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SYLLABUS
Apparel Marketing
Apparel Marketing - definition, responsibilities of a marketing division, marketing objectives and strategi
Marketing research - types of marketing research; Retails and wholesale marketing strategies; Domestic
international markets; Advertising - types of advertising, different media in apparel marketing; Brand loyalty
identity: Labellingand licensing.
Apparel Marketing
“Apparel Marketing” is the management process, responsible for identifying and satisfying the needs of the
customers, profitably. It involves identifying the needs, requirements of the customers and delighting them
effectively with the right marketing mix.

Marketing:

Marketing is defined as “an organizational function and a set of processes for creating, communicating and
delivering value to customers and for managing customer relationship in ways that benefit the organization and
its stakeholders”.

Market is the place where the products are exchanged for money.

Marketing can be described as any activity that is carried on with the specific purpose of conveying information
about the use, quality and value of a product or service in order to promote or sell the product or service.
Marketing is the way to announce the availability of a commodity, service, idea or a brand to the world in such a
way that people are interested in it and wish to acquire it and use it.

It serves the purpose of plugging the gap between the public’s requirement and the products that are available.
The Importance of Marketing Department:

The Marketing Department is the key to good marketing and sales. It promotes and establishes a business in its
niche, based on the products or services the business is offering. It identifies the areas in which the product fits
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and where the business should focus its marketing strategy and, therefore, spend its budget for the maximum

coverage and results. The marketing department helps a business to do the following:
Build relationship with the audience:
Creates awareness of the business and its products as well as provide inputs that create interest for the
audience. It brings in new customers and creates new business opportunities for the enterprise.
Involve the customer:
It engages existing customers, tries to understand them and hear what they have to say. It monitors the
competition, creates new ideas, identifies outlets, plans the strategy to involve customers and retain them.
Generate income:
Finally, the aim of the marketing department is to generate revenue. All its activities are aimed at broadening
the customer base and finding opportunities that would create more revenue for the enterprise.
RESPONSIBILITIES OF A MARKETING DEPARTMENT
The marketing department has overall responsibility for growing revenue, increasing market share and
contributing to company growth and profitability. It needs to do this by creating awareness, engaging
customers, researching competitors and their product, preparing promotional activities and materials and a
whole host of other responsibilities. The marketing department is like the jack of all trades in any organization.
Anything that other departments do not handle is given to the marketing department to deal with. When we look in-
depth at the responsibilities of the marketing department, it becomes very clear why it is the key department of
any organization, without which it would be very difficult for the business to exist profitably. The marketing
department responsibilities are

e Applying customer-centric approach

e Keeping up with the competition

e Branding

¢ Finding the Right Partners

e Budgeting

e Managing Strategy

e Managing Research & Events
Applying customer-centric approach
The Marketing Department needs to have a relationship with the customer so that they can understand what the
customers’ demand from the business and thus aim to meet those demands. Customer feedback is an
important part of marketing and companies need to conduct surveys to get the feedback from customers and
prospects. There are two ways to understand the customer needs and focus the business activities to reflect the
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customer’s demands; these are through internal channels by taking feedback from the sales department and

the customer service department regarding customer preferences and their feedback. This can be done via data
analysis as well as conducting surveys within the company. The other way to collect information is via external
channels, through interaction with social media and internet. In the end, the focus should be to provide the
customer with a valuable and pleasant experience when interacting with the company.

Keeping up with the competition

The marketing department is also responsible for researching the competition and keeping up with them to
know what they are doing, which products they are launching, what are the weaknesses of the competitors and
how to avoid making the same mistakes as the competitors. It is also essential to know how the company is
placed in relation to its competitors, why the customers prefer the other companies, what customers the
competitors target and the relationship they have with their customers. Once all this information is available then
the marketing department can analyze it and create a better marketing and customer relation strategy for the
company.

Branding

A brand is the identity of a company. It is the practice of creating a name, design or symbol that denotes a
particular product or business and makes it stand apart from other similar products or
businesses. Branding helps to enhance the image of a business and make it more credible, elicit an emotionally
positive response from the audience, motivates the audience to buy and creates loyalty for the brand and its
products. It is the duty of the marketing department to create and promote a brand through images, words,
ideas, and promises of benefits to the customer. The message needs to be delivered to the audience by all the
members of the enterprise consistently and frequently.

Finding the Right Partners

The marketing department of all organizations cannot be extensive enough to handle all the marketing needs of
the organization. In order to bring the full range of marketing tools and expertise to a business, it is often
essential to hire specific expertise and people from outside the organization. It is essential to find the right
partners who understand the philosophy and needs of the organization. It is the work of the marketing
department to identify, hire and oversee these partners to bring best value to the business. These strategic
partners could be advertising agencies to create and manage advertising campaigns, social media experts to
manage the social media marketing side of the business, web designers, data analysts, copywriters, and other

such people.
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Being creative and innovative

The marketing department needs to be on its toes at all times. It is the responsibility of the marketing
department to come up with creative ideas, whether it is for promotional purposes or to create a new product.
Feedback and ideas from the marketing team are responsible for policy decisions regarding products, such as
whether to create new products or improve the old one. It also needs to come up with creative ways to position
the brand and the product to create additional revenue for the company. In order to fulfill all its responsibilities,
the marketing department often takes the help of outside partners.

Communicating with other departments

One of the key responsibilities of the marketing department is to create a channel of communication with all the
other departments within an organization. It has to familiarize all the employees with the marketing ethics,
company’s philosophy, and customer relationship. It can do so by conducting workshops, training sess ions and
talks or presentation regarding customer handling and brand awareness.

Budgeting

Marketing departments work on budgets. They are given a certain amount of money to spend upon creating a
presence for the company or product in the market. It is the responsibility of the marketing department to
estimate the cost of all the marketing activities it intends to carry out and prepare a budget that would use the
allocated amount of money most efficiently. It is essential that the marketing personnel stick to the budget.
Managing Strategy

Managing the key activities of a business to work together is another responsibility of the marketing department.
It is the duty of the marketing department to create and implement strategies that would enhance the business
activities of the enterprise.

Managing Research

Managing research for the company is also the duty of the marketing department. This includes research about
the products, marketing strategies, strengths and customers of the competitors in comparison to that of the
organization. The Marketing Department also provides inputs regarding the pricing of a product.

Managing Events

Managing events also comes within the scope of responsibilities of the marketing department. This including
promotional events, exhibitions, seminars, training sessions, trade meetings, conventions, etc.

We can thus see that the marketing department is essential not only for positioning and promoting a product but
also for providing vital information to the organization about all aspects of the business. It is the key department

of any organization and cannot be dispensed with. Even in tough times, a business cannot do away with the
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marketing department. On the other hand, marketing department becomes the key player to pull a business out

of troubles and set it back on the path of profitability.
Market Study
Market concerned with the investigation and measurement market demand. By market study we can study the
present and future customers. It includes the study of following

e Size of market

e Customer's needs and motive

e Degree of competition

o Selling activities

e Details of the customers as to their income and

e Dealers preference
MARKETING STRATEGY
Marketing strategy involves understanding the firm's target customer, its products, the competition,
and developing profitable business strategies to operate in its market.
Strategic planning can be

e Long range periods(5 years or more), or

e Short range period (For aseason, or for a maximum of 1 year).
A Strategic Plan provides a focus and continuity for decision making in all of the firm's divisions.
A Strategic Plan" involves the following stages:

e Defining a firm's purpose

e Establishing the priority for budgets

e Providing a basis for the development of strategies by the firm's functional divisions.
Definition of Firm's purpose
It includes a statement of mission, description of the target customer, and description of the product line. The
“Mission Statement” identifies the purpose of the firm relative to service, organization and profit. A Mission
statement reflects a purpose directed toward satisfying customers* needs.
The focus may be on timely service to consumers in terms of quality, styling, and value.
In order to market products successfully, firms should identify certain groups of customers as Target Makes' for
their products. A target market is the select population to whom a group of product and their marketing program
are directed. In order to serve customers' needs, the firm must have a thorough understanding of the likes,
wants, and needs of the target market, or the ,Core Customers” It is the responsibility of the marketing
division to provide the necessary data.
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Market Segmentation® refers to the classification of customers under various categories, based on

Demography, Psychography, Economy, Sociology, etc.
Market segment selected, can be broadly or narrowly selected. If a firm decides to select broad customers, they
are called as “Mass Markets”, which includes all class of people - namely - upper, middle and lower income
groups. Narrowly defined market segments are called “Niche Markets” - where the market may be segmented
by gender, price, size and lifestyle.
Product Line in an apparel manufacturing unit, can include any of the following
Separates — Ex: Tops alone - like blouses, shirts, etc, or Bottoms alone - like pants, skirts, etc being
manufactured.
Coordinates - Ex: Both Tops and bottoms are manufactured - but are separately sold.
Multipiece Style - Ex: Tops and bottoms as a single style (like Romper for kids), or Separates sold as ,single
set’. Here consumers do not have the option to select separate pieces.
Related separates — Here, the products are sold as Separates, but coordination potential exists because of
color palettes and materials. Thus developing the mission statement, identifying the market segments, and describing
the product line, completes the definition of business.
Establishing the priority for budgets
Budgets are comprehensive financial plans that establish the allocation of resources for achieving the financial
and operational goals of a firm. They are based on Sales goals, Cost containment goals, and Profit objectives.
Involving every department in budget preparation helps ensure support for the goals formulated.
Based on goals, and budgets, setting Marketing objectives and implementing Marketing strategies are enabled.
Marketing strategy is the part of the strategic plan that gives consideration to

e Analysis of competition - understanding the strengths of competing firms, pattern of competitive

behaviour, etc

e Positioning and differentiation
Positioning is the act of designing the company’s product mix (also called product assortment or
product range), and marketing mix (Product, Price, Place and Promotion), to fit a given place in the consumer’s
mind”. Positioning can be based on:

e specific product features

e benefits, problem solution or needs

e specific usage occasions

e for particular user category or target market

e against another product, etc
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Product Differentiation means that a firm's products and services must be distinctive and identifiable from the

rest of the products in the market.

Marketing Strategies for Apparel Merchandising and Marketing:

Market Penetration Strategy

When a firm focuses on selling its current products to existing customers, it is pursuing a market penetration
strategy. The marketing activities that will dominate in this type of marketing plan are those that emphasize
increasing the loyalty of existing customers so that they are not vulnerable to loss to competitors, attracting
competitors’ customers, increasing the frequency of product use, and converting nonusers into users.

Increasing awareness through marketing communications and increasing availability through expanded
distribution are common marketing activities in this type of plan. Identifying new use occasions and new uses for
a product may increase usage frequency or convert current nonusers into users. For example, the advertising
campaign for orange juice that has the tagline “It's not just for breakfast anymore” was an effort to expand
usage. Price promotions might be used to encourage competitors’ customers to try the firm’s product if there is
reason to believe that such a trial will result in repeat purchases. Loyalty programs can be very effective in
retaining existing customers. This strategy reduces risk by relying on what the firm already knows well—its
existing products and existing customers. It is also a strategy where investments in marketing should pay back
more quickly because the firm is building on an existing foundation of customer relationships and product
knowledge.

Market Development Strategy

The efforts to expand sales by selling current products in new markets are referred to as a market development
strategy. Such efforts may involve entering new geographic markets, such as international markets. Creating
product awareness and developing distribution channels are key marketing activities. Some product
modification may be required to better match the needs of the local market. For example, as fast food
restaurants have moved into international markets, they have often changed their menus to better match the
food preferences of customers in local markets. Expanding into a new market with an existing product carries
some risk because the new market is not well known to the firm and the firm and its products are not well known
in the market. The return on marketing investments in such a strategy is likely to be longer than for a market
penetration strategy because of the time required to build awareness, distribution, and product trial.

Product Development Strategy

Creating new products to sell to existing customers, a product development strategy, is a common marketing
strategy among firms that can leverage their relationships with existing customers. For example, American
Express has been able to leverage its relationships with its credit card customers to also sell travel-related
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services. Similarly, cable television companies have expanded their offerings into Internet and telephone

services. Research and development activities play a dominant role in this strategy. The time required to
develop and test new products may be long, but once a product is developed, creating awareness, interest, and
availability should be relatively rapid because the firm already has a relationship with customers. A product
development strategy is also riskier than a market penetration strategy because the necessary product may not
be possible to develop, at least at a cost acceptable to customers, or the product developed does not match the
needs of customers.
Diversification Strategy
A diversification strategy involves taking new products into new markets. This is really the creation of a
completely new business. This is the riskiest of strategies and the strategy likely to require the most patience in
waiting for a return on investment.
MARKET RESEARCH
Marketing research” is the systematic design of, collection, analysis, and reporting of data findings relevant to
a specific marketing situation facing the company.
Collection of data can be done by the firm themselves, or through marketing research firms. Data can be
collected through Observation, Surveys and Experimentation. The collected data is statistically analyzed, and
the research findings are presented.
Market research is defined as “The systematic gathering recording and analyzing of data about problems
relating to the marketing of goods and services under essentially non-recurring conditions”.
Market research is broader in scope and examines all aspects of a business environment. It ask questions
about competitors, market structure, government regulations, economical rends, technological advances and
numerous other factors that make up the business environment.
Objectives of Marketing Research

e To understand the economic factors affecting the sales volume andtheir opportunities

e To understand the competitive position of rival products.

e To evaluate the reactions of consumers and customers

e To study the price trends
Marketing Research Procedure:
The following is the procedure generally followed in handling marketing problems through marketing research
Define objectives and identifying problems:
In order to carry out the research programme, the researcher should know the basic problem. After identifying

the problem, the researcher formulates a plan, and starts to analyze the problem. He analyzes the company, its
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market, its competition etc.

Determine information needed:
The researcher must consider the information and decide which is relevant and which is irrelevant to the study.
In determining the kind of information needed, the objectives of the research must be borne in mind. The
information should be necessary and relevant. If the available data are insufficient, fresh data have to be
collected.
Determine the source of information:
The source of information may be classified into primary source and secondary source. When the information is
obtained directly, especially for the problem, it is known as primary data. When the information is already
collected by someone for some other purpose and at the same time is helpful to the problem on hand, it is
known as secondary data.
Decide the research method:
When secondary data are insufficient, the researcher has to be satisfied with the primary source of data. The
sources may be by experimental method, observation method, focus group method, behavioral method and
survey method.
Tabulating & interpreting:
After the collection of data, they are to be classified and tabulated into statistical summarization. They may be in
percentage, average, ratios etc., so as to give the greatest value in the interpretation work.
Preparation of report:
Draw conclusions from the tabulated summaries. Conclusions, recommendations and suggestions supported by
detailed analysis of findings must be in a written form- report of the researcher. The language should be clear
and properly paragraphed. Generally, a report may be in the following form:

o Title of research

e The name of the organization

e The objectives of the research

e The methodology used

e Organization and the planning of the report

e Atable of contents, along with charts and diagrams followed in the report.

e The main report

e Conclusions drawn and recommendations suggested.

e Appendices.
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Follow-up recommendation:

Follow up will ensure the implementation of recommendations made by the marketing researchers.

Market Research Techniques
e Test marketing
e Concept testing
e Store audit
e Demand estimation
o Commercial eye tracking research
e Sales forecasting
e Customer satisfaction studies
e Distribution channel audits
e Price elasticity testing
e Consumer decision process research
e Positioning research
e Brand name testing

e Advertising and promotion research
Data Sources for marketing research of an apparel industry:
Apparel market research is made up of two sources of information, referred to as primary and secondary
research. By using both primary and secondary sources of information, the apparel industry can easily
determine the several key factors about the target apparel market and its various segments. The most valuable

sources of primary information for fashion market research are:

e Online survey tools about existing or prospective customers, i.e., those in your target market that have

not yet bought from you.
e Phone, in-person, and mall intercept interviews

e Focus groups:
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In contrast to one-on-one interviews, a focus group allows for moderated discussion among

participants. This provides the opportunity for the group to share ideas and discuss a topic or trend,

which is particularly useful when conducting fashion market

o Field research:
This gives marketers an opportunity to observe and understand how customers behave in a natural
setting. When it comes to fashion market research, field research provides valuable information about
how customers browse and shop, both in-store (through natural observation) and online (via session

replay tools).

e User testing:
Often used to test out new design concepts, user testing gauges customer interest and reception. It is

also used to test out in-store shopping experiences and changes to fashion websites.

e Consumer research panels

Good sources of secondary information for the fashion industry include:

Market and industry research reports and white papers
e Fashion industry websites

e SEO, keyword, and trends research

e Governments statistics

e Your competitors’ websites and other digital properties such as apps, mobile sites, ads, etc.

RETAIL AND WHOLESALE MARKET

Retailing is the link between the manufacturer and the consumer. Retailers buy fashion merchandise from

vendors, their suppliers, all over the world and bring it to their stores for convenient selling to consumers. Nearly
million-retail establishments do business throughout the United States. About 117,000 of these
retailers specialize in fashion apparel and accessories. True success in the fashion business is
finally achieved at theretail level by consumer acceptance measured in purchases.

Many factors go in to the making of a successful retail store: skillful management, well- executed logistics, a

convenient location, a pleasant atmosphere, efficient sourcing, exciting and appropriate stock, buyers with an

understanding of customer needs, helpful salespeople, and customer service. Too often, success also lies more

in sheer scale than in superior merchandising vision or innovation.

The first half of this chapter examines the current retail situation, global retailing, types of fashion retail stores,
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non-store retailing, and the organization of single and multiple unit stores and corporation.

Retail marketing
There are six areas in which Retailers must focus. They are
1. Value-directed retailing (Customers want value for their money, and so Price has to be less with high
Value)
2. Service-directed retailing (Customer needs have to be identified, and Customer expectations must
be exceeded)
3. Unique Merchandising (Retailers must offer unique styling with private label merchandise. That is
specialized product lines, ex : same brand for target customers)
4. Entertainment (To add excitement to retail experience, ,Visual merchandising” must be taken care
of . ex: live music, video display, computer games, dance, neon lamps, spotlights)
5. Revitalization of downtown and main street retailing (Retail shops must be located away from main
streets, and must have pleasant walk ways, speciality stores, refurbished stores, restaurants, etc)
6. Global expansion (Retailers must offer International brands).
The various types of Retailers are
1. Specialty Stores: which cater to a particular target customer and provide a narrow focus of merchandise at
the same price range. Here again, there are four types:
Single-line (which carry just one category of merchandise - only accessories, or athletic shoes, or ties or
socks),
Single-Brand (which carry only private label or branded merchandise),
Limited-line (which stock related categories of merchandise, ex: apparel and accessories for women, etc.),
Multiple-line (which offer many categories, ex: Women's, Men“s and Children’s apparel).
2. Department Stores: which present different kinds of merchandise each in separate departments (Ex :
Apparel, Household goods, , toys, etc)
3. Mass Merchants: who provide standard basics at low prices with limited service. They buy in volume, and
mass sell it. They also offer discounts, as they buy in bulk. There are various types in this. They are:
Discounters (who offers merchandise at very low prices by buying in large quantities). They manage this by
cutting down cost on reducing fewer salespeople etc,
Off-Price retailers (who sell Off-season goods, Off-colours, Over-produced goods at less price),
Outlet stores (who are just like Off-price retailers, only difference being that they are owned by Manufacturers
themselves),
Warehouse clubs (who charge small membership fees and offer consumers deep discounts, who buy in bulk),
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Promotional stores (who occasionally offer discounts, for clearance sales, end of season sales, etc)

Wholesale Marketing

Large firms, which want to go in for “Mass marketing”, distribute their merchandise through Wholesale
markets. Whole sale markets can be located at different geographic territories, catering to the needs of the retail
shops of that particular region. The firm can employ sales representatives who travel to different territories for
marketing their product.

Roles of Manufacturers and Retailers

Manufactures and Retailers influence fashion by providing an unending series of new styles, from which
consumers choose those that best expresses their lifestyle and personality. The timing of introduction is
important.

Manufacturer's role

Manufacturers can be classified into 3 groups, namely - a. High fashion & Innovative apparel manufacturers, b.
Manufacturers who adapt styles which have survived Introduction stage, and c. Manufacturers who mass
produce for the Budget market, and who do not produce any new style.

Manufacturers must have the ability to anticipate the public's response to styles and must act immediately. In
the fashion industry, the survival of the fittest means, the survival of those who contribute the most to the birth
and growth of fashions that consumers buy. Quick response to fashion is very essential.

The Retailer's role

Retailers do not create fashion, but encourage or retard the selling process. Retailers are again classified into
three types - a. Fashion Leaders, who introduce new styles which are expensive, b. Traditional retailers, who
feature those designs that are in the rise (this category of retailers are in large nos), and c¢. Mass Merchants,
who feature only widely accepted fashions, which are in the Culmination stage. They deal with mass produced
garments and those which are cheap.

Some retailers are so intuitive or creative that they go a step ahead of their suppliers in anticipating the styles
their customers will accept. Such retailers accelerate the introduction and progress of new fashions. Product
development is becoming more and more important for major retailers.

Instead of simply selecting what the producers are offering, retailers must carefully shop the market, selecting
styles they feel will be of interest to the customers. When customers are ready to buy, they must have the
products in stock. No amount of retail effort can make customers buy styles in which they have lost interest.

The retailer must understand his or her customer" fashion preferences, and offer assortments in it.
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DOMESTIC AND INTERNATIONAL MARKETS

Domestic Market
When goods are marketed within National boundary, it is called as ,Domestic Marketing. Domestic
market weeks and trade shows in New York, California and other regional centers are important wholesale
markets for U.S. retail buyers. Trade shows are conducted five times a year, and coincide with manufacturers'
line release. The periods are: January - summer merchandise, March - Early fall, April - Late fall, August -
Holiday merchandise, and November - spring merchandise.
Market - is a location where buyers and sellers meet for the purpose of trading goods.
Market centre - is a geographic center for the creation, production and sales of fashion merchandise.
Mart - is a building or complex, housing a showroom.
International Markets
Marketing activities across national boundaries are termed as “International Marketing”. International
marketing, is the performance of business activities that direct the flow of goods and services to consumers
or users in more than one nation.
Factors influencing Domestic and International Markets
Marketing can be conceived as an integral part of two processes, i.e., technical and social.
So far as technical aspect is concerned, international and domestic marketing are identical. Technical aspect
includes non- human factors in marketing such as product, price, brand, packaging, warehousing, costs, etc.
and the basic principles regarding these variables have universal applicability.
The social aspect, on the other hand, is unique in any given stratum as it involved human elements, namely, the
behavioral pattern of the consumers and the characteristics of the society such as customs, attitudes, values
etc.
Thus, international marketing is identical to the domestic marketing as far as technical aspect is concerned but
international marketing, to the extent, it is visualized as a social process, differs from domestic marketing.
Similarities

¢ In both the markets, satisfying the basic needs of the consumers is of prime importance.

e Creation of goodwill is necessary in both the markets. For this, liberal guarantees and after sales

service and quality are very essential.
¢ Research and development is important, as product needs to be continuously improved.

e The techniques of marketing - product, price, cost, etc are similar to both the markets.
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Sovereign political entities - In order to safeguard their national interests, each country will impose
restrictions for imports and exports - like imposition of tariffs and customs duty, quantitative restrictions,
exchange control, local taxes, etc.

Different official systems

Different financial systems

Mobility of factors of production

Differences in market characteristics - demand pattern, channels of distribution, methods of promotion,
etc are different.

Procedures and documentation will be different.

ADVERTISING

Advertising is a non-personal form of communication conducted through paid media under clear sponsorship -

designed to attract customer’s attention — mainly to the target customers.

Advertising uses shock, controversies, elegance, celebrities, and other creative approaches to get attention.

“Advertising” is also one of the means to communicate with Consumers, and various Medias are used for this

purpose.

Advertising is designed to reach specific target customers or potential customers.

Factors to be considered before advertising

e The characteristics of the product and its demand.

Fund available for advertising.

e Nature of the market.

e The nature extent of competition prevailing.

e Medium to be adopted.

e Coverage of the medium.

e The production nature.

e The position of the product in the market.

e Size of the advertisement.

e The probable cost of advertisement.
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Methods of advertising

e Image advertising (Done to boost up Goodwill, Image)
e Item advertising (Intended to sell merchandise)

e Promotional advertising (Done to boost up sales, or do clearances or discounts - it is Price directed)
DIFFERENT MEDIA OF APPAREL MARKETING

There are various media in which apparel advertising/ marketing is done: Magazines, Newspapers, Newspaper
inserts / supplements, Journals, Radios, Television, Outdoor displays (posters, signboards), Direct mail,
Internet, Novelties (articles, calendars), etc.

The decision on the selection of the media of advertising mainly depends on four factors: Reach, Frequency,
Impact, and Cost.

Magazines

Fashion magazines, Women“s and Men“s magazines serve as excellent media to increase the reach of
customers. Reach and Impact is more, as it can be aimed at target customers.

News papers

They provide visual communication. Layouts, art and copy are relatively easy to produce, have low costs. In
news papers and magazines, Space’, Timing and Positioning" are important to increase the reach. The reach
and frequency is more, as more people buy newspapers as it is cheap, and also it comes daily.

Inserts / supplements

It is a successful form of advertising for retailers.

Journals

ltis a professional media for advertising.

Radio

The reach of this is more, but provides only audio form of advertising. Therefore impact is less.

Television & Internet

It provides both audio and video form of advertising, and is lively. The Timing of advertising is important to have
good reach. It would have good impact, but the cost is high.

Direct Malil

Target customers can be informed of new product introductions.

Outdoor displays

Posters, signboards
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Suitable for mass marketing

It reaches & impact depends on place of display & appeal.

Direct advertising

Direct advertising is done to create a direct contact with the customer. Ex. Catalogues & Folders

Promotional advertising

The object of promotional advertising is to increase the sales. This is also known as “display advertising”.
Window display

The products dealt in by the firm are placed at the front of the firm, trying to create an arousing interest in the
minds of them. A good arranged system of window naturally increases the sales.

Exhibition

ltis also known as trade shows. The idea behind the exhibition is to promote sales of the goods exhibited.
Sales Promotion

Sales promotion is essentially a direct and intermediate encouragement that adds an extra value to the product,
so that it makes the dealers and final consumers to buy the product.

Sales promotion measures are temporary promotion methods. It is practiced as a catalyst and as supporting
facility to advertising and private selling.

Sales promotion specialist to design sales incentive programs, and public relations firms to develop the
corporate image. The company communicates with their consumers.

Need for Sales Promotion

e Tointroduce new product

To overcome a unique competitive situation

e To exhaust accumulated inventory

e To get additional customers & retain existing customers
e To encourage the merchant to produce more

e To promote the customers to buy more

e To overcome the seasonal fall

Sales Promotion Techniques such as,
e Trail product

e Special coupons (Adwt.)
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e Premium or Bonus offers

e Point of purchase (demo at purchase time)
e Discounts
e Special gifts (product logo in gifts)

e Fairs & exhibition etc.
BRAND MARKETING
Labels enable product identification and differentiation of Brands,
Brand names and Trademarks: owned by big Corporate Manufacturers. Retail buyers and consumers develop
brand loyalty, as they have confidence in the quality, performance and fashion the brand represents.
“Trade Marks” or “Logos” differentiate products from one manufacturer to the other, and are protected by
registration with patent office.
Generic and No-name products: low priced commodities.
Private Labels - Private / Store / House brand all mean the same, and these products are sold primarily by
stores owned by Individuals or Associations.
Individual labels: Are ,Designer Labels', who sell Haute Couture garments under their label in Boutiques.
Chain stores can also develop their own labels, and sell the merchandise in their stores located in different parts
of the country, while the merchandise would have been sourced from various manufacturers.
Infringement" reproduction or use of a trademark to mislead the public into believing the items bearing the
trademark are produced by the owner of the trademark. Infringement is susceptible for legal actions.
LABEL
Label is a part of garments which indicates the various instructions about the garments. Without any label a
garment cannot be sold especially in export oriented garments. The essential data like size of the garments,
fiber type, care data, country of origin, company name, and trade mark etc.
Types of label:

There are mainly two types of label as below:

. Main label.

. Sub label.
o Size label.
o Care label.
o Price label.
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o Composition label.

Main label:

Main label contains brand name of buyer, country name. Like J.C. Penn, Levis etc.

Sub label:

Sub label is of different types as below:

a Size label: Size label indicates the size of the garments.

by Price label: This label indicates the price of the garments.

o Composition label: This label indicated the composition of the garments that means what type of fabric
and what percentage is used to manufacture the garments. i.e.: 80% polyester, 20% cotton or 90% cotton,
10% spandex etc.

4 Care label: It is very important that the customers be given accurate information as to how to take care of
their garments. SO that they can make informed purchase decision concerning the care characteristics of
competing products and to enable consumers and cleaners to avoid product damage caused by the use of
improper cleaning procedures.

Importance of clothing labels in the apparel industry:

Clothing labels offer important information about the product, information which might just be the difference

between an item being purchased or put back on the rack. The following are the main importance of labeling,
e Clothing labels communicate the details of materials
e Care and Content labels
e Branding

Clothing labels communicate the details of materials

One of the most important aspects of clothing labels is the description of the materials the item is made from.

Today’s consumers are more environmentally conscious than they've ever been, and not all materials are made

the same way. With so many materials made from plastic (lycra, polyester, nylon for example), consumers now

have a real ethical choice about which clothes to buy.

Plastic-based material is bad for the environment for a number of reasons. These materials are created from

non-renewable natural resources, require a lot of energy to manufacture, and are not biodegradable.

An astonishing 60% of new clothes will end up in a landfill within 12 months, while a third of all materials in the

supply chain will end up as waste before a garment even reaches the clothing rack.

A good clothing label will have detailed information about the material used to make the garment, allowing the

consumer to decide whether or not to buy.
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Care and Content labels

Proper care for a garment is of course important. Without it, some clothes might rip, shrink, or the colours might
run if the warning on the label isn’t adhered to. Some fabrics shouldn’t even be put into a washing machine and
need special treatment like dry cleaning.

Some materials react adversely to heat, and care and content labels will explain the correct temperature to
wash them in, or if they are unsuitable for a tumble dryer. Knowing how to properly care for clothing means they
will last longer, reduce the need to buy more items, and decrease the need for companies to produce more.
Branding

Clothing labels may be a necessity, but they're also an opportunity for designers to promote their brand. Your
clothing label doesn't just have to have technical information on it about materials and temperatures; it can be
used as a platform for your brand identity.

A great, recognisable brand builds trust with customers, encouraging loyalty, and can make the difference
between success and failure of a company.

Clothing labels can show your logo, slogan, or a promise to the buyer. They can convey a message about your
company’s commitment to sustainability or explain the eco-friendly manufacturing process of the garment.

Some brands use their clothing labels as a platform for humour, adding funny jokes or holiday wishes.
Importance of packaging in the apparel industry:

Protection

The primary purpose of packaging is to protect its contents from any damage that could happen
during transport, handling and storage. Packaging retains the product intact throughout its logistics chain from
manufacturer to the end user. It protects the product from humidity, light, heat and other external factors. This is
the most important purpose of packaging. Because of that it is not unusual to end up with far more packaging
than the actual product. Packaging’s purpose is to protect, but there is a difference between an intelligent and
well-designed packaging and a packaging with no fit-to-purpose design.

Safety:

Packaging has an important role in keeping its contents and consumers safe. Packaging should contain
important information of the product and its safety. No harmful chemical or smell, should not transfer from
packaging materials to the packed material. it must become clear from the packaging if it contains toxic
substances. All these pieces of information add the product safety for the consumer.

Attractiveness:

Packaging counts an important part of the product brand and marketing. A unique packaging can increase the
product attractiveness and thus affect to the willingness to buy the product. Packaging is as important as the
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product itself. Its purpose is to stand out from the shelf or website, enhance sales, provide relevant information

on the product and augment interest. Two thirds of people say that the packaging has an effect on their buying
decisions. It is a tool to communicate company’s values and great benefits that the product brings to the
consumer.

Usability:

Consumers are looking for fit-for-purpose packaging. They demand a functional, “life-saver” packaging that is
incredibly user-friendly. The usability of the packaging is judged by the consumers only. A packaging which
is simple to open and close, easy to fold and sort after usage, and which can be reused or recycled will satisfy
some of the consumers’ requirements. In addition, optimal design enhances usability.

Sustainability:

More and more consumers are paying attention to the packaging materials’ carbon footprint, re-usability and
recyclability before making their buying decision. In fact how sustainable packaging is perceived, the
more positive impact it has to the sales numbers. The packaging design has a crucial role in defining how easy
it is to separate the materials from each other and thus how easy the packaging is to reuse and recycle. Making
more with less not only saves resources but also leaves less material for the consumer to handle properly.
Consumers are increasingly conscious about the environmental impacts of their actions. They evaluate the
carbon footprint of the packaging before buying a product. The labeling on the packaging which gives clear
information on the products and packaging’s environmental impacts and recyclability, will definitely catch

consumer’s eye positively.
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50 TT E 25 APPAREL MARKETING AND MERCHANDISING
UNIT 2
SYLLABUS
Apparel Merchandising
Merchandising - definition, types of merchandising, functions of merchandising division-importance of lead time
and implications of lead time, role and responsibilities of a merchandiser, quality of a merchandiser; Types of
buyers ; Visual merchandising - definition, objectives, purpose of visual merchandising.
APPAREL MERCHANDISING
Merchandising denotes all the planned activities to execute and dispatch the merchandise on time, taking into
consideration of the Right Quantity, Right Quality, Right Cost and Right Time to replenish the customer.
Functions of Apparel firms
Merchandising:
Planning, Product design & development, Sourcing, Production, & Presentation of Product line for target markets
with regard to prices, assortments, styling, timing.
Marketing:
Build brand image, Sales promotion
Production:
Manufacturing the product
Operations / Finance: Includes all other functions
Merchandising refers to the planning, development, and presentation of product line for identified target markets
with regard to prices, assortments, styling and timing. Merchandising divisions are central coordinating points for
“line development, design, execution and delivery of product lines”.
Apparel Merchandising is the process of the development, execution and delivery of an apparel production line
based upon the customers need. It refers to the total process of stock planning, management and control. Itis a
coordinated managerial function covering all activities right from Product concept to Product delivery.
Merchandising function, also includes analyzing the market and sales, sourcing products, and have production

interface.
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TYPES OF MERCHANDISING

» Fashion merchandising

» Buyer merchandising

» Vendor/ Wholesale merchandising

> Retail merchandising

» Visual merchandising
Fashion Merchandising
“Fashion Merchandising” refers to the study of factors influencing fashion, estimating demand, & planning,
required to get the right “fashion oriented merchandise” to the target customers at the right time, right place, and
right quantity at the right price with right sales promotion. While wholesale or retail merchandising includes
planning to get the merchandise not necessarily new fashion oriented (which could include staple goods), at the
right place and time.
Buyer Merchandising
It involves the process of coordinating with buyers and interface with the design & production departments.
Activities range from product development, getting approval, sourcing of material, and order execution of a
confirmed order.
Vendor/ Wholesale Merchandising
It involves the process of identifying, planning, executing and buying the products for entire distribution activity for
a season or more, on behalf of a brand of apparel.
Retail Merchandising
It involves the process, by which individual or group of retail stores - plan, create, organize and offer the right
product mix to the local customer needs and also work on rapid response process to effect change or replenish
the product as the customers want.
Visual Merchandising
Visual Merchandising" refers to the art of visual presentation of merchandise at te Retail Store, with the
ultimate aim of augmenting the selling process. It is a way to communicate stores fashion, value, and qualiy to

prospective customers. Effective positioningand productdifferentiation is needed.
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Principles of Merchandising
The Principles of Fashion Merchandising includes two stages, such as
A. Estimating Demand
B. Product development
Estimating Demand
It includes study of target market through surveys. Information about age, sex, lifestyle, occupation, disposable
income, personal choice etc. is collected. The fashion trends and their product life cycles, as well as the current
sales promotional methods adopted are studied.
Some tools to estimate demands are,
» Want Slips— When customers ask for a certain garment which is not there, a Want slip - i.e, a request for
requirement - is issued by the retailer, and the goods are immediately to be made available.
» Through buying offices— As they supply goods to more than one store, they get a feel of the demand.
» Through trade publications— As regular analysis of market are available to them, demand can also be
known through them.
» Past sales performance- analysis of past sales would help us in projecting the demand for the coming
season.
» Comparison shopping— many merchandisers keep track of the competitors - their product offer, sales,
promotional methods, etc.
» Other resources- the demand can also be known through other sources like trade shows, catalogs,
internet, etc.
Product development
It involves, Idea formulation, Screening, Business analysis, Development of a Prototype, Test marketing, and
finally Commercialization.
> ldea formulation

» Evaluation / screening of ideas

Prepared by P.Maheswaran, M.Tech, AP-Textile Page 24



KSRCT-TEXTILE UNIT I AMM

Responsibilities of merchandisers:

The main responsibilities of merchandisers are

>

>

>

>

Internal & external communication, f

Sampling, f

Labdips, f

Accessories & trims, f

Preparing internal order sheets, f

Preparing purchase orders, f

Advising and assisting production, f

Advising quality department about quality level, f
Mediating production and quality departments, f
Giving shipping instructions and following shipping, f
Helping documentation department, f

Taking responsibility for inspections and following shipment

Internal & External Communication

Internal communication is also very much valuable. As the other departments will follow the instructions given by

the merchandising department, they have very high value. Other departments don't know the buyer's instructions;

they know only the merchandising department's instructions. So it is the sole responsibility of merchandising

department to instruct other departments the specifications and instructions of buyer's orders clearly. Even a small

omission, mistake or deviation of instruction may create big problems. Sometimes, they may not be correctable.

Hence all the instructions to be double checked before being informed to other departments. Prevention is better

than cure.

Sampling

There may be a separate sampling department in a company. But as the merchandiser is the person who is

interacting with the buyers regarding samples and other requirements, this sampling department will work under

the supervision of merchandising department. Also as the samples are to be made according to the buyers' price
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ranges and quality levels, We have to send many samples to buyers. They are f
» Salesmen samples or promotional samples f

Photo samples or fit samples f

Counter samples or reference samples or approval f samples f

Wash test samples f

Photo samples f

Fashion show samples f

Pre-production samples f

Production samples f

YV V. .V V VY VYV V

Shipment samples

» Development samples or enquiry samples
When we work with some buyers continuously, we will have to keep on sending samples to them very often.
Whenever they have enquiries, buyer may need samples. Buyers may like to see the garments in a new fabric.
For one enquiry, they may need samples in different fabrics to choose from. If they want to develop new style in
new fabric, then also we will have to send these samples. We may have to spend too much on these samples. But
these samples are inevitably important to develop business. Sometimes, even the buyer is not so confident of
some enquiries, if our samples are good and attractive at reasonable prices, they will bring orders to us. Also we
will have to send samples to the newly contacted buyers to show our workmanship, product range, quality
standards and price level. These samples should be sent so that they would attract the buyers. So it is better for a
company to have a separate sampling department so that they can create new styles in new fabrics to impress the
buyers.
Salesmen samples or promotional samples
Some buyer needs these samples for getting the orders from their customers. If the buyer is having 7 salesmen in
his office, then the buyer will ask us to make 7 samples in each style. The salesmen will book the orders from their
customers, by showing these samples. Buyer will place the order to us accumulating the quantities. If we have sent
samples for 5 styles, some times, we may get orders for all 5 styles, 3 styles or 1 style. Sometimes, we may not get
order for even a single style. Expected sales may not be possible, due to poor quality, unsuitable colours, improper
measurements, unmatched prints or embroidery, etc of salesmen samples. Or it may be due to local business
recession or competition or unsuitable prices. Any way, we have to make these salesmen samples perfectly with

sincere interest to get orders. We might have spent more money, time, etc for making these
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samples. But as we don't get orders, we can not blame the buyer. He too can not help us in this regard. To
avoid this embarrassing situation, it is better to discuss about the cost of these samples with the buyer
before proceeding for sampling. Normally the sampling will cost us approximately 3 to 5 times of the
garment price. We can not expect to get the full cost from the buyer. Of course these samples will help us
for our business. Hence we can ask the buyer to accept 2 or 3 times of garment price as the sampling cost,
for the styles which we don't get orders. Some genuine buyers will agree for this. All the buyers don't need
these samples. Chain stores buyers will not ask for salesmen or promotional samples.

Photo samples or fit samples

These samples are to be made after getting the order sheets. These samples are needed to check the
measurements, style and fit. So they can be made in available similar fabrics; but in the actual
measurements and specifications. Based on these samples, buyers may do some changes in
measurements, style and fit.

Counter samples or reference samples or approval samples

These samples are to be made in actual fabrics with actual trims. If the order is for 3 colours, buyer may
need samples in anyone colour and swatches (fabric bits) in other colours. These samples should be
strictly as per the specifications in the order sheets. We have to get the approval for these samples from
the buyer before starting production. After getting the approval, the approved samples should be followed in
production. We have to follow his comments carefully in production. Sometimes, buyer may comment on
fabric, measurements, making, etc. Some buyer will mention that the order sheets subject to the approval
of counter samples. So these samples are very important.

Wash test sample

Some buyers need these samples to test the shrinkage, color fastness, measurements, dimension
stability and spirality of garments after washing. If these samples are sent before starting production and if
we get some remarks or comments on these samples, we can correct them in production. But some buyers
will need us to send these samples from production before shipment. In this case, these samples may be
considered as 'shipment samples'. If these samples are rejected due to some complaints, then we will not
have any excuse and we will be in real trouble.

Photo samples

Some buyers use to sell their garments by creating a catalogue furnishing all details like style, colours,
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sizes and important measurements of garments including photos. These buyers need these samples for
taking photographs. (These buyers are called Catalogue buyers. They will accumulate the sales quantities,
they will place orders repeatedly. Sometimes, for some styles, we may get many repeat orders
continuously years together. But each order will get small quantity only. But we can get higher prices for
these orders). Some buyers may need these samples if they want to print the photos of garments on photo
inlays, packing box, hang tag, etc. These samples may be needed for local advertisement or buyer's
promotional occasions. In any case, the samples will be worn by the highly paid models. The buyers will
arrange the photo shoot session, by spending huge money to the advertising agencies. So the buyers will
need these samples strictly on time. If they don't get samples on time, the buyers will have to pay more
compensation to the advertising agencies and models. Buyers will ask us to make the photo samples
according to the intended model's body fit. So it is important to strictly adhere to these measurements.
Buyer may ask these samples to send either from production or before starting production. Fashion show
samples Some chain stores buyers will need these samples. They will need these samples in all colours
covering all sizes. Usually they need 2 or 3 samples in each size in each colour. These samples can be
sent from production. The buyers will pay the cost of these samples.

Pre-production samples

These samples are almost like approval samples. They have to be made in actual production fabric with
actual bulk trims. They will represent that the production will be like these samples. Production samples
These samples are to be sent before shipment to get the buyer's confirmation for shipment. Hence these
samples are needed to be perfect in all manners. Buyer may check these samples for everything or
anything. Some times, they may do wash test also. We should not get any remark or comment. We have to
get only 'OK' from the buyer. Then only we can ship the goods and we can be sure of getting payment. So
these samples are to be sent with more and more care. Shipment samples

These samples are to be sent after shipment. They should be sent in actual packing with all labels, tags,
etc. (Generally these samples will not be tested by buyer for anything. And even if we get some comments
from buyers, we can save ourselves by saying that these samples were sent from the left over garments
after the shipment; hence there might be some mistakes. If we expect any comments in these samples, it is
better to inform the buyer during sending these samples).

Lab dips
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It is the merchandiser's responsibility to get the Lab dips from the processing mill and to get approval from
buyer. There are different matching systems followed in Labs. They are

» Tube light matching. f

> Sun light matching. f

» Ultra Violet matching. f

» Sodium light matching (show room).
Each of these above matching will give different results. For example, if a lab dip matches to the original in
tube light, it will differ in sun light. So the lab dips are to be made according to the buyer's matching system.
Different buyers follow different matching. Hence before proceeding lab dips, merchandiser should be
aware of the buyer's matching system. Accordingly he should arrange to make lab dips. Also he must be
sure of making the lab dips in the actual production fabrics. It is better to make lab dips in more than 3
closer shades. (Some times, the processing factory will make lab dips in 2 shades and will make them in to
4 bits. If we send the same to buyer and if buyer finds out this, he will think that he had been cheated
purposely by the merchandiser. Our reliability will get questioned here). Before sending the lab dips to
buyer, the merchandiser should verify whether they are closer to the required shade. And he should send
them to buyer only if he is confident that they will get approved. If he sends them with a doubt and if they
are not approved, he will have to make them again. By this way, at least 1 week time will be wasted; courier
expenditure will be wasted unnecessarily. To adjust this wasted time, we will have to urge the production
which may lead to quality problem. So if he is not satisfied with the lab dips, he should arrange for the
revised lab dips from the processing mill immediately. When sending the lab dips to buyer, he has to take
some extra care. The lab dip fabric bits are to be ironed and cut into a clean shape. They should be
attached to the shade card in an attractive presentation. This will give a pleasant mood to buyer when he
verifies the shades. (Here we should understand the psychological effect in this regard. If we see lab dips in
the morning, we may think they are not suitable. If we see the same in the evening or the next day, we may
think they are closer. Our presentation of lab dips will help to get quick approvals. This is not cheating; just
a tip). While making lab dips, the lab in processing mill will have the recipes noted. They will give different
reference numbers to different lab dips. Accordingly each lab dip will have different reference number.
When sending lab dips to buyer, the merchandiser should keep one set of counter lab dips with reference

numbers. He must be sure that the reference numbers mentioned to buyer's set are the same in his counter
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set also. It is advised to follow the same reference numbers by everybody - processing mill, merchandiser
and buyer. This will help to avoid confusion when processing.

Accessories & trims

The merchandiser has to send the accessories and trims like buttons, zippers, labels, hang tags, polybags,
inner boards, etc to buyer for approval. It is better to send in 2 or 3 types or qualities for getting approval.
This will save a good time. Also as usual, the counter samples of each of these accessories & trims to be
kept in our files for better follow ups. After getting the buyer's approvals, he should order them for bulk. It is
advised to get the production samples of these accessories and trims from the suppliers to make sure of
the quality. This should be followed for all the accessories and trims. The bar codes in the hang tags or
stickers are to be checked thoroughly. If the bar codes are not clear, then it will be difficult for the bar code
scanner to read in the buyers' stores.

Preparing internal order sheets

The merchandising department has to prepare internal order sheets based on the buyer's order sheets.
From the merchandising department only, the other departments will get all the instructions and
specifications. The merchandiser should be aware of the value of his job. So while preparing internal order
sheets, he should prepare them by taking care of each and every detail. He may omit some information to
other departments, like buyer's address, export price, delivery date, etc. The other departments may not
need this information. But the other information like description, specifications, measurements, accessories,
trims, packing and shipping to be clearly informed to the concerned departments.

Preparing purchase orders

Merchandiser has to prepare purchase orders. They should be advised to the purchase department. The
description, quantity, quality standards, price or price target, delivery target and payment terms of the
required raw materials, accessories and trims should be clearly mentioned in the purchase orders. The
clear information will help everybody to understand the requirements clearly. Also the merchandiser has to
discuss with the production department and patterning department for the requirement of fabrics.
Accordingly he has to prepare fabric order sheets too. The fabric order sheets should contain the full details
of fabric quality, colours, weight, diameter and width of required fabrics.

Advising and assisting production

As the merchandiser is the person who knows better about buyer's approvals, comments and instruction,
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for the better flawless production, he will have to advise and assist production. As he has to guarantee the
quality to the buyer, though there is a separate production departments, the merchandiser should know
about day to day affairs, status and problems of each stage of production. Also he should always anticipate
problems in all stages and also he should be prepared for suitable alternates too. So he has to involve in
production by advising and assisting the production staff closely.

Advising production and quality department about quality level

Each garment will have different acceptable quality level according to the buyer's specification and
tolerance level. Though the production and quality departments are taking responsibility of quality, it is the
merchandiser and the marketing manager who decide whether the quality is up to the acceptable level or
not. So the merchandiser should advise and instruct the production and quality departments about the
quality and tolerance levels of garment.

Co-ordination regarding shipping

It is one of the responsibilities of merchandiser to follow the shipping. He has to give the shipping
instructions clearly to the production, quality, documents and shipping departments. It is not only enough to
give the instructions to them, but also it is the merchandiser's duty to coordinate with these departments for
smooth shipping and to follow them closely.

Helping documentation department

Though the documentation department takes care of all documents, it is preferable for the merchandiser to
check the important things like the prices, quantity, description, Category, HS code, consignee's &
consignor's addresses, payment terms, delivery terms, purchase order number, port discharge, etc.

Taking responsibility for inspections

If we work with buying offices or buying agents or buyer’s liaison offices, there will be many inspections like
pilot batch, initial, online, mid final and final. If we work with the buyers directly, the number of inspections
will be limited. The buyer may like to see the inspection in the middle production or final inspection. Some
times, the buyer may ask any third party (like SGS) to do the inspections. It is better for the merchandiser to
take responsibility for these inspections too.

Following shipment

Finally the merchandiser has to make sure the vessel details, ETA, HO, shipping lines, B/L instructions,

documents, vessel connections, freight & other charges are in accordance with the buyer’s instructions and
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our suitability.
Line planning
Line planning is scheduling and allocating of orders to production lines according to product setting
(product is being made in the line) and due dates of production completion. A line plan defines when a style
is going to be loaded to the line, how many pieces to be expected (target) from the line and when an order
to be completed. During booking orders or allocating orders to the production line, planners must check

what is running on the line and how many days it will take to complete the running style.

The benefit of Line planning:

It helps the production manager as well as line supervisor with information such as what is the daily
production target for a line. They set their line (machines and manpower) accordingly. Line plan also
provides information such as how many days style would run, what is the next style going to be loaded?
Importance of Lead Time in Garment Industry

A lead time is the latency between the initiation and execution of a process. In apparel industry, lead time is
the total amount of time required for completing a product beginning from the date of receiving the order to the
shipment of the goods to customer. Time is a great issue in apparel trade as orders are based on weather,
seasons and occasions. Lead time hence, carries huge importance when delivering the products to the
respective outlets is concerned.

Line balancing in garment industry deals with allocating the resources such as workers and machinery to the
assembly line so that the precedence relation are satisfied and the sum of task at any workstation does not
exceed lead time. Simulation has been a preferred tool to evaluate the performance of garment production
line as it has the ability to model dynamic and stochastic nature of production systems. It enables the
researcher to gain a critical insight into the performance of a manufacturing company.

Importance of Lead Time in Apparel Industry Lead time, like in any other manufacturing fields, is undoubtedly
one of the predominant issues in outsourcing and durable global marketing of apparel industry that largely
depends on accomplishing an order within a certain elapsed time to meet the customer demands properly.
There are three parameters cost, quality and lead time for apparel retailers are critical but one can't deny the
importance of finishing a job as early as possible since it is perhaps some buyer’s requirements.

Qualities of a Merchandiser
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Independent thinking (Analytical)
Creativity

Sensitiveness

Confident ness

Flexibility

Leader & Team builder

Good communicator

Dedicated worker

YV V.V V V V V V V

Disciplined worker

TYPES OF BUYERS

A buyer's knowledge of merchandise stems from both education and experience. The ability to evaluate
merchandise and judge whether it is suitable for a customer develops over years of examining all types of
merchandise for quality, styling, and price. It is also very important for buyers to have store line experience.
Buyers must constantly research the following influences on consumers:

Demographics and Psychographics

General economy

Global influences on styling and sourcing

Market and fashion trends

Influence of the media and celebrities on fashion

YV V. V VYV V V

Competitors merchandise offerings

Buyer classification may be done by

> Type of buying

> Method of shopping of products

> Types of buying offices

Type of buying

Broad Assortment buying: Here, ideally, buyers would like to buy many styles, but only a few of each
(shallow assortment). They do this at the beginning of a season, to test consumer reaction, and then, as
certain styles emerge as best-sellers, increase stock in depth. If sales of certain styles are on the rise, then

more of these looks may beordered.
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Narrow and deep buying: If a category of merchandise is very poplar, or if the buyer feels strongly about
a style, he or she may buy narrow (just a few styles) and deep (many garments in each size and colour).
Short- cycle buying: Here, buyers buy closer to the selling season to judge market conditions and trends
and to respond quickly to the market. This is also called as Just-In- Time merchandising.

Method of shopping of products

Shopping: Some buyers may visit different market centers to shop for different needs

Sales Representatives: Some buyers buy merchandise from manufacturers, sales representatives who
call on small stores for the convenience of owners, who may not be able to go shopping to markets.

Line buying: Also called as the ,Matrix system’, some retailers buy 80 to 90 percent of all merchandise
from Core Vendors. Buyers are limited to a list of core vendors and are not permitted to buy from other
manufacturers. This system cuts out small apparel manufacturers, thus limiting lack of choice for
consumers.

Trend buying: In this type of shopping, manufactures come to the store to show their merchandise. New
styles developed are introduced to the buyers.

Types of buying offices

The types of buying offices are,

Independent resident buying office- which is independently owned. They supply merchandise to retail
stores, and charge fees for their market services.

Store-owned resident buying office- is jointly owned and operated by a group of stores. Member stores
usually have similar sales volume, store policies and target customers, but in non-competing locations.
Corporate buying office- is owned and operated by a group of chain of stores.

International buying offices— Many large retail stores have their own buying offices abroad or use foreign
commissionaires, agents to represent them. These offices handle import-export transactions, check quality
and look after trade.

VISUAL MERCHANDISING

Visual merchandising is the art of presentation, which put the merchandise in focus. Visual merchandising
is an art of displaying the things in an attractive way so that it could attract the attention of the customer and
persuade them to buy the product.

> Every customer wants to see the product before they do purchase.
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> A store has to display the products what it has for sales. And the display should be done in away
so that it should attract the customer.

Visual statements made in the store windows are the customer’s first view with the store.

Visual merchandising is the art of presentation, which put the merchandise in focus.

It educates the customer and create desire to buy.

Y V V V

lts a presentation of a store.
> The objective of a store sale promotion plan.
A team involved- the senior management, architects, merchandising managers, buyers, the visual

merchandising director, industrial- designers, and staff is needed.

Importance of visual merchandising
> Increase Sales generation
> Profit
» Expansion of the store
» Corporate image
» Big share in market

Merchandiser Functions:

» Planning a merchandise themes,

» Making the seasonal calendar of VM display,

Selection of merchandise for display,

Decisions on where to display and number of VM displays,
Arranging the VM display in concept with the supplier concepts,

Procuring and arranging of VM elements,

vV VWV YV VYV V

Evaluation of the VM effects foe future planning,
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» Comparison study of VM display of competitors, Forecasting.

Visual Merchandising requires the following

>

vV V ¥V ¥V VYV V¥V

Skills
Creativity
Lighting
Props
Background
Interiors

Flooring

Elements or various aspects of Visual Merchandising Display

Color:-

The different color suggest an identify different the theme and mood.
Color is one of the most powerful tools in the Visual Merchandising segment.

It attracts attention and pulls more customers into the store.

Example:

A Halloween display would require black color in the display theme.
Valentines theme should be ruled by red color supplemented with pink and white.
A display of baby’s accessories should reflect light shades of pink and blue colors.

A Christmas display should contain colors of rer, green, gold and silver.

Lighting:-

Natural day light and light used at night reflect the merchandise appearance.
The same product looks different in different light .
Lighting is the most important part of display as it highlights features.

If the display require emphasis on certain product it can be done through light.

Merchandise:-
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e Product itself
Functional Block:-
e Mannequins, Dress forms, Hangers, All-pins.
Decorative props:-
e These are used to display the background or a theme for enhancing the merchandise put on
display.
Structural props:-
e These props support functional props and decorative props. They are architectural and are used
as per the shape of window
Background:-
e The back side of the wall in window display provide as the frame work on which the product are
demonstrate.
Fixtures:-
e Shelves, tables, rods, counters, stands, easels, forms, and platforms on which merchandise is
stocked and displayed for sale.
Store Layout:
e The interior arrangement of retail facilities.
Selling areas:
e Where merchandise is displayed and customers interact with sales personnel. (75-80% of the total
space)
Sales support areas:
e Devoted to customer services, merchandise receiving and distribution, management offices and
staff activities.
Floor Plan:
e A drawing showing arrangement of physical space, such as showing the positioning of
merchandise groups and customer services for a retail store.
Grid Layout:
e A retail floor plan that has one of ore primary (main) aisles running through the store, with

secondary (smaller) aisles intersecting with them at right angles.
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» Maze Layout:

A free-flowing retail floor plan arrangement with informal balance.

> Fixtures:

Shelves, tables, rods, counters, stands, easels, forms, and platforms on which merchandise is

stocked and displayed for sale.

Visual Merchandising Impact on consumer in apparel purchasing

>

The participants’ perceptions of the impact of visual merchandising displays on their buying
behavior varied, as evidenced by their attention or lack of interest to visual merchandising displays
when they first walked into a store.

Consumer behavior is influenced by a limited extent as visual merchandising displays guide
consumers in the direction of the products as well as in product choice.

Consumer behavior will also be influenced by their personal preferences and the quality of the
displays.

What is noticed by the consumers, in terms of the visual merchandising displays, is mostly
subliminal(below the threshold of consciousness) and it is influenced by personal preferences,
contextual aspects, such as themes; type of store and brand or branding; gender, to some extent;
quality of the visual merchandising display and sensory and cognitive aspects.

It was noted in the focus groups that the consumers’ attention is drawn to certain aspects (such as
colour and breathing space in the store) of visual merchandising displays which creates a space
where their shopping experience can be positive.

The participants tended to be attracted to visual merchandising displays that are well designed and
logical.

This illustrates that visual merchandising displays influence buying behaviour.

The research study suggests that women are more attentive to the complete retail experience
which includes visual merchandising displays.

In comparison, men search for signs in a store as to where to find what they are looking for.

The focus groups also explained that they notice ill-fitting themes in apparel retail stores, in terms
of whether the items displayed are actually available in store or whether it sends the correct

message with the complement of the display.
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UNIT I
SYLLABUS
Time Management in Merchandising
Production scheduling - route card format, time and action calendar: Process follow up - yarn, knitting,
processing, sewing & labels; Practical check points; Computer applications in marketing and
merchandising.
TIME MANAGEMENT IN MERCHANDISING
Time is a precious resource. It has to be utilized in an effective way by means of proper Planning,
Organizing and Controlling. Merchandiser has to plan and organize his time for proper utilization,
effectiveness and control. Effort without good result (outcome) is a waste of time. The time

management begins from raw material sourcing to order completion.
o Sourcing of the raw materials woven fabric/knitted fabric in proper time
o Processing in proper time

o Sourcing of the accessories (ie) sewing threads, zippers, buttons, elastic, main label and wash
care label, lace hangers, packing covers, carton box etc.,

o Completing the order on or before due date / shipment date.
The time management can be achieved through by proper planning and scheduling.

ABC Analysis

o

o List of daily goals
o Prioritizing

o Do'sand Don'ts
o Doitnow

o Flexibility

o Doitonce

o Note down
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o Plan and action
o Consistency

o Match between the required and existing awareness
ABC Analysis

The merchandiser has to study and plan his workload should be reduced by delegating some of his

duties to his sub ordinates. He has to segment the activities into

o Essential activities to be done personally or to be done with the help of his sub ordinates, these
activities get top priority

o Activities that are to be prioritized second (next priority).

o These are the activities that are basically non-essential. Doing these activities need more
justification than not doing it.

o Daily goal setting will facilitate the merchandiser to utilize his time (on a day) effectively, so that
the set goal will be attained.

List of daily goals

Daily goals are to be set by determining what is important, what are all the activities to be imparted and
bestowed, top priority, setting goals will enable a merchandiser to concentrate on the set goal and to
eliminate irrelevant activities that are non-essential attainment of daily set goals.

Prioritizing

ABC analysis will lead to the attainment of the most important goals in a planned manner. The
merchandiser’s time and effort could be invested effectively. Wastage of time and effort in non-essential
activities is eliminated.

Do’s and Don't’s

The merchandiser has to list out the tasks and activities to be done to attain the high priority goals. He
has to start with the most important activities not with the non- essential activities. He should note in his
work done register or diary what are the do's and don'ts on a particular day. How long he works doesn't
matter much. How effective he spends his time and effort is vital to an effective merchandising.

Do it now

Procrastinations (delay) are one of the time wasters; un-urgent may become urgent due to the changes
in circumstances. The merchandiser should have to do it right now attitude.

Flexibility

Priorities have to be reviewed consistently due to the change in circumstance, priority get changed. The
merchandiser should revise the priorities. Changes in priorities should be duly communicated to the
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concerned person or persons so that they could also be ready to handle the unexpected situation. The
merchandiser has to plan to handle the unexpected changes.

Do it once

Avoid the temptation to stop and start. Handle each job once. Deal with the task and have done with it.
Note down

Note down the priorities, revised priorities, scheduled events, rescheduled events, deadlines etc.,
noting down will enhance the memory.

Plan and action

There should not be deviation between your plan and action. Identify the obstacles for proper
execution. Find out solutions, distractions should be avoided.

Consistency

Consistency should be followed to attain the daily set goals. Goal should be qualitative. Till a particular
activity is finished proper allocation of time and effort is a must.

Match between the required and existing awareness

The merchandiser has to develop himself (by enhancing his capabilities) and improves his performance
level, so that there should be a match between the required awareness and existing awareness,
required knowledge, experience and existing knowledge experience. He has to update his knowledge
to be fit for consistent survival and development. Spare a little time for personal development.
PRODUCTION SCHEDULING

Merchandiser should be capable of scheduling, based on the planning the order is to be followed. If the
scheduling is not done properly it will directly affect the delivery time of the order.

o Production planning is a very important task in production management in order to meet
customer demands and ensure productivity of the factory. One of the most important things in
production planning is to create daily production schedule.

o The production manager and line supervisors should be responsible for creating production
schedules.

Production Planning Concept:

Production planning and control (or PPC) is defined as a work process which seeks to allocate human
resources, raw materials, and equipment/machines in a way that optimizes efficiency. It enables

efficiency, coordination, and the leveraging of production-related data to drive improvement.

The main concept of production planning and control (PPC) is to establish routes and schedules for the
work that will ensure the optimum utilization of materials, workers, and machines and to provide the

means for ensuring the operation of the plant in accordance with these plans.
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ROUTE CARD FORMAT

For each and every order route card or production scheduling is to be done by the merchandisers. It
facilitates the merchandiser to follow up the orders in a planned manner. The following details or
aspects should be considered in route card format or production scheduling.

o Buyers acceptance level

o Quantity of an order

o Style or design

o Number of processes to be executed

o The complexity processes

o Number of sewing operations

o Type of stitches

o Production capacity of the particular unit

o Prioritizing

o Dispatch data

o Targeted dates for various processes or stages of merchandising

o Actual finishing date (to cross check the deviation between planned and actual performance of

any stage or process).

Targeted dates for all the stages of manufacturing should be decided actual dates on which a particular
process or operation is actually done should also be entered in production scheduling.
Updating the Route card

All the details in the route card should be entered in the computers for reference purpose. Route
card should be taken to the units for collection the current status about an order. All the current details
should be entered in the computer so that our superiors will know the current status of the orders at any
time.

Sometimes buyers may require the merchandise prior to the delivery date. In such cases it is the
duty of the merchandiser to re-schedule the merchandising activities. For re-scheduling needed to
consider the following points.

o Total quantity to be finished

o Balance quantity to be finished

o Capacity of the particular section

o Daily production capacity

o Whether we have to increase the number of machineries, workers etc.,
o Deciding the alternative arrangements

o Number of hours required, number of days required
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o Available time

o Leadtime

o Supply time

o CSR - Critical Scheduling Ratio [depending upon the available - time the activities related to,
various processes and other operations are to be accelerated so that we can finish the order as
per the delivery date].

Sometimes the buyer will require partial quantity of an order. The merchandiser should make
arrangement for the timely dispatch of the required quantity.

Route card or production job slip / Job card is used for planning the material flow for the production with
step by step process and sequence required for the product, this planning sheet is used in all the
manufacturing industry that basic requirement for the process sequence and interaction between all the
processes and product requirements. Route card is information sheet for the order wise / customer wise
product progress and route can be track and improvement can possible to monitor.

Route card having the all information that required to manufacturer the product as per customer
requirement and also to consider the quality requirements for the product as per customer expecting,
some basic following fields are used for the production route card:

e Customer Name

e Product ID and Product Name

e Quantity are manufacturing as per customer requested in purchase but here purchase order
number are not mentioned due to mostly regular customers with same materials with different
schedule can possible hence the material route and tracking are same, hence the required or
possible quantity are taken in process.

e Generate date - this production route card generated date.

e Customer specific requirement - when the customer are place the order, generally all the
technical details are attached along with purchase order, but mostly requirements are generic
which is already in process are used as per previous experience, but the some customer
specific requirement which is specially required with product sizes or something specific that
need to mentioned in production route card.

e Special process / Characteristic - is the special process requirement that customer had
requested to compliance of its application product or some special requirements, this process
is extra process which is some special treatment or special characteristic base application
product requirement can fulfill, hence this is very important for the production route card.

e Process sequences & production
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o Process name

o Start and end date

o Production unit that is quantity

o Reason form reject if any

o Accepted unit

Route Card Format:

UNIT Il

AMM

Customer Specific Requirements

Special Process /

Characteristics
Process Start | End | Production | Rejected | Reason | Accepted | Remarks
Route Card Date | Date | Unit Unit | for unit
Rejection
Yarn
procurement
Knitting
Dyeing
Printing
Customer Accessories
Name Purchase
Fabric
Inspection &
Testing
Product ID & | Laying
Name
Marker
Quantity Cutting
(Unit)
Ticketing
Generate Sewing
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Date

Labeling

Packing

Final

Inspection

Shipment

Significance of Route Card:

It enables the following in the production process

e Process Sequence

o Better Interaction

e Production Progress
e Easy Tracking.

e Customer Expectation

e Quality Requirements
TIME AND ACTION PLAN
T&A plan or T&A calendar, a popular tool used in apparel manufacturing industry is a technique for
tracking and following up of important milestones in PP processes to ensure timely delivery within
stipulated delivery date. Garment PP and merchandising functions are characterized by people in an
organization doing multiple activities. While some of the activities are dependent and follow each other,
a few others are independent. Every garment company takes enormous care during the planning of an
order. Every little detail is interwoven into the planning system. Making a T&A calendar is not just
entering activity names and duration in tabular forms; it is also about scientifically working out the
activity duration, logically determining the preceding and succeeding activities. T&A calendar consists
of short-term and long-term plans which are carefully laid out.
A T&A calendar is a most effective communication tool that proves it to be useful to this task. The chart
consists of time frames listed for every action planned (major ones) and these actions need to be
earned out on time. The purpose of T&A is to cross-check at frequent intervals, say, once a week,
whether the planning is being executed satisfactorily. The more frequent the checks, the easier it is to
correct deviations. T&A is especially useful when a buyer wants to know the status of execution of an
order.
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Normally, merchandisers prepare a plan of the order in a spreadsheet by listing down the key
processes in first column and planned date of action for each process in the next column.
This planning sheet is popularly known as T&A calendar. Once T&A calendar is made, it can be easy
for merchandiser to list down the daily ‘to-do list’ and taking it one by one. As per T&A schedule,
processes can be executed on a timely basis to track whether an order is on track or it will get
delayed.
Factors to be considered while making Time and actionplan

o Production capacity of plant

o Style type of merchandise

o Festivals of manufacturing country

o Holidays

o Shipment details

o Festivals of country from where raw material is imported

o Logistics facilities

o Lead time estimated by buyer

o Style complications

o Fabric and trims manufacturing complications

o Buffer required from each department

o Political stability of the country

o Flexibility of freight forwarder

o Response time from buyer at different stages

o Lead times of various activities like L/C payment, customclearance, etc.

o Cut-off