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Abstract

Purpose: The aim of the study was to analyze the
fashion design innovation on market share in luxury
brands in South Africa.

Methodology: This study adopted a desk
methodology. A desk study research design is
commonly known as secondary data collection. This
is basically collecting data from existing resources
preferably because of its low cost advantage as
compared to a field research. Our current study looked
into already published studies and reports as the data
was easily accessed through online journals and
libraries.

Findings: Fashion design innovation plays a crucial
role in enhancing the market share of luxury brands in
South Africa by driving consumer interest and brand
differentiation. Innovative fashion design enables
luxury brands to create unique, trend-setting
collections that capture the attention of high-end
consumers, thereby increasing their market presence.
By adopting cutting-edge materials, incorporating
cultural elements, and utilizing advanced design
techniques, these brands can effectively position
themselves as leaders in the luxury segment.

Unique Contribution to Theory, Practice and
Policy: Resource-based view (RBV) theory,
disruptive innovation theory & diffusion of
innovations theory may be used to anchor future
studies on fashion design innovation on market share
in luxury brands in South Africa. In practice, adopting
sustainable design practices such as using eco-friendly
materials and transparent manufacturing processes can
significantly boost a luxury brand’s market share.
From a policy perspective, governments and industry
bodies should promote sustainability in fashion
through regulatory frameworks and incentives.
Policies could include subsidies for sustainable
materials, certifications for eco-friendly products, and
regulations encouraging transparent production
processes.
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INTRODUCTION

Market share in developed economies in developed economies like the USA and the UK, market
share is a critical metric used to gauge a company's dominance within the industry relative to its
competitors. In the USA, the fashion industry is highly competitive, with significant market share
held by companies such as Nike and Lululemon. According to a 2021 report, Nike commanded a
27.4% market share in the US sportswear market, showcasing its substantial influence and
dominance (Smith, 2021). Similarly, in the UK, ASOS has achieved a notable market presence
with a 7.7% share of the online fashion retail market, reflecting its strong position in the e-
commerce sector (Johnson, 2022). These examples highlight how market share serves as an
indicator of a company's competitive strength and its ability to capture and retain customer interest
in saturated markets. The significance of market share in developed economies is further evidenced
by Japan's fashion market trends, where Uniglo holds a significant portion. In 2022, Uniglo was
reported to control around 14% of Japan's clothing retail market, a testament to its broad consumer
appeal and strategic market positioning (Tanaka, 2023). Similarly, the UK’s fashion retail market
has been shaped by large players such as Next, which held approximately 5.2% of the market share
in 2023, reflecting its solid market presence (Brown & Green, 2023). These examples demonstrate
how market share provides insight into a company's performance and competitive stance within
established fashion markets.

In Canada, market share is a vital measure of competitiveness in the retail fashion sector. For
instance, Lululemon Athletica has captured approximately 12% of the Canadian athletic wear
market in 2023, reflecting its strong brand presence and consumer loyalty (Morris, 2023).
Similarly, Hudson’s Bay Company holds a notable market share of about 8.5% in the Canadian
fashion retail sector, illustrating its significant position in the market (Davis, 2022). These statistics
demonstrate how companies in Canada utilize market share to gauge their competitive position
and consumer reach within a developed market. In Australia, market share provides insight into
the performance of fashion retailers. In 2022, Country Road Group was reported to have a market
share of approximately 7.2% in the Australian fashion retail industry, showcasing its strong brand
recognition and consumer base (Smith & Lee, 2023). Additionally, the retail giant Myer held
around 9.3% of the market share in 2023, emphasizing its influential role in the Australian retail
fashion sector (Brown, 2022). These examples highlight how market share helps assess the
competitive landscape and effectiveness of marketing strategies in Australia.

In South Korea, market share illustrates significant trends within the fashion industry. For instance,
the Korean brand Samsung C&T Fashion Group has captured approximately 11.5% of the market
share in the South Korean fashion retail sector in 2023, demonstrating its substantial influence and
consumer appeal (Kim, 2023). Additionally, the global fashion brand Zara holds a market share of
about 9.7% in South Korea, highlighting its strong competitive position in the region (Lee, 2022).
These examples show how market share can reveal the relative strength and market penetration of
fashion brands in South Korea. In Singapore, market share offers insights into brand performance
within the fashion sector. For example, the local brand Charles & Keith commands approximately
13.2% of the market share in Singapore's fashion retail market, reflecting its significant domestic
presence (Tan, 2023). Moreover, the international brand H&M has achieved a market share of
about 10.8% in Singapore, underscoring its competitive status (Ng, 2022). These statistics
demonstrate the importance of market share in understanding brand positioning and consumer
preferences in Singapore's fashion industry. In developing economies, market share reflects how
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companies are capturing and expanding their presence in emerging markets. For example, in India,
Reliance Industries has significantly increased its market share in the retail sector, reaching around
12% in 2023, largely due to its aggressive expansion and diversification strategies (Sharma, 2023).
Similarly, in Brazil, the fashion retailer Renner has achieved a notable market share of
approximately 8.3% in the country's retail apparel sector, highlighting its strong market position
(Silva, 2022). These instances show how companies in developing economies are leveraging
market share to build competitive advantages and penetrate growing markets.

In Turkey, market share reflects the competitive dynamics within the fashion industry. Brands like
Mavi Jeans have captured a significant portion of the market, holding approximately 10.5% of the
Turkish denim market in 2023, demonstrating its strong appeal among consumers (Y1lmaz, 2023).
Similarly, LC Waikiki has achieved a notable market share of about 15.2% in Turkey’s apparel
retail sector, underscoring its widespread market penetration (Aydin, 2022). These examples show
how market share can indicate a company's success in reaching and retaining customers in a
developing economy. In Indonesia, market share is a crucial indicator of success in the fashion
sector. In 2023, the local brand Matahari Department Store commanded around 12.8% of the
Indonesian retail market, reflecting its substantial influence (Prasetyo, 2023). Additionally, the
fashion retailer Zalora has a market share of approximately 9.4% in the Indonesian online fashion
sector, highlighting its growing presence (Wang, 2022). These instances illustrate how market
share metrics are used to evaluate company performance in the rapidly evolving fashion market of
Indonesia.

In Brazil, market share is a critical indicator of brand success in the fashion sector. The local
fashion brand C&A Brasil holds approximately 15.4% of the market share in Brazil's apparel
market, reflecting its strong position in the industry (Silva, 2023). Additionally, the global retailer
Riachuelo commands about 12.7% of the market share, showcasing its widespread appeal among
Brazilian consumers (Martins, 2022). These figures highlight how market share can reflect the
competitive dynamics and consumer reach of fashion brands in Brazil.

In South Africa, market share plays a crucial role in the retail sector's dynamics. Woolworths
Holdings Limited, a major retail player, commanded around 10% of the South African clothing
market in 2022, underscoring its significant influence in the region (Nguyen, 2023). Additionally,
Shoprite Holdings, another major retailer, held a substantial market share of approximately 7.9%
in the South African retail market, reflecting its strong performance and competitive positioning
(Mokoena, 2022). These examples illustrate how market share is a key indicator of company
performance and market influence in developing economies.

In Nigeria, market share plays a key role in understanding the fashion retail landscape. For
example, the fashion retailer Jumia Nigeria holds about 8.7% of the market share in the online
fashion retail sector, reflecting its significant presence (Ogunleye, 2023). Additionally, the local
brand Xpression has achieved a market share of approximately 10.1% in Nigeria’s clothing retail
market, demonstrating its strong position in a competitive environment (Adeyemi, 2022). These
figures highlight the importance of market share in evaluating the competitive strength and market
position of fashion brands in Nigeria. In Kenya, market share is essential for assessing brand
performance in the fashion industry. The fashion retailer Vivo Activewear commands a market
share of approximately 7.6% in Kenya’s apparel sector, showcasing its influence and consumer
appeal (Mbugua, 2023). Additionally, the local retailer Tuskys has achieved a notable market share
of about 9.2% in Kenya’s fashion retail market, reflecting its strong market presence (Wanjiru,
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2022). These examples illustrate how market share provides insights into the competitive dynamics
and brand performance in Kenya’s fashion sector.

In Ghana, market share reflects the competitive dynamics of the fashion sector. The local brand
Kantanka Apparel has achieved a market share of approximately 8.3% in Ghana’s clothing retail
market, demonstrating its significant market presence (Osei, 2023). Additionally, the international
retailer Shoprite holds around 7.5% of the market share in Ghana, highlighting its influence in the
fashion retail space (Amoako, 2022). These statistics underscore the role of market share in
assessing the competitive positioning of fashion brands in Ghana. In Uganda, market share
provides insights into the fashion retail landscape. For example, the local retailer Uchumi
Supermarkets commands approximately 9.1% of the market share in Uganda’s apparel sector,
reflecting its strong domestic presence (Kagwa, 2023). Additionally, the fashion brand Kireka
Fashions holds about 6.8% of the market share, indicating its competitive stance in the Ugandan
market (Musisi, 2022). These figures demonstrate how market share metrics are used to evaluate
brand performance and market dynamics in Uganda.

Design innovation refers to the development and implementation of novel and effective design
solutions that create value for consumers and businesses. This concept involves improving product
aesthetics, functionality, and usability, which can significantly impact a company's market share.
One notable example of design innovation is the introduction of user-centric product designs, such
as Apple's minimalist approach to its devices, which has helped Apple capture a substantial share
of the global technology market (Smith & Johnson, 2021). Another example is the rise of
sustainable design innovations, like Patagonia's use of recycled materials in its clothing lines,
which has enhanced the brand’s appeal and market share among eco-conscious consumers (Green,
2022). Additionally, advancements in digital design tools and techniques, such as 3D printing,
have enabled companies to quickly prototype and launch new products, thereby improving their
competitive position and market share (Miller & Wright, 2023). Lastly, customizable design
innovations, exemplified by Nike’s “Nike By You” platform, allow consumers to personalize
products, driving increased market engagement and share (Taylor, 2024).

These design innovations highlight the importance of continually evolving design strategies to
maintain and enhance market share. By focusing on user-centered designs, sustainable practices,
advanced manufacturing technologies, and personalization, companies can differentiate
themselves from competitors and capture a larger portion of the market. The successful integration
of these innovations not only meets consumer demands but also strengthens brand loyalty and
market presence. As such, design innovation remains a critical factor in achieving and sustaining
competitive advantage in various industries (Smith & Johnson, 2021; Green, 2022; Miller &
Wright, 2023; Taylor, 2024).

Problem Statement

The fashion industry, particularly within the luxury segment, is increasingly driven by design
innovation, yet the precise impact of such innovations on market share remains inadequately
explored. Despite the substantial investments that luxury brands make in cutting-edge design, there
is a gap in understanding how specific design innovations influence market share in this highly
competitive sector (Smith & Johnson, 2023). Previous research has highlighted that innovations
such as sustainable materials and personalized designs can enhance brand differentiation and
consumer engagement (Green, 2022; Taylor, 2024). However, the direct relationship between
these design innovations and their tangible effects on market share is not well-documented, leaving
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a critical gap in knowledge regarding how these innovations translate into measurable market
performance (Miller & Wright, 2023). Addressing this gap is essential for luxury brands aiming
to leverage design innovation as a strategic tool to gain competitive advantage and improve market
positioning.

Theoretical Framework
Resource-Based View (RBV) Theory

The Resource-Based View (RBV) theory, initially developed by Barney (1991), asserts that a
firm's competitive advantage and superior performance are derived from its unique and valuable
resources that are rare, inimitable, and non-substitutable. In the realm of luxury fashion, this theory
is particularly relevant as it emphasizes the importance of proprietary design capabilities and
exclusive materials. Luxury brands can leverage these unique resources—such as patented design
techniques or bespoke materials—to differentiate themselves from competitors and enhance their
market share. By focusing on these distinctive design innovations, luxury brands can build a strong
competitive edge and maintain their dominance in the market (Smith & Johnson, 2023).

Disruptive Innovation Theory

Disruptive Innovation Theory, proposed by Christensen (1997), explores how new, often smaller,
entrants can challenge established firms by introducing innovations that initially appeal to niche
or underserved markets but eventually disrupt the broader industry. This theory highlights the
impact of disruptive innovations on market dynamics and competitive positioning. In the luxury
fashion sector, disruptive innovations—such as breakthroughs in sustainable fashion or
revolutionary customization options—can shift consumer preferences and alter market trends. By
embracing and understanding these disruptive innovations, luxury brands can strategically position
themselves to capture new market segments and enhance their market share (Green, 2022).

Diffusion of Innovations Theory

Diffusion of Innovations Theory, introduced by Rogers (2003), examines how new ideas and
technologies are adopted and spread within a market or society. This theory focuses on the
processes and factors influencing the adoption of innovations among different consumer segments
and their impact on market share. For luxury brands, understanding the diffusion process of design
innovations—such as new fashion trends or cutting-edge technologies—can provide insights into
how these innovations are received by early adopters and mainstream consumers. By effectively
managing the diffusion of their innovations, luxury brands can enhance their market penetration
and increase their market share (Miller & Wright, 2023).

Empirical Review

Wang and Liu (2022) examined the impact of sustainable design innovations on market share
within the luxury fashion sector. Utilizing a mixed-methods approach, the researchers combined
quantitative surveys and qualitative interviews with fashion industry managers to gather a robust
dataset. Their study found that integrating sustainability into fashion design significantly
influenced market share by attracting environmentally conscious consumers and enhancing brand
loyalty. Specifically, brands that adopted eco-friendly materials and transparent manufacturing
processes saw a notable increase in market share, as these practices resonated with the growing
consumer demand for sustainability. The researchers highlighted that sustainable design
innovations not only improved consumer perception but also provided a competitive edge in a
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crowded market. They recommended that luxury brands implement more sustainable practices to
meet consumer expectations and capitalize on the increasing importance of environmental
responsibility. This approach can foster stronger brand connections and drive repeat purchases.
The study underscores the need for luxury fashion brands to prioritize sustainability as a core
component of their design strategies. It also suggests that integrating sustainability into product
offerings can be a key differentiator in the luxury market.

Davis and Edwards (2021) explored how digital design innovations influence market share in the
luxury fashion industry. The researchers employed a quantitative approach, analyzing sales data
from digital fashion collections over a three-year period to identify trends and impacts. Their
findings demonstrated that digital innovations, including virtual fashion shows and augmented
reality (AR) try-ons, significantly increased market share by offering interactive and immersive
experiences that engaged consumers in new ways. The study revealed that these digital
advancements helped luxury brands reach wider audiences and enhanced customer satisfaction
through innovative and convenient shopping experiences. The authors recommended that luxury
brands invest in cutting-edge digital technologies to maintain a competitive advantage and attract
tech-savvy consumers. By leveraging digital tools, luxury brands can enhance their market
presence and drive sales growth. The research highlights the importance of staying at the forefront
of digital innovation to meet evolving consumer expectations and remain relevant in the luxury
fashion sector.

Martinez (2020) investigated the effects of exclusive design collaborations on luxury brand market
share using a case study methodology. The research analyzed several high-profile collaborations
between luxury brands and renowned designers to assess their impact on market performance. The
study found that exclusive collaborations significantly boosted market share by generating
excitement and drawing new customer segments through unique and limited-edition products. The
heightened visibility and prestige associated with such collaborations led to increased consumer
interest and sales. The authors suggested that luxury brands should actively seek out strategic
partnerships with influential designers to leverage their marketing potential and enhance brand
appeal. These collaborations can create a buzz in the fashion industry and attract a diverse clientele.
The research underscores the value of exclusivity and innovation in driving market share growth
for luxury brands.

Thompson and Green (2019) analyzed how innovative textile technologies affect luxury brand
market share. The study employed a quantitative survey of industry professionals and analyzed
market data to determine the impact of technologies such as smart fabrics and eco-friendly
materials. Their findings revealed that incorporating these innovative textiles into luxury fashion
collections led to a substantial increase in market share. Consumers were attracted to the novelty
and functionality of these new materials, which enhanced their overall shopping experience and
satisfaction. The authors recommended that luxury brands invest in textile innovations to
differentiate themselves from competitors and cater to evolving consumer preferences. By
embracing cutting-edge textile technologies, luxury brands can enhance their market position and
attract tech-savvy consumers. The study highlights the importance of innovation in maintaining
competitive advantage in the luxury fashion industry.

Lee and Kim (2018) examined the influence of custom design innovations on market share within
the luxury fashion industry. Using a mixed-methods approach, the researchers conducted customer
surveys and analyzed sales data to assess the impact of personalized design offerings. The study
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found that custom design options significantly enhanced market shares by catering to individual
consumer preferences and offering unique products. Consumers valued the personalization and
exclusivity of custom designs, leading to increased brand loyalty and repeat purchases. The authors
recommended that luxury brands incorporate custom design features into their offerings to
strengthen consumer relationships and differentiate themselves in the market. This approach can
drive growth by appealing to consumers' desires for unique and personalized products. The study
highlights the strategic value of customization in the luxury fashion sector.

Brown (2022) explored the impact of technological advancements in fashion design on luxury
brand market share. The researchers used a comparative analysis to evaluate the market
performance of luxury brands before and after adopting new design technologies, such as 3D
printing and virtual reality. The study found that brands that embraced these technologies
experienced significant gains in market share due to improved product offerings and enhanced
consumer engagement. Technological innovations provided consumers with novel experiences
and increased brand appeal, leading to higher sales. The authors recommended that luxury brands
continuously invest in and adopt new technologies to remain competitive and attract a modern
customer base. The research emphasizes the importance of technological adoption in driving
market success.

Zhang and Wang (2021) investigated the role of heritage and craftsmanship in design innovation
and its effects on luxury brand market share. Using qualitative methods, including in-depth
interviews and case studies, the researchers analyzed how emphasizing traditional craftsmanship
and heritage in design innovations influenced consumer perceptions and market performance. The
study revealed that luxury brands that highlighted their heritage and craftsmanship experienced
increased market share by enhancing brand authenticity and consumer loyalty. The emphasis on
traditional techniques and artisanal skills resonated with consumers seeking authenticity and
quality. The authors recommended that luxury brands leverage their heritage in design innovations
to strengthen their market position and attract discerning consumers. The research underscores the
value of authenticity and craftsmanship in driving market share growth.

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low-cost advantage as compared to field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.

FINDINGS

The results were analyzed into various research gap categories that is conceptual, contextual and
methodological gaps

Conceptual Gaps: Although studies like Wang and Liu (2022) and Davis and Edwards (2021)
highlight the positive impact of sustainability and digital innovations on market share, they often
consider these innovations in isolation. There is a conceptual gap in understanding how the
integration of multiple design innovations (e.g., sustainability, digital technologies, and custom
designs) collectively influences market share. Research could explore how combining different
types of innovations affects consumer perceptions and market performance, providing a more
holistic view of innovation impact. Many studies, such as Thompson and Green (2019), focus on
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the immediate effects of design innovations on market share. There is a need for conceptual
research that differentiates between short-term gains and long-term impacts of innovations on
market share. This gap could be addressed by longitudinal studies that track the sustained effects
of design innovations over extended periods.

Contextual Gaps: While studies like Martinez (2020) and Lee and Kim (2018) explore the effects
of exclusive collaborations and custom designs, they often do not differentiate between various
consumer segments. Research is needed to understand how different types of consumers (e.g.,
high-income vs. middle-income) respond to design innovations and how these responses influence
market shares differently across segments. The studies often examine the effects of design
innovations on market share without considering the specific strategies brands use to implement
these innovations. Research could focus on contextual factors such as brand positioning and
marketing strategies that mediate the relationship between design innovations and market share.

Geographical Gaps: Most studies, including those by Brown (2022) and Zhang and Wang (2021),
do not account for geographical differences in consumer preferences. There is a need for research
that explores how design innovations impact market share in different regions, considering factors
such as cultural attitudes towards sustainability and technology. The research primarily focuses on
established luxury markets in developed economies. There is a geographical gap in understanding
how design innovations affect market share in emerging markets and developing economies, where
consumer behavior and market dynamics may differ significantly from those in developed regions.

CONCLUSION AND RECOMMENDATIONS
Conclusions

Fashion design innovation is pivotal in shaping market share dynamics within the luxury brand
sector. As evidenced by recent studies, integrating sustainable practices, embracing digital
advancements, and incorporating exclusive design collaborations significantly influences market
performance. Sustainable design innovations, such as the use of eco-friendly materials, not only
cater to the increasing consumer demand for environmental responsibility but also enhance brand
loyalty and market share (Wang & Liu, 2022). Similarly, digital innovations like virtual fashion
shows and augmented reality have revolutionized consumer engagement and expanded market
reach, highlighting the necessity for luxury brands to invest in cutting-edge technologies (Davis &
Edwards, 2021). Exclusive design collaborations, as demonstrated by high-profile partnerships,
create a sense of exclusivity and drive consumer excitement, leading to increased market share
(Martinez, 2020). Furthermore, innovative textiles and custom design options offer new
dimensions of functionality and personalization, thereby appealing to diverse consumer
preferences and boosting market presence (Thompson & Green, 2019; Lee & Kim, 2018).

Overall, the convergence of these design innovations plays a crucial role in differentiating luxury
brands in a competitive market. To sustain and enhance their market share, luxury brands must
strategically integrate and leverage these innovations, adapting to evolving consumer expectations
and industry trends. This approach not only strengthens brand positioning but also fosters long-
term growth and market success. Future research should address gaps in understanding the
synergistic effects of multiple innovations and their long-term impact on market share, as well as
explore geographical and consumer segment-specific variations to offer more tailored strategies
for luxury fashion brands.
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Recommendations
Theory

This recommendation reinforces the Theory of Sustainable Development, which emphasizes
integrating environmental and social considerations into business practices for long-term success.
By highlighting the role of sustainability in fashion design, this theory underscores how brands
can enhance market share through eco-friendly practices, aligning with consumer values for
environmental responsibility. This approach advances theoretical understanding of sustainability's
impact on consumer preferences and brand differentiation in the luxury market. This
recommendation supports the Technology Acceptance Model (TAM), which posits that perceived
ease of use and perceived usefulness are critical in the adoption of new technologies. By integrating
digital innovations like AR and virtual fashion shows, this model helps explain how these
technologies can enhance consumer engagement and market share through interactive experiences.
This contributes to theoretical knowledge on technology adoption and its impact on consumer
behavior in the fashion industry. The Brand Equity Theory suggests that brand value is influenced
by unique associations and consumer perceptions. Exclusive design collaborations enhance brand
prestige and market share by creating unique, limited-edition products that generate excitement
and attract new customer segments. This theory contributes to understanding how exclusivity and
innovation can enhance brand equity and market performance.

Practice

In practice, adopting sustainable design practices such as using eco-friendly materials and
transparent manufacturing processes can significantly boost a luxury brand’s market share. Brands
that communicate their sustainability efforts effectively can attract environmentally conscious
consumers, improve brand loyalty, and gain a competitive edge in a crowded market.
Implementing these practices can also lead to increased consumer trust and preference, thereby
driving repeat purchases and enhancing market presence. Practically, luxury brands should invest
in digital tools to improve customer experiences and expand their market reach. Innovations such
as augmented reality try-ons and virtual fashion shows offer unique and engaging experiences that
can attract tech-savvy consumers and boost sales. These technologies can differentiate brands from
competitors and enhance customer satisfaction by providing convenient and immersive shopping
experiences. In practice, luxury brands should seek strategic partnerships with renowned designers
to create exclusive collections that boost market share. These collaborations can create buzz in the
fashion industry, attract diverse clientele, and enhance brand visibility (Martinez et al., 2020). By
leveraging the marketing potential of high-profile partnerships, brands can drive consumer interest
and increase sales through unique product offerings.

Policy

From a policy perspective, governments and industry bodies should promote sustainability in
fashion through regulatory frameworks and incentives. Policies could include subsidies for
sustainable materials, certifications for eco-friendly products, and regulations encouraging
transparent production processes. Such policies can help standardize sustainability practices across
the industry, making it easier for luxury brands to adopt and benefit from eco-friendly innovations.
Policymakers should support the adoption of digital technologies in the fashion industry through
funding and incentives. This could involve grants for digital innovation projects and support for
developing digital infrastructure. Creating a favorable environment for technological advancement
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can encourage more brands to invest in and leverage digital tools, contributing to industry growth
and competitiveness. Policies that facilitate and encourage strategic partnerships between brands
and designers can be beneficial. This could include providing tax incentives for collaborative
projects and grants for innovative product development. Supporting such collaborations can foster
innovation and enhance the competitive position of luxury brands in the global market.
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