents wouldn’t concern only the decorative attributes but put much concern on physical attributes of the clothes like the comfort and fitting. 

Fig.2  Selection Criteria
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Parents today are very style conscious, and because many of them are having their kids later in their life, they have more money to reflect their own style through their children’s clothes. Many of them are willing to pay for more expensive clothes than before for their children. So fitting and comfort are the most important criteria of selecting clothes to children. 

Consumers’ Attitude toward Children’s Wear 

The same as adult apparel market, parents think there are also fashion trends in children’s wear market. Children’s wear trends should follow through from the full-sized catwalks but also should translated so that children do not simply dress like miniature grown-ups.

Majority of the parents prefer most the following elements for children’s clothing. 

Style: Simple 

Color: Bright color for girls and neutral color for boys

Fabric: Cotton

Decoration: Lace, cartoon character, ribbon, embroidery

Price Range: RMB150-350

With the development of economics and increase in personal education, more and more parents in Shanghai want to present their style through their children’s clothes and children could be cultivated to know about fashion from their childhood. On the other hand, nowadays the product knowledge of consumers is getting higher and the availability of information about the present fashion market is more available. Therefore, giving more information about the products becomes a responsibility of manufacturers and markets. Available information would increase the consistency of attitude, which would help to build up brand loyalty. And also the availability of information would enhance consumers’ confidence to buy. (Howard, 1994) From thus marketers should provide enough information to consumers. 

Occasions of Buying Children’s Wear

Based on commercial season, children’s wear is designed for fall, or back-to-school; holiday; cruise/spring; and summer. The occasions for children to wear party dress in Shanghai include: children’s birthday, Chinese New Year, Christmas / New Year, parties / special occasions of relatives or friends.

Fig.3  Occasions of Buying Children’s Wear
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“Face” is a fundamental element for Chinese social activities and maintenance of group harmony. Even if the consumers’ incomes are low, they spend most of their income on consumer product. They tend to purchase a product that has created an image of class and prestige among the users of the brand. The purchase and use of brands is one way to fulfill their need for self-expression, and it becomes a vehicle to express their own personality. 

To build and maintain “relationship”, giving out gifts is a very important and popular consumers’ behavior in China. Consumption of product like children’s clothes is very often made out for both the direct purchaser and gift purposes. It is very common in China that the gift giver actually uses children’s wear especially high price clothes for gift.

Distribution Choice of Children’s Wear

Fig.4  Distribution Channels of Buying Children’s Party Clothes

  
[image: image3.wmf]2%

26%

48%

24%

Street

Hawkers

Retail shop

Department

store

Retail chain

store


Then respondents were asked where they would buy the children’s party dress. 2.94% of them said they bought from street hawkers, 31.37%of them bought from retail shops and 56.86% of them bought from department stores, the remaining 28.43% bought from children’s wear chain stores. This result may be due to the income level of respondents. On the other hand, this result may give a brief idea to marketers about the distribution channel of their product.

4.  Consequence on Fashion Education 

There are some disadvantages in present textile and clothing higher education in China. On one hand, the quantity of students can’t meet the market’s demand and the level of graduates can’t meet the enterprises’ demand. On the other hand, the quantity and the quality of teachers can’t meet the demand of cultivating numerous modern talents in textile and clothing industry.

Since children’s wear market in china is very large and continuously growing, talents in this area are in great need. Though children’s wear industry is in great need of talents, currently only a very small proportion of our graduates are working in this area. Based on a research of students who graduated in 2002 from Fashion Institute of Donghua University, there are only 6 out of 105 whose works are related with children’s wear. It is evident that advanced talents in children’s wear are much fewer than that in women’s wear. After analysis and discussion, it is found that the main reasons are following: They are short of practical skills in this area; They think it is difficult for children’s wear designer to be famous; They think most of children’s wear enterprises are small and lack of attraction. 

The quantity of graduate students can’t meet the demand of market. According to statistics in 2000, there are 23 universities and 5 technical colleges for higher education in textile and clothing directly under former China Textile Industry Association. [6] None of them has major in children’s wear, but similar courses could be found in institutes of other countries such as UK, France etc. One thing is confirmed that we must adapt our current way of education to meet the demand of cultivating numerous modern talents in this area. 

To develop collaborative programs with international textile and fashion institutes or colleges is an effective way to have a relatively high jumping-off point. With the development of economy globalization, the competence between enterprises is expanded to a global scope. In that case, the globalization of textile and clothing education is inevitable. But what we should bear in mind is that the collaboration should be virtual not just formal. We should try to learn the soul from others, like their teaching mode, their education system and business model for education, etc.
As we know, the history of China clothing industry is not long, nor is that of clothing education. As a result, there are two problems to solve, one is the lack of teacher, and the other is that the education can’t be standardized due to different levels of faculty members. Collaboration offers an exchanging platform in global scope, which is very important for textile education and fashion industry.

Meanwhile, it is important to strengthen the collaboration with enterprises. In fact, many students can’t find satisfactory jobs after graduation although there are many vacant posts in market. Why? Enterprises need those who can do what the job needs them to do shortly after they are employed. But what students learn in school is most theoretical knowledge. They lack of practice. To collaborate with enterprises offers practice base for students while they are in school. And the enterprises can make use of human resources, educational resources, technical resources, etc. to solve all kinds of problems in their manufacturing and management operation, whereas it is also good for improving the rationality of teaching plan.
Besides, collaboration with different manufacturers could provide students with chance to know how to produce a wide range of products using different textures, color, decoration, style etc for consumer to choose from and to attract different age group.

Relevant researches of children’s wear should be developed such as size, pattern, technology, trimming, etc. Professional teachers should invest more on improving the quality of products. This includes comfort, material of the clothes, size, pattern etc.  Comfort was the most important criteria of selecting in this children’s wear category. Pattern making is another important thing, which affects the quality of children’s clothes. There are four main size ranges for children’s wear: Infants - 3 months to 18 months; Toddlers - 1T to 4T; Young children - 3 to 6X; and children - 6 to 14. Each size range has unique proportions and practical considerations that the designer must constantly keep in focus in order to design garments appropriate for each stage in the child’s development. Trim is an important practical and decorative addition to children’s wear. Basic bodies are repeated, and trims are used to give them variety. Trims should be appropriate for the age of the child and must be compatible with the base fabric for wash ability. Students are short of the practice to change the design to the products. We are thinking about establish relevant subject and program. 

Nowadays, we face both difficulties and opportunities. The structure of our education must adapt to the real market and more globe-focused, so that children’s wear industry of China could keep up the pace of international trend.
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