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A rticles in the January "09 issues of 
Real Simple and Glamour advised 
women on how to get the most out of 

their wardrobes using clothes they already 
owned. As many consumers are cutting back on 
spending, recycling or '"making new" what they 
already own seems to be the hot trend these 
days, especially when it comes to apparel. 
"When the economy is not doing well, the first 
industries to feel the major effects are apparel 
and publishing," says Nora Wong, senior man- 
ager, consumer products, FremantleMedia 
Enterprises. "Consumers hold on tighter to their 

purse strings on these particular buys not 
because they are luxury items but because they 
are not considered must-haves if you have a 

CBS Consumer Pmduc?s introduced an America's Next 
Top Model direct-to-retail program with Waf-Mart. I 

budget. Licemed apparel takes an even harder 
hit as consumers have to limit their buys to their 
absolute favorite brands." 

Retailers are limiting in-store stock to 

favorite brands, also, looking only for the top 
licenses that are sure to sell. Steve & Bany's, 

which canies clothing lines from actresses 
Sarah Jessica Parker and Amanda Bynes, filed 

Chaptes 11 bankruptcy protection and began 
closing mom than 100 of its stores last year. 
pH S&33 Holdings LLC acquired the chain in 
August, allowing Steve & Bany's to continue 

to operate 173 stores.) With many stores shut- 
ting their doors and d o ~ ~ g ,  W e r s  and 
buyers must be extra careful. At the same time, 

licensed apparel that makes it through retailers' 
doors must be extra special in appearance, as 
well as &ordable, in order to convince con- 
sumers to open their purse strings. 

FASHTD~U m ALL 
Many licensors are taking their brands into 

additional retail outlets as a way to reach a 
wider audience and offer their apparel at more 
affordable prices. The F m  BoyFarm Girl 
brand attributes its continued success to its 
expansion into more stores, including 40 Book 
Barn stores and 830 Tractor Supply stores. "We 
were primarily focusing on farm stores and we 
noticed that Western stores also did well with 
the brand, so we started marketing more and 
selling more to Western stores," says Brian 
Goldenman, partner and director of sales and 
operations, Fann BoyFarm Girl. 

Bradford Licensing has restructured the 
Aspen brand, taking it from a high-end apparel 

brand into a more affordable and eco-friendly 

active lifestyle brand. "Licensed apparel offers 
a distinctive lifestyle that consumers are not a 

{ 

part of otherwise," says Michelle Minieri, pres- 

ident of B@ord Licensing. "We offer the lux- 
urious lifestyle that is attached to the Aspen 
brand image and pass that along t~ fhe mid-tier 
consumer. They then can act as a pfart of the 
larger c o m t y  t h t  they previously were not 
able to &i 

Wal-Matt has become the. go-to retailer 
for many brads  as of late. CopCarp placed 
the It's &ppy Bunny brand into Wal-Mart 
"as more and more comu-s headed to 
mass retailers ta stretch their apparel dol- 
lars," says Canrle Pgsfd, CopCorp7s presi- 
dent. Last year, CBS Consumer Products 

introduced an America's Next Top Model 
direct-to-retail program with Wal-Mart. Liz 
Kalodner, executive vice-president and 
general manager, CBS Consumer Products, 
says that the line, which targets 12-24- 
year-old females, "makes fashion accessi- 
ble but celebrates the uniqueness of each ' 

young woman." 
Making fashion accessible is something 

that Target has been doing for several years 
through its GO International program. Target 
teams with fashion designers to produce lim- 
ited-edition lines of fashion-forward clothing 
at affordable prices. "Designers pa&ering 
for mid-tier and other channels of distribution 
other than high-end continues to be really 
important to most retailers," says Lisa 
Reiner, senior vice-president of brand man- 

agement, The Beanstalk Group. She also 
mentions last fa1l"s partnership between 

H&M and Comme des Gargons and Vera 1 
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Celebrities such as LL Cool J, who part- niques, and embellishments on its line of B~uce 
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favorite brands, they also want those e Disney COU&W$* &ti, .which 
brands to be within their price range. . ses on classic D h e y  ~harr~foters, 
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KEEPING IT COOL I tq~tq~weave  the story in witla mr c ~ i t c -  

However, there is a second part to 
licensed apparel that must be met. Selling at lower price points and. 
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in more mass-market stores will not attract consumers if the a p p d ;  
el itself doesn't properly reflect the brasear fpckiy's trends. "The 
most important thing is to really underitah &hat ians will want 
from that property and tailor your program accordingly," says 
Virginia King, vice-president, U.S. licensing, Twentieth Century 
Fox Licensing and Merchandising. 

The whole purpose of licensed apparel is to extend the experience 
a consumer has with a favorite brand. "Whether it's sports, fashion, 
music, or a character, branded clothing resonates with consumers and 
motivates purchasing," says Roz Nowicki, executive vice-president, 
licensing and marketing, 4Kids Entertainment. "These products pro- 
vide comfort, good feelings, and make a statement about who con- 
sumers are or what they believe in." Creating products that don't res- 
onate with consumers will cause them to pass up apparel for some- 
thing else. With the competition among brands so high right now, the 
last thing licensors, licensees, and retailers want is a product that 
doesn't sell. "We're being more choosy about the liceases that we get 
because of the climate od there," says Ran& Kagan Spieker, vice- 
president of marketing and licensing for JEM Sportswear. "We want 

them to be good, strong partnerships." 
What will make a strong licensed apparel  ram? Number one, the 

brand has to be translated well and the app&rrmrit exemplify its mes- 
sage or its artwork. Secondly, bccauaqwwm, fhe apparel has m 
be fashionable. Bold prints are vcry pgnk &it! nm in the fashion 
world, as are a variety of embeIl imm~sb;lds ,  rhinmnes, jewels 
implemented onto the shirt. Kagan Spieker says that JEM Sportswear is 
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