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ABSTRACT

Consumer demand, advances in manufacturing and retailing technology, and globalization
contribute to an increasingly competitive domestic apparel market. In order to compete, retailers
and manufacturers adopt aggressive product strategies designed to capture discerning
consumers. A popular strategy for product line extension in the apparé industry is the addition
of fashion color to core lines. Academics and practitioners alike have suggested that color can
stimulate interest and, subsequently, sales of apparel products. The current study examines the
impact of visible fashion color on sales of women'’s core appare products in the department store
context through a quasi-experimental approach. Hypothesis tests suggest that greater depth and
magnitude of fashion color does not increase sales of either fashion color or basic color apparel.
Managerial implications are offered for product strategy as well as future directions for
academic research.
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