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Assessment 16
1. Give short answers for the following questions.
I. Define the following terms and concepts as discussed in the module: 

Sales promotion, advertising, publicity, formal fashion shows. 
Sales promotion: For the year’s merchandising plan sales promotion should also be considered and added to the plan which will take place throughout the year. Sales promotion covers six fashion seasons such as holiday, resort, spring, summer, transitional and fall. Stores could also plan promotion days in accordance with the country’s traditional days such as white sales, holidays, Christmas. In a small store planning could be handled by a single person whereas in large stores one person should be deducted to that special job in conjunction with advertising, special events, display, public relations and the fashion office. 

Advertising: Advertising is the way and process of organizing the announcement of promotion days of the store by using mass communication tools. The large part of the sales promotion budget will be used for advertising and the great part of the process will be done by newspaper advertising. This involves planning writing, designing and scheduling of paid announcements designed to attract customer’s attention to a fashion product or event. 

Publicity: Publicity is the voluntary spreading of information about people, special events, or newsworthy topics through various communications media. Publicity helps promote the sale of fashion merchandise by making a style, manufacturer, retailer, trend or other aspect of fashion better known to the public. There are no media costs for publicity, but for that very reason it is difficult to obtain. Media editors choose the material they will use because they think it may be of interest to the community. The media also dictate how, when, and where the message will be used.

The formal or runway show: ıt is necessary to plan in detail of the fashion shows stages such as booking models and fittings and arranging for a runway, scenery (if desired), lighting, microphones, music, and seating. As the importance and variety of these shows are getting important a special attention should be given to the shows goal. The advertising and publicity should be strong in order to attract large audience. If the main objective of a fashion show is sales, it is better to organize it within the store. If the primary purpose of the show is goodwill, such as in a charity event, it may be held outside the store in appropriate facilities. Fashion shows may be organized by the special events office, the fashion office, or both.

II. What is the purpose of fashion promotion? 
Promotion is indirect, or nonpersonal, selling aimed at a large general audience. It tries to catch the public’s eye by appealing to the needs and wants of consumers. Promotion includes all efforts to inform people about new and desirable products. The purpose of fashion promotion is to make people interested in particular apparel pro ducts, so they will want to buy them. Promoters want people to feel as if they have to have the latest items. Fashion promotion includes advertising, publicity, visual merchandising, special events, video merchandising, and electronic merchandising.
III. Explain the difference between advertising and publicity? 
Using Advertising and Publicity are very effective methods to promote and create positive awareness. There is a clear difference between Advertising and Publicity.   Advertising is something you get by paying for it. Publicity however, is something you hope you'll get. Because publicity can be generally gained at no cost to you and it generally has many times the credibility of advertising. Advertising is content you pay for (radio, tv, newspaper, banner advertising, etc).  Publicity on the other hand, refers to free content about you and your company that appears in the media.  It's what others say about you.  Publicity can result when an article you write is published, or when information you give to an editor convinces him/her to feature a story about you or is based on a publicity release issued by a Public Relations firm you have retained.   Over time, these stories help create a favorable impression of your product or services.

IV. When supplying apparels to the retailers sometimes financial problems are created. How? 
Most retailers buy from manufacturers on credit allowances. That is, they need not pay for the merchandise for thirty to sixty days. This creates a financial problem for the manufacturer, who must buy fabric and trims and pay for labour and overhead. Thus, apparel manufacturers turn to banks, finance companies, and factoring firms for financing. Bank loans are either unsecured, for well-capitalized companies with a history of good performance, or secured, which means they must be backed by collateral in the form of equipment or property. 

A manufacturer could also sell its accounts receivable (unpaid orders) to a factor (a certain type of finance company) for a cash loan or for credit protection. If the customer fails to pay, the factor absorbs the loss. Factors charge a commission to cover collection services and to protect against credit losses. They also charge interest on cash advances. In accounts receivable financing, manufacturers are loaned funds regularly, also based on open accounts receivable. However, in this case the manufacturer handles the collections and takes the credit risk. All three of these methods of financing give the manufacturer cash to continue production.
V. ‘Textile sales people encourage manufacturers to make a commitment early in the season to buy a specific amount of yardage ‘Why? 
The buyer must figure the amounts of yardage needed, first to cut duplicates and later for stock. Orders for stock yardage must be based on past sales or on expectations of future sales percentages. Textile sales people encourage manufacturers to make a commitment early in the season to buy a specific amount of yardage. Ordering in advance ensures the availability and on-time delivery of a popular fabric, which may subsequently be in short supply. Volume orders usually require a seven- to eight-week lead time for delivery. Popular fashion fabrics and yarn dyes can require as much as a six-month lead time. The manufacturer must also consider how much fabric may be needed for possible reorders. There is not enough time after reorders are in to wait for another fabric shipment. On the other hand, the manufacturer takes a great risk by stocking up for anticipated orders.
VI. How the fabric should be inspected when it is received. 
As fabric is received in the factory, it must be carefully counted to make sure the total order has been received. In large factories, special equipment automatically counts the fabric yardage as it rolls from one bolt to another. The fabric is then pulled by rollers over large viewing tables so that it can be checked for flaws. Flaws are marked with coloured threads or flags at the side of the fabric so that they can be avoided in cutting. If there are too many defects, such as holes or shading, the fabric is returned to the mill for a refund. (The manufacturer may pay a premium to have the mill do this inspection.) Some companies build a strong reputation on the reliability of their product. They perform washing, dry-cleaning, steaming, and pressing tests to check tensile strength, durability, colour cracking, colour fastness, and shrinkage. They also test how the fabric holds up during sewing-whether needles pull it or edges fray excessively. Colours in coordinates must match. Coordinating tops and bottoms should be cut from the same dye lot, and at the very least shipments to the same store must be within acceptable variations of colour if from different dye lots.
2. Describe various types of media and their role in fashion promotion.

In order to reach target consumers, media should be used effectively. Media is a general term used to cover all methods of transmitting a sales message. The core point is to select carefully which media type is suitable for the target market. The media include newspapers, magazines, radio, television, billboards, displays, and direct mail. Generally, fashion advertising is visually oriented, the philosophy being "why tell it if you can show it." Decisions are made not only about which general medium will be used, but also about which particular radio or television station, newspaper, or magazine will reach the appropriate customer for specific merchandise. Every consumer receives the message on their own way, their understanding of interest; taste and idea are different than each other. Advertising departments or agencies must determine the best possible combination of media to reach a particular target market. In order to use media effectively, advertisers must choose or combine various types. Several ads are usually placed in different media to support each other and strengthen the campaign. To balance the spot radio commercial aimed at the car commuter, the store might also place an ad covering the same material in the newspaper, for bus and train commuters to read. Repetition is a necessary part of advertising, for it maintains public interest. Consistency is equally important. The same ad read at the same time every day on the radio, or a fashion ad in the same illustration style every week on the same page in the newspaper, makes people keenly aware of the store or brand name, as well as of the fashion message.
Projects 

1. Find at least two examples of co op advertising from a fashion magazine. 
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2. Analyse the advertising campaign by a fashion designer in newspapers and fashion magazines. Do they have a high fashion image or popular appeal? Do you feel that the advertisements were effective? Do they use photography or the artists’ illustration? 
These photos are belongs to a fashion campaign of Michael Kors. The high quality fashion photos are both popular appeal and fashion image. These advertisements are effective according to Michael Kors’s target consumers. Even if they are not haute couture the prices of the products are high and sewing quality also the fabrics has great quality. They used very famous photographer for campaign.
The target consumer group of Michael Kors are young and wealthy persons. The place and garments and also the materails use are very appropriate for the campaign. They also used their well known accessories very carefully.  The stage, car, colors are used very effectively.
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3. Visit local designer, evaluate the display techniques, both in windows and interiors. Is lighting used effectively? Is the merchandise arranged attractively? (Produce a report on your observations) 

I had a visit to a local designer and took the photos of store from outside and inside. There were promotion days for Christmas and the general impression they were trying to display was all about that promotion. In this context they were just preferred to show that issue and they didn’t use any other items just like snow effects or Christmas tree and so on. They placed two mannequins in Outer shop window both were dressed white t-shirt and a jean giving the impression of “every thing is so cheap, notginh will remain inside”.
Their displaying technique is simply composed of color and style differentiation. They placed same or similar colored same style shirts and pants together. It is an easy to find technique maybe but there is no doubt that the product placements were far from impressiveness. 
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The lights were enough for consumers to see the colors and made the store spacious. If you are looking for a daily one shirt or pant or a dress, the store’s technique is well. But it is not effective for other consumers to choose the store, or you could get bored inside so everything was inanimate. The store itself was not attractive.
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