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Fashion Levels

Function

Aesthetic

Fashion

Creative

Business
Ready to wear
Mass market

Street fashion

Scientific



Ready—to-wear-organization

Merchandising

* Merchandise manager
* Merchandise coordinators
Design Development Sales /Marketing
° Designer *  Sales
* Stylists ®*  Marketing
° Pattern markers ®  Market research
¢ Sample sewers °

Sales representatives

Production, planning,

Advertising and sale Promotion

and control

Fabric buvi ® National media ( with agency)
abric buying
. ® Retail promotions
Production
Shipping

Outside contractors

d Public relations

Quality control /assurance



The fashion Pyramid

More fashion

More product differentiation
Greater demand uncertainty
Higher quality fabric

Higher price

Shorter product cycle

Shorter production runs

Haute
Custom made haute couture
Couture
Designer High quality, expensive fashion
Fast Fashion Higher-priced, ready to wear fashion
Better Fashion Moderately priced dresses and suit

Fashion Basic Dress shirt, casual slacks and knit

sportswear

Basic commodities Knit, Underwear, Socks



Designer Brands

ANNE KLEIN BURBERRY DKNY

. . DONNA KARAN NEW YORK
BANANA REPUBLIC CalvinKlein

EXPRESS

(COACHJ Ken::gtylgagole“ h
'Oole. l‘w ‘(&0/'

EST.1941

DOONEY & BOURKE G U C C l C REW
,BL MICHAEL KORS J

Free’ Pevple -

NINE WEST l’(')l.(')k}R‘\l.l’lll,\l'RI-I\ LI e

ssss

Ralph Lauren, Jim Thompson,



Fast Fashion Brands

(“ o .. SSPRIT
Carrefour erima

e .-STAR :

fashion. was produced quickly. at the lowest price : —

~
While buyers have the need to buy often, that is, use it HELMUT LANG .enney JOCKEY lm!‘
a few times and throw it away. Then go buy a newer
model to replace it. K m L| & FUNG ;/[]DA[SE\S[—)

kmart
The Fast Fashion brand will produce products to N
present to customers around the world as quickly as M A N O O\/S p"m @ TARGET
possible. With the lowest production cost, Fast

Fashion clothes are often colorful and catchy. Of E&fm Walmart ZARA

course, these qualities are the top keys. in business |

Fast Fashion means clothes, products related to

but the word fast and lowest price On the other hand,
we neglect to care about the environment. have a
negative impact on the environment water pollution

Textile fibers increase the level of waste in the water.
Reference: https://sdthailand.com/2018/01/fast-fashion-2/



Unit Seles

Introduction
Worn by fashion
Innovators.
Includes designer
Fashion and

Street fashion

Time

Growth
Fashion leaders
Pick up on trend
And help to

Popularize it.

The Fashion Cycle

Acceleration
The trend is
Interpreted for

A mass market

Lifestyle and purchased

By fashion followers.

Sources: The Business of Fashion: Designing, Manufacturing, and Marketing , by Leslie Davis Burns, Kathy K. Mullet.,2021.

Saturation
The trend finds
mass acceptance

And looks timely

To wear or by among

Fashion followers.

Decline

Fashion followers

Still wear trend but

Are no longer interested

In purchasing
Obsolescence
Looks dated to wear ;
no one wants

to buy it.



https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Leslie%20Davis%20Burns
https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Kathy%20K.%20Mullet

The big picture :

Step 1: Research

Creating an apparel line

Step 5 : Pre-production

Step 2: Design

Step 3: Design
Development

and Style Selection

Step 4: Marketing an
Apparel Line

Step 6: Sourcing

Step 7: Apparel
Production Process and

Quality Assurance

Step 8 : Distribution and
Retailing



Step 1: The Research step in Detail

Market Research Fashion Research

® Consumer Research ® Fashion Trend Research
® Product Research ® Color Research

® Market Analysis ® Fabric and Trim Research

® Target Customer Profile

Soutces: The Business of Fashion: Designing, Manufacturing, and Marketing , by Leslie Davis Burns, Kathy K. Mullet.,2018.



https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Leslie%20Davis%20Burns
https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Kathy%20K.%20Mullet

Market Research

Applied market research includes the following

three types of research :

» Consumer Research , which provides information about

consumer characteristics and consumer behavior.

* Product Research , which provides information about preferred

product design and characteristics.

* Market Analysis, which provides information about general

market trends.




Market Research

Consumer Research
Product Research
Market Analysis

Target Customer Profile

Fashion Research

Fashion Trend Research
Color Research

Fabric and Trim Research

Hand Sketches
Technical Drawing

Computer-Aided Design

Step2:The Design Step in Detail

Design inspiration

& Interpretation

Plan the line

Sketch design

and select fabrics and trim

Design team reviews line

Write garment specification sheet

Color Inspiration
Historic Inspiration
Ethic Inspiration
Fabric, texture & Trim
Inspiration

Other Sources

Sale Volume & Sale Through
Color, Fabric & Style
Considerations

Costing

Carryover

Line-for-Line Copies &

Knockoffs



Market Research

Applied market research includes the following

three types of research :

» Consumer Research , which provides information about

consumer characteristics and consumer behavior.

* Product Research , which provides information about preferred

product design and characteristics.

* Market Analysis, which provides information about general

market trends.




Fashion Research

O Fashion Trend Research
O Color research and resources

O Fabric and trim research and
resources

Source: https://www.pinterest.com/rce:




Step3:The Design Development Step in Detail

Make First Pattern ® Traditional Pattern Making
® Pattern Design System

®  Pattern Making from a Draped Design
Cut and Sew Prototype

Approve Prototype Fit ,
®  Preliminary Line Sheet
Review Style or Drop Style

Estimate Initial Cost ®*  Cost of Material

®  Costof Trim / Finding

¢ Costof Labor

®  Shipping and Other Related Cost

Present and Review the Line

Select Styles for Final Line

( Final Adoption)

Determine the Final Cost

Order Fabric for sales Samples

Order Sales Samples ® Line Brochure or Catalog



Step 4: Marketing an Apparel Line

Sales Representatives Show Line at Market and Through Other Promotion Strategies

Retail Buyers Place Orders

Step5: Pre-Production

Order production Fabrics, Trim, and Sundries
Finalize Production Pattern and Written Documents

Grade Production Pattern into Size Range

Make Production Marker

Inspect Fabric i

Source: https://www.pinteLrt.com/rcj

Production Spreading, Cutting, Bundling and Dye Lot Control



Step 6: Sourcing

Select Production Facility

Criteria Used in Sourcing Decisions;
*Company’s Sourcing Philosophy
®Labor Requirements

®*Fabric Requirements

®Quality Control Standards
®*Equipment and Skill Requirements
*Plant Capacities

®*Expected Turnaround Time

®Availability of Materials and Supplies

Step7: Apparel Production Process and Quality Assurance

Sew Production Order ( May Include Approval of First Size Run by Contractor)

Finish, Inspect. Press, Tag and Bag Order



Step 8: Distribution

Send Order to Manufacturer’s or Retailer’s Distribution Center or Directly to Retailer

Quality Assurance Check

Pick Orders and Send to Retail Store Distribution Center

Review Season’s Sales Figurers

pra12

W UUp '-’l‘

Source: https://www.pinterest.com



Apparel Product Development Process

Fabric Selection Final Costing
Market Line Concept Quick Sampling Specification Line
Research Planning Development Costing Development Review
1.Business Process Analysis 2. Refinement of Product Concept

(design for profitability & design for manufacturing

thod
3. Material Selection and Identification Wecﬁn?cal product design including patternmaking ,

grading and sloper / block development

5. Analysis of sizing strategic using size 6.3D body shape visualization

7.Prototype construction and evaluation 8. Product Engineering including specification of sewing

operations & construction method

9. Prototype costing and Digital Textile printing



Market Research

Trend Analysis

Data Mining

Executive

Line Reviews

Line Plan

Styling Concept

Sketches Silhouetted

Style Boards

Fabric Selection

Prototyping

Specifications

Costing

Adoption

Samples ( sales /make)

Sourcing

Color Research

Fabric Research

Quality Assurance

Style Sheets

Product

Engineering

Remark : The flow chart shows the many critical step that must be taken to successfully develop and apparel product line.
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* Brand Identity: 1al7
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* Customer Experience: 11
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* Marketing Strategy: 14n1s
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STARBUCKS
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ANSIANAUNULAZTIAIUNE LAD T-Shirt

9181N19 IEAZLBYA 911/ Mgl
181 Jersey 250g/m?2 250
267 1x1 Rib. 100% Cotton 250
3AUNNN 30
4nsae (1alh) 3
= 5m319n ( Care Label) 0.5
s S o 6 L{UsNE 20
AN
M@’i’" SN 7 fhauany 1.5
8LINNAA 1
9 INANARN 2
10 ANANLEL 25610
11AnTate 5511

o

FINAUNUNIINER (AT

Widogl Sl
Alan3u 0.5
Alan3u 0.2

Fu 1
Fu 1
Fu 1
2l 1
Fu 1
Fu 1
T 1
AUNUIRY AL

Hegqoyde 3%
PUNFAUNUIR DAL
1
1

a dl = 1Y [~1 1 A
ARAL + INagayiAe+Aaaiu+ Anlade)

YR q

Faan19011e TUEAU 10 %

> = ° < 9
TANIAIRNUNUNTTNAR + m”l,ﬂumu 10%

P4 09/1 = 1 P4 09// =
Fasn1gsegnA1anadan Ine mark up szunnd 5 win UYENTIATFARNU BSUU 71ANaN8ILan

WAL

1N (W)

125

50
30
3
0.5
20
1.5
1

2
233
7.0
240.0
25

270.0
27

297.0

1.484.95
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Fashion + Merchandiser

AUSURAYBUKAN

Fashion Trend Analysis and Forecasting ILAT1ZMNTUALNTY LA AIANITAIN
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" Fashion Buying and Merchandise Price Management
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Fashion + Merchandiser
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FASHION RETAIL YEAR Uuffiuundudmiunisere
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Spring > Fall
starts Sta rts
Ay S Summer Fall Winter
ey SPTING > > > >

Winter

FASHION RETAIL YEAR UUffiuundudmiunisde

F/W SP/SS uuuuuuuu
buying buying 7 ‘uewne
mﬁw qqqqq
Fall Winter SP Summer

buying buying buying buying



BASIC ITEMS
o0 0=00

REGULAR ORDER = SEASONAL ORDER \“l “/l\

SEASONAL
ITEMS 1y ....?

REPEAT ORDER (RE-ORDER) = &3%2%1STYLE W

\
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Fashion Calendar: \Womenswear

Sell and delivery through the year

Fashion

Seasons  jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan

ese
SPRING | - delivery

: sell
e 1

FALL I >
sell i
TRANSITION PRSI SR

: : : : : ‘
FALL II o i1 idelivery

SPRING II _o%0e® sell
SUMMER delivery . 20000880081

5 s s é i z : : e
HOLIDAY . sell . delivery

RESORT e
sell delivery

CRUISE ~ o0oo%0eee
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* 1. mynuwnudndiulunalandu dosldndiundnes

&uA Basic : Seasonal : Special 1N lUTDYAULNUNNEUIARLNATUE
NRLKINISENI NG Basics/ Capsule collection/ Core collection
Ieun duriugmiluynussom eglunguaudiuguniduded WiivnlemavEevanelona SnfmEenmils

f® Capsule collection 158 core collection visneraIN WursaeAT UYL UNEAS WA LMl
Puiuwiy Wy nszluss, @eda, many, mandudSeue), jacket Soue, nd, @olan Wudu

ltem wiantimssiesdioglureaaatiuiemenaent

Fashionability




THE BASICS.
SUMMER CAPSULE WARDROBE

M

DENIM
JACKET

LEATHER 3-IN-1 CHECK
JACKET SWEATER BLAZER

b et

PRINTED TOP

CROPPED
SWEATER

Biker jacket

RED STRIPE
SHI

Pinstripe blazer  Black blazer
i | \L | |
s CROPPED STRIPED MUSCLE WHITE WHITE TEE(S)
¥ BLOUSE BUTTON-UP TANK BUTTON.UP

Denim jacket

RED TEE BLUSH SILK
Tor

////////
/)))»

2 y Fineknit  Fuzzy knit Little black dress.
Stripe top Sweatshirt Cardigan .

nA

Rollneck

SILK CAMI

[}
Blacktee Whitetee Greytee White shirt Stripe shirt Blue shirt Lace cami
|
STRIPED WIDE LEG STRAIGHT CHEEKY JEANS
L ROMPER JEANS LEG JEANS
q
g § Shopper RYY
. Leather skirt N
RIB KNIT
MIDI DRESS

BLACK NAVY MUSCLE
SHORTS TANK

INDIGO LINEN
SHORTS

Light wash Dark wash Black jeans  White jeans Slacks Accessories Crossbody
Jewelry BLACK
BODYSUIT CLYDE PANTS SAILOR PANTS WHITE JEANS
Chelsea boots Fancy boots Heels BLOCK MEEL ARIZONA YARA FLAT STRAPPY BLUSH WHITE
SANDALS  SANDALS SANDALS  SLIDES MULES LOAFERS  SNEAKERS

White sneaks Logo sneaks Oxfords

www.uselesswardrobe.dk


https://www.behance.net/gallery/29164685/Banana-Republic
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10
https://www.pinterest.com/pin/15762667433040042/visual-search/?cropSource=6&h=1054.390625&w=544&x=10&y=10

MEN'S STYLE BASICS

HENLEYS ORPOLOS HOODIE

«P &)

—

SHORT SLEEVE BUTTON UPS

‘\“ " n : ' ‘
N \
T ©

CHINOS JEANS WRINKLE-FREE

CHINOS OR SLACKS

@ R N

BOOTS FOR DRESSY
SNEAKERS OR CASUAL EVERYDAY SHOES CASUAL OR DRESSY DRESS SHOES

WWW.PUTTINGMETOGETHER.COM

CLEAN CUT SHORTS " n

THE BASICS

allyear - all oce

www.uselesswardrobe.dk

Wool coat Warm puffer Bomber Biker jacket Denim jacket
\} i |
Blazer (suit) Basic shirts Printed/checked shirts Basic tees
— re— T==W)
Py i
u bé4
Baseball tee Crew neck sweat

Basic jumpers

Dresspants  Cargo pants Bluejeans Blackjeans Bleachjeans  Chinos Accessories
Dress shoes Chelsea boots Practical boots  Skater sneaks High-topisriesks SRGaMT SHeac)
WARDROBE STRUCTURE:
EVERYDAY OCCASION LOUNGEWEAR SPORT PRACTICAL/WORK ACCESSORIES
0% besics The black suft Sweats & undies Fitness gear Weather appropriate | Scarves, gloves, hats ofc
20% season & gardening clothes


https://www.pinterest.com/pin/808044358130052146/

WHAT YOU REALLY

NEED FOR BABY:
MINIMALIST BABY
CLOTHING ESSENTIALS

1-2 SWEATERS /
JACKETS

£ J
BODYSUITS i‘ 4
& ONESIES o

2 SLEEP GOWNS
7 SLEEPERS

2 SWADDLES
2 SLEEP BAGS

4.6 OUTFIT SETS
%

EXTRAS: !

2 HATS 6 SOCKS 3 BIBS

MUCHMOSTDARLING.COM




LADIES'

{4 E

@@

ADHESIVE BALCONETTE BRALETTE
BACKLESS BRA Also known a5 a "shelf bra," ideal An unlined, soft bra, that provides
backlc lot of life with very minimal support. Ideal for smaller
this bra has no back, but stays put ‘minimal coverage. cup sizes.
with adhesive cups or wings.
‘ ’ E ALL TYPES OF MEN'S UNDERWEAR PANTS
BONING PLUNGE PUSH UP i bri . .
“Typically made of wire or plastic, Offers a deep neckline with angled Abra with significant padding. Classic briefs H |gh-cut briefs Control briefs
boning is included in a vertical cups, designed to enhance typically with underwire, designed th
seam through the cup to provide cleavage, ofien less padded than 1o create lift and enhance cleavage. ong
more support o contouring. push up bras. ——
- Boyshorts
@ w H iPStel' B
bikini, brief, slip
- o —
SOFT CUP T-SHIRT STRAPLESS
A bra without underwire, but with An everyday bra composed of Ideal for sleeveless tops and
a reinforced underband and smooth fabric and molded cups, dresses, this bra is built to provide
‘moulding designed 1o provide designed to be invisible even support without shoulder straps.
support. under the thinnest fabric.
Tanga Thong G-String
hip short boxers
© CanStockPhoto.com - csp49042496
SEAMLESS MINIMIZER UNDERWIRE
A wireless bra without molding or For bustier sizes, designed to A thin, flexible wire that is added
seams-invisible under clothing, reduce the appearance of the bust 10 the cups of many bra types for
‘minimizing bumps and lines. by up 10 one cup size. added support and life.

For more info and great tips visit: WWW.THEEVERYGIRL.COM



ASLUIUNTSYDRUALN T
1. N59upudndluluasalantu T9UNDa

ﬂfjuaaﬂﬁﬂﬂﬁﬂﬂfjm Seasonal collection
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SUMMER LEATHER OVERSHIRT
SURCHEMISE CUIR D'ETE

‘The new overshirt is treated in leather-like materials, with full
volumes and topstitch plays. It is worn as a shirt or open over
atop.

La nouvelle surchemise se travaille dans des matiéres au aspects i,
avec des volumes langes el desjew de suspiqure. On la porte comme
une chemise ou entreouverte sur un top.

LONG OVERSHIRT WITH TOPSTITCHING,

IDUGUE SURCHEMSE VD
JE F SURPIIRES
POHES PLATEES
GRIPHIUES
FTBOUTONS
PRESSION

TOPSTITCHED PATCH
POCKETS

POCHES PLALUEES
SIRPIEES

ANEW LOOK: ONE BUTTON
ONLY CLOSED AT THE NECK
NDIVEAL PORTE - N SEUL
BOUTONFERIE AU COL

PUFFED SLEEVES
GATHERED INTO CUFFS.

MANCHES BOUFFAVTES
B ROSSIRFEES A POGHETS

Reference: https://www.nellyrodi.com/en/produit/womens-spring-summer-2023/



https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/
https://www.nellyrodi.com/en/produit/womens-spring-summer-2021/

Repeat Order (Re-Order)
ﬁamié’ﬂ%ﬁuﬁwﬁmaﬁmaamnmﬁm"mm LL@”ﬁLLUULﬁ@JWﬁQ%Lﬁ@@JWLﬁmamaﬂ

‘VN‘Ll ﬂ’]iﬁx‘iﬁﬂﬂ’]iﬂ/\mL‘WE]’iﬂ‘t’J’]EJ’E]ﬂ%’]ﬂi%ﬂﬁ@ﬂlﬂ@ﬂaﬁ Lummﬂaum repeat ‘LlLﬂEJ
V187 LLﬁ“E’J\‘iﬂQ"U']EJﬂ@EJ Jaswwenvnale Li’]‘ﬂﬂlﬂﬂ’]'ﬁ%ﬂﬂﬂﬁ%@ﬁﬂﬂ?ﬂﬁ”Lﬂ‘V]‘L!

JULUUALA 91992101 seasonal Alg viseanaidu regular Ala

The Fashion Pyramid

Fast-Fashion

Style, Fashion, and Fad Life Cycles

o
s,

Style Fashion Fad

Fashionability

_ - -




A1SIRNITLOAUNE Vs @fion Lae

1. ans1A1 YAvaRAIY sell-thru
f1 Lay AuAABAEATILAINT 1
season (@UA aging) 3o 1 YuluR
e agﬁmaﬂﬂiﬁLﬂiﬂzﬁﬂﬁimﬂsa7ﬂ
mer

2. SIULDYINNITNANNAUTNG JaUa5u
sy (nsahdunususitvslusina
3. TowAumlUanndufioneingd

4. AFuAANLYY (nsaluesuau)

Ageing Inventory Liquidation Routes

Store wise ageing report as on 22nd October

Hyderabad and Mumbai
value of |Sale value Stock
outright |at cost for | Average cz\t!::':n cover of
Total inventory | inventory |last 3 Monthly | onths outright
Store 0-60 60-90 90-120 120180 | 180-240 at cost at cost _|months Sale inventory
Panchagutta | 366,910 79 466 234 377 238,826 222919 1,142 498 817,767 375,890 125,297 9 7
Vikrampuri 1,332.297 | 280.743 181.437 68.494 140.489 2.003.459 1469584 | 1.070.678 | 356.893 6 4
Calicut 1,240,498 [ 457,155 290,862 105,528 106,677 2,200,720 1403417 | 1282415 | 427472 5 3
Vashi 381,094 77.491 68.853 60.607 588,045 387.205 562.548 187.516 3 2
FC Road 105.098 88.723 37.020 68.673 299,514 216.8612 169.338 53.113 6 4
Poonam Mall [ 216,036 106,700 346,766 42 639 712,141 453 456 519.816 173,272 4 3
4,097,310 | 1,853,546 | 1,551,919 | 1,261,298 | 842,807 9,606,880
/ .\\v 4 x__\? // ” \,__;." /
./ Transferto /
[ . Tieups with | /
| Instore Tl stores Return to
. Discounting Discaintars) where vendor
\ \ \ .
\ . required



https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
https://www.slideshare.net/pavankks/category-management-and-assortment-planning-presentation
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< Qi [}
d4fon N mer WIUN15V191U
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A193LAs129 Sell-thru

4 4

AR FLE11 4 67 velU 3 @7

q

AUNEBLED 1 67 AU
uA.An31 Sell-Thru 1dun %

A9 1

Sell-through rate formula

# of units sold
x 100

# of units received




Sell-thru
989 1

AMBU AB Sell-Thru 75%
579 191 3 N8 4 = 0.75
0.75 * 100 = 75%

Sell-through rate formula

# of units sold
x 100

# of units received




A9819 2

AUUR @999 dress 11 20 G

q

D

1'% v

fuArdhananiuiiue 10 42 ¥1eld 3 §2 AwEe 7 /3 augy

Qe

¥

A9t 197 3 %15 10 A2l@ Sell-Thru A 33 %

Sell-through rate formula

# of units sold
x 100

# of units received




What Is a Stock Keeping Unit (SKU)?

SKU { KS93528TUT
' } UPC/BAR CODE
05234 ''56321'54  ummmm
UPC Number

@) the balance

SKUs are retailer codes that
track product, manufacturer,
and price information

/]

SKUs are used for inventory
and sales tracking

_
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A
T
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Stock keeping unit (sku)

Neia siadaulazdIdnwsissyiduATu NEvefvuetulibinufadus weidunis
Anmulusuadon

WININ159AN1S SKU 716 9evinlit mer T9Uselovigegnainseavduiinsnaiuaznisdsdols 16y
w3esilavieiiinsele andunula

4 BRAND
_ [ MARKET | (women)
> ([ COLLECTION | (spring-summer)
= [ STYLE ] (casual)
-% [ FAMILY ] (T-shirt short sleeves)
& | ARTICLE | (rer: 12658)
o | COLOUR | (azure)
- § (size S)
| SIZE ]
SKU level




Y
A Q

5NAIYa SKu

BLU-TEE-MED-CF26
] | |

COLOUR TYPE SIZE MANUFACTURER
CODE

_sku R
i
0

123456 " 789012
Unigue for each retailer Consistent across retailers
Alphanumeric Numeric only

Varies in length Always 12 digits



Stock keeping unit




PRODUCT Mix for Nike

Footwear
Studs for Striker
Mid fielders
Defenders
Apparel
Headwear
Tops/Polo
Jersey
Jackets
Shorts
Shocks
Equipment
Ball
Bags
Watches
National Team Gear
Jersey for Brazil, England, ete.
Club Gear
Club Jerseys like Man U, Real Madrid, etc




Merchandise assortment planning

Assortment “";’-'- -‘ M Q8] "

Women's 15m2 Q1 Mom u “" ” ﬂ ”

Training led with Running
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Visual Merchandising

71317 : http://cursodedecoraciondeinteriores.com/ideas-para-decoracion-de-tiendas,



ANSUBNLANSTDIS1IVOINARN UNNIURGLNE  SIUDINTIANISNUNLAZAUA

lngddadulunisdnausninyuuesanasnawssgelanisiiendeduan lng

Aleansiansdumiignananunsaiente o adulaviug



Ml dU FUA

Vlign Aoy
AuALAZNENVRY
duAladny uay
a51usepaladonis
Fondeduntiue

Tanely 8 Aun

o v v [~ o
vilyignan UM UEL
Uszndananlunis lowde Tun1see
AUVIAUAN AuAn

%

A519U559NANR U LEN1@N15Ue
TunsdeduALay LAYAS198DAUY
YNl wilnaudl

lannaaun

aunuduanAle . .




NANFIAYYDINITIANITAUA

v a v . o/ 0 = = W Aa Y 1 D a v 1 D a v
1 MAAUAN (merchandlse) C‘IENﬂ'nNﬂqm')au@f]')ql,ﬂuau“;nagiﬁ U LUUAUAINN
Tmad (New collection)

Y

2 wundmiudauans (display area) sosnsaglugailaniau NnAuaILNTe

=3 Y
19aulA

TANPNUAYSDVDINNUAS (prop) INedadsnsAuduazussanAlagsw

OV

A dll 1 ¥ [
NTALWRAANAVENN LT Wﬂﬂill AN ﬂ?ﬂ‘l.lqﬁ;ﬂ 4R

uaelwl (lighting) Liadesainaiaziinanulnanuresdua tngagidudaing

N

[

angayiiussenAgEaRNNUY

5 uuleg (show card) vandayaanzvawinduaiug Wanflansu e

. P Usznounsanduls wu 5101 uazasiveglusunisiignAmiuladnmu
1.68UA1 (MERCHANDISE) 2. Ui 1msuanuand (DISPLAY

AREA) 3. 3@aanusi (prop) 4.uaalW (LIGHTING) 5. usiuthe
(SHOW CARD)
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a9AUsznavaIA lUNITIALEAS
(Display)

(1) w@naIm (UNITY)
ANENAR (BALANCE) Adunawisnznen luwdndausinee iddeuazaan luvinly

)

% 1% dJ
NINAU AR

19K (EMPHASIS) n1sa3n9qaiauivaliifinadnuiianla

AunaNnay (HARMONY) AoudunusiuluizasdssinnaasduAiaisunigizes

2

AuA
AUTALLES (CONTRAST)

9nazdan (RHYTHM) nednduiueniungue dldinnudiuinaauaulang
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v

o 6 Qi 1 1% 1 a 1% 09/1 o
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lngunfsgapsinauamthiunilagania ( seasonal ) Belltunauninig Aol

Brief concept - SUnwIRnAuAuAazdduanfiuinesnuuu (egatios 3 Weuaramih)

Design Thematic collection display - anuuuwAalFfUIUlaTRawad mugufifnun

Mock up display - WleunAnaealandusinuafiureuaIndi ASumaaswhnuduLuuiiagn s
Budget control - fualdirglunsdafamadivoslusulssanaimmunli

VM guideline - pvihgilensdnuansdudnluusaziteuvesusiazddulimdnaumihiuaunsoyhaale

Feedback & redesign store display - 419948 ABNLIUN @0F 184 INIIUAIVIANG) U1TATIEN LilD
YSuasuguuuunisdnneduantmvinzauiudangnisvingen

End of Season Sale - SoaauMUARAILELALAWAG0RNINTIU WSEUANMUANAIULA IR NATE MY
Aaatantuluy



Merchandising Presentation

(N1sULEUDEUAN)

Visual Merchandising : Lighting :

ilauaay agly spotlight

yeagalslaumiusiuleinalvigla
a879ls 1unss window %se azdu

Tus1u




...You make me feel :

v Y

aurin lnawianazls...



Style and color should be link : @ uas alaa AIINAINTEN N



Why

« First Impression, Cover at first sight : mmﬂﬁzﬁﬂ,ﬁ]&gﬂl,l,@iuﬁﬂl,ﬁu

. Beautiful commercial : AmARBNTVIE L

. Silence Sale associate : 90 look &uAN GLﬁQﬂﬁﬂaLﬁaLLuzﬁﬂmﬁmﬂd
. Selling tools : p3asilanisve

. Help shorten service time : #8aATz8£I81NNTIAUTNS



dgmauniniuaueliauls uas winlyd accessories gnArazlaiiuninnisan1a



Where

- Your window display : Julafding
. Inside your store : nglusu
. Shelf , table, wall, hang bar : U984, 16z, N9, UISUYIY

+ Your staff > 8193gl¥ntinau present Ldax11g)



When

.« As week : dUnni
.« Cycle (2 weeks/time) : 50U 2 &Uni / A%y
- ldeally 1.5-2 weeks : [hanusgan 1.5 - 2 dUnui
. Occasions : land
. Promotion : TUsludiu

« To push specific category (I visual merchandising -VM) sneglun1sung



How

. By brand : fglusUa

+ By group color : AUNAYE

— Color in your collection : @lunealanty

— Basic color ( black, white , grey) : aNugu (M1, 9173, W)

— Seasonal color (trend) : @nUgANIA TBLWILIY
— Spring /summer : bright color : gluliing / gg3eu : danla

— Autum/Winter : dark color : galuliiaas / ggwun : Ay



How

(%4 6

product line : @YNARNWN
orints : MSUSUE TiSe U
life style, by look : 30n5lE¥In / sUanwal
Sophisticate look : 5uU Hswazlden

Smart casual look : @1a84 199 &u189

Business look : WwyAnineu

category, mix it up : ANNVLINVY %38 NaUY



N1SUSMISANNISSIUAIUAN WYL

(Fashion Retail Management)

Sale & Service




N1SVIBLAZUIANS
(Sale & Service)

Sale
Clean , Fitting room

Refill : nsidnduATlY rack Tasysed

Greeting Customer : MS¥INMeEaNA1  @319AuUseiiula
anen
Y

Find out customer’s need : 9 style Qﬂﬁﬂﬁaaﬂﬁ%ﬁmwﬂwu
agdnRnfuyAdAnIguanvesnAl avvihliidslanialunisue

ASAINANANEDY ADILAUANINTINVDIS U

Y Y

14 ¥ 1
Y A A Y Aa =

Up sale : hiagnA@eduadunily a1agiidumauiu 1wy

4 '

Wo sweater 9193¢FoMUAD QoMY adlauiU mix &
match dernlignandunisiiuyadn (Value) n15uie



N15USANSERBNFUAT

« pasfvAue Tagenanadin  wenTunewAud stock
< v 3 Y & v Y [ 1 a
« panfudedrithesian Tidudaau nasaninuldganaiasin

. penduuiualugeanneuwnuly stock

U

o FuunFuaAuly stock Fil Gender (LENAILNA FUAT)

—  Brand, Line Collection ( WgnANUWUSUR %138 ADABATUEUAI)
_  Season (dalAulomumrIgg)
—  Category (hanUsstAn@uAwU Jean , Blouse, Jacket etc.,)

— Style (dlnd)



35n1591uun Stock

. yihgUaum vednvilne Product code

v A a 14

o JALIYIFUAIRNU size

. loddnwadd / lod wetriglunisaum

. MANRsINTIALAUAUA AR TUl e U

Y @LAIN 33®L%’Jﬁ§i@ﬂ’135l1’18

vinUnes5188ev8d Brand |, line collection ( 913)

n56U

prAua v zdndum s duAniidniuany ey

« nAUA" carry over 7iuang collection lau season WNAgALIgUMN LiloazEnNaY

. QuaduAlvAsUaNyIaliaue

« QuAAIUErDIAlY stock MABALIAN

1Y

. Sale Through : WduAuATy velinzu



UINIFIUVDITIY

(Store Standard)

Store Standard

Merchandising
Presentation

Sizing : zladuAIeL19aEAN

Hanging : axuvueegdls wuiulufenaagsilvne
LWl deslianuiises Weorkwuulyy uviuegnals
AN TINZEUAU hanging

Folding : @umumag style agWueedls detail &
pzlsU9

Labeling : f#38msifiutheagalssaieenels maslyd
A 1

YER]EY

Censoring : Aingnsls ldlwduady ** seiases ink
tack deyeauriualug

Garment Care : QUALTINTIAFUA Wy i
fhe AU f1u wwaulnanuasyinladaunule



UNN 7.
N15aAN1 Business Model



UNN 8.
ANNNLN LT DS
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Nendiasdunigaain n1saanuuL wazn1saanisgsnaundulfatinegnsias

ANANIALGINAUNTUATALARNIANEAIU LTEW N1TAAN LI
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AAnTL e UGS Aau Ty

1 Trend - wuaTiia visefiAnnereunduin & lA5uAue

2.Haute Couture - mi@@mmmmﬁfmzﬁu@ﬂ LA NARDLNNL Tz le
3.Ready-to-Wear (RTW) - Lﬁwfaﬁwﬁmamﬁﬁ@gﬂ waznsaN14d

4 Fast Fashion - Nau@mdatinfisnniin LL@zawmﬁqﬂLﬁ@mmu@wimmqiﬁu R0y
wAeuuasacingsnide

5.Sustainability - AusaEulunnseenuULLaHAM AN Il nssa AR on
6.Branding - NIZLIUNTATIUASHENUILLITUA

7 .Merchandising - M79ANNTAUANFALAN THAAAUAINN T8

8.Fashion Show - m:“u,@mLW\IﬁﬁuLwﬂmﬂ@m@ﬂﬁﬁﬂmj

9.Runway - yasuRsULAwie lride i lusuunduled

10.Collection - ﬂ@NﬂJ@QL@@N’]VI@@ﬂLLUUN’]LﬂuaqﬂLﬂﬁl')ﬂuﬂ’]‘lﬂﬁ‘uqaﬂﬂﬂﬁﬁﬂj



] Q -4

AAnL e ugsAaudy

11.Fashion Designer - YnaanuULLgL

12.Pattern Making - AMTasaLLLA DN

13 Textile - Aanavisatinvanaei i lunsuamdasii
14.Silhouette - sUnswvitanMNTBNARE IRl

15.Accessory - rastlseiadulunnsusedia 1wy nezidlh e
16.Retail - N8 &UAILAN

a\

17.Wholesale - N1311eid9@uAN Winu3uAnvzat{Anlan
d” a v 6
18.E-commerce - N33 AUA9011AY
19.Visual Merchandising - N133AuAAIAUAN WS UALINE YA AQNAY

20.Supply Chain - #24l491n1U138N9219UN 1T UNNTHAAULATAINA LA



AAnL e ugsAaudY
21.Consumer Behavior - #9An3sun19L3lnAv299NAN
22 Marketing Strategy - ﬂ@ﬂmﬁmqm?mmm
23.Target Market - NgL1n"E 22990 AN

24 Brand Loyalty - A9NANARBLLIUR

25 Fashion Capital - ieasiduaAugnanaundss 1wy Ui3a a1u daeesin

Cll

o Y o

26.Stylist - Unalnaasnyinuiinndnalndidetinlinugnén
27.Fabric Swatch - FaaeinaEinlanT dmiunisiaen i
28.Costume - LATBILFNNIENBBNLLLLNDIANTIRLAEWTALNLNNIANE
29.Innovation - WinN3suYzaNIIRENLN N TunseenuuLILAEHARLAR N
. v d” v < dld a a % o
30.Boutique — $1ULABENTUIAENNNANINNLAHUAZRUANANIZF
31.Concept Store — $1UANANNTIATUBAZIAENARA NI LN W ARYTR TR N

32.Pop-Up Shop - $rumiilladansialuscazinandus] ieai1ananumuiiulazhigagnan

33.Tech-Enhanced Retail - N34 walulat lunisiindszaunisninisaaanalugiuan



naud 1: uurliuuaznisaanuu
1.Trend

2.Haute Couture

3.Ready-to-Wear (RTW)

4 Fast Fashion



NANT 2: ANNENTULATULITUA
5.Sustainability

6.Branding

/.Merchandising

8.Collection



NANY 3: NTUARILAZNITRANLLIL
9.Fashion Show
10.Runway

11.Fashion Designer

12.Pattern Making



NANT 4: RINauazLATaIsEAL
13.Textile

14.Silhouette

15.Accessory

16.Fabric Swatch




naNy 5: MsAlanuazmsaneda
17.Retall

18.Wholesale
19.E-commerce

20.Visual Merchandising



ﬂ'&;N‘ﬁ 6: MIARIALATNFNTTNELSLNA
21.Supply Chain

22.Consumer Behavior

23.Marketing Strategy

24 . Target Market



nauf 7: ANNANALATAUSNAT LTy
25.Brand Loyalty

26.Fashion Capital

27 .Stylist

28.Costume



NANT 8: WIANITUUATEUALANE
29.Innovation

30.Boutigue

31.Concept Store

32.Pop-Up Shop

33.Tech-Enhanced Retall

Sources: The Business of Fashion: Designing, Manufacturing, and Marketing , by Leslie Davis Burns, Kathy K. Mullet.,20/23_.



https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Leslie%20Davis%20Burns
https://www.amazon.com/s/ref=rdr_ext_aut?_encoding=UTF8&index=books&field-author=Kathy%20K.%20Mullet
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LUALASISEIURYY : 359U d1aN89

(HRLENGN

Martin M.Pegler, Visual merchandising & display, fairchild
publications, New York,1998.

Michelle galindo,Fashion worlds,contemporary retail
spaces,2021.

FEZBEZ co.,Ltd, New York.

fashionexposedonline.com

fashionista.com

fitnyc.edu

www.pinterest.com

www.arts.ac.uk
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