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INTRODUCTION

whyexamine theplan to reasons
certain brands beenchildrensof clothes have so

successful. My aim is to show how good marketing and media
influence can be instrumental to the success of childrens
fashions, having established their inherent good design.

firstI have aimed to illustrate this duringpoint the
LadybirdSection of thesis study ofthe thethrough

clothing; importantthis study also howshows an
attractive trademark is to childrens fashions and how the

marketing requires othersuccessful of brand manya
talents.

The second Section discusses how Ladybird were responsible
children,sizing for therebysystemfor changing the

illustrating how a successful and well-known brand name
help effect change successfully.can

During the third Section I have set out to show how the
chiIdrensdesign of fashionstheinfluencemedia can

’50s and ’ 60s particularly.of thethrough the study
Children are very vulnerable to the media; images that are

marketing and selling of
childrens fashions much easier.

iii

presold by the media make the

Within this thesis I



The use of character merchandise is also very important in
lastthe promotion of childrens clothes. Accordingly, the

Section takes a look characterofthehowat success
ofproductmerchandise related garments thereallyis
iswhichmassive marketing and techniques,advertising

towardsparticularly relevant and applicable to the trend
leisurewear in childrens garments in the 1980s.
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SECTION 1

Childrens Fashion Brand

The harmonious blending of certain characteristics, namely
style, simplicity and practicality albeitsuperiorwith
competitively priced fabrics has given Ladybird imagean
of quality, which this day.is worldwiderenowned to

child,Everyone can recall their favourite garments. As a
printeddressing and agown

The former had a Noddy motif and theshort sleeved dress.
trimmedlatter had a yoke piece and complementary collar

Ladybirdwith a tiny corded lace. of theseBoth were
designs.

design,attractivefabric,A very high quality verya
combined with the ability to maintain gooda appearance
after many washings have contributed to Ladybird's special
appeal. A Ladybird garment had character, it had the magic

child.mix which attracted both mother and Ladybird was
of the leading if not the most successful and popularone

brands of children's clothes in the world, certainly in
of theirPart lay insecret the

balance they achieved within their range of garments; few
of chiIdrenswear have been able to equalmanufacturers

1

Case Study of the Successful Marketing of a

I had two, a rich scarlet

the 1950s and '60s.
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itcurious as to howTheir success made me
was achieved, in themainly because of my interestown
area of children’s clothing, extentunderstanding to some

the complexities involved. whichwithIt remains an area
many manufacturers toy but few achieve
the necessary gradings for various styles and ages.

didHow Ladybird othersucceed wheretomanage
manufacturers in Britain failed? The history Ladybirdof
and the Passold family complexis lengthy and one.a

interesting
essentialbe an

ingredient in all businesses. The strength of Passold Ltd.
has been attributed to the entrepreneurial spirit of Eric
Passold, the eldest of the Passold brothers and founder
member of Ladybird chiIdrenswear. LadybirdHowever, was
not founded without experience and a vast knowledge of the

Ericsupply. Passold Ladybirdwould foundeditarea
halfway through his life with many advantages; he was well
accustomed to knitted, stretch and specialist fabrics, he
had secured contracts with the right business and had a
knowledgeable experience of the pitfalls of the trade.

His early years in the clothing trade were tonecessary
Ladybirdof andeventual worthwhilesuccess arethe

mentioning at this stage. Eric Passold was born into the
1906, hisin hadtrade ancestors all beenclothing

involved in the knitting trade. knittingThe craft was

success, because of

and humorous story, and humour seems to

their success.

However, few companies could have had such an
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of the Ladybird". The story of how the Ladybird eventually
found its way to Eric Passold is unusual and adds theto
appeal of Ladybird clothing.

The Ladybird Legend

thehis dreamIn
thesecret of frame knitting was revealed Asto

legend goes, the Passolds were destined to become knitters
itsin Fleissen in Germany. The Ladybird story found way

Ericgenerations Passolds. Passoldof hadthrough a
passion for motorbikes in his youth, and found the thrills
of the sport irresistable and often raced, which worried
both his father and grandmother. One day she explained her
anxiety over his biking escapades and subsequently opened
her hand and showed him a little Ladybird. She claimed to
believe in its protection as had many Passolds before, and
sewed it on his jacket as it was made of glass and enamel.

reputed have broughttoThe Ladybird was the Passold
than a hundred years. Although Eric

Passold regarded the story as superstitious henonsense,
liked the Ladybird and kept it sewn on his jacket where

thought it was real and tried pick itto Theup.many
popular image of the Ladybird wasn't himused by until

supposedly handed down through the family as

The tradition of the Ladybird began with the legend that a

family luck for more

, • 2 him.

Ladybird appeared to Johann Adam Passold, the young son of 
a master weaver in the 18th Century.1

was "the luck
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Eric W. Passold, Chairman of Passold Ltd 
(Cost Effectiveness, Childrens Clothing Industry, 
Ladybird, A Story of Private Enterprise, 1968)
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many years later when it captured hearts nationwide.

His wherecareer began when he attended
he trained really
Rolf. His background really lay in textile engineering and

hadnot essentially in garment design. This inevitably a

major influence on his Ladybird garments as his choice of

cloth was always very necessary to his garments.

ofThe personal attributes he contributed to the success
hismentioned ,his company were previouslyhaveIas

strong traditional work ethic that is
hismind,economiccommon to most Germans and an e.g. ,

factory contained a recycling system and waste was unheard
buildof. He had a brilliant mix of qualities that helped

the Ladybird concept which. admits himself,heas was
Subsequentlyimagination.flair and

combinedfactorsother to createwerenecessary a
successful business. He also had the necessary ability to

his business and surviveto

them.

togetherteam but in
different factories. As they already had factory inone

Fleissen in Germany they purchased second factory ina
in England, in the late 1930s, and setLangley, Berkshire,

up
ofonethinking

cope with the failures of

initially built on

Both Passold brothers worked as a

a textile college
as a textile engineer as did his brother

enterprising mind, a

production situated beside many modern factories, never 
that they themselves would one day have
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the most efficient factory systems Whileworld.in the
Rolf managed the factory in Fleissen, Eric took charge of
the site at Langley, although it’s difficult to comprehend
how such a venture succeeded as communications in the 40s

would not have been as efficient as they However,
it succeeded, constantthrough andgood management

actedcommunication, and I would imagine that one factory
safeguard against the other. In the Fleissen

knitted sweaters produced their basic ofsource
realiseHowever the Passold brothers were always quick to

that new ideas had to be kept flowing into their system.
intoIn any business it is important to have insightan

developing new market trends for your products and Passold
emphasisanticipated the need to shift fromtheLtd. a

whichsomewhat ailing underwear market to a venturenew
fabric. discoveredwould focus on novel ideas for They

they
had the expertise to produce the fabric for this garment,
this market proved to be one which remained with them into
their Ladybird days.

aptitudeparticular for clothhadPassoldsThe a
manufacture which gave them the key to success where other

todaymanufacturers had failed. Even the fabricGerman
manufacturers produce some of the best fabrics and surface

Eric Passold decided experimentfinishes on fabrics. to
their dressingforwith ripple cloth Forgown range.

proved worthwhile.bePassold Ltd. this new venture to

are now.

as a

that a new market existed for dressing gowns, and as

factory
3 income.
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actualpurchased, thebe
product/garment was easy to produce. Although ripplethe

a relatively new venture for them, Eric
hisprepared gamble whereastake theto

propositionalways reluctant to agree to any
that involved spending theirofproductionThemoney.
ripple cloth progressed withfailureswell after many
different machines. The solved byfinallyproblem was
experiment makingand invention accordinglyand by
appropriate machinemodifications original totheto
achieve the perfect result. The market in Britain was open
to this new fabric dressingofother manufacturersas

abroad.their orderspreviously placinggowns were
Accordingly it came a great relief for British industryas

producingto know that there would now be a manufacturer
such a product in Britain.

Initially the Passolds worked slowly in order captureto
the fabric market first. When they had succeeded with the

designer-experiencedemployfabric they planned to an
cutter in order to manufacture the dressing gowns as well.
In this way both sewing and fabric woulddepartments be
working in unison, a very modern approach. However it was

designerfind good forewomanto a or
wantedcapable of doing what they her do,to someone

capable of designing, cutting and sewing a few attractive
production. No one was

Rolf wouldprepared to work for the type of salary have

Passold was

garments simple enough for mass

brother was

very difficult

cloth business was

Although new machinery had to
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productiveapproved for what he felt such nonawas
person. When a suitable forewoman employed,finallywas
she did the initial garment.cutting sewing ofand a

this meant that the sampling of
a far easier procedure.

When sportswear garments began to come into vogue theon
Continent the Passolds foresaw the trends as Rolf managed
their German plant in theFleissen. PassoldsThe were
inventors of the sports shirt, but forsignificantmore
childrenswear, their t-shirt was a major fordevelopment

broughtIt was Eric Passold whocomfortable leisure-wear.
itback the idea of the t-shirt from North America where

theIt eventually was to become one ofwas commonly worn.
most important garments in a child’s Retailerswardrobe.
in Britain took time to adjust to it since its stark white
crew neck and short sleeves were for all the world like a

variations itpopular,As the t-shirt ofbecamevest.
variousbegan to be manufactured by companies. Ladybird

began the rage for t-shirts before developing the idea of
printing a design or character on them. This was a very
novel idea at the time. Although the original t-shirt was

lay in
simple, unisexwashable,it andthatfact wasthe

inexpensive. Sportswear garments suited the fabrics they
produced and were relatively simple to make up.

Having a forewoman such as
new concepts in garments was

not essentially a fashion garment, its attraction
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preparedHowever, although the Passolds toalwayswere
adapt to changing trends it difficult to cope with thewas

Theirconstant change indigenous to trade.fashionthe
biggest success to date clothrippleuniquetheirwas
which changed Langley’s fortunes and laid the foundations
for Ladybird childrens clothing.

The chiIdrens-wear definitely onesector verywas
Ladybird's strengths and many of the chain stores began to
realise it and placed large orders with them. This was how

andLadybird built such a strong business link with Marks
welland Woolworths. WoolworthsSpencers verywas

established at the time, while andMarks Spencers were
makingLadybird thebeginning expand.merely to was
obtainedfashion andinitial move towards garments, a

bathing suits Woolworths.fromlarge order for 360,000
However, they learnt one valuable lesson from this order

luckily fortunepre-tested;garmentas the neverwas
bathing suit returned byshined and not wasone any

inIt's difficult to believe, the garmentcustomers. as
enablequestion had to have its shoulder strap cut to it

child. Despite setbacks allto be easily fitted by the
and Ladybird went on to become

of the largest suppliers of knitwear garments thetoone
main stores.

problems were reconcilable,

of

dfi f I ~
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Selling to such stores as Woolworths gave them great scope

their best points, theirproducei.e., their ability to
own fabrics and their Theirmentality.productionmass

theintermittentlycontinued over
when offfightingWoolworths insucceeded a

withtake-over bid in 1986 from Dixons they collaborated
Ladybird to sell their merchandise Inin their stores.
business it is often said that all doors keptshould be

principle thatopen as far as possible and this is one
Eric Passold always kept in mind.

although their initial business withHowever venture
Woolworths proved valuable to them, Ladybird were quick to

potential of Theforesee the future Marks Spencer.&

particular relevance of M & S to Ladybird that theywas
concentrated more on textiles, quality-they were very

quite high. Woolworths'conscious and their prices were
business differed in that it was built price andon an

merchandise.unrelatedvariety of Whereendless
previously, the Marks & Spencers chain had been frowned
upon, doing business with such a fast growing chain store
had now become respectable, and the Passolds endeavoured

supply all the merchandise they could to them. The mostto
Passolds’ enterpriseuseful products the had held for

S was ripple cloth which they could use for childrensM &
initial ordering,After the Passoldsdressing gowns.

Spencers’ only supplierMarks & ofeventually became

for the development of new merchandise which would utilise

link with Woolworths
4 years;
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ripple cloth dressing
policy was to have 3 suppliers for every product.

Having investigated thechildrenswearother ofareas
Passolds discovered childrensinterlockmarket fora
underwear and decided to invest in
designed to knit tubular widths thoughfabric,of even
there fabric.were many other manufacturers of interlock
Marks & Spencers realised reliablethat Passolds were
suppliers and were satisfied to place orders for childrens
underwear with them in addition to their standard range of
dressing gowns. The Passolds company was justdeveloping

enterprise was
national institution.

However, Marks & Spencers and Woolworths were not the only
recipients of the Passolds' products. The Passolds also
supplied merchandise to comingand stores suchup as

and UniversalLittlewoods r Debenhams DoingStores.
with Marksbusiness Spencers had& not hampered or

confined the Passolds in any way. itInstead had helped
additional business. Thisgetthem to them thegave

necessary background support to begin developing gooda
export trade.

Clearly they had gathered vast experience of the clothing
trade, and of childrenswear in particular. The time was
right to look to other areas for expansion within their
business. Eric Passold had always been intrigued by the

new interlock machinery

changing from a chain store into a
as quickly as the Marks & Spencers family

gowns, even though their traditional
5
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Up to this point they had been pleased their ownto see
garments in shop windows, but at the same littletime a
sad that the public actuallydid hadrealise whonot
produced them. The public only recognised oflabelsthe
the stores that sold them. visibleAlthough there was no
reason for complaint within the factories, theyPassold
recognised that the prosperity of Passold had beenLtd.
relying too much andthat of Marks Spencers&on
Woolworths. They were quick to realise that they were in a
very vulnerable position and recognised that it thewas

areas.

Ladybird began to do this gradually without discarding the
standard orders that were their mainstay. decisionA was
made to allocate no more than half their future production
to chain stores, the type of business they had depended

and to reduce the risk factor by selling the otheron,
half of their merchandise to departmentsuch stores as

other smaller speciality shops.

The Development of a Good Trade Mark

There were other well known brand names competing for the
market that Ladybird was aiming infor the earlysame

trade marks backed byThese extensivewere1940s.
advertising projects and enjoyed the goodwill of their

variety of brandsThe offer includedcustomers. on

right time to explore new

Selfridges, as well as
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Meridian, andVedonis, ChilprufeWolsey, Cherals,
Bairnswear.

Recognising the need for an attractive Ericmark,trade
Passold set about designing He believed it needed toone.
be striking and distinctive, but also had to be relatively
inexpensive to design. withpopularneeded beIt to
mothers and children alike. theHe was very conscious of
image of a trade mark when designing the label.Ladybird

alsoHe realised mediaimportancethe attractingof
coverage to promote trade theirmarks and product. He
understood that appealing to children was very important,
because of this he intended that the Ladybird label would

withinrepresent more than a garment but become a novelty
child.a garment for The trade mark had betoa a

combination of a word and a picture, colourful and simple
a label. It also needed to be internationallyto weave as

acceptable so that it could be used for when theexport
time was appropriate. After many efforts and ideas for

Office,labels had been submitted to the itPatent was
original.discovered that none of them was Ladybird was

Eric Passold's first choice but thissadly ofwas one
several owned by another company. However, fortune smiled
when he wrote to the company in question informing them of
his query with regard to the Ladybird name, and theyas

sold Ladybirdthethey forname a
registration fee to Passolds.
were not using it
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"It was

Eric Passold realised the enormous marketing potential of
a trade mark but also as a

concept around which childrens could bestoriesmany
written, and consequently andfamiliarise both parents
children with the trade mark in himquestion. giveTo
inspiration Eric Passold kept a colony of Ladybirds in a
large jar. He also made a series of studies ofsketched
Ladybirds in their imaginativenatural habitat inand
situations. This led to the creation of Ladybirdmany
adventure stories which would beto greatprove a
advertising prop for Ladybird in the future.garments

not as confident about this new
venture and hoped that it would soon be forgotten before
too much money was spent on it. Fortunately Eric Passold

convincedpersevered, strongly that day Ladybirdsome
would be the hero of the childrenswear world.

The market Ladybird was aimed requiredat well-designed
and attractive clothing produced en masse. Their new area
of trade would be aimed at the department stores which

different from the chain stores. They realised thatwere
their merchandise would have to change to degreesome as

somethingit would have to offer extra other than the
garments already selling in chain store outlets. After

of our firm”
a momentous event in the history

Rolf, Eric's brother, was

7 Eric Passold.

the Ladybird title not only as
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The famous Ladybird label
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initial investigations, theirEric Passold decided that
dressing gowns seemed the best garment to with.commence
Speciality shops and department ordermailandstores
houses needed much higher andprofit marginsgross
consequently needed merchandise of a higher quality than

Keeping theSpencers.
original garment and the original ripple cloth, quilteda
satin collar and cuffs were added, although createdthis
problems concerning colour matching and high price points.
They toyed with new machinery to produce the quilted satin
more economically, however they didn’t have the necessary
nylon yarns and other materials which would have produced
splendid results years later. However it is fair to state
that Ladybird were technologically advanced during the
period in question.

As the Ladybird trade mark was now established, mainthe
challenge was to make it popular. Fairy tales were written
about a small boy's dressing and tiny Ladybirdgown a

well known illustrator of childrens books, Walter Trier.
published result of thisOver 20,000 books were as a

effort. Eric Passold wasn't totally satisfied with Trier's
interviewedinterpretation of the Ladybird and he many

8artists before finding a suitable characterization.

Advertisements in the trade press were very important to a
At the time a "Misssuch as Ladybird. Guppy"new venture

prince to enhance the trade mark and were illustrated by a

that which was on sale in Marks &
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editor of rihe Childrenswas onlyOutfitter which awas
black and white magazine. Miss Guppy was eager to respond
to Eric Passold's offer of top-class advertisements, total
colour pictures of childrens andclothes , flowers
Ladybirds painted by top artists, would makeas they an
enormous difference to the image of her magazine. thisAs

novelwas methoda of advertising attracted theit
attention of publishers of journalsother it alsoand
succeeded in amusing hard-headed advertising bymanagers
incorporating drawings of Ladybirds with illustratedthe
garments. After while major textileof thea many
magazines were selling space to Ladybird, which was about
to become one the leading manufacturers in childrenswear.

The appropriate designer required to thatwas ensure
Ladybird's garments were well designed initially. dozenA
machinists and a designer were recruited and set to work

range of exclusive childrens clothes to be sold to
the high class stores in the West End. The need for a

this pointdesigner had been superfluous up to for the
Passolds, but it is interesting to hownote they could

appoint Thistime is stillchoose the right to one.
firms, particularlyclothing thosetorelevant many

involved in the childrens market; a designer is not always
is,in the initial stages, that untilnot anecessary
first successful

is often the result of a business person's effortsgarment
rather than a designer's, possibly because the former's

on a

basic line has already been proven. The
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foremost desire is bothto make a isprofit. This how

eye for definitethat hasgarmenta a
market potential. ofHowever r establish brandto a

goodcompany needs to incorporate andstyle
design in their garments.

As Ladybird produce began to expand Eric Passold felt that
of new

orders and attract new buyers. It transpired however that
the demand for Ladybird merchandise was becoming largeso
that buyers were coming to the Langley plant placeto
their orders regardless of its distance from major cities.
As the London base was unnecessary it was sold at a profit
and the money was invested in textile machinery.

the mid 1960s had exceeded £1 million per Their
profits would actually have exceeded this by £40,000sum
had they ceased to export and concentrated their efforts
totally on the home market. Despite these figures Ladybird
continued to push overseas sales as far as possible. The
British government was imposing restrictions privateon

Passold believedEricand that itenterprise was
destroying enterprise and promoting a climate of jealousy

faira

companies I have worked with began, 
initiative and

an office based in London would handle the growth 
9

on a business person’s

quality, a

and resentment that "begrudged private enterprise
11 reward for extra achievement". -Eric Passold.

Ladybird established a strong export trade, and profits by
10 annum.
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Technology

Behind the modernand

recycled materialr itswaste yarn,ownspun
knitted, dyed, printed and finished the alsofabric and

independ-
gave Ladybird an advantage over its competitorsence

When compared to other companies their worked farstaff
harder, they had a higher production rate and used more
modern techniques. They improved quality theirofthe
goods through constant analysis, better planning and more
automation and reduced the cost of production at the same
time. Such efficiency not only increased their profits, it

demand and benefittedstimulated thealso consumer.
Profits made were constantly invested in machinery,new
and because the Passold brothers were by training textile
engineers they were always very aware of new technological

genius with machinery and
machine variousfromoften constructed machines toa

required.achieve the mechanism piecehe One such of
the Pegg Passold dryer which initiallywas

modelled from a Mecanno set which Eric Passold often used
hisideas.his In words "technicalout ownto work

12is ephemeral".supremacy

success of Ladybird lay a powerful 
factory, it was very much independent of outside contract

ingenuity was

completed the garments all under one roof. This

ors, it

The Significance of Manufacturing and Production

advances. Eric Passold was a
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Both the Passold brothers worldwide forsearched new
theythat

their adoptedcompetitors. They often
practices they saw in non-textile infactories and one
instance they implemented agricultural machinery toeven
cut and spin nylon staple for their fabric.specialised
The youngest Passold brother specialtookIngo a very
interest in the latest methods knittingof and heat
setting synthetic fabrics. Through imagination, experience
and thorough understanding particulara of the
requirements of Ladybird, they succeeded as a team to make
all components work together. Importing machinery was
always very difficult as an import licence was needed and
to get one it had to be proved that no equivalent machine
could be got in Britain. Ladybird often than notmore
managed to prove their case, not always what
use they might have in mind theirfor Eric

importancePassold realised the of constantly updating
their machinery as he firmly believed that it becausewas
of Ladybird’s unorthodox method of production (the fact
that the cloth and garment was completed under roof)one

enabledand machinery used that them to produce such
unusual merchandise for the home market and for export to
eight different markets.

if they preferred to ignore it. There was a general trend
private enterprise and Eric Passold felt that theagainst

manufacturing techniques which would guarantee 
stayed ahead of

Politics definitely had an effect on their activities even

disclosing
, . 13machines.
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hisapplyto

ingenuity and dynamism buildingto the best extent in a
more alreadyhave
said , were entrepreneurs, pioneers and individualists but
the society of the time wasn’t interested in accomodating
individuals, merely maintaining stability. This eventually
had a certain influence on many of their decisions.

Their sales growing rapidly in andCanada thewere
Passolds made plans buildto Thefactorya
project had to be shelved initially as problems arose with
the Bank of England concerning foreign exchange. Ladybird

the United Kingdom
from officesales andA warehouse fora
Ladybird merchandise was established at Toronto under the
management of their younger brother Ingo. It took time for

initially inLadybird to Canada, biggesttheprosper
disadvantage being that Canada wasn't a country in which a

profit easily.knitting mill could make After initial
inlosses their annual sales Canada began to make a

buildThe personal aim of Eric Passold was theto best
manufacturing organization of its kind in Britain and one

profitablemore
He was determined tothan its competitors. thatprove

enterprise was worthwhile and wanted do withtoprivate
clothes what Ford had done with cars. However ifchildrens

Which would be a model of efficiency and
17

prosperous Britain. The Passolds, as I

continued to supply all customers in
t i 15 Langley.

enterprising businessman would not be able

_ 14there.

profit.
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Ladybird they
to make profits. requiredgreater Expansion

larger industrial approach.wider marketing
Eric Passold realised that marketingsuch strategya
required hada well-known face more
appeal to the public than organization thatan was
impersonal. So it was to this photographhisend that
often appeared in the achieved his aim whenHepress.
Ladybird succeeded in dominating the childrenswear market
in Britain, their exports reached andrecords thenew

profits exceeded the

New Company Approach to Fashion

The 1960s saw the turning point for Ladybird merchandise.
emphasisfashion inbegan toA stronger appear some

This was the result of Eric stepping into the roleranges.
time had tocome

leave the bulk of the work to someone else. Eric envisaged
Ladybird continuing its concentration on their established
merchandise to which Ladybird owed its and goodsuccess

and which they were able to produce better than othername
machinerymanufacturers. With the development of new and

he imagined the Ladybird product would improveprocesses
intendedunique. that LadybirdHemorebecomeand
unique because of itstotallywould bemerchandise

units and a

was to expand to such a degree he knew that 
would need

a personal input as

of an adviser to Rolf, as he felt the

number employed exceeded 4,000 and
1 o one million pound mark.



22

specialist machinery.

Rolf saw Ladybird’s future in anddifferent light ra
decided to itgear in fashionthe direction ofmore
trends. He initiated the change including into theby

growing number of garments which hadhe
to have manufactured outside the Ladybird factories. The

Ladybird were
producing merchandise no longer exclusive whichthemto
could be made countrywide withby manufacturerany a
designer who had the required flair for style. Rolf
concentrated on the complexities of fashion products with
the help of a large computer while Eric endeavoured to
align their selling methods to the changing character of
their trade. They had problem selling theirno new
garments as long as Ladybird had an established ofteam
agents as well as the brand.

in anticipating righttheRolf had been very accurate
moment for change within the Ladybird system. heAs was

have beenthe younger of the two he may ofmore aware
fashionable elementtowards inprogression a more

LadybirdAlthough when inchildrens clothes. thewas
conceptual stage, it was Rolf who was reluctant to support

sincelearned timeobviously that thathadheit,
dramaticcalls forenterprise sometimes change. As a

instigated by Rolf Managingchangesresult of the as
Director, Ladybird’s range of products now covered every

Ladybird range a

disadvantages involved with this were that
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kind of children’s garment, girlsfrom babies clothes to
dresses, socks and underwear andbathingto costumes

The Passolds wanted to ensure that the public could buy
Ladybird’s produce everywhere at pricethe lowestsame
possible. To achieve this they began to map out a plan for

thefixedand
retailers’ mark-up at 45% to which fairgave a

difficult lowkeep suchtowas a
percentage as some large organizations developingbegan
their own trade marks at the expense of the manufacturers’
brands. It was Eric Passold who foresaw a trade mark war
looming in the distance and determined to protect thewas
Ladybird brand. Even though the trade mark too wellwas
established to be in danger from such large enterprises he
realised how vital it was to their business. The Passolds

if itrecognised that taken byalso were over a
distributor’s mark, Ladybird would 11 lose their link with

theirgoodwill anditspublic,the
Realising that they had to look to the future avoidto
such a disaster they began to investigate the possibility
of merging with another company.

1963 Ladybird had grown into a group of companies, theyBy
included Chilprufe, famous makers of top quality childrens

the Belfast Collar Company and Templeton & Sonsunderwear,
two trade marks,of Glasgow.

1 9 raincoats.

Passold Ltd. now contained

return. However it

21 independence".

a nationwide chain of childrenswear shops
50%, 20
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Ladybird and Chilprufe

a household name. Ladybird had
also become inlabelsknown

merger between Coats Paton Baldwinand was
Coats Paton owned the Scotch Wool shops and Eric

Passold saw in them the opportunity supplying theof
public direct with Ladybird if they becamegarments
Ladybird childrenswear shops. thisprimarily forIt was

that Coatsreason Paton chosen rather thanwere
the conversion Woolof Scotch to

disappointmenttheto of
Eric Passold. What also disappointed him about themost
merger was the lack of imagination of the Coats employees.
Although they realised that Ladybird had been created by

"flairfelt that intangible,flair they too toowas
replaceto

skilful Eric Passoldit by remained
adamant that Ladybird could not function successfullyas

imagination. Followingwithout a great deal of initial
problems, both companies combined their skills to make the

work. Ladybird continued to grow and prosper, whichmerger
is evident in the report on their annual sales. . Passold

registered under Listthestill of BritishisLtd.
In 1986 theychildrenswear manufacturers. supplyingwere

Woolworths and were also supplying Boots stores.to

as well as its subsidiaries. By the 
mid 60s Ladybird had become

Ladybird was never made, much
Courtaulds. However

one of the leading and best 
childrenswear worldwide.

elusive for Coats Paton Baldwin", and planned
23 administration.

? 9 agreed.
In 1965/66 a
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In concluding this

of
These included the

production of their highfabrics andown garments r a
efficiency rate in terms of production and a very business
like and economic attitude. thehadof all theyMost

novelnecessary flair and imagination required to produce
yet practical ideas for the design of garmentschildrens
as well as their promotion.

successful because they incorporated a variety 
skills into their

Although I have contacted many 
find none 
Boots nor 
childrens

stores, 
brand. 
their 

have 
Britain 
reasons r

_r British 
presently stocking the Ladybird 
Harrods sell their garments in 
sections. It is possible that they 

ceased manufacturing childrens clothes in 
manufacture in another country for economic 
they no longer use the Ladybird brand.

I could
Neither 
baby or 

i either 
and 
or

childrenswear ranges.

were so
section it is fair to say that Ladybird
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SECTION 2

The Sizing of Childrens Garments
British Standards Institution (B.S.I.)

The sizing of childrens had always beengarments very
confusing. Until 1965 size labels had offered a
nomenclature that embraced age, height whichgirth,and

confusing list of numbers and letters. There was
rarely a connecting link between the various ofgarments
underwear and outerwear to assist the customer. Universal
standards were definitely needed to it easiermake for

1potential buyers.

stagedInstitution (B.S.I.)The British Standards many
conferences in response to the obvious inadequacies of the
existing sizing system which I shall discuss again. Before

extensive research had beenmeetings arosethese
which hadpreviously carried out by the U.S. Government

involved measuring over 147,000 youngsters. The results of
in ' Bodypublished ofMeasurementsthis weresurvey

andGirls for Garment PatternandAmerican Boys
thisin linkedConstruction". The system proposed book

height and girth, however it was before themany years
equivalent.its The B.S.I.toUnited Kingdom was see

informationdecided to put the American to partlyuse,

28

was a
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prove too expensive for the toB.S.I.
carry out their own
However a small survey had been done by Berlei Foundations
and its findings proved similar to those in Americanthe
survey. Comparisons can be in theofthe chartsseen
difference (if any) between American and British children.

It wasn’t until 1965 that the suggestion of beingheight
the leading factor in childrens sizing takenwas
seriously. Before Ladybird even began to theirintroduce
system of sizing, another firm, Sharp Perrin & Ltd. ,Co.
who were well established in section,childrenswearthe
had developed their own system. This was based on age and

manufacturers and chain stores. hadhowever provedAge
guide because children can vary enormouslyunreliable as a

Perrin dividedSharp Co.within the one age sector. &

offering datainto 3information ontheir groups,
girth

failedThey howeverand underwear and nightwear as
girlsdevelop information on garments for older whereto

fashion changes made sizing difficult.

outerwear measured by length, outerwear measured by
4one.

was used as a guide for their customers and by a number of
3

because it would
2 investigations in schools in Britain.
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Ladybird's Influence on Changes in the Sizing System

This system thatdeclared
of

variousstudy of
to

They inalonenotwere
sizingof

by age; many retailers also found it hopeless due theto
major impact of spreadingstretch fabrics and the
influence fashionof (i.e. fabricsstretch needed a
different approach when it came to pattern shapes).

The Continental system operated via the metric system, and
in 1965 it was not yet in use in Britain adjustmentsso

allowto
for British stature. A sizing system based height ason
Ladybird proposed would mean that height steps would have

chi Id'sthe growthto
littleprobably hadSuch a proposal would have

Their brandeffect had it not been made by Ladybird. name
itsuniversally recognised and renowned for advancedwas
2-inch heightideas and promotion. Their system proposed

intervals for the infant stage which finishes 5;at age
5-inch height rises were used. This system wasthereafter
that being used in Switzerland for ages 6, 8,similar to

10, 12 and 14.

Ladybird had made a
systems in use in other countries and height was shown 
be the most significant factor.

was widely used until Ladybird
they believed height was the key element to the sizing 
childrens clothes.

their dissatisfaction with the standard system

to be carefully graded according
5 steps.

were needed. Size steps also had to be adjusted
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A large number of garments were included under the 5-inch
rise Therefore
extra sizes at 6cm intervals had introduced. Itto be
would have been impossible the

figures, as reference to
height alone did not allow for individual invariations
girth. For example if a child was slim for his/her age, a
size below the accurate height measurement was tried.

The system of nomenclature caused minor headaches for
Ladybird as their labels had to itbe changed, however
didn't affect the process of pattern cutting and grading.
To ensure the success of their scheme Ladybird did three
things:

1: They provided shops with showing heightwall charts
measurement which facilitated accurate visible measurement

theirfor mothers who might not be familiar with child's
would allowheights. Also it was hoped that this system

into know their child’s height and enableturnmothers
shop without the child.them to

publicise their system further, Ladybird decided to
height andmeasurementstheversion of

to make provisions for all 
slight differences in childrens

provide a paper
received 60,000 applications for it.

system which did not allow for variations.

2: To
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3: They also distributed a colourful explanatory booklet
to all their

Because of the size of Ladybird’s operation it had the
means to ensure that consumers of whatwere aware was

This new
time that

itHowever because was
such a revolutionary answer to an old problemage many
chain stores were reluctant to invest their wheremoney

There is Ladybird’s would havedoubt that systemno
succeeded sooner if it had received the full ofsupport

It has been suggested that if the hadB.S.I.the B.S.I.
alongside outsidebeen more open to working an company

would had thehaveLadybird r they necessarysuch as
distributionand problems.productionofawareness

difficulty inlittlehadLadybirdNevertheless
height)establishing their new system (sizing by theas

had such a large production output. As soon as thecompany
system proved successful many producers began to adapt it

heavily dependentThosesystems.suit their own onto
specialist suchstores theandtheir export trade as

advantages and weredeveloping
among the many

success wasn’t yet proven.

happening through massive advertising programmes.
system was regarded as so revolutionary at the
it made headline news worldwide.

retail outlets.7

Mothercare shops saw its
• u 8 to use it.
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The B.S.I. could ignorenot the Ladybird’sfact that
method of sizing was

years after the Ladybird system began
reviseda

years.

Initially it seemed that the proposals would be effective
as they linked age, height and weight, but the B.S.I. and
the N.C.W.A. could not agree on the system’s basis (age or
height). The felt publicN.C.W.A. that the toowere
familiar with age as a sizing symbol to suddenaccept a
change to size by height. It was eventually agreed that

would have some significance and avoid the possibility of
ofrecommended thatmisinterpretation. It groupswas

heightgarments would be labelled,
despiteHoweversize/weight body/waistor

final decision on the basis for all sizing,
continually postponed and major retailwas

impatient with thehadand chain stores growngroups
delay.

in bymain systemthe use manyAs
that

regardlesssystemsthey were
thisofthefor success new

regard

manufacturers they
switching to height-related

height was by now
decided to notify their retailers

the age figure would serve as a size number which at least

system for chiIdrenswear, including infant boys and girls, 
and girls over five

age or height,
many efforts a

Of the B.S.I. All credit
clearly be attributed to Ladybird. With

that the B.S.I. circulated draft proposals for

i.e. size/weight, size
9 measurement.

system can

heavily influencing industry. However
it wasn't until four
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to the B.S.I. that
B-S.37281970 age

system linked to height and
by height thewas

their suchthat a

the full support
of industry.

It is worthwhile mentioning however that of
sizing is ever infallible, no human body will allmatch
requirements specified to a given age or height, they can
only guide. This realise myselfI fromserve as a
developing blocks and patterns for children to an accurate
height particularly, often when fitted, adjustments still

betteras a
guideline than age but that the corresponding inchanges

inproportion. growth thein Asgirth are not always
is fairlygirls than boys,stature of children, more

consistent throughout childhood, the principle sizingof
the best system to date. According to

one of the mostbook on sizing by Philip Runick, commona
be found in childrens sizing is divisionmistakes to

"Sizing by age may be usefulof sizes according to age".
viewpoint,consumer's but ifrough guide from the
it leads to manyused as

Some might question the equal importance
However it hasof girth in

was published officially suggesting that
was the basis for the sizing

• 10weight.

complications.
relation to height for sizing.

opinion
system must be easily understood by the public and factory 
staff and most important it would demand

the basis for a sizing system 
nil

no one method

"the

by height would seem

as a

and the N.C.W.A., it wasn't until 1970

have to be made. I have found height serves

They did agree that sizing 
best system. However it was
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been observed that childrens clothes are worn much looser,
lessisgirththefitting for

important than for height.
so in practice garment
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SECTION 3

Media and the design of childrens clothing
in the 1950s and '60s

Eric Passold has been quick to recognise ofthe success
marketing techniques used to Disneythe Waltpromote
characters for instance, and the potential of character
merchandise during the 1950s Ladybirdand * 60s. The
character itself is a shining example. The association of
merchandise with characters likely to appeal chiIdrento
continued and grew although it clear that extranowas
inducement sell such goods,to theynecessarywas

quickliterally couldn't be produced enough. The most
powerful and successful in terms of sales appeal were Walt

Disney'sWalt cartoons
Pinocchio,with howeverbegan in March 1940 many more

cartoons
included 'Gulliver's

differentand again Pinocchio which featured 12Travels'

which were offered manufacturers forto usecharacters
display DisneybeganRetailers tounder

followingwindows largetheshopmerchandise in their
provided lure"whichfilms onof suchsuccess

clothing. In fact long before a film shownwaschildrens
arrangements would have been made with producerslicensing

37

"Label

various different characters. These

Disney characters. The craze for

and films followed in the '50s and '60s featuring

licence.1
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and manufacturers of various suitable childrens garments.
There were many characters who became popularextremely
with children during obviousmore
included Donald Duck, Mickey Mouse, Crockett r DanDavy
Dare and Mary Poppins.

Just William" became the hero of younger boys in the ’50s
when the B.B.C. began Richmalseries based thea on

firm man-madeproducing
fibres signed up the child star Dennis Gilmore to promote
boys casual wear. The image he ideal forportrayed was

grin andcasual hardwearing His wickedbut clothes.
boy-resistanttheirideally conveyedgeneral boldness

toughness.

changingclothing rapidlychildrensofThe style was
personalities'50s as various media began toduring the

influence childrens attitudes and eventually effect a move
fashion-conscious clothing for children. Thetowards more

childrensofin the minds of most manufacturers

lean towards fashion. The answer lay with what thestrong
market required, i.e., what the consumer wanted and young

happy stylestowere no longergirls particularly wear
Instead they wanted

similar
similar to their younger

versions of what film stars were wearing.

question
clothes in the late '50s was whether or not to follow this

Crompton books. Subsequently . a

the '50s and '60s, the

• x. 2 sisters.



The influence of adult fashion on childrens clothes
in the 1960s
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Brigitte Bardot was one such star, who was responsible for
making gingham such a popular material for dresses with a
matching scarf.

sugar almond pinks or blues and greens
also worn by women. The main change in girls dress in the

this swing away from formality to a casual look -
polo-neck jumpers and jeans schooloutsidewere worn
hours; skirts followed the trend towards the fuller skirt.
By 1953 the silhouette for fulltheyounger was
circular skirt with a close fitting bodice.

’50s paved the way for the great changes that the '60sThe
childrenswear.would bring in the attitudes towards In

inevitablyreality it was children who were changing and
this would soon be reflected in their dress.

fashion andcould draw one conclusion at this stage that
providingchildrenSincemedia are closely linked. were

clothing they becamechiIdrenssuch a large market for
Idolisation of film starsprime targets for the media. or

childrencharacters proved the vulnerability of theto
influence of media. Marketing and selling dressthe and

of the stars commercially to youngsters was easy asimage
appliesin a sense

childrensBeatles obviously had onThe
girls’boys 1 thanparticularly ononmorestylest
girlsclothing.

a major influence

In a sense we

to character-related merchandise for childrens garments.

Although there was no true equivalent for

girls
3

’50s was

it was presold by the media. This also

The young girls preferred the demure black
and white to the
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to have such the
femaleother

versionsfeminine
in turn influenced the girls' clothing section. During the

revolutioniseddesigners who
childrens clothing rather than larger firms. It verywas

childrensfashionable
masse and make it profitable at the same time.

This situation gave young designers their opportunity and
they turned London into international forcentrean
childrenswear.

The 1960s

phenomenal effect on
styles theatgirls' clothes,

popularline already forbeginning of 1960. The empire
4styles.

dresses for girls suited this style but mostParty
it broughtnightwear ; asof athe areaaffected was
and neglectedmundanepreviouslyfrivolous air into a

area.

mention here that new synthetic fabrictoIt is necessary
achievingsuccessfully theforresponsiblemixes were

image indollbabyof the

nightwear

were followed and adapted by 
stars to suit their

fresh and light appearance
particularly. Brushed synthetics appeared dainty

girls fitted in well with the emerging baby doll
well

clothing en

The film "Baby Doll" had a similar
as it did on young womens

difficult for them to produce very

60s it was more the young

own clothes. These

a dramatic influence on girls' clothing, 
Beatles trends



The baby-doll influence on nightwear in the 1960s
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when frills and trimmings were added which previously had
been placed on heavy brushed interlocks. On these fabrics
frills lost their effect and Nylonappeared heavy.

designs dressingfornew gowns
through from infants to teens. Nylon had advantagesthe
over wool of being easily washable by hand or machine, and
quick drying, both allowing full freedom of design. When
fabrics such as brushed nylon and candlewicknylon were
invented they gave designers without thefurther scope
worry of weight or washability. Brushed nylon had the
added advantage of enabling nightwear to be equally dainty
in winter and summer thus continuing the pretty baby doll

pedal
pusher length in pyjama bottoms.

place ofIn the same way that casual wear had taken the
formal clothing, co-ordination began replacing separates
in the 1960s. Synthetic fabrics and synthetic fabric mixes

of co-ordinated clothingresponsible for the successwere
their andwashofmainly because wearfor children,

fabrics aidedman-made theabilities. The stability of
of fast dyes which in turn helped promote properadvance

lightand clothingheavybothmatching. Ascolour
had moved closer together, working uniformlymanufacturers

this brought about whatdresses,andcoatsbothon
called 'the total look'.designers

style, i.e., the shorter 3/4-length sleeves and the
5

quilting inspired many
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This look of co ordinated garments reached the height of
its popularity during the Autumn of 1966 and brought with
it a vast amount of vivid designcolours and new

The image included long jumpers hipstheto
withworn tights and colour andco-ordinated skirts

jackets. The skinny rib sweaters with hipsterwere worn
skirts. withwith long trousers
permanent centre The colourofcreases. success
co-ordination within the total look gave no indication of
the amount of research built into the dyeing and blending
of natural and synthetic fibres weights andvariousof
finishes required for co-ordinated garments.

However the one snag involving co-ordination is the price
few mothers are prepared to pay the cost of a

total outfit. Nevertheless the young designers of the '60s
received well by the media who gave their work vastwere

their stylescoverage. Although difficulties arose when
put into production, it was those same designers whowere

female designers worth mentioning who had aThere are two
subteens and teenagers clothing fromdramatic influence on

and KikiCathy McGowanTheyin Britain. were1965 on
in her early ’20s and dressher

typical of the 1960s. She another TVwasand image were
music pop programmeaidol

called Ready, Steady, herwere

French polos were worn

eventually revolutionised the junior clothing scene.

of the time, a presenter on
Go. As most of her outfits

Byrne• Cathy McGowan was

factor, as

concepts.6
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designs she decidedown to market them under her own label
for 8-15

withThey were very popular
the subteens and consequently were

display ideas. Theher
other successful designer for Kikithis age group was
Byrne who had the backing of Cathy McGowan’s manufacturer.
Although her collections were very daring, succeededshe
in including the appropriate styling withoutofamount

When we look at examples of childrens clothing in the '60s
fashionadultinfluence ofthere is no doubt about the

trends on their styles. Fashion was continually reaching a
that’ 60sThebracket. era wasanwasageyounger
attitudespeople andyoung
broadcasttelevision screens had the power tochanged as

waiting audience of adults and children.to a

in the 1960sBrand Names

childrensto change as dramatically as
reflectingwerestyles

in the childrens scene. They had become morethis change
prime examplesadult. Someand catchy and weredirect

Brand names began
had in the late '60s. Trade names

The styles were very contemporary and 
fashionable, almost radical.

many were copied. Cathy
McGowan had the advantage of the power of the media behind 
her ideas and

"Mark One", "Kinky", "Gear", "Date

detracting from the youth of the wearer.

a weekly stage to

particularly influential on

year olds.7

"His Nibbs", "Rave",
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Setters” and

Marks and Spencers for a childrens range
of Walt Disney related garments.

The names of boutiques changed to more modern ones such as
The

marketing
potential of a garment, withdiscussed
regard to Ladbybird. image childrenofHoweverr the
changed during the '60s, in fact they were now referred to
as kids rather than children. The ' 60s probably thewas
ideal decade for adult styling to be adapted for children

and hadas the general image often starkthen awas
childrensscale ofsimplicity of line necessary for the

garments.

havingDisneyWaltAlthough there is little evidence of
large a following in the ’60s as they did in

ascertain theirdifficultis to'40s andthe
childrenswear ,relation toindecadetheinsuccess

the market.although they did have
When the film

ofthe expert
However
Disneyof thethe 1980s has

popular

merchandise tying up
witnessed the modernisation

Minitogs"r which incidentally was being used 
again in 1986 by

had quite as

a sizeable portion of
was released in the mid ’60s,"Mary Poppins"

as I have already

’50s, it

Walt Disney marketing team produced a range 
9 with the film's characters.

Kids Agogo, Guys and Dolls, Small Fry, Kids Togs etc. 
image of a trade name is always relevant to the

range
products, particularly on childrens garments.

of characters, now featured on a variety of
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SECTION 4

The 1980s, changing lifestyle and its relevance toa
character merchandise.

1980s, sports
wear/ leisurewear has become the preferred dress
particularly for children. The very nature of leisurewear
fabrics and the design of leisurewear itself lends itself
particularly well the inclusionto of character
merchandise by designers in industry. DisneyThe Walt
company is a good example of the use of character designs

anticipated the trend by
producing some new bold graphics prints suitable for both

sweatshirtingt-shirting and and other sportswearnew
Disneyfabrics. These designs as well great new

characters have given Walt Disney new avenues exploreto
particularly within the areas of childrenswear. Many Irish

Disney-related in theirgarmentssellchain stores
various sweatshirtincludeTheychildrens departments.

reversible and padded, t-shirts and nightwear.styles,

Disney characters are licensed, companies must buyAs the
licence to use the characters they require for theirthe

Disney
usearegarments
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as some

particular garment. Because of the price involved, 
nearly always mass produced to make full

for leisurewear. In fact they

Because of the changing lifestyles of the
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°f the licence. Until very recently this meant that Disney
garments were relegated to the lower end of the market,
however been the Waltcase,

in prestigious
boutiques. Following in the footsteps

of the Mickey and Co boutiques in New York, they have now
Nicholls and Harrods, featuring more
Similar boutiques have apparently been

planned for location throughout the and Ireland.U.K.

The strength of Walt Disney is that they continuallyare
investigating new characters as well updating theiras
classic characters. Their films influence every child who
sees them and will naturally thewant to garmentwear

with in question.associated the character When one
considers that such character merchandise is licensed by

begins to
successful brandunderstand the huge effect a name can

media,of filmsthehave on garments through anduse
massive advertising promotions.

business of character merchandising is fascinatingaThe
There are certain personalities thatin the 1980s.process

instantpopularity and recognition.tremendousenjoy
means

This that thedefined as a property". charactermeans

licensee onlyyou arebelongs
It is really up to the companyit from them. tolicensing

are appearing regularly 
childrens and adult

although this has previously
Disney characters

"Licensing that you are dealing with what is legally 
2

the Disney company to companies worldwide, one

opened in Harvey 
upmarket items.1

to someone else and as a
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make it the character, and that
a combination of skills, creative execution and

timing.

In 1987 it has become increasinly evident to DisneyWalt
that the theirto

Childrenon a garment. particularly
want realistica and true representation theirof
favourite hero. Basically a child will not want Mickeya
Mouse sweatshirt unless the character is portrayed exactly
as he or she has seen it on television or cinema. This is

working with Babygro, ofone
their designers working Disney andgarmentwas on a
explained that this was why any character representation
must be so accurate. This is why any artwork completed on
Disney characters by licensed companiesDisney bemust
sent to Walt Disney headquarters to be drawn exactly. In
Ireland the holders of the franchise for Walt Disney also

Disneyto send all Disney-related artwork head-tohave
in their studio inThe main artwork is donequarters.

Dublin, however.

traditional characterslook has been brought toA fresh
artwork as the fashion swing withinthrough exciting new

traditional characters withis back to thethe industry
believesDisney inWalt companyTheappeal.proven

to as wide a cross section of theits propertiesbringing
To achieve this the company managespublic

consumer is more demanding with regard 
choice of character -- -

very true as while I was

as possible.

work once they have chosen
requires
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massive promotional support for each r extensivethrough
media coverage newspaper and other competitions, airship
displays, character in-store activities,appearances,
Christmas grottoes and tie-ins with major organisations.

Over the last 3 years the apparel offered thehasarea
Disney company great challenge. existingofa Ranges
designs using animation its fullestto advantage gave
Mickey and Co a modern new feel. The children's area was
of particular interest and garments that had not been seen
in the before, reversible paddedU.K. such theas
sweatshirt, were introduced. Similar designs were adapted
from adult styles to be used for childrens clothes, taking

In this way the daysDisney into the high fashion market.
child’sheadof the minute, indescript character on a

quick toSpencersand Marks & were
They anticipated the growing popularity ofrealise this.

departments theychildrensthedesign. Instrong
design thebright key torecognised that fun and was

storiesco-ordinated ofandmerchandisecharacter
leisurewear

t-shirt had gone
4

and nightwear took over.
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The Inclusion of Walt Disney-Based Childrens Ranges in
Major Stores

It was in 1986 that the Marks & Spencers chain decided to
increase its commitment to Walt Disney characters as
previous Walt Disney based ranges had sold well for them.
In Spring of 1986 Marks & Spencers introduced Walt Disney
characters into their exclusive clothing andofranges
accessories for children, including the regular sweatshirt
and t-shirt as well as nightwear and dresses. 1986 saw
major promotion of Disney-related garments in theirall

stockingstores chiIdrenswear and provedthey very
successful.

stated that

in fact children arewith children

just responding to that demand.are
featured in these ranges for 3-12 year oldsThe characters

Mickey and Minnie, newly formed characters from Waltwere
suitsDisney charactersThe mass appeal of WaltDisney

needed by M & S to maintain price points and
their popularity

and

the volume
benefits Walt Disney by increasing

nagging their parents to buy them and M & S
..5

"Disney characters are proving very popular

One of M & S spokespeople ,Ania Nicholson, reporting on the 
success of the promotion,

this
demand for their characters.
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Spencers were not the only store to Waltpromote
Disney childrens and

In the 1986Summer of
extensivean of childrens summer

Mickey ThisMouse. was
major commitment to Disney; the range included

sweatshirts, trousers, jackets, cardigans, hats, shoes,
shorts and t-shirts and titled Mickey TheTogs.was
previous year Mothercare launched Autumn/Winteran range
under the label of Minitogs which had been very successful
for them.

According to Mothercare's Marketing Director Tony Maynard,
their link with Disney is highly relevant Disneybecause

Disneythis theMothercareofBecause see
way of drawing in older children as theirconnection as a

withassociated theimage is traditionally youngvery
clothingchildrensof1981 wasrangeInchild. a

introduced to Mothercare outlets under the official brand
"Mouse gear". The range was very well co-ordinated

(It is interesting togreater impact and appeal.to create
available to 78% of adultMothercare outlets are

it byshoppers
outlet, andchildrenswearimportant morethe mostfar

inother specialist clothing outlet thethan any

range
clothing, featuring the updated 

their first

name of

Marks &

characters are universally known and they appeal to a wide
, 6 age band.

popular
U.K. except Burtons).

ranges; Mothercare, the specialist 
mothers shops, also did likewise, 
they launched

note that
and a quarter of these shop there, making
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Minitogs - the range introduced by Mothercare in
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DASH is another in the
new company, they have followed the

childrens producta
of the ’ 80s. is the character they have

They claim haverange. to
the same reasons as many companies do,

because of their characters' appeal, but also ofbecause
the vast 7marketing strategies of the Disney organisation.

Walt Disney*s Methods of Advertising

The Walt Disney company have advertising,ofmany ways
some of which I have already mentioned briefly. A parallel

be drawn between the importance they attach noveltocan
advertising and that of Ladybird clothing. Both used vast

importantpromotions to advertise their products but more
attentionthe ofthey both realised the need to attract

the children themselves.

do this through the Disney Magazine, aThe Disney company
comic aimed at children aged from 5-12 years;full colour

quantitiesis obvious because of the vastits popularity
itmagazine two purposes,servesSuchsell. athat

well as selling a magazine. InDisney garments aspromotes
inand theirfunpromoting gamesthey arethis way

Ladybird usedgarments.their aas
thesimilar

their product 
selected Disney for

magazines
marketing technique which I have mentioned in

company involved with Walt Disney 
relatively 

trend towards 'weekend leisurewear',
'Totally Minnie' 

chosen to suit

as well

U.K. a
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first chapter. They promoted their label through adventure
stories and books for children to image forcreate an
their product. They also produced product rangea
catalogue to be dispersed to companies fromwho bought
them. Both companies used novel theapproach toa
advertising of childrens clothing and prime examplesare
of how media andeffectcoverage thecan success
popularity of childrens clothes.

surprise then that both companies have now joined
together to publish a series childrens calledof books
Disney Delights. Seven titles have been launched already.
The books are produced in the traditional Ladybird format

companies concernedand are selling extremely well. Both
realise the potential for two such well known trade names.
Brian Coton of Ladybird believes the two companies make a

perfect match.

is a very good one and to have the Disney

which has become involved withis another companyBabygro
times. The chosenin recentmerchandisecharacter

introduced inMiss,LittleMen andwere Mr.characters
Thischildrenswear.of wasexclusive ranges1987 into

direct characterwithinvolvementfirst
itAlthough Babygro is renowned for babywear

market r offeringchildrensoldertheenterednowhas

"The combination of Disney and Ladybird

Babygro’s
merchandise

It is no

name on the cover sells itself."/!
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apparel suitable for birth through to age 14 Thisyears.
now gives the company greater flexibility in focusing
licensed character merchandise in the varying market
sectors.

Mr. Eric Peacock, chairman of the said of thecompany ,
move:

"Babygro has been keeping a close watch on
the growth of opportunities in the field
of licensed character products. A major

awareness and recall levels identified in

producedBabygro havemanufacturers ,However , as

basis forcontracta

includesimilar to Ladybird. Theselarge retail outlets,
others.Boots and Dunnes Stores amongstMarks & Spencers,

student for Babygro in Kirkaldy, Fife,
Disney charactersScotland,/ they were already using the

for the
In this way

in this case Babygro.the manufacturer,not

interest ingreatWhilst
products suchother as

The idea of developing the concept
discussed.beingalsowas

of a

production of individual garments for such stores, 
the licence was given to the retail outlet and

co-ordinating

working for Babygro, there was 
their ranges with

consideration has been the high consumer

individual garments and ranges on

g our continuous attitude surveys."

Whilst working as a

toys, books and games.
co-ordinating nursery
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a general trend amongst childrens
manufacturers to

extend and co-ordinate their garments with other products.
This is particularly relevant character-relatedto
merchandise such

Boots stores have recently developed businessa new
venture called Childrens World around this Thetheme.
concept is specifically aimed at shopping forcustomers
children with children. This store is designed to offer a
total package providing everything for children under one
roof and in a comfortable setting. All departments within
the store stock co-ordinating merchandise to create a
themer this includes shoes, clothing, books, toys, games,

accessoriesfurniture andchildrens bedroom and nursery
with emphasis on colour combination and breadth of choice.

offered
on

influencealone,in this year
one historicalclothing industry in Ireland,the childrens

These of course are the Dublinand
Millenium

with.workedhavemanufacturers that Imarket for twoa
Millenium-related symbols, oneusedof these haveBoth

throughotherand theprintofmediumthethrough
within their sports and leisurewear ranges forembroidery

by Boots, often featuring particular Disney characters 
well as on their garments for children.

Recently, there has been 
clothing stores

another sports related.
and the Olympics. The former has already created

products as

Mothercare stores offer a similar service as that

1988, two major events will

as Disney products.

particularly as well as
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children as well as adults. excitedThe latter has always
designers to create existing childrens ranges around this
theme. marketBecause of this, sportswear for the young
this Spring The(1988) business.will extensivemean
themes predicted include the Olympic and American Baseball
themes dominating boldthewith inmotifs and logos
colours of the flag. As a large percentage of children are
followers of sport and sport heroes, Olympic based ranges

should sell well.

stillandemerging trends haveIn the 1980s the are
Theleisurewear.emphasisactually placing a strong on

fabricsinformal,appearance has become morearemore
andmixedbeand separates can

all relevantpoints toI believe these are
childrenswear as sportswear/activitywear is proving to be

clothingof the

industry in the 1980s.
"Sportswear is a good example of an area

Evidence shows that in general it is not the better off
but the worse off who buy the top brands leisurewear.of

quality of a sportswear fabric, even a sweatshirtingThe
will affect the priceandfabric, ofappearance a

fashionable leisure suit. Sportswear fabrics although they

fabrics also haveare plain in comparison to high class

one of the most visibly expanding areas

of clothing satisfying the aspirational
X. • 4T II 10fantasies of consumers .

colourful and lighter
9 matched.



Example of upmarket sportswear
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content.fabricvarying theirquality inlevels of
ofnumberThis change in lifestyle is the ofresult a

longer aseconomic and social shifts. Customers noare
andclothing, warmerdurability inconcerned about

lessplacedworking, school and home haveenvironments
for childrensemphasis on warmth in clothing. Thus fabrics

garments can be much lighter and also man-made.



Sports-related leisurewear for children



Leisurewear for young girls in the 1980s
(Mothercare Catalogue Autumn/Winter 1985)
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CONCLUSION

In conclusion, believe itI is correct to assay,
illustrated in Sections 1, clearly market-2 and 3, that
ing, advertising and the general influence mediaof the

all vital childrensoverall ofto theare success
thefashions. required forMany other talents are also

in theLadybirdsuccess of a business, as the study of
first Section has shown.

recognisedpromotion asIn the 1980s marketing and are
early
theirofdays of Ladybird. Ladybird were obviously ahead

themodel business for other companies intime r

of childrens clothes.area

59

and are a

being possibly more important than they were in the
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