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Marketing in Practice
1
	The consumer's self-views are how a given person or individual who uses given products or goods perceives and regards themselves. Individuals maintain their self-concept or views through the consumption and use of products that they believe or think they can forester and advance their inner concepts. The products help them define the self as they create a sense of identity for the users. Consumers maintain a strong affection for the brand due to a robust self-brand connection (Adeola et al., 2020). The consumers and the users of given brands view the brand in an esteemed way to the extent that they are willing to spend large amounts of cash to purchase the provided products. Kersh understands the role that the consumer's self-views in marketing, the organization taped to the parent brand Kersh to introduce new products. The consumer self-concept or self-view affects their purchasing behaviors and even evaluates the products they intend to buy. The case study informs that Kersh received complimentary and encouraging positive reactions from the writer and fashion critics. To the advantage of the business, the public welcomed the products warmly.
	The president of the company who is Kershaw Nanavaty, understanding the great advantage that comes with a positive self-view of customers and how it affects product evaluation, he resolved to ride on the Kersh products known and regarded so well by customers to introduce new products for the organization. Introducing new developments in Kersh's name will be advantageous to the business as customers will quickly identify with them. The customers would purchase the newly introduced products produced by the same organization as the Kersh, the work they identify.
2
        	Fashion industries are critical, and they pray an essential role in the actual and ideal selves as they create and encourage the perfect self through clothing.  Garments and apparel produced with ultimate illusions such as shapes and sizes result in a perfect self. With the understanding that customers and consumers use given products and brads to reflect their ideal and actual self, the fashion industry produces and comes up with cloth designs that customers are identifying. It is a fact that individual people and even groups of people use clothing to identify and bring out their ideal self. The clothing's individuals dress in and communicate so much about them, and they also speak about their Ideas. The fashion industry has played a critical role in this as they develop the designs and even clothing that individuals identify. The fashion industry has always been very flexible in designing products and brands that reflect individuals' ideals and even culture (Hackley et al., 2018). From the finance point of view, this is a very positive aspect as the designers who are more flexible and first come up with new styles and designs that attractive to individuals and groups of people will make a lot of profit from their work.  The second advantage is that it results in innovation in the fashion industry. The designers are always on their toes to develop new products that are attractive to their clients to avoid being outdated.
3
    	Emma Hansen is a known individual and celebrity as she is the daughter of the famous and well known Canadian wheelchair athlete. Emma Hansen meats and fits the attitude that Kersh wants to and needs to evoke; her looks to hearts the organization's objectives as it brings out the carefree, bubbly, and natural feel to the business. Business organizations spend so much money on models and celebrities to endorse their products as a lot of consumers relate to celebrities and models (Dwivedi et al., 2020). Celebrities and models vouching for promoting one's products and brands increase awareness, familiarity, and trust with the public. Understanding, attention, and confidence of the people's products are critical and essential variables in the marketing process and dulling the purchasing process by the customers. Consumers feel more attached and sympathetic towards brands promoted by models and celebrities they relate to and admire. Research has shown that brand awareness and increased sales for a company are significant advantages that come with celebrities endorsing the product. The consumer's purchase attention, likability, familiarity, and similarity are other advantages associated with the model and celebrity endorsement.
4
	As the different international fashions look to build brands in the younger generation, they need to consider the models to engage and even the imagery it attaches to these new brands. The consideration is due to people who tend to have a different attitude towards different models and celebrities. Attitude towards the given model in question is described as positive or negative. The model liked or disliked it affects the product that the model is promoting. The presented model's right attitude results in a positive attitude towards the products they use and are associated with (Kordecka et al., 2019). The model brand fit is another factor that the fashion organization should factor. Consistency on how a model endorses a product results in a positive relationship between the product brand and the model brand fit. Lack of brand fit results in a negative impact on brand enrolment and evaluation. The fashion industries should always source for attractive models as they affect the customer or consumer purchase intentions. Fashion giants should never forget and keep it in their mind the microeconomic issues and trends this because the western markets are no longer the economic strongholds as they were (Dwivedi et al., 2020). Growth in the economy is moving towards the east, and the south is an essential factor in the choice of models to engage during product promotion and rollout. Consumer shift is another factor they should consider as the mainstream consumers are reducing each day as the online sales of clothes and foot wares are increasing day by day.
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