























































































































































































































































































































































































































































































































































































































































































































































































































indeed, the postulate provided in the literature reviews in Section 9.2 supports the idea
that the constituting of individual self-perception of innovation is shaped by the process of
negotiation between individual and social context. This process resembles the process of
“negotiation with others” in the conceptual model. In slightly different detail, the latter is
forced by the need and in order to intemally balance the two psychological impulses and
the purpose of negotiation is to position oneseif in society. The former, on the other hand,

is aimed solely at differentiating.

However, the above principle suggests that the degree of innovation in Thai society, in this
case, the innovative expression of fashion innovators, can be varied depending upon the
social context and the intensity of social authority. In the light of this principle, social
authority can actually contribute an encouraging .atmosphere, instead of discouraging
innovative competencies. The mechanism can be enhanced in either of the following
ways:

* By reducing social authority

* By enhancing interpersonal communication.

9.4.1.1 Rreducing social Authority

Social authority is the primary and major condition that authorises or facilitates the
process of innovation. Social authority, according to Section 9.2, consists of state controf
and a cuitural frame. The cuitural frame is the more difficult condition to change, as it is
constituted by a collective formation. State control, on the other hand, is dependent upon
state policy, as exemplified in Section 8.2, and is more easily implemented. During the
economic boom of the 1980s, state policy shaped the macro-economic conditions that
directed the development of the textile and garment industry into a passive-role world-
supplier. Likewise, “Reordering Thai society”, as mentioned in Section 9.2.3, controlled or
shaped the way young people exercised their leisure time. Rules, regulation and policy
are the means through which social authority is able to dominate innovative activities at
different levels, as well as fimiting and setting standards, roles and gestures for individuals

in dealing with social issue.

If the Thai government or society understands this significant point and reduces or
balances its role and regulation, this could contribute greatly and encourage innovative

activities.
The best way to encourage the formation of innovative fashion is to provide “space” and
“activities* for individuals to exercise their innovative expression and collectively form the
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so-called “fashion”. Social space and activity provide conditions for collectivities to gather
to form a subculture. In fact, if a society consists of diverse subcultural groups, this is likely
in any case to reduce social authority, because the responses of these groups are unlikely
to be unified. This also creates a heterogeneous cultural living style, providing abundance
of marketing opportunities, and in turn creating innovative activities for individuals in the

forming of self-subjectivity.
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Figure 9.4.1: The Thai Fashion Process Model with Strategies

Fashion, then, would be produced by members of society and would proliferate through
the fashion practitioners who use fashion as a means of constituting their self-subjectivity

relative to their subcultural lifestyles.

9.4.1.2 Enhancing Interpersonal Communication

In Section 8.1, fashion was proliferated when King Rama VI encouraged his people to
have a more socialising lifestyle. Balls, parties, the theatre, clubs, etc., were not just social
spaces, but also activities that people could use as an “excuse” to dress up and display
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their individual style. Among Thailand’s Asian neighbours, fashion in Hong Kong is one of
the most rapidly changing and fully exploited areas of consumption due to the abundance
of outdoor social activities and events. Hong Kong's higher class have iong enjoyed
dressing luxuriously at the colonial clubs and horse races, where the middie-class like to
Socialise outside their own homes owing to the lack of indoor living space. A huge variety
of activities are supported by society and the government.

Thai individuals need not only social space but also a heterogeneous range of social
activities where people can arrange themselves into subcultural groups. Bangkok is full of
shopping spaces where people can initiate the vital acquisition of fashion, but these
Spaces cannot perfectly act as space to process their “use” of fashion. in the light of this
principle, fashion cannot be investigated, only its consumption, which refers solely to the

acquisition of fashion commodities.

Interpersonal, interconnection and communication among members of a subcultural group
are functions and also results of the production of fashion entity. When we take account of
the factors of adopting time and categories of adopter, fashion emergence needs
initiatives. Fashion innovators are the initiators and needed to be encouraged with
opportunities to express their attitudes towards new social issues. Social space thus
needs activities for heterogeneous ranges of people, cultural organisations need to
stimulate them with new social events, issues, activities, etc. This is the way to create
social interaction, where individuals will arrange themselves into their subgroups with a
common sense of belonging, resulting in the confidence to form their tribe’s characters
and manners. These results require a decreasing of social and state authority in order to
enhance the "negotiation with others” and “negotiation with self* stages.

9.4.2 The Objective Realm

The literature reviews develop the notion that the fashion process in Thailand starts with
the importation of foreign ideas of new fashion in the form of tangible concepts such as
fashion form, sithouette, texture, line, colour, etc. This means that Thai fashion suppliers
process the commodification without any realisation of real domestic needs. They are
passive to external innovation, resulting in the need to import innovation continually and

perpetually.

Thai fashion suppliers need to build a system of “innovation” that invoives two layers of
activities. First is an internal collaboration among supply firms and between firms and
institutions such as the Thai Fashion Brand Association and a governmental organisation.
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| suggest setting up “design management” as a flexibie collaborative network among the
above, with the uitimate aim of maximising design innovation at every step of the
commodification process (see Section 8.2.4). The innovation in fashion design should not
be focussed solely on fashion designer, but should be implemented in both the up-stream
and down-stream industries, from fibre to yam, fabric, finishing, printing, garment
assembly and garment finishing. This kind of network can create not only innovative

quality in design but also in the supply chain system.

Secondly, fashion suppliers need to be good observers and sub-society creators at the
same time. Suppliers need to keep monitoring social movements and public actions and to
try to catch the incipient mood of each sub-society. This has become a universal method,
used by such leading international fashion suppliers as Levi's, Prada, Nike and Reebok
(Armstrong, 1999; O'Brien, 1999) who view the world population as a single community. It
is believed that regional or domestic social movements create social moods, which need
fashion objects to represent their entity and context. The observation of social movements
and social interaction is therefore the original and ideal research that brings the freshest
ideas for innovating regional commodities, and in turn enhancing the status of supply to a

competitively “active” role.

The most successful strategies of world-fashion suppliers are the creation of brand identity
and brand community. Consumers do not acquire goods only to serve their functional
needs but also their subjective desires. It is one’s desires that deal with external forces to
position oneself in the dynamic social movement. The negotiation with others through
fashion objects becomes the initial crucial part in fashion consumption, when fashion
retailers must be able to give suggestions or provide sufficient symbolic fashion objects for
customers to have their desires served Providing substantial choices and precise
symbolic goods can be considered as a passive commercial role. The active rble is to
suggest the creation of a brand community with identity and suggested gestures,
characteristics, and attitudes to other members of the community. This proactive strategy

also pulls in new members and creates consumer [oyaity.

To summarise this section, the semiological zones inserted into the fashion process at this
stage are: first, the observation of social interaction and social movements to catch
subjective societal moods, resulting in an interpretation of real domestic needs; and
second, building up a flexible collaborative network of innovation among firms, and
betwsen firms and organisations. Finally, what is needed for the creation of brand
communities is to create a virtual space for individuals to interact with society via fashion

commodities.
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The strategic conclusion in Sections 9.4.1 and 9.4.2 will be effectively achieved if there is

systematic co-operation between the state (e.g., the Ministry of Commerce, the Ministry of
Industry, and the Ministry of Culture), the commercial sector (e.g., the Thai Fashion Brand

Association), fashion designers, manufacturers, retailers, and the media.

These suggestions can be realised if they are mutually reflected in each other, and if a
sufficient level of interaction occurs between eager and collectively invoived fashion

change-agents and a set of heterogeneous social action functions.

Endnote

' TGMA is the Thai Garment Manufacturers Association
¥ Pragmatic fashion phenomena is fashion as a means to an end
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Chapter 10

Conclusion

This final Chapter focuses upon the research findings, stressing the key features of the
various models developed, reviewing fashion change process mechanisms and
discussing these in refation to the models. The significance of innovation is also discussed
and, prior to the Conclusion, further research is suggested which is needed in relation to
the main models developed. Since the reinforcoment and support of the development of
the Thai fashion industry is a motivation for the research, analysis of the data underfying
the models directs the final discussion towards a definitive conceptual understanding of

the ideal fashion system.

Firstly, the major conclusion of the previous chapters and empirical research will be
reviewed. Secondly, they will be reviewed in terms of their roles and functions, providing a
holistic and insightful intermingling within the mechanism of the fashion change process.
This should conceptualise the universal process of fashion change. Finally, we shall
review the application of the universal model, as a framework in the formation of a
conceptual model of the fashion process in Thailand, aimed towards fashion origination for

the Thai domestic market.

Although the main discourse of this thesis lies in its purpose, which is lo provide a
conceptual model for the appare! industry in Thailand, focusing on domestic fashion
origination, the major contribution to knowledge is not merely the amalgamated model
modified for Thailand. It is important to emphasise that the major contribution to
knowledge is also the Fashion Process Model that becomes a universal framework,
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providing a holistic mechanism for the fashion change process. Because of this, the
Universal Fashion Process Model becomes the theoretical model, while the research in
Thailand is the case studies. This explains and supports the necessity for regional
variation. In other words, the Thai Fashion Process Model is the result of an adjustment

when local factors and variances are incorporated into the universal model.

10.1 Research Findings

Throughout this thesis | have attempted to conceptualise the mechanism in the fashion
change process of Western society and extend my understanding of Thai saciety as it
relates to the fashion process through detailed empirical and literature researches. My
findings have enabled me to create three main conceptual models and a number of

subordinate models as follows:

+ the main models;
the Fashion Transformation Process Model (shown in Figure 5.3.1)

the Fashion Translation Process Model (as shown in Figure 7.4.1)
e the Thai Fashion Process Model (as shown in Figure 9.4.1)

* the subordinate models:
the Cross-relationship Model between attitude, interest and involvement

{as shown in Figure 5.1.1C)
o the Fashion Retail Model (as shown in Figure 5.1.3D)
the Degree Scale of Socialising and Differentiating Forces as applied to

adopter groups (as shown in Figure 6.2.1).

10.1.1 The Fashion Transformation Process Model

This thesis presents a new perspective on fashion process by the mechanism of symbaolic
translation throughout fashion transformation. It sees fashion changes transform from
subjective to objective to subjective, or from concept to commodification to object of
individual expression and to collective social-identity formation. It can be seen that fashion
starts from social concepts and ends as a reaction against that social concept as a loop.
Actuaily, there is not only one loop, but many at any time because the adoption and
diffusion of fashion is participated in by different groups of adopters at different times. The
sequential loops of fashion change process start at different times because each adopter
group has a different level of psychological impulse driving them to adopt fashion. The
empirical studies provide supportive evidence confirming that the fashion innovator has a
greater degree of differentiating force and a lesser degree of socialising force, whereas

the relative degree of these two forces in other sequential adopter groups decreases
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and/or increases in opposite directions. The investigation found that the proportion of each
adopter group resembles the form of a beli curve. Although the bell curve is a general
representation of fashion proportions in the thesis, the curve indicates that fashion is
started by a small population of innovators and reaches its peak in fashion followers.
Fashion innovators need new fashion objects that differ from the existing and popular
ones. This is not merely because of materialism or because they have got bored of the
previous fashion, but also because they need new forms or concepts of fashion objects to
respond to new social issues. It is because innovators have the greatest degree of
differentiating force: this is why they are the first group of adopters to start a new loop of
the new fashion process. The condition of newness in concept and form of new fashion
required by fashion innovators is matched up with a new range of commodities that differs
from the current hit collection. That new concept of fashion is later on redefined and
simplified by suppliers to suit the differing degrees of psychological forces of the rest of
the adopters. In the light of this, fashion innovators and innovative commodities are the

most important factors in the emergence and continuation of the fashion process.

The other aspect of the discourse is that innovation, whether in consumption or
production, needs reflection, and through their reflection they mutually respond to each
other. This thesis creates a framework for predicting social responses when society
encounters a new issue. The four potential responses shown in Figure 5.1.1C explain the
diversity of the dynamic nature of fashion.

The prediction framework shows four major potential concepts of new lifestyle versions,
One fashion can possibly be diversified into four different styles. Premiere Vision by
Cathelat (1998) demonstrates in Figure 5.1.1D the transformation of social issues as the
root of fashion into socio-trends and finally to a number of different fashion styles. A
fashion style in that range of diversified fashion styles is adopted by a number of people
who, whether a large or small population, are called a ‘subcultural group’, whose living
preferences, perception of values, reaction to social issues and pattem of consumption
and behaviour are recognisably similar and unique. in this framework we can see a range
of heterogeneous lifestyles adopted by a range of heterogeneous subcuitural adopters.
This framework also demonstrates that fashion suppliers segment their target through this
idea of heterogeneous lifestyles. On the other hand, the classification of each adopter
group based on their degree of differentiating and socialising forces segments another
dimension of the market in terms of price and level of fashionability. In this light, one
fashion brand is usually marketed for a very specific lifestyle preference, providing a
certain level of fashionability commodities, with a specific fashion style, at the right price
and particularly at the right time. Any fashion brand that fails to clarify this complexity,
usually confuses its customers and is likely to be eliminated from the retail competition,
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At the time a fashion mood is incipient among fashion innovators and fashion leaders,
fashion suppliers need to observe and forecast future fashion on the assumption that the
fashion initiated by innovators will reflect the tastes of the majority. Fashion
commodification is processed by transforming the subjective concept into a tangible
concept, and finally into fashion form and detail in order to manufacture goods in advance.
The collective forming of a popular fashion by initial adopter groups is simuitaneously
responded to by the launching of high-market commodities. The newly launched
commodities at this stage are usually targeted at early fashion adopters. The observation
of fashion suppliers through the formation of fashion style preferences in the initial
commercial stage helps designers and fashion buyers in the lower market to design and
select a safe collection for the mass market. The more the fashion develops, the more the
style is simplified and homogenised in order to suit the general preferences of the mass
fashion follower population. At this level of market strategy it can be seen that most
brands try to provide dominant popular features and details, although those features are
sometimes borrowed from other fashion styles. For commercial purposes, we sometimes
notice some particular features dominating the mass middle and lower markets. At this
fashion peak, fashion followers are likely to follow the popular mood and pursue the
marketing strategy, supported by their high degree of inherent socialising force.

Homogenisation of a global style can be manipulated at this stage when a fashion has
been adopted by the mass of fashion followers. Global brands such as The Gap,
Benetton, Levi's, Diesel and Nike are all marketed intemationally, and their styles are
usually simple, wearable and suitable for the majority. When these brands want to expand
into the higher level market, they cannot simply launch a more highly fashionable range of

goods into the same brand atmosphere. Some of them, such as Diesel and Levi's, effiliate
their higher fashion range in a different scheme, such as Diesel Style Lab or Levi's

Engineered Joans.

The conceptual mode! sees it as crucial that brands are able to maintain their power over
a certain group of customers if they can maintain their brand identity while evolving new
fashion features. Brands have to provide the right fashion commodities for a suggested
lifestyle to guide their customers. In other words, the brand has to act as an agent who
provides an ideal sense of community, which encompasses attitudes, identity, motivas,
goals and desires. Because of this, brands are likely to have a limited space for appealing
to their particular targeted fifestyle or subcultural groups. In order to reposition the brand
target for a new market, brands have to redefine their identity or ideal sense of
community. This is likely to lead to the loss of old customers as well as the gaining of the

new targeted customers.
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The thesis argues that there are two stages in the fashion phenomenon: the acquisition
and the use of fashion. Shopping for homogeneous style commodities can be considered
as the first stage, and can be termed ‘negotiation with others’. The use stage is the
moment when ‘negotiation with self comes into operation. The fashion phenomenon is
complete if consumers can exercise both their ‘negotiation with others’ and their
‘negotiation with seif. In other words, the popularity of fashion cannot be measured by the
volume of production or commercial sales. Instead, fashion becomes a phenomenon
when it is used to enable the wearers’' to express themselves at a particular time and
space. To exemplify this, the retumn of the 1980s style at the present time couid not fulfil
the context of its original entity, as the use of fashion differs in both time and space. The
fashion phenomenon needs the right time and a particular space. it must be a space
where members of a subculture feel supported or encouraged to express their fashion
context in the company of each other. Through correct calculation by fashion buying and
merchandising departments, commercial commodities must be available at the time that
customers need them, otherwise they are ignored, resulting in a management disaster.

In this complexity, the Fashion Transformation Process Model is able to clarify and
provide both a holistic view and also a specific division of each stage of the fashion

change process.

10.1.2 critical Review and Limitations of the Model

The fashion transformation process model is intended to provide a conceptual framework
in or upon which to base theoretical propositions based upon empirical data might be
developed, and it is universally applicable to any fashion change process if the correct and
or appropriate analysis of regionalfocal fashion culture based empirical data is made.
The model! contains no structural safeguards against incorrect assumptions made in the
development of theory based upon it or the inadequacy of the empirical data colfected.

Although the model is universal and provides a holistic mechanism, it is important that
there should be a critical understanding of the assumptions underlying the creation of the
model, as listed befow, and of what the appropriate ways are for it to be employed by an
analyst who wishes to make use of it. Accordingly, it seems necessary to stress again
here the key features that are important to and which underlie the construction of the
model. These include:

« At the micro level, fashion is a tool of seif-expression;

= At the macro level, fashion is a social product;
* Fashion is a formative process or a process of collective selection;
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Fashion is a tool for social interaction, and this interaction in tum influences

human conduct;
The chain of translation or interpretation is a vital process of fashion

communication and expression;
» Changes in the model are the development of the fashion context.
The model consists of several layers of processes in which fashion change that

adopted by fashion innovators is the initial layer.

When one wishes to make use of the model to explain fashion change in any particular
case, the model’s limitations are not to be found in terms of whether it is able to explain
the fashion change process. Rather, its actual limitations will be found to arise from the
scheme being used to make the analysis. In other words, outcomes from different
applications through the conceptual model might be diverse. Indeed, diversity of
outcomes is to be expected as the resuit of differing schematic approaches.

When applied to the empirical world, as represented by the assembled data evaluated to
its correct analytical collusions, the conceptual model, acting as a resuitant theory, should
not primarily become an interpretation, which forces the real world to fit into its mould.
Rather, what is needed is a studious examination and consideration of empirical facts to
see if the theory fits therefore the data analysis as, subsequent theory permitted by the
mode! framework, must be an accurate reflection of reality. It is important that we should
cast the model in terms, which are testable, rather than indulging in the practice of merely

interpreting phenomena to fit the model. In other words, we have to adapt the modet in the
light of vast bodies of accumulated research findings reflecting the proportional

deference’s in the relationships established in the elements and cycles given in the model,
and to develop theory in the light of such empirical findings.

We can see on the basis of the case study of the Thai fashion context that the final
outcome does not exactly follow the pathway of the original conceptual model. Instead, it
is necessary to be flexible and adaptive in the way theory (is developed based upon the
facts on the ground) and applied to distinguish the Thai model (adaptation) in order to
analyse it in a manner appropriate to the empirical facts and findings of this research or

future change situations relative to the Thai fashion change cycle,

The model therefore can only be regarded as a biueprint or archetype upon which to base
other models, which are culture or circumstantial specific to given situations.

It is necessary to analyse the relationship between the conceptual view and its
expectations and the actual empirical observations resuiting from work in the field in order
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to discover what may have to be done if that relationship is to be improved and made to
correlate more closely. The vagueness of a fashion context can have the effect of making
it difficult to observe clearly the thing to which the context is presumed to refer: the
difficulties of knowing what to observe, of being able to observe it, and of knowing how to
observe it, are a crucial obstacle to bringing the concept into the realm of empirical

science.

Indeed, we need to clarify the factors that play the major role in affecting fashion change.
These are, firstly, the fashion context; secondly, the people interacting with and being

acted on by the fashion context; and, thirdly, the results of the interaction.

The model gives no guidance as to underlying factors for consideration other than those
stated features listed above, upon which the annalist can base the theory development.
Nor offer safeguards against miss use, because the rational and evolutionary logic for the
creation of the model is integral to this thesis and have not been presented as a discreet
and separate set of mode! advice guidance for use. The entire thesis must be read to fully
comprehend the implication of the model and even then there is an implicit presupposition
that the experience of the annalist/annalists who might adapt the model for specific
application are to some extent experts in the local or regional field of fashion change.

Therefore since fashion contaxt becomes the centre of investigation because of the way in
which it is developed, actively and passively, throughout the process of change. | should
stress that the fashion change process as presented in the model is the development of a
fashion context from the vagueness of the influence of social issues until these give birth
to tangible forms and details. All other ingredients, such as inputs from the media, fashion
suppliers, designers, marketing, retailing and advertising, etc., are only minor change
agents in the formation of the fashion context. Each of them plays a role or roles at
different stages of this. As a result, the way for us to be abie to see the development of
fashion context clearly is to investigate the influence of each of these minor change
agents on the fashion context at particular stages of its development. These agents and
the impact exerted upon context are proportional variants which are detectable in differing
ratios in the different locations where in the fashion context is found and subject to a
required analysis relative to the use of the model. The mode! dose not offers variant

proportional ratios but rather acknowiedges their existence.

As far as the concerns of issues relating to people interacting with or operating in fashion
contexts are a consideration, its importance lies in the fact that social interaction is a
process that forms human conduct instead of being merely a means for the expression or
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release of human conduct. It is a very challenging matter to understand this mechanism,
and the basis for doing so is to be found in terms of symbolic and social interaction. In
reflecting upon the fashion translation process model in Chapter 7, the roles of fashion
consumers participating in the chain of translation shift from active to passive and vice
versa. As a result, it is possible for us to come to the conclusion that fashion context is
formed by fashion consumers and that, simultaneously, the consumers' attitudes and
behaviours are formed by the context of fashion. These are not separate and independent
factors, but can be seen to be mutually interacting influences.

The essence of this conceptual model is that it is not static. Instead, it is important to
understand that it is both dynamic and transformable. Accordingly, it would not be
appropriate for us to attempt to view this model in the same light as we might view and
apply a mathematical formula, where one seeks to isolate a definitive and stable relation
between the main factors. In other words, one may say no more than that a specific
influence acting on a specific type of population will lead to a specific outcome. The

conceptual model should not be regarded as a way of automatically applying established
mechanisms in a static environment, but as a formative process in which fashion context

is used and revised as an instrument for the guidance and formulation of action. Therefore
the model doses not offer guidelines for the dynamics of fashion change only the fixed
constraints or goveming factors in principie but rather a framework structure, which can be
adapted for dynamic situations if constructed in digital or some other space in such a way,
which allows for the dynamics of new or different data, refreshment input.

As we have stated above, there are many stages in the process of fashion change, and
each stage may see the involvement to a greater or lesser degree of a whole range of
different change agents. The result of a fashion context which has been altered as a resuit
of interaction from the previous stage becomes a new version of the fashion context which
will play its part during the next stage of the process of change. To study such a world

implies the following:
The items used for study and analysis should not be treated as discrete but
should be recognised as being in a state of interlacing. The aim should not be to

isolate them cleanly as separate items, but to handle them with full awareness of

their lines of attachment;

The items must be construed not as qualitatively constant but recognised as
undergoing a dynamic process of formation;

People must be viewed not as respondiing to stimuli but as forging definitions
within their experience;

The network of relations must be seen and taken as being involved in a

developing process, and thus moving out in new directions.
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The process of analysis is accordingly not a simple addition or combination of single lines
of influence coming from discrete and fixed items, acting on a fixed and neutral audience
and leading necessarily to specific changes. Instead, the underlying features acting on this
process of analysis, and needing fo be taken fully into account, would seem to be:

* the variant and changing character of the fashion context;
the variant and changing character of the sensitivities of people infiuenced by the

fashion context;
a process of interpretation that intervenes and affects all the minor change

agents;
the fact that minor change agents, and fashion consumers find themseives in a
dynamically developing world that imparts an evolving character to each of them.

What seems to be needed is a different scheme of analysis. In other words, the process of
fashion change does not conform to any single formula. Instead the process itself can be
diverse and require formulae peculiar to it which reiate to space, time and the roles of
change agents at each stage. Each particular change process needs different ways of
investigation. For instances, fashion change in the macro-subjective reaim is a kind of
phenomenon and rather abstract, and the more suitable research approach will be
phenomenological observation. The phenomenological research approach is
characterised by a focus on the meanings that research subjects attach to social

phenomena (Saunders, Lewis and Thomhill, 1997).

The fashion change process in the micro-objective realm, on the other hand, is founded
on the way in which fashion consumers interact with fashion commodities, seeking their
identity through negotiation with others in the group. The research approach can be
positivist here, meaning that a hypothesis can be deduced by relating theories (ibid.,
1997). This stage can be examined using the techniques either of quantitative or of
qualitative research, depending on the focus of the hypothesis.

The mode! therefore dose not offer separate or individual frameworks or structures for the
analysis or determination of these discreet part but rather endeavourers to suggest
indicators,( methods?) or locations where integration takes place. Much of this is indicated
in this critique however but is integral to the thesis and not separated out for the user
application of the model for the development of situation specific theory.

To accommodate these features satisfactorily is clearly going to require a different type of
approach, a different way of setting hypotheses, a different scheme of sampling, a
different selection of data, and a different form of relating diverse data. At this stage the
construction of an appropriate analysing process can only be presented as & hope for the
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future. | wish merely to enumerate some of the principal considerations that should guide

the task.

* The approach is going to require the provision of a historical dimension in

order to trace the line along which people become prepared or sensitised to

respond to fashion context-influence;

The approach is going to require also an extended spatial dimension if it is to

be able to catch the way in which people are defining to one another the

content of the given fashion context-influence under study;

The approach is going to require the treatment of the fashion context-

influence not in isolation but in refation to other sources of communication,

which challenge, oppose, merge with, or reinforce its play;

* The scheme of the sampling should represent the population as a dynamically
developing organisation and not as an array of differentiated individuals. The
data would have to be selected to reproduce a dynamic process and not to

isolate disparate and simple, static relations.

In summary, aithough analysis may start off with the same fashion context, or social issue,
a different group of people (meaning here, people from a different cuiture, a different time
or spatial location) interacting with or being acted on by that fashion context, can diversify
the outcome and produce quite different, new versions of fashion context. This is why a
fashion originated in a world fashion capital can evoive into something quite different in a
different part of the world. Different cultures respond, interact and interpret a fashion
context in different ways, resulting in the adoption of different values. The most important
people in the evolving of a fashion context are the fashion innovators, who initialise the

pathway of response and value-perception, and who guide the attitude of others in the
indefinite ambience of the fashion context. The different schemes of approach, which have

been discussed above do, however, provide the key idea of adaptability in application.
The process of fashion change will not, if this is borne in mind and implemented in
practice, prove to be beyond the analytical reach of which the fashion transformation

process model is capable.

10.1.3 The Fashion Translation Process Model

The previous model explains the fashion change process in a holistic manner, whereas
the Fashion Translation Process Model demonstrates a more detailed mechanism. The

development of the model was prompted by Roland Barthes' (1983) idea' of the fashion
system, where he suggests that the fashion process can be seen as consisting of two
layers of the mechanism, which are the sociological and the semiological. These two
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layers play different roles, but their functions are correlated and intertwined throughout the
change process. It is important to emphasise that it is at the semiological level of the
mechanism that the change process is interpreted or translated. In other words, ‘signify’
becomes ‘signified’ or vice versa. It is also at this stage that fashion is transformed from
subjective to objective, or from objective to subjective. The model sees the mechanism of
change as a chain of translation. The sociological level of the mechanism, on the other
hand, has the function of positioning members of society among their peers, superior and

inferior.

The chain of translation also declares the interchangeable role of subject and object
between passive and active throughout the process. For instance, in the negotiation with
others at the micro-objective level, fashion consumers are passive to commodities
because consumers require fashion objects to signify their need. The need of consumers
makes them become passive to marketing and especially brand identity in the way in
which consumers tend to conform to the implied lifestyle. in this context, a brand acts as a
community suggesting to its members (buyers) how to act, behave and conform to the
brand’s identity. Once consumers acquire those fashion objects, their role is swiftly
transformed from passive to active. The mechanism of the use stage encourages
consumers to be active in expression and communication via the fashion objects wom on

the body.

In the light of this, for fashion consumers who are able to manipulate their roles in an
appropriate position, either passive or active, fashion becomes their reflection. By
contrast, consumers who are passive at the acquisition and use stages become victims of
fashion, because they fail to distinguish themselves from the brand identity.

10.1.4 The Thai Fashion Process Model

It needs to be stressed again that the above two models are universally applicable to all
fashion phenomena. However, when the different change-agents of different social
contexts become influential in fashion emergence and its changing processes, the model
may require local adjustment to produce an alternative version, which while appearing
similar, on closer reading reveals radical differences. To exemplify this, the fashion
change process in Thailand is perplexing to the outsider. Its fashion processes start,
continue and end at different points, all of which are contained within the universal model,
but the direction or routes through the model combine with addition elements which
displace others in the original model, all of which conspires to confound us. The major
difference factors lie very much in the key fashion change-agents, particularly the political
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and social conditions, and the formation of the Thai individual and collective characters.

The Thai Fashion Process Mode! is based on and constructed against the specific
conditions and discourses of the history of Thailand, its political and economic
development, class system, and the collective fashion formation revealed by the new
‘middle classes. These fashion change-agents shape fashion through a different process
within the universal. The Thai fashion process starts from the macro-objective level and
moves to the micro-objective level, then, prompted by macro-subjective forces, finally
responds and diffuses to the micro-subjective level. Although there is a signal for change
from some Thai fashion innovators (1.5% of the total fashion population), the need is not
fully served by suppliers because the new foop of fashion starts at the macro-objective
level as a consequence of foreign fashion imports leading the market. It can be seen that
the domination of the starting point, from the macro-objective level or the importation of
foreign fashion, constructs the Thai fashion in its commodification and retailing as well as
desires, goals and motives of Thai life. The importation of English and other Western
etiquette, which at one time suppianted Thai cuiture, and the importation of Westem and
foreign fashions nowadays, can be said to be the same. The responses from Thai people
opposed to the importation of the hegemonic culture was to instantly form a culture of
fagade identity, which is perplexing both to observers and to Thal self-subjectivity. The
lack of self-subjectivity of Thai people is problematic where fashion is considered to be a

medium of self-expression,

From the literature search into the history of Thailand, it is observed that the power of the
macro-level i.e., political, economic and cultural govemance of the direction of Thai life,
has resulted in high levels of passivity in Thai society. This thesis strongly suggests that
the only way to redirect the fashion change process in Thailand is to withdraw the
elements which perpetuate macro-power dominance, i.e. socio-political dominance.
Simuitaneously, the tiniest ingredient of the fashion system, which is individuality, needs to
be enhanced and encouraged. Individuals should explore their new role in fashion
consumption in terms of active consumer participation, alternative to the current passive
acceptance of the commodity and marketing forces. Once Thai individuals freely use
fashion as a tool of communication, relating fo their sub-groups (rather than the whole of
society), while at the same time society becomes less dominant, it is believed that fashion

will emerge in its local context as a unique system.

10.1.3.1 Lack of ‘Innovation’ in the Thai Fashion
System

The theoretical considerations and empirical studies developed throughout the thesis
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argue that a lack of innovation is the major key problematic aspect of the Thai fashion
system. Innovation as defined in this thesis occurs at the two poles of the fashion system,
demand and supply, but consumers as fashion innovators and suppliers as leading

fashion brands do not exist within the system.

From the literature reviews, the lack of fashion innovators and cutting edge suppliers is not
the cause of the failure of the Thai fashion industry to dominate the domestic market.
Instead, it is a result of the development of the Thai fashion context throughout history
since Westemn fashion was introduced to Thailand in the colonial era. The context of
fashion in Thailand has developed in accordance with its history and tradition, tempered
by specific political and economic imperatives. These imperatives have changed and are
changing as a consequence of the partial collapse of the regional economies and forces of

globalisation.

A new perspective when dealing with the complex facets comprising domestic fashion
origination was discussed in the previous Chapter. innovation needs to be encouraged in
the fashion supply process as well as in the consumption process. Each link in the fashion
process chain is affected by the position and nature of every other link. If one link is
changed, it impacts upon all the rest. This thesis suggests that the issue focused on, the
lack of innovation, can only be resoived through attending to its root cause. Its roots are
seen to be embedded in the many-sided domination by the state and Thai society over the
behaviour of Thai individuals, together with the policies and regulations, which govern the
fashion supply industry. This is further emphasised in the thesis by the conclusion that
fashion is not solely about the acquisition of fashion objects, as perceived by Thai fashion
suppliers, but also about the use of those objects as a medium for expressing one’s
subjectivity. The latter is highlighted by the shortage of fashion commodities in Thailand
which reflect Thai character, combined with recent sub-cultural events suggesting the
desire of young people for social change, allowing greater individual expression.

What then are the significant changes required in order to transform an objective-led
mode! of fashion to a subjective-led model, and the consequent changes in
govermment/fashion supply policy to accommodate innovation as a response to social
change and consumers' requirements? Firstly, the creation of a collaborative network
between textile and garment firms and state organisations would help the whole industry
to maximise its design capability and develop policies encompassing the new perspective
of globalisation. Secondly, a development of the domestic market which fosters the desire
for individuality in fashion as self-expression and communication. Thirdly, to facilitate the
second requirement, government social policy needs to focus on design education, social
change, movement towards the creation of a liberal society where individuality and self-
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expression are perceived as beneficial and contributory to the future of Thailand rather
than as deviant activity. Finally, it should be stressed that the key to revitalisation of the
Thai fashion system in terms of its transformation from the objective-led to the subjective-
led lies in the adoption of the mechanism of the successful model of Westem cuiture, at
the same time fostering the Thai context of cultural subjectivity. That is to say fostering
and questioning the notion of Thai identity within the dynamic of modern national and

global culture.

10.1.5 The various Response Model

The Various Response Model, which relates to new social issues, is constructed in the
context of the investigation of the mysterious mechanism when fashion is transformed
from the macro-subjective level to the macro-objective level. It is at this mechanistic level
that the SI theory of fashion shows its gaps. Consequently, the debate resuiting from
Bum's question (1991), ‘What is invoived with the interpretive manner in which symbolic
meanings are constructed by consumers?’, has considerable significance in cross-linking

theories.

The way in which consumers construct symbolic meanings in relation to a new social
issue is indirect. in other words, messages by consumers are not sent straightforwardly to
fashion suppliers. instead, future needs observed through diverse responses collectively
formed when society encounters a new issue are noticed and communicated via market
research to fashion suppliers. The Various Response Model, based upon the three main
activities implicit in their decision-making process, has been distilled by Robertson (1971)
to suggest a linear process. The model of the process based upon this research, however,
suggests that the process consists of a cross-relationship between interest, involvement

and attitude, which is multi-directional.

This trio amalgamation suggests four possible outcomes, which are interpreted into
conformity, anti-conformity, concealment and modification. At the initial stage of fashion
emergence, fashion innovators as the forefront adopters signify their potential responses;
cutting-edge designers meanwhile catch the mood and transform it into commodities.
Subsequently, the following adopter groups collectively signify their choices of responses,
while different levels of fashion suppliers serve consumers with suitable commodities.

Fashion prediction need not be shrouded in mystery if observation is promptly undertaken,
focused on a social issue, and attention is paid to the responses of fashion innovators.
The four possible responses from the trio relationship can be a guideline for prediction.
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10.1.6 The Fashion Retail Model

The Fashion Retail Model is one of the significant conceptual models, aithough it is
subordinate to the Fashion Transformation Process Model. The model gives a holistic
structure to fashion retail, encompassing all fashion diffusion processes in the same
model. Positioning each retail business in its place and distinguishing homogeneous and
heterogeneous target markets is not an easy process. Since retailing is a dynamic
entrepreneurial process subject to many changes, such as relocation of outlets, closure,
expansion and new outlets, databases, which inform the model need constant updating if

accurate monitoring is to be achieved.

In the construction of the model, each fashion diffusion is represented by an ideal bell
curve in which a bundle of all diffusion curves represents all fashion pathways from
innovation to obsolescence. Each diffusion curve indicates that the same fashion style is
diffused, starting from the high market level to the lower level. in other words, a
homogeneous range of commodities at different price points serves different market levels
with the same fashion style. it can thus be seen that a number of homogeneous ranges of
commodities are provided for the same targeted market. Commodities of the same fashion
style compete with each other on price. Alternatively, the cross section of the model
shows a range of heterogeneous fashion styles at the same market level or price level.
These different styles of products compete with each other not on price, but in style.

The fashion retail model is also useful for focating new entry retail and positioning the
brand to fit a gap in the model created by the failure of other retailers. In other words, the
structure of the model reveals, after a survey has been undertaken, the market share of
each brand, gives guidance to a brand on how much market space is available for

expanding its business and/or to fill gaps in the market left by others.

10.1.7 The Degree Scale of Socialising and
Differentiating Forces

The Degree Scale of Socialising and Differentiating Forces of three major adopter groups:
fashion innovator, early fashion adopter, and fashion follower, is presented in Figure 6.2.1.
The model is conceptualised through empirical studies linking and suggesting that there is
a range of specific forces that drives fashion to change and proving the notion that fashion

innovators are one of the fashion change-agents. .

In the light of this research, different adopter groups and different kinds of forces are
merged for the purpose of conceptualising and hypothecating ‘why' and ‘how’ fashion is
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adopted at different times by different adopter groups.

The survey results shows excellent support for the hypothesis that fashion innovators
have a greater degree of differentiating force and a lesser degree of socialising force. The
subsequent adopter groups have lower profiles conforming to the descending degree
scale as shown in Figure 6.2.1. The survey also reveals different pattems of how different

adopter groups adopt a fashion.

One advantage of the survey results might be to guide fashion forecasters to a closer
inspection of specifically the adopter group of fashion innovators, in order to observe the

very first responses to a new social issue.

10.1.8 Patterns of the Decision-Making Process

The study of fashion adoption focuses on the micro level and explores individual
behaviour in relation to the acceptance of new styles unlike the study of fashion diffusion,
which involves a macro analysis of fashion as collective behaviour. In order for fashion
diffusion to occur, styles must be adopted by individuals. By studying individuals’ levels of
personal involvement with fashion, and the stages of fashion adoption, we can increase
our understanding of individual differences in orientations toward new styles.

This thesis has established that the decision-making process of fashion innovators and
fashion followers in adopting a fashion are different. The finding has been surveyed
through an empirical study; a semi-structured interview of 59 fashion adopters in London

(see Section 6.3.1 for details).

The significance of the finding supports Hypothesis il, where the innovators’ decision-
making process in accepting a new style differs from the process of the fashion followers.

The significant processes of fashion adoption can be categorised into two different
patterns, in which the pattern of a fashion followers’ decision-making process can be sub-

categorised into two similar pattems, as follows;

Pattern A: FeelingtoChange —>  Trial -—>  Be Fashionable;

Pattern B1: Be Fashionable —> Tral —> Feeling to Change;

Pattern B2: Be Fashionable —> Feeling to Change —>  Trail.
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Regarding pattern B1 and B2, ‘to be fashionable' is the starting step in the process for
fashion followers while the second and third are quite similar to be either ‘trial’ or ‘feeling
to change'’. On the other hand, ‘feeling to change’ is significant as the starting step of the
innovators’ process. These distinguishing pattemns shed light on the new notion as foflows;

The decision-meking process model (see Figure 5.1.1B in page 69) proposed by
sociologist Robertson (1971) can not be universally applied to all fashion
adopters. In other words, different fashion adopter groups have different pathways
and do not conform to the same pattem. Basicaily, the Robertson’s mode! is the
line@r eight steps commencing from problem perception to adoption and then
dissonance in which this thesis has grouped those eight steps info three groups of
field or activity, namely, cognition, attitude and behaviour. | would argue that
although sociologists are able to understand consumer behaviour through
empirical research, in many areas it does not mean that every consumer, in this
case fashion adopters, would conform to the same behaviour or pattem especially
in the field of fashion. The Robertson’s Model propased quite a number of steps
with & precise linear pattern, in which | would argue that consumers might skip
some steps and might retun fo the previous step and finalise their decision-
making process. For instance, one might skip fria’, or one might not start the
process from ‘problem perception’. Also, one might have his mindset legitimated
by branding and marketing strategies of a favourite brand, hence when a new
fashion is launched by that brand, one might skip ‘comprehension’, ‘attitude’
and/or “trial’. This problematic linear process sheds light on the thesis in the way
in which the empirical research should minimise the linesr multi-steps to three
simple but essential field groups as stated at the beginning. The three major
groups of activities became the framework for the investigation.

Basically, Pattem B2 is the minimised patiem of the Robertson's model. In other
words, it starts from cognition (to be fashionabie) to attitude (feeling to change),
and then behaviour (Trial) fieids. While Patiern B1 starts with cognition but goes
on to behaviour and then attitude. The significant point of these two similer
petierns is that the similar decision-making processes of the fashion followers
start exactly at the same step as the Robertson’s model. Regarding the fashion
adopter clagsification by Rogers (1962), fashion foliowers are the major fashion
population which is 68% (consisting of 34% of early majority adopters and another
34% of late majority adopters). it can be stated that major fashion adopters do,

more or less, conform to the lineer muiti-steps process of the Robertson’s model.

Fashion followers commence their pattem with the perception that there is a need
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for a product, perhaps for a specific occasion or function. Rogers would say that
individuals do not always perceive the need for a product but nevertheless are
exposed to it at the awareness stage. The awareness stage in the mode! refers to
the individual’s first exposure to the product intended to fulfil a stated need. During
the comprehension stage, the product is better understood. Then an attitude is
formulated toward the product, and the fashion followers may seek further
legitimation of the style by obtaining further information or by picking up cues in
social interaction. During the trial stage, the innovative style is tentatively adopted
on a small scale in order to examine its suitability for one’s own situation. Another
form of a trial may be the actual purchase of a style, after which one may wear the
clothes for the first time and be particularly attentive to any social feedback. if the
feedback is negative, the clothes may be put away and never wom again. Fashion
followers decide to continue or discontinue the full use of an innovative style
during the adoption stage. Adoption means that the trial resuits have been
favourably evaluated, and the person is prepared to wear the clothes on at least a
semi-regular basis. Similar clothes, in the same style, are then likely to be
purchased. During this stage fashion followers also may decide to reject the style,

due to the decision-making processes resulting from the previous stages.

Fashion innovators, on the contrary, do not start their pattem in-the way in which
they are exposed to a new product. Fashion innovators start with the attitude in
the sttitudinal field that represents their reaction toward an innovative style. For
many fashion innovators, they need some fools or a medium to react to or
respond to or to express a social issue, socio-trend or socio-lifestyle. Clothing is
automatically the medium for one's self-expression regardiess of any stage of
‘problem perception’, ‘awareness’, and ‘comprehension’. In other words, fashion
innovators express their ‘feeling' and it is the ‘feeling to change’. This is because
existing ciothes in the wardrobe can no longer be a signifier to the extent to which
fashion innovators would like them to be. For the true fashion innovators, this
stage often emerges before the commercial fashion products are available in the
marketplace. As a result, fashion innovators have to create their own look or
innovative style through the use of their own clothes or re-styling, mixing &
matching oid and new clothes. Many innovators often create their new style by
using their cutting and sewing skills. There is very strong support for this
discussion from the questionnaire survey in London. The survey result shows that
all fashion innovators have experience.in creating a look for themselves. The
same survey in Thailand shows that Thai fashion innovators have less activities,
opportunities, and experience in doing so. It might be the fact that world fashion
capitals like London, Paris, Milan, New York and Tokyo are the prime locations for
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the trend forecasting agents to conduct their ‘cool hunting’ activity. This notion of
self-styling creation of the fashion innovators superbly links with the first stage of
fashion adoption, feeling’, together with the in-depth monitoring activity over the
‘cool look' of the innovators by the trend forecasting companies.

Therefore, it can be conciuded that fashion innovators are the earliest
communicators of a new style for other fashion consumers. They provide both
visual display and the initial exposure of the style. With regard to social-
psychological characteristics of fashion innovators, they appear to be more inner-
directed than non-innovators. That is fashion innovators are not likely to need or
seek conformity with others to as great an extent as other fashion consumers.
Fashion innovators underconform with social norms. It takes some inner-direction
and individuality to dare to be the first to adopt & new style. Moreover, fashion
innovators fee! more socially secure than no-innovators. The results from
Hypothesis | also support that fashion innovators are driven by the high degree of

psychological differentiating force.

A fashion context that emerged from the creation of the fashion innovators is more
extreme, strong and straightforward reacting to the issue than the one that is
produced by other fashion consumers. When a new fashion diffuses through the
mass-market, consumers, elements, silhouette and details are usually simplified
by the fashion suppliers in order to provide the commodities to suit the mass-
market. The context of fashion, as a result, is automatically altered and declined.
This is the reason why Pattem B, starting from ‘awareness’ or ‘to be fashionable’,
is suitable to the majority of adopters. They do not need to originate the context in
fashion, but, consume it as it is already simplified into a ready-made package in a
fashion context. On the contrary, the fashion innovators are more independent
and uniikely to be dominated by the ready-made fashion context. Their starting
point of fashion adoption is not like the pattern of the majority.

in summary, the two major different pattems of fashion adoption or decision-
making processes are one of the research findings in this thesis. it finally sheds
light for the sociological and psychological fashion researcher showing that the
investigation of a fashion adoption process has to be separated into specific and
distinguishable pathways depending on the category of the adopter.

277



10.2 Further Research

What has become apparent as a result of this thesis is that two parallel systems have
been researched. One has to be considered an established standard; the other is an
analysis-based response, set against that standard at a particular stage of economic
development. All the research conclusions referred to in Section 10.1 are presented as
conceptual models in terms of a holistic view and ideal mechanism. The investigation into
the complexity of fashion has been limited in this thesis in accordance with the research
proposal, which directs us towards a problem existing in the Thai fashion industry rather
than within world fashion per se. To uncover the complexity of fashion is not an easy task,
but this thesis has originated holistic conceptual models that might be useful for further

researches.

The need for further investigation is highlighted in this thesis through its focus on the
application of the holistic fashion change process model as a universal standard with
which an individual region can interact. Further research might continue to extend these
research findings in order to achieve plausible and applicable usage potential in the Thai
fashion system. Additionally, other individual regions could conduct research using the
same framework, methodology and models. Altematively, the existing models could be
dynamically developed through information technology and used as monitoring or

predictive tools.

10.2.1 The Fashion Process Model

The fashion industry is desperately seeking for @ model that can precisely predict the
direction of fashion. Although the conceptual models created in this thesis are unabie to
precisely predict fashion changes, the overall idea of the mechanisms indicates a common
route for the direction of change. This means that if further empirical studies are
undertaken in depth, i.e., qualitative and quantitative researches, we may be able to catch
up with and precisely identify the triggers of fashion change. The semiological and

sociological processes within fashion change suggest that fashion is not a stable entity.
instead, fashion change is a chain of transiation. Its most vital precipitators are

accordingly the change-agents and it can assist fashion prediction by anticipating each
interpretation of fashion at each step of change or link in the transiation chain.

The conclusion arising from analysis and the subsequent conceptual models is that
fashion forecasting appears unable to predict effectively from demographic profiling of
consumers. On the contrary, forecasting must be based on monitoring, observing and, in

particular, interpreting the movement of social moods and the consequential innovation of
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fashion concepts as they emerge, relative to the disappearance of the previous fashion
innovation. The developed model clarifies the mechanisms and significant points of

change which are useful in the predictive process. Further, the results and analysis can be
forwarded to those fashion suppliers who have established modemn production

management systems such as “quick response”, "just-in-time", and "supply chain
management", and who have the ability to respond to market needs promptly.

We need to undertake a series of observations and empirical studies of the prime
signification of fashion innovators in reacting to specific dominant social issues. A further
in-depth investigation with full statistical significance as suggested above is believed to be
capabie of creating a much more precise mechanism for converting subjective movement

into an objective reality embedded within a refined model.

10.2.2 The Fashion Retail Model

The Fashion Retail Model created in this thesis is very much conceptual in form. This ideal
sphere shape model can, however, be very useful to fashion suppliers if all the necessary
data and information are entered. This needs a set of fieldwork surveys for a particular
market, such as the British fashion retail market. Ead'nrotailcompanymustbe
investigated in terms of style, time of product launch, level of fashionability, brand identity,
and targeted customers’ profiles in terms of age range, disposable income, occupation, or
consumption patterns. These parameters are useful in positioning and categorising them

in a specific space in the sphere shape model.

At this first stage of fitting each retail brand into its place it is possible to see the density

and gaps within the totality. It is useful for suppliers who are seeking an opportunity to
penetrate a new market or to reorientate their brand into the vacant space of a less

competitive market,

The Fashion Retail Model will be much more useful if it is able to indicate the movement of
fashion from high-end down to middie and lower markets. This means that we need to

computerise the model, feeding it with a regular report of the sales volume of each style,
colour and size, as well as consumers' profiles. In this way, the model will be able 1o show
the movement of each fashion direction in terms of its speed, direction, and the population

of each fashion adopter group.
This uitimate ideal computerised model would enhance the Fashion Change Process

Model and make possible more precise fashion forecasting.
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10.2.3 The Thai Fashion Process Model

Coincidentally, the Thai government is launching the biggest ever-collaborative project
with the Thai textile and garment industry, aimed at establishing Thailand as the fashion
centre of the South-East Asian region. Apparently, the project is focused on the supply
side, investing in and facilitating options and opportunities for the Thai textile and garment
industry, but omitting the demand side of the system. However, to create a fashion centre
needs more than solely stimulating the market with an abundance of fashion items from
which to choose. This may lead to over-supply and rejection by consumers. Consumer
demand is inextricably linked to social change and spending power, without which

economic progress is limited at best and stagnant at worst.

This thesis is primarily concemed with the demand side of fashion consumption,
suggesting a series of strategies to enhance the emergence of fashion via innovative
responses {0 social needs as opposed to the industrial imperative. The reorientation
strategies discussed in the previous Chapter can accordingly be of much benefit to the

govemment project.

Practical problems of the implementation of such reorientation strategies may require
further research. If the analysis contained within this research thesis is correct, Thailand
and the region need to secure the future of their manufacturing industry by managing
fashion. Further, by becoming truly a medium for social mood change and by creating a
strong domestic market for its own brands, it is suggested that manufacturers should
influence people to define themselves through brand identities. In this context, regional
fashion emerges and ends within its unique system as a subset of the world fashion
system, not dominated by world fashion but rather engaging in global fashion exchange.

On the macro scale, interest in the reorientation strategies requires further studies
focusing on the proactive input roles of all fashion change-agents within the Thai system.
Their contributions, it is hoped, will lead to domestic fashion change in a proper process

starting and ending in the subjective realm.

On the micro scale, it can be expected that the effect of the macro level will change the
fashion consumption behaviour of Thai individuals. This is potentially the most interesting
investigation, since it would look at how Thai fashion consumers acquire and use a new
version of fashion. The conflict or liberation associated with the emergence and exercise

of fashion within the present strict cultural frame are a prerequisite transitional stage on

the way to a new and stabie system.
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Appendix I

Fashion Evolution and Social changes

Decade / Evolving Fashions

Soclal Environment and Social Change

1900 (Start of Century)

Fashion began twenties century with styles carried over from
past century. Women's styles were lavishly designed,
emphasizing bust, hips, and waist. Men's business suits have
become a symbol of industrial progress.

Women were primarily in tradiional home roles, though &
number of women's activiet movements eseking reform have
acourred in the pest decades. Wornen were dependent on
men. Status symbolism was & major fashion function,

1900s
Women at work in male styles-shirtwaist snd skirt similar to
men's “sober suit and white collsred ehirt”. Reedy-made,
mass produced clothing industry continues major growth
started in late 1800s. Shirtwaist drees wee first ready-to-weer
fashion. New York becoming a major fashion center, and an
American style of drese wee smerging.

Typewriter used in offices. VWomen at work in basically clerical
Jobs. Five million women in the labor foroe. Beginnings of
mass manufacturing, communications, and retalling. Women
working in fashion and textile industries, Beginning of the
oentury of “expressionism, activiem, dynamiem, snd new
technology”. .

1910s

Hobbie akirte-tight and close fitting. Fuller and more mobiie
skirts began 10 replece the hobble skirts about 1915, Worid
War | begen, imposing economy and simpiiolty on clothing.
'Mmmm.nmmmmm
“crystalize in the 1920s".

Europesn art trends, Cubiem and Futurism, ae fashion
influences.

Automoblies emerged late in the decade, beginning to change
women's pattems of estyles, freedom, and mobilty.

Movies provided “glimpess of fantasy-slegance” rather thet
real world style. idesiized fashion images from movies a new
influsnce on drees and grooming. Movies s influence o
spread established rather than new styles,

19208
Clothing fitted to body shape, but in an increasingly foose and

incressing interests in sports, avant-gards iifestyles, women's
rights. Women's intersst in activity and freedom increesss.

un-restrictive way. Skirt lengths getting shorter. Style variety

becoming more apparent. . The roaring Twenties, jazz, nightciub fife.

1930s

incressed emphasis on careful and preciee grooming. Movie influsnce on styles inoreesed. New fibere-rayon,

Daytime, Ning, street dr: variety of drese lengthe. soetate, ani later nylon-appearing in fabrics. Effects of the
Depression being felt as a moderating influence on change.

10408

Fabric rationing and fashion simpliolty forced by World War II.
The “New Look” of 1947, longer and fuller skirts, a Dior
designer influenced. Faghian-interest and rate of fashion
change incressed.

Women worked in factories during war.
Women ready for change from wartime austerity.
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19508
increasing youth interest in fashion. Cslifornia youth-fashion
influenced. Male fashion interest incressing. “Unisex” fashion
trend began. Women wearing pants. Diversity in clothing
styles, colors, and fabrics. Abstract and modem art
influenced. Many well-known designers in Europe and United
States.

Young people had financial ability to pursue fashion interests,
Families becoming child-centered. interest in fashion by age
groups began to displace traditional status symbolism
functions. New roles for men and women emerging. Man-
made fibers becoming an important clothing functional
componernt. Growing influenced of the mass marketing and
retailing economy. Rates of social and technological change
increasing. New occupations, inventions, communicstions
(television), population mobility, entertainment, sports
interests.

1960s
Continuing trends toward unisex styles, Youth ("Hippie®) styles
smphasized comfort and practicality rather than status
symboliem. Fashion emphasized on young styling in general.
Pants became an important woman’s fashion. Miniekirt -
lengthe grew in acceptance. Dursbie prees cicthing arives.

Changing roles in society. Youth challenged to traditiona)
vaiues and symbols & contemporacy active movement.
increasing emphaeis on individualism. Communael living in
certain population sub-segments. Generally, a decace of
wocisl reforme.

1970s
incressing fashion intersst smong men. Future of business
suit chalienged. Diversity in women's styles was the greatest
in fashion history-pants suits, many dress lengthe, variety in
color and fabric choios. Men's lsisure suits and sportewear

trends.

Relaxing of social and sexual norms, grester belief in
individusiity and freedom of choice. Changing marriage and

family patterns. Highly developed mass marketing and
communicstion system. New oonoams with snvironment snd

conservation of resources. Thirty-eight million women in the
fabor foroe.

10808

A wide range of fashion trends was prominent. “Drees for
Suocess” resched new heights of scceptance.

Growth In designer lsbel and privete label goods. Birth of new
design houses (e.g. Donne Karan, Miches! Kars). Rook stars
and supermodels became new fashion leaders. Offshore
production snd importing of apparel snd sccessories
incressed rapidly (imports accounting for hef of the domestic
markat), stimulating mase diffusion of fashion trende. Quick
Response technology crested “pull” systern within the

industry.

Diversity-in iestyles and oultural groups-became a osntrel
feature of saciety. individualiom and acosptance of difference
wes widely promoted. Career advancement for women
became & norm.

U.8. trade defick incressed as global menutecturing and
marketing incressed, Growth in mess merchandieers and off-
price retsliers. Merging compenies within the fashion industry.
MTV stasts. Purchase and use of VCRs leaded to incresss use

of video technology.

1990s

Variety in fashion trends and powerful influenced from the
19608 carried over to the early 1990s. Environments!
conocerns leaded to new technology and "green marketing” of
srvironmental safe spperel knes. Cultural diversity spurred
growth in ethnic goods.

Wil fashion changed be influenced by growing economic
conservatiem and lower materialism among consumers?

Coliapee of the Soviet Union and smerging of European
Economic Community created avenues for export or
expansion of companies oversess. Economic receesion
created caution among consumers, & potential influence on
fashion change.

Plate 1: fFashion Evolution and Social changes (After: Sproles and

Burns, 1994)
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Appendix II

Targeted Age Chart
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Appendix III

Fashionnaire

- Thai version = =
B R B4

Which age range do you bebong 107
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Undgstnadadofunudleni

. More Gem 10

Whea do you wiaally buy sew Fashicn iterss

. First lmasch . sonaatinsitatwiin ot

. During the senson s gudminldifdnze:

. Dering the Sals - sodonoummninl

How many faskion ilecas 0 you buy por seasc tinfnardaidainmsulfnsggnin avu mihfou wlimns)
- 1 L 1d

- 2 . L]

[} 36 . 36

= &0 LI SLY 1)

¢ wenhiof

Where do you weeally by sew feskion item?

hd High Swest Shops, ¢. § Oxfiord St.

° Designer Label, o. . 8t Harvey Nichol o shops in Bond St

®  CutingEdge or New Dasigaers’ Shops, o.5, Covent Gurdes, Sobo or Conduit St

. Macket Sl
. Made by Myself
L] Others.

Which of the Sellowing best describes your fshice?

. Al the Cuning Edge of Fashisn [Wenrin

yot Wearing]
. Vary Up-To-Dute [Weasing what is in Lateet Pashion]
®  Wearing of Popular Pashion which is Widvly Aveilnbis

. Not Conosrued shout Feshion [Wearing Busic Garment]

Uniqudsdetutiunnilin

o doltufiamswdufnfalu vy Cootrel, The Mall, Zea

»  folilonmniruamte 5y Kooke, Guem, Jaspel, Beotton, Morgan, UZ,

Armani, Versacs, DKNY
v dofmtunthuan fvinsnlisme wlsnnflstusffnhdiesing
LR 43
o dnduce nle dutrnnrindk
. e

oo liiernnsoeSurosshuuiduve speitln

s yowwiiniwvloqnq hivunnlng ussieioumedy
*  umlneue hinnsetaw

s wishmamdarhulng £ 4 Kl

[XPW W SNT SRS I o)

Have you ever tried © crests 8 20w look or aew fisshion ides Sor yourself?
. Tried st Lenst Owce [0.g, for « special ocosion}
b Have Tried Sometinss or from Time 10 Time

. Adways or Ofien Trying to do 90

nunvRafvenianmanvallnoifintosummolifuduemtohi
L L
. wwnds

. 1 edvatdion 1 nds

. Cut and Sewn

. Decorste with Something

. Bey Second Hand Clothes ® Re-Style

- Mix and Match New snd Ol Clothes, or Different Style

®  Never,Poan o 0Q.S *  himoma
In what ways? [Tick as ruany as apply] aulfnooianitingn
*  dmby

. unﬁeﬂedﬂw’um’uq
o Sodelidlomaninutn
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How fashionable would your friemds or colleaguce sxy you are?

. Very Fauhionsble

. Not Fashionable

. Strmge

euunzauioudiaueniurvuvs ey tussiyla

s Rufibadtugavey

. szhniumivimue

" sdueiiouvesnuniavIng
& urumiswis vy

. wian

Have you ever had an ides sbout your Jook and 0ot beon abie 1o find the fashion garments

s wuilnaunclniuiatidudndunladduo s timmsowidedumduil

:
nzmmnmandady 18

Wit was fhe outcoms, i e. what decisions do you ususlly maks?
o My @ionds sonally inflasnced roe in what [ bought
i wht | bought.

. B e

. 1bought what I liced moety

. Very confident e [ sre in fashion
° Coafident

® No probler

b A little bit snncying

- Amaoyi

in e shops?
Yo Vory Ofios ......................No, Never VOUMANA.....ooooovoooree . TG
s 4 3 2 1 s e 3 2 1
Whes buying & fuskion garzeset, have you ever ok 8 couflict batwess whet you tked wd | tumsdoulouvtsiniomn wfquonrimsdnstouackosiaduhaenin
whet you Gioats’ saggeuted? nwvsyverines fumuniveuiouf hineonsafy
Yos, VaryOfwa............ ........No, Never AN, .....o oo YeiinHE
s 4 3 2 1 s 4 3 2 1
wonaaduludusdiels

. dennfliviuseverions
o infddonnitvvey uitnmfitdennidouusin
s fomudunniivemubuiom

‘Weuring 8 trendy colour or Sashion gamaent that sy other people wear makes you feel...

illoituatifumls {nesnls
s shlwinimueatuml
LI

o Yifllgm

o fnswindes

s Liveuimudu

Womring & fashion garrent thet is very custing odge fashion and very different in sylo

PRY A 2, -

qufinadielsdmai 1

you had just bought 3 pow glittering rilleamiu styls outfit, whet would you 6o?
L] Persunde 2 frisnd 1o dress i millennium style Like you.

- Change © Sixties style, i’s good to be in 8 group.

L Not care, #t's good to stand out.

. Not want 10 go, 10 proper dress

froen the present reekes you feel... widuvendativyilu uneda Yl ity
Very Conbideos ............ ...Not Confident futunn.....
s 4 3 2 1 s 4 3 2 1
p ; PRSP I . :
1.l your Siends sgreed o wear the Sities style for ono of the Milloneiumn party, when  § Snminctowrfanguvosn gninfiel Aozt huwaiz
o lhnTmngnnIndnoudlnssriull Seuns qurrriindraly

o Yimwh Saatedupesutunguhiodeulns
o who i lnddndmungy

o vaudeudomunsisyriines

*  Lilkah
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How ruch would you be concersed if you disagroed sbout style and colour with others in

nudvam s Insdunisiladndn sudsn evoanu du e imnidoun

your social circle? nyady
Vory Mok ........... Never mnﬂqﬂ.........u.,,,,...,.,.,.A..,,..,M...,,'lxiuw
s 4 3 2 ) s 4 3 2 i
ngeadosdrufonsmndqunn miesrnirerudsenidoumlafunduius
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You changs your wyle.

® My parception of e seod % be fashionsble
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. The 0eed 10 experirnsnt with the way [ ook

. sudoaninmsdniumiu
s Guffnindedaladimic nnufdofumndilivindy
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s The nead © try out éifSerent shernatives 10 find the style thet is right for me

Soleiuomdifuiadgn lunsdguindrnfmnindso e
- s g Taidy

s JAodosornidounlne tnddaes Tne il dedad -

= #oanznemn Indmin sloAummuyiimnzm
InrfegillEninanenisumniovesnn

'Who nsost infusnces 308 in whet clothes you buy?

®  Clos Frisnds

®  OterFrimds

. Acquaintmoss

. Fasuily

L Colleagus st Work

. Bow or Line Mamager
b Subordiante Sl

® Mot Calebeity
. People You See during Leisure Tinne (o.g, in Cafle, Pubs, Chebs or iss the Siront,

“c)
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s ewhl
LI 7 ()

s newmfy

L ouinan

*  dwe

»  gnile

* e

o gauttwurhobly
s duq
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Who do you think you influence in term of fabica?
hd Close Friends

hd Othar Frisads

. Acquaintances
hd Family
b Collsagues #t Work

b Boss or Lime Maneger
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b People Who | don't Know but Who See Me

. Noos

Tnshegiqedianinomenisusianoveuws

s foumin
o dewhly
s mfin

' aeuniy

" feuwimay

LI V]

o gndfes

v Zaufwurtubaly
v un

o

Plate 3: Questijonnaire in English and Thai Versions
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London Samples
Total Returns: 170

[57%]

Appendix IV

Fashionnaire Results

Bangkok Samples [300]

[300]
Total Returns: 134[47%)]

INNO EARLY

INNO EARLY FOL LAG

LAG

5.90% 35.30%

1.50% 16.70%| 64.20% 15.70%|

8.80%

|

70.00%

60.00%

50.00%

40.00%

M Bangkok
‘ELondon

30.00%
20.00%
10.00%

O,OO%J

INNO

EARLY FOL LAG

Plate 4.1: population of Fashion Adopter Groups in

London and Bangkok
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Plate 4.2: Results of Questionnaire Surveys in London

and Bangkok

London Results

Have you ever had an idea about your look and not been able to

find the fashion garments in the shops?

Bangkok Results

Have you ever had an idea about your look and not been able to find

the fashion garments in the shops?

Never e ) Very Often Never €———————>  VeryOhen
1 2 3 4 ] 1 2 3 4 ]
26.6% 3. 26.6% 6.6% 6.6% ird 24% 33% 29% 14% 0%
Follower 4T% 258% 48.1% 18.8% 23% Follower 15% 19% 40% 23% %
8.3% 33.3% 38.3% 10.0% 10.0% 45 20% 20% A8% 8%
Innovator 0.0% 10.0% 40.0% 30.0% 20.0% Innovator 0% 0% 50% 0% 50%
When buying a fashion garment, have you ever felt a conflict When buying a fashion garment, have you ever feit a conflict
between what you liked/wanted and what your friends’ suggested ? between what you liked/wanted and what your friends’ suggested?
Never e P - ety Othen Never P . VeyOhn
1 2 3 4 S 1 2 3 4 S
13.3% 20.0% 20.0% 33.3% 13.3% 10.0% 29.0% 24.0% 24.0% 14.0%
Follower 1.2% 20.0% 458% 29.4% 35% Follower 14.0% 23.0% 34.0% 29.0% 6.0%
10.0% 26.7% 33.3% 25.0% 5.0% 16.0% 24.0% 40.0% 20.0% 0.0%
Innovator 40.0% 30.0% 20.0% 10.0% 0.0% Innovator 0.0% 100.0% 0.0% 0.0% 0.0%
What was the Le., what do you usually make? What was the outcome, l.e., what decisions do you usually make?
My friends usually Sometimes | was | bought My friends usually [Sometimes | was | bought
influenced me in what influenced in what what | liked influenced me in what influenced in what what | liked
| bought | bought Ibought [ bought _
jard 33.3% 46.6% 20.0% rd 19.0% 48.0% 33.0%
Foliower B8.2% 56.4% 35.3% Follower 5.0% ‘ 44.0% 57.0%
Earl) 0.0% 36.6% 63.3% Earl 0.0% 40.0% 30.0%
Innovator 0.0% 20.0% 80.0% Innovator 0.0% 0.0% 100.0%
Do you always dress in a different style or colour from others? Do you always dress in a different style or colour from others?
Never ————> Awa; Never e Alwa,
1 2 3 4 5 1 2 3 4 5
laggard 26.6% 40.0% 33.3% 0.0% 0.0% 14.0% 29.0% 48.0% 0.0% 10.0%
Follower 4T% 38.8% 41.2% 11.7% 35% Foliower 10.0% 55.0% 37.0% 3.5% 0.0%
Early ad 0.0% 23.3% 48.3% 23.3% s.0% [l Eart 0.0% 200% 68.0% 12.0% 0.0%
Innovator 0.0% 0.0% 40.0% 20.0% 40.0% Innovatot 0.0% 0.0% 50.0% 50.0% 0.0%
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Wearing a trendy colour or a fashion garment that many other

people wear makes you feel...

Wearing a trendy colour or a fashion garment that many other

people wear makes you feel...

Vm:fdaﬂ( el

Ani

Very Confident €—————————> An
1 2 3 4 s 1 2 3 4 5
0.0% 13.3% 66.6% 20.0% 0.0% rd 19.0% 33.0% 38.0% 10.0% 0.0%
Follower 0.0% 23.5% 41.1% 28.2% T7.0% Follower 12.0% 14.0% 45.0% 28.0% 2.3%
Eary ad 1.6% 18.3% 31.6% 38.3% 10.0% Earl) 0.0% 20.0% 36.0% 48.0% 4.0%
Innovator 0.0% 10.0% 10.0% 50.0% 30.0% Innovator 0.0% 0.0% 0.0% 50.0% 50.0%
Waearing a fashion garment that is very cutting edge fashion Wearing a fashion garment that Is very cutting edge fashion
and very different in style from the present makes you feel... and very different in style from the present makes you feel...
NotConfident ~€——————————3>  vary Contident Not Confident € Very Contdont
: 2 3 4 5 1 2 3 4 5
40.0% 46.7% 13.3% 0.0% 0.0% rd 29.0% 38.0% 19.0% 0.0% 10.0%
Foliower 8.2% 29.4% 45.9% 18.3% 1.2% Follower 20.0% 27.0% 37.0% 13.0% 6.0%
Eart 6T% 5.0% 133% 8.3% 16.7% 12.0% 4.0% 320% 36.0% 12.0%
Innovator 0.0% 0.0% 0.0% 50.0% 50.0% Innovator 0.0% 0.0% 0.0% 100.0% 0.0%
If all your friends agree to wear the Sixties style for one of If all your friends agree to wear the Sixties style for one of
the millennium party, when you just bought a new glittering the millennium party, when you just bought a new glittering
millennium style ‘what would do? style what would do?
Not want IChange 1o |Persuade a friend to dress |Not care, .. Not want Change to  |Persuade a friend to dress [Not care, ...
toga.... the 60s style |in tyle ke to go.... the 60s style in millennium style like
6.6% 26.6% 26.6% 40.0% 5.0% 38.0% 24.0% 33.0%
Follower 0.0% 21.1% 21.1% 57.6% Follower 3.5% 35.0% 29.0% 37.0%
1.6% 16.6% 13.3% 68.3% =] 0.0% 36.0% 12.0% 520%
Innovator 0.0% 0.0% 0.0% 100.0% Innovator 0.0% 0.0% 0.0% 100.0%
How much would you be concerned If you disagreed about style and How much would you be concemed If you disagreed about style and
colour with others in your social circle? colour with others In your social circle?
Never > Very Much Never €——————>  veyMuch
1i 2 3 4 5 1 2 3 4 s
& 13.3% 26.6% 20.0% 33.3% 6.6% rd 14.0% 19.0% 48.0% 14.0% 5.0%
Foliower 20.0% AT.0% 23.5% 8.2% 1.1% Follower 14.0% 28.0% 33.0% 26.0% 3.5%
Early & 33.3% 45.0% 18.3% 1.6% 1.6% Ear, 12.0% 26.0% 40.0% 20.0% 0.0%
Innovator 40.0% 50.0% 10.0% 0.0% 0.0% [nnovator 50.0% 0.0% 50.0% 0.0% 0.0%
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1782:

1809:
1822

1824;
1844;

1851:

1855:

1857

1862:

Appendix V

Historical Chronology of

Ratanakosin Period, Thailand
(After: Hoskin, 1986)

Chakri was proclaimed King Rama | and established the current dynasty. The
new capital moved from Thonbury to Bangkok.

Phra Phutthaloetla, son of Rama |, ascends the throne as Rama Ii.

Dr John Crawford, envoy of the British East India Company, visited Bangkok in
an unsuccessful bid to secure trade relations with Thailand.

Phra Nangklao, son of Rama Ii, ascended the throne as Rama ill.

Bangkok's first printed matter, the Bangkok Recorder, a fortnightly newspaper in
Thai, came off the press.

Mongkut, half-brother of Rama i, ascended the throne as Rama IV at the age of
47 after spending 27 years in monastic life. From that point on Bangkok's
development increasingly followed the Western lines. King Rama IV also
expanded the city limits with the construction of a new enclosing canal. He
preferred his bureaucrat orderly mode of dressing with a shirt when having an
official meeting (previously high ranking court dress was naked from the waist
up). King Rama IV appeared in Western dress in some photographs (particularly
in portrait and pictures of official meeting).

King Rama IV and Sir John Bowring, envoy of Queen Victoria, concluded a
treaty opening up trade between Thailand and Britain. Treaties with other
European powers and with the U. S. followed in quick succession.

King Rama IV orders the construction of the city’s first roads capable of taking

wheeled traffic.

Anna Leonowens arrived in Bangkok. She became for a while governess of King
Rama v's ch::ldren, and later grossly misrepresented life at the Thai Court in her
published reminiscences, The English Governess at the Siamese Court and The
Romance of the Harem. This misleading works inspire Margaret Landon's book,
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1668:

1872

1884:

1893:

1897:

1908:

1910:

Anna and the King of Siam, which later spawned the stage and film musical, The
King and I. She further fostered King Rama IV incamnation towards adoption of
Western dress and English etiquette by educating the royal children to Victorian
values and codes and commissioning clothing in contemporary Westem style for
an official banquette. Most effected by these style changes were the women who
later adopted Thai Jongkaben and Westemn tops. In the beginning period of
Ratanakosin (the current dynasty), Thai men and women wore Jongkaben. They
wrapped the bottom of the body with a piece of cloth from waist down to floor,
tightened the waist with a belt, rolled both ends of the cloth vertically, passed the
end from front through legs to put that end at the back of waist and tightened the
waist. Women had a long piece of cloth [i.e., plain or pleated cloth called Sabai]
to warp their chest. Men wore top in Winter but wore nothing on top in Summer.
Whenever cloth was worn over the shoulder it usually represented individual
status and/or referenced a specific occasion.

Chulalongkom, son of King Rama IV, ascended the throne as Rama V. His reign
introduced far-reaching reforms and the increased Westernisation of Bangkok,
both in its intemnal workings and its outward appearance. In his reign, men’s hair
style changed from partly-shaved to short-cut as in Westem style. '

Rama V created a uniform shirt called, ‘Rajcha-Pattem’ for civilian use. Some of
the institutions of state began to have their own uniforms, wearing trousers,
heimet, socks and shoes. Women's hairstyle was changed from the ‘wing style’
(parted in the middle at front and hairless at the back) to a long or short Western
style. Later, women wore Western shirt underneath Sabai and the shirt
developed to a Westem style blouse with ‘mutton leg’ sleeves.

The Grand Palace was equipped with electric lights and over the next 13 years
the electrical supply was extended to cover the entire city.

Bangkok became the first city of the East to have electric trams. By the turn of
the century the network covered 20 kilometres and the tram company operated
2800 car/miles per day.

King Rama V visited Europe, the first Thai monarch to do so. He made a second
tour 10 years later three years before his death.

Bangkok had about 300 motor cars.
King Rama V died. His long reign and many enlightened reforms made Bangkok

a truly modemn city and an effective capital of the nation. His son, Vajiravudh,
ascended the throne as Rama VI, the first Thai monarch to have been educated
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1911:

1912:

1917:

1921:
1925:

1932;

1933:

1935:

1938:

1939:

overseas (in England). European lace and fabric became a widespread fashion
among the elite, while the Jongkaben was replaced by a short skirt-like garment,
called Pa-Sin.

An aeroplane landed for the first time in Bangkok, piloted by a Frenchman. The

occasion prompted the sending of four Thai army officers to France to be taught
how to fly. They formed the basis of what later became the Royal Thai Air Force.

A plot to overthrow Rama Vi, hatched by a small group of army and navy
officers, civil servants and civilians, was discovered and nipped in the blue.

Thailand entered World War | on the side of the allies. In the same year
Chulalongkomn University, Bangkok's premiere seat of leaming, was founded.
Also in 1917 Rama VI succeeded in getting his way and closed all gambling
houses in Bangkok, effectively depriving the government of a significant income
from duties levied on such establishment.

Compulsory primary education introduced.
Prajadhipok, brother of Rama VI, ascended the throne as Rama ViIl. He was the
country’s last absolute monarch. In his reign, women fashion changed from long
sleeve to short sleeve blouse wearing with Pa-Sin. Premed hair (American style)
became very fashionable.

A bloodless coup changed the system of govemment from an absolute to a
constitutional monarchy. This would be the first of some 16 coups, both
successful and attempted, to disrupt government up to mid-eighties. Also in
1932 Pra Buddha Yot Fa, or Memorial Bridge, over the Chao Phya river was
opened as part of Bangkok’s 150" anniversary celebrations.

Thammasat University (University of Moral and Political Science) was founded in

Bangkok.
King Rama VI, while in England for an eye operation, officially abdicated. He
stayed in England until his death in 1941. He was succeeded by King Aananda

as Rama Viil. The reduced power of the king was taken up by the prime minister.
Prime Minister Phibun Songkram (19368-44 and 1948-57) announced his nation-

building program and imposed new dress code. Men had to wear a shirt with
sleeves, trousers, hat, socks and shoes. Women had to wear a blouse, skirt, hat,

and shoes, while groves and stocking were for formal occasion.

The official name of the country was changed from Siam to Thailand, which
literally means ‘land of the free’ although full democracy and civil liberty were yet
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1943:

1946:

1949:

1960:

1963:

1973

1976:

1980:

1982:

to be achieved.

Thailand was occupied by the Japanese and was ostensibly linked to Japan for
the duration of World War Il. This, however, was largely an acceptance of a de
facto state and there was widespread unofficial support for the allies.

Bangkok's School of Fine Arts was raised in status to become Silpakorn
University with ltalian sculptor Professor Sillpa Bhirasri (Corrado Feroci) as its
first principal.

King Rama Vil was found shot dead in his bedroom. He was succeeded by his
brother, the reigning monarch, King Bhumipol Adulyadej, Rama IX.

In a move primarily aimed at restricting the influx of Chinese, a foreign
immigration quota of 200 per nation was enforced.

Bangkok's population exceeded 1.5 million. Queen Sirikit, consort of Rama IX,
created a set of national costume for women, consists of 8 styles for different
occasions.

Generals Thanom Kittikachom and Praphas Charusathian came to power and
established dictatorial rule.

Student demonstrations in Bangkok succeeded in toppling the Thanom-Praphas
regime. A democratic coalition govemnment was set up.

The return of exiled Thanom and Praphas to Thailand trigger off bloody fighting
between left- and right-wing students at Thammasat University; 40 students
were killed and nearly 200 wounded.

A bloodless coup brought in Prime Minister General Prem Tinsulanonda. He
created the national costume for Thai men called, ‘Prarajchathan’, which is a
jacket with mandarin collar and cut in the same style as Western suit.

The Ratanakosin Bicentennial celebrated Bangkok's 200 years as the nation's
capital. Among the many colourful displays of pageantry was the rarely seen

Royal Barge Procession down the Chao Phya River. From this period on
affluence and conspicuous consumption demonstrated the saturation of Thai

clothing and apparel markets with every kind of Western fashion. The garment
industry flourished creating cloth to European designs and became the g’
biggest giobal producer.

The South-East Asian economic recession and crisis began in Thailand and
spread to other economies in quick succession.
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Appendix VI

Costume and Fashion Evolution in Thailand

Period of Transition
Era King Rama IV-V King Rama VI-VII Prime Minister 1960's 1970-1974 1975-1979 1980-1984 1985-1989 1990-1994 1995-1999
Phibun Songkhram
Influences Victorian Edwardian European [ USA International
Theme Colonisation and Westernisation Westernisation Modernisation
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Plate 5: Costume and Fashion Evolution in Thailand
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