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Running The Business

 Unit 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 Includes all functions of bringing a product to market, including promotion, distribution (shipping and inventory management, sales strategy and partnerships, choosing stores, etc.), setting a price, product design and packaging. Promotion is the piece that focuses on advertising, public relations, branding, and specific sales tactics (like promotional and sale events). 
Advertising is the use of paid time or space in media. (such as television, radio, newspaper, magazines, billboards, and direct mail).  The largest part of the sales promotion budget in a retail store is normally allocated to advertising (approximately 1 to 3 percent of sales). 
Stores advertisement are divided in two types: focusing on selling a specific item; or selling the store's image (institutional or prestige advertisement) 
Publicity is used to promote the sale, It can be achieved by catching the public eye attention to newsworthy developments in their store; or by by promoting fashion events or celerities appearances.
Formal fashion shows also known as runaway, involves a great deal of planning (arranging scenery, booking models, organising fittings, lights, microphones, music and seating). It is important to emphasize on publicity and advertisement , to ensure the show will have a large audience
 II. What is the purpose of fashion promotion?
Fashion Promotion is indirect,or non personal,selling. It is aimed at a large general audience, retailing is direct selling and is an exchange of merchandise in return for money. Promotion is important to the fashion industry because it catches the public eye by appealing to the needs and desires of people. The purpose of the fashion promotion is to make people interested in the particular apparel products , so they will want to buy them.
Retailing is important because they are the ones who sell the goods directly to the final consumer who will use them.
III. Explain the difference between advertising and publicity? 
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 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 favourable 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?
Generally, volume manufacturers purchase goods from large textile companies that can handle big orders. Ordering in quantity may give the manufacturer a lower price per yard. The goal of a volume manufacturer is to obtain the lowest-priced goods at the widest width. In addition, the volume manufacturer has the opportunity to re colour prints, order special dyes, or have its own print or yarn-dye pattern. Conversely, small manufacturers usually deal with smaller textile firms, which can do shorter runs 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. 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. To eliminate some of this risk, manufacturers often commit for greige goods only, to be dyed later. Then, as sales information becomes more precise, colours can be assorted. In other words, the greige goods can be dyed in their various colours according to the sales percentage established for each. 
 VI. How the fabric should be inspected when it is received. 
It must be counted to ensure that the right amount 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. 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 advertising, media is a general term used to cover all methods of transmitting a sales message. Advertisers must choose the medium that will best promote an event or best reach a specific 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. Advertising departments or agencies must determine the best possible combination of media to reach a particular target market. Several ads are usually placed in different media to support each other and strengthen the campaign.

 Newspaper Advertising Newspaper advertising is popular among most fashion retailers because  it provides visual as well as verbal means of telling consumers what merchandise the company has to offer;  it may be offered daily, which is important in the quickly changing fashion business; layouts, art, and copy are relatively easy to produce; and media costs are comparatively low. The retailer buys space in newspapers that reach its potential customers. 
Magazine Advertising Large retailers regularly advertise in fashion magazines because they can benefit from national circulation. Magazines also have regional editions that carry inserted pages of local retail store advertising. 
Radio and Television Advertising Television commercials are becoming increasingly popular for fashion advertising. Television has the advantage of being able to show how clothing might fit into a real life situation. The major drawback to TV advertising is the cost of air time and production. Commercials are usually produced by agencies, but less expensive ones can be produced by local TV stations. In either case, they are made under the direction of the retailer. The cost of air time is determined by the length of the commercial and the time of day it is to be shown. Television prime time-the most expensive is between 7 and 11 P.M when the greatest number of adult viewers watches TV. However, radio can make the listener aware of a store location or brand name. Peak radio listening hours, which cost more than others, are during "drive time," the rush hours when commuters listen most to their car radios. Stations are selected for their target market appeal. If the target market for a particular campaign is professional men and women, they might be reached most effectively by spot radio ads on a news programme at rush hour, as they commute to or from work. A radio spot would reach teens as well, but a rock music programme would be a better choice. 
Direct-Mail Advertising Direct mail is a highly effective form of advertising because it is personally addressed to each potential customer. The recipients are proven charge customers. Many stores mail specific catalogues to target audiences, such as furniture customers, the large-size markets, and cosmetic purchasers. Direct mail includes catalogues and statement enclosures (provided by manufacturers), often sent with monthly billings to charge customers. Mail order catalogues have become a tremendously popular form of advertising because of the shopping convenience they provide to working women. 
Projects :

1. Find at least two examples of co op advertising from a fashion magazine.
Major magazines have a media kit on their websites, which anybody can type into Google to access. The media kit outlines the rates for advertising and these vary according to size, layout, placement, colour, etc. There are two main types of ads: four colour (4/C) or black and white (B/W). Black and white ads only need to run through a printing press once so they are much cheaper, whereas the four colour option has to run through the press four times (black, magenta, cyan, and yellow) to achieve the final colour
Magazine advertising also usually works in quarters. The first quarter of the magazine is the most expensive per page, the second quarter is the second most expensive, and so on. The only exceptions are the inside covers, the cover fold-outs, and the back cover which are the most expensive. 
 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? ( write a report and produce the images of the campaign) 

Newspapers ad,the newspaper has a limited space for advertising, the colour quality is not great and doesn't give much views of the garment 



Magazine ad features large glossy pictures,plenty of space to advertise the syle in different combinations, features more details
 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) 
The first thing that caught my attention was the extreme use of lighting on a window display. The background is usually white and quite bright (artificial lighting) . The mannequins seem to all be well positioned and do give you the real feel of the scenery they are representing eg. Sunny beach day, bathing chairs, beach ball, sun hats, swimming gears etc. 

Although you wont get all that 'almost concrete feeling' instore, as much as on the window display, there seems to be a very strategic way to place the goods inside the shop. 

The sales are usually located on a strategic area, with the purpose to attract the consumers to enter the shop and browse not only the sales items, but also the season items.    
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fundamental colours in the subtractive theory of colour.
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