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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	
Assessment 16

Question 1


I. Sales Promotion – must be an integral part of the years merchandising plan. Additional for promoting the six possible fashion seasons, (holiday, resort, spring, summer, transitional and fall)

Throughout the retail calendar it is include bridal fashion shows, January and August white sales (sheet, towels, and table linens, special features for Christmas and other holidays, back to school sales, and so on.

In small stores, a single person may handle all promotional activities with the help of outside consultant or agencies. In large store, a sales promotion director manages or coordinates the joint efforts of advertising, special events, display, public relations and the fashion office.

The sales promotion director is responsible for setting goals and making general plans. With the support of sales promotion director, buyers and directors of each promotional area, must decide what to promote, when to promote it, and how to reach their target market.



Advertising – involves the planning, writing, designing, and scheduling of paid announcements designed to attract customer’s attention to a fashion product or event.

Advertising is the use of paid time or space in media. (such as television, radio, newspaper, magazines, billboards, and direct mail.

Publicity – Is a 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 of 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.

Formal Fashion Show – The formal or runway show takes a great deal of advance planning: booking models and fittings and arranging for a runway, scenery (if desired), lighting, microphones, music and seating.

Rehearsal are necessary because these shows have become increasingly theatrical. Also, there must be advance publicity and advertising to ensure that the show will have a large audience.

If the main objective of a fashion show is sales, it is best to have the show in the store if possible, in the department whose clothes are being shown. If the primary purpose of the show is goodwill, such is 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. The purpose of fashion promotion is to decide what group of customer it wants to reach (its target market) and what fashion image it wants to project. Ideally, when a company or store open, it establishes a policy regarding its image and its customers. However, a store occasionally revamps or updates its fashion image because of changes in the neighborhood or in fashion style and taste.

III. The difference of advertising is involves the planning, writing designing, and scheduling of paid announcements designed to attract customer’s attention to fashion product or event. 

Also advertising has two types, they try either to sell their image or to sell a specific item.

The best advertising is always planned from customer’s point of view. Customer should be able to picture how attractive he or she will look wearing the advertised item.

Advertising as well must be truthful, to build customer confidence and create a good reputation for the manufacturer or the store.

While 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 aspects of fashion better known to the public. There are no idea 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.

IV. Most retailers buy from manufacturers on credit allowances. And they need not to pay for the merchandise for thirty to sixty days. This create a financial problem for the manufacturer, who must buy fabric and trims and pay for labour and overhead.

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.

V.  Textile sales people encourage manufacturers to make a commitment early in the season to buy a specific amount of yardage. Because 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. 

VI. Fabric inspected when it received from the factory 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.


2.        The various type of media are newspapers, magazines, radio      
            Television, billboard, display, and direct mail.



Newspaper advertising is popular among most fashion retailer because it provides visual as well as verbal means of telling consumers what merchandise the company has to offer. 

Magazine large retailers regularly advertise in fashion magazines because they can benefit from national circulation also have regional editions that carry inserted pages of local retail store advertising.

Radio and Television commercial are becoming increasingly popular for fashion advertising. Television has the advantage of being to show how clothing might fit into a real life situation. However, radio can make the listener aware of a store location or brand name. 

Direct mail is a highly effective from of advertising because it is personally addressed to each potential customer.  The receipts are proven charge customers. Many stores mail specific catalogues to target audiences, such as furniture customers, the large-size markets and cosmetic purchaser.
 


Question 2: 

1.)
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2.) Actually Fashion Designer and newspapers are important print media used   by companies to deliver advertising messages. While they share similarities as print media, the strengths and weaknesses of each medium are distinct. Newspapers tend to offer opportunities for the broadest range of advertisers, but magazines have strengths in helping you connect with a specific audience.
For Newspapers despite the fact that many offer color, newspaper design isn't nearly as captivating as magazines. Reproduction quality diminishes on large copy runs. Newspapers are useful when reaching a broad geographic market, but they are limited if you have a more specific demographic market. Newspapers have a short life, because most readers throw them out or recycle quickly after one read-through. Hundreds of ads in a typical publication also mean a cluttered environment. This limits your ad's potential to be seen.
But on other hand Newspapers offer affordable ad rates, which benefits small businesses on a tight budget. Local to medium papers usually offer smaller ad spaces per issue. Lead times are much shorter than those with magazines. You can normally get your ad placed within a couple days, which improves the timeliness of your message. Newspapers tend to enjoy high credibility because of the nature of the content, according to the Cengage textbook "Advertising and Integrated Brand Promotion."
While Magazines are typically read by highly interested audiences because there are specific magazines for various topics. This allows you to reach an audience that has higher potential for persuasion if your products relate closely to the topic of the publication. Magazines typically have glossy finishes and full color for strong creative design. People also tend to hold onto magazines longer than newspapers, which provides for possible repeat exposures to your ad over time.
Both are good advertisement but more prestige the fashion magazine and classier to other readers than the newspapers. 


3.) I just visited one of local designer here in Doha Qatar, First when I’m at outside I see big clear window glass it is very clear and all the mannequin has their own style, light is focus on the design of the clothes.

Designed of the clothes is very attractive it is line in fashion, and when I entered inside it is very cool ambiance, Clothes are very organized, have their own section, division by fashion color and every year have a sample fashion clothes.

Nice and neat table in the center with simple flowers and sketch pad, calendar and there is a mannequin at the side of the table, light are bright and there a receiving client with nice coach and lots of fashion magazine at the side.

Base on my own observation, location, style, techniques, lights are used effectively and if I’m the client I will be attract to come because, nice receiving area with sample of magazine, coffee and tea are serve while waiting.

I would love to come back with this kind of Designer with nice approached and very accommodating person.
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