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Being an entrepreneur is like being a captain of
a ship without a fixed destination - your goal is
to keep looking for the next stop and survive.

It's not all smooth sailing. Before entering
the business of fashion, there are a few things
we think you should know.

It is hard

Runming a brand that 1s acclaimed and makes
enough profit to stay in business 15 Not easy
especially it vou don't have a | 1 Qe _:':-'-Z'-| 3 tunds

when youre starting out

' Good designs are only part of the
picture
There i1s a vaned set of skills needed to be a rashion
entreprenedr. It takes a balance of creativity. hard

Work. business and social skilis = and a little luch

Things do not happen overnight
r"*'_--r'*."l; of qareagl designers fail many times betore
reaching success. kememober, the route to the
top Is not always glamorous - and it's likely to

take more money and time than you think

Always keep going
| here are so many unpredictable circumstance:
thal come with baing a fashion entrepreneur; you

can never be 100% ready, Make sure that with

every step backward, you take two more forward

MARD!

While it's not an easy road to becoming
a successful fashion entrepreneur,
we hope the path is made a little
easier with the help of this manual.
MNever stop believing in your dream,
and remember not to let the obstacles
discourage you because nothing in
the world can replace the joy that
comes from achieving your goals.

You've got this.
Fashionary Team

KIHYH 5. 11
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On your journey, you will deal with plenty of different people within the industry.
Some might even become your team members and the following are just some of them!

»

v Stylist

Mode

1%

Editor

Showroom

Model representative 3

makeup artist

agent
Photographer
lournalist i
- - Hair artist a b
Retail - e G
manager . Quality control '
e Beauty, INspector p ﬁ %

PR agent

71
ﬂ Product

merchandiser

Distribution
manager

Sourcing

gljent

A

i -
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merchanaiser i Production
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Mmanacer
maker J
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THE MOST IMPORTANT THING IN BRANDING

Branding is an opportunity to create your company's personality and forge a closer
connection with your customers. The key to strong branding is through
differentiating yourself from your competitors. In short, stand out.

MORETHANA LOGO

On the contrary to popular belief, branding
encompasses much more than just your logo
and packaging. Your branding is the total sum
of everything your company represents
from your brand name, designs, communication

to your key values and business model

HOW TO STAND OUT?

@ Don’t follow trends,
create them

Rather than mimicking your compeatitors
develop something your customers haven'
seen from anyone else in the market

It could be a product, service, value, buying
experience or perspective that feels

new and different. By creating something
unique, customers have no option but to

come to you for that point of differentiation

@ Communicate sincerely

opeak to your customers with sincerity and
show personality. This builds authenticity
For example, conversationally mention
topics closely related to the customers or
share common problems. This allows you
to build trust, which leads to sales. While
this approach to communication takes
more time, it forges stronger relationships

with your customers in the long term

@ Don’t be afraid to experiment

Whether it be a brave new design
technique or a company stance on an
industry issue, you will gain respect and
loyalty from people who share your views
while helping 1o develop a strong brand
identity



Repeat your brand message

Your brang message and values should be

clear and should be messaged repeatedly
and consistently to build a sense of

predictability, Customers are more likely 1

aval to a brand it they feel it is reliable

Great visibility

It's important for vour prand to be visiole

P | PR o e g rm e — - - - —_—— - g -
AQveriisemen media coverage, 50 1
I ':_| a O DY "_i'_': LiNg iNyoiives in F'ri'-"l N

mpetitions, there are plenty of ways

1O

mote your brand and increase visibility

Exceed expectations

Mpress your customers more thanr

¥ CaEr] =11

ekl
Ul
3 (b
L
T

Don‘t try to please everyone
A brand thatl pleases everyone will be

y very boring brand! It's also one that wil
L 5000 Ti'lf-.'ll-."':"-'l'. Insiead fﬂ{:I,.IE on
delivering to your core customers, anci

naking sure they'll remember you, instead.

71 STEPS TO CREATING
STRONG BRANDING

o Decide on your brand’s core values.
9 Define key features or benefits.

e Characterize your target customers.
B Analyze your competitor.

e Build a visual identity.

e Set your tone-of-voice,

ﬂ Reinforce your brand values.

7
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8 ELEMENTS TO BUILD YOUR BRAND

While branding can be vague and challenging in the beginning as it touches on so many
parts of a company’s presentation; it is vital for a fashion label to become successful.
This is a simple guide to 8 elements worth considering when building a brand.

@ Real person stories. The history and background of
a real person, such as a brand's founder, creates an
emotional connection between consumers and your
company, which helps build a loyal customer base.

@ The reason to start. Highlight what has drawn you to
start up your brand, or share the mission you are trying
to achieve, While this won't necessarily spike sales
right away, it will help build credibility.

@ Cleardirection. Clear and specific core values will help your
brand develop in the right direction and build a clear image in
your customers’ mind,

@ Constant review. You should constantly revisit yvour core values
to make sure you stick to them. However, as a growing company,
yau may need to update your brand's core values to stay
relevant in the market.

@ Create remarkable experience. A bold visual identity makes you
maore recognizable to customers and helps complete their shopping
experience

@ Reflect your style. Your visual identity includes your logo,
typography, brand color, packaging, uniform and every other visual
aspect of your brand. It presents the story and values of yvour brand.

@ Differentiate yourself. Know what makes you different
from your competitors, so that customers have to come
to you only for a particular product or service. It can be
exclusive fabrics, special services or designs for niche
markets.

@ Keep yourself on track. Identifying your USP can help
clarify what you should focus on when developing new
products.

8



INTERNALLY EXTERNALLY
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@ Have a voice. Sharing an attitude or a point of view on
current culture or incicents that don't relate to vour business
can directly make your brand more relatable to customers.

@ Clear standpoint. Be careful about how you deliver your
message and make sure the points of view of your staff, or
spokespeople, align with yours.

HIGH PRICE

@® Plot a perceptual map. Erand
positioning 1s how your brand stands
among competitors, as well as how your

customers perceive your brand LOW 2 ® HIGH
5 I
@ Affect decisions. How you position your o T SRIBLINY
brand may affect its pricing structure,
stockists and your marketing decisions.
LOW PRICE

@ Decide who to sell to. One of the most
important things to consider at the beginning
of your journey as a brand. It's the foundation
of your business

@ Study your customers. Research your
customers’ spending habits, lifestyles, likes,
dislikes and needs. Understanding these will
make it easier to create irresistible products

@® Choosing the right tone. One of the most
underestimated considerations. It helps conjure
emotions and creates your brand’s personality
Your customers might not always remember your
message, but they'll remember how you make
them feel,

@ Align your tone. From advertising to your
website and everything in-between, to deliver
a single message

14
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HOW TO DEFINE YOUR CUSTOMERS

Identifying target customers can help a brand develop effective marketing strategies.
It has to be clear and specific to be effective. Remember to always keep your target
customers in mind when making decisions.

&

TIPS TO DECIDING
RIGHT TARGET
CUSTOMERS

@® Familiarize yourself
with your customers
Pick a target group you are
already familiar with, oi
passicnate about working
with. If you don’t know your
core customers well, it'll be
incredibly difficult to sel|
a product to them,

@® Onetype of customer only
It can be tempting to target
many different types of
customers, but it's best 1o

focus on ane group. By

including several types, it'll be

harder to define them clearly,

and therefore harder 1o define

vour brand direction. |f you
really want to civersify your
target market, add another
line to your company
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DEFINE A SPECIFIC CUSTOMER PERSONA

[ IEE

{ [ . 1
1174 ACATY e oI I

Demographical

Gender
Male/ Female/ Trans-gender/
Third gendei

Age
Children/ Teens/ Young/
Middle age/ Elderly

Ethnicity

American Indian or Alaska
Mative/ Asian/

African Amencan/ White/
Native Hawailan or Pacific
Islander etc.

Religion

Christianity/ Islam/ Hinduism/
Buddhism/ Folk Religion etc.

Marital status
Single/ Married/ Divorced/
Widowed

Life stage
Dependent (on parents)/

Pre-family/ Family/ Late Stager

Education
Primary school/ High school/
College/ University

income
Low,/ Medium/ High

10 18 Jjetl Cu rs. [ 45
RO Your whole company al
y i i i
Psychological
Lifestyle

Hippie/ Nomadism/ Bohemianism/
Yuppie/ Hedonism etc.

Purchasing motive and behavior
Product choice/ Brand choice/
Dealer choice/ Purchase time/
Purchase amount/

Purchase frequency

Interests and hobbies
Yoga/ Video-gaming/ Movies/
Music etc,

Attitude
Loval/ Discount-driven/ Need-
based/ Impulsive/ Wandering etc.

Shopping mode
Online/ Offline

i B
A W

|i.‘_ _;.:r

-

%
|-r T::}'II

Geographical

Country
United Kingdom/ United States/
Europe/ Australia/ Africa/ China etc.

Climate
sSubarctic/ Temperate/ Arid/
Tropical/ Mediterranean/ Savanna

Residential environment
Urban/ Suburban/ Rural

Shop location
Within walking distance/ Within
driving distance

21
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HOW TO ANALYZE YOUR BRAND

You have to understand what is happening in the business. Research your competitors
and study your own strengths and weaknesses to brainstorm and plan. It's easier to do
what's best for your brand if you understand the business inside and out.

RESEARCH AND ANALYZE YOUR COMPETITORS
t the main compettors in your mark 9 Determine the uniaue sellina point (USF

I COMpDelitorn:

ileqorize thair products and sery o iaentity the strategies Deing used oy Yyoul
mpetitors

ot

Furniture

Cosmetics

Technology
gadgets

DIRECT COMPETITION

Is the competition among companies

that olfer products or services of the

same categqories.

Food and beverage
Why research direct competition?

@ Distinguish the unique selling point
(LISP) and create differentiation
'. Save time when building up a WEtEhEE

customer profile for your business

oEr

S And many

others

INDIRECT COMPETITION

s the competition among companies that offer

products and services that satisfy the same needs,
Why research indirect competition?

® ‘coveal untapped opportunities
® Understand vour audience better

® Ccate new marketing ideas or collaborations

22



You might be surprised how your
vision for your brand could change

| alter completing your analysis.

BUILD A SWOT ANALYSIS

@ What advantages does your brand have, such

< b iJELiﬂrﬂ[J}1IEE- iocation?

@ What do people in your market see as your
strengths?

5

@ What do you do better than anyone else

@ What resources do vou have that others do
not. such as low-cost resources, talent o

technology?

@ \What s your brand's unique selling
point”?

STRENGTHS

OPPORTUNITIES

@ What opportunities can you
spoty

@® \What interesting trends are you
aware of that others are not?

What local events can you leverage oft?

Are there changes in

t?l:'_-ltrl Oroac anc

« Technology and markets on
narrow scaies

« Government policies related to your hield

« Social patterns, population profiles and
lifestyle factors

« Specifications of your products or services

what disadvantages does your brand have?

Whal do people in your market see as your

weaknesses?

WEAKNESSES

THREATS

Wwhat obstacles cdo yvou face?

What changing technologies and trencdls

T}

mignt threaten you

® ‘What are your competitors doing better
than you?

Do you have bad debt or cash flow problems?

= 3 { T e T [ —— . - -
Could any of your weaknesses seriously

threaten your business?

23
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BRAND VALUE WORKSHEET

Define your core brand values in a few simple words then stick to them. Not only is it the easiest
way to convey your brand'’s key message, but it will become the simplest way for customers to
describe your brand.

Pick 3 WORDS from the list to set your own core brand values and keep them:

@® SHORT AND MEMORABLE @ EASY TO EXPLAIN @ CONSISTENT WITH BRAND IMAGE

24

ADVENTUROUS ) CONFIDENT ) ENERGETIC )
AFFORDABLE ) CONTEMPORARY ) ENTHUSIASTIC )
AGGRESSIVE ) CONTROLLED J EPHEMERAL )
AMAZING ) CONTROVERSIAL i ETHNIC )
ANDROGYNOUS d CONVENIENT ) EXCELLENT )
ANONYMITY i COOL ) EXCITING )
APPROACHABLE ) COURAGEOQUS J EXCLUSIVE )
ATHLETIC ) CRAFTY ) EXOTIC )
AUDACIOUS P CREATIVE ) EXPERIMENTAL )
AVANT-GARDE ) CRAFTSMANSHIP J EXPRESSIVE E
AWESOME ) CURIOUS ) EXTRAVAGANT )
BALANCED 4 CUTE y EXTROVERTED 3
BEAUTIFUL J CUTTING-EDGE ) EXPLORING y
BESPOKE ) DARING ) FABULOUS )
BOLD ) DECADENT ) FAIR )
BODACIOUS ) DETERMINED ) FEARLESS J
CALM ) _DIFFEREHT ) FEMININE )
CASUAL J DIVERSE b FIERCE )
CHARISMATIC ) DURABLE ) FLEXIBLE )
CHANGE ] DYNAMIC ) FREEDOM )
CHEERFUL J ECCENTRIC 4 FRESH )
CLASSIC } ECLECTIC ) FUN )
~ CLEAN y ECO-CONSCIOUS b FUNCTIONAL )
CLARITY ) ELEGANT P FUTURISTIC y
COMPASSIONATE y EMOTIONAL p GENEROUS ]




DESCRIBE THESE BRANDS

Freedom, Cheerful, Generous

Under Armour
Sustainable, Innovative,

Reliable

GLAMOROUS

GORGEOUS

GRACEFUL

HAPPY

HISTORIC

HERITAGE

HONEST

HUMBLE

IMPROVEMENT

INDEPENDENT

INNOVATIVE

INSPIRING

INSTINCTUAL

INTELLIGENT

INTEGRITY

INTUITIVE

-_— e W - Wy .

LIBERAL

e

LOYAL

LUSH

LUXURIOUS

-

MASCULINE

MATURE

- .

METICULOUS

MINIMAL

MODERN

Stella McCartney
Responsible, Honest, Madern

Hermes
Craftsmanship, Historic, Quality

NATURAL )
ORDERLY )
ORGANIC )
ORIGINAL )
PASSIONATE )
PATRIOTIC )
PERFECT )
PIONEERING )
PLAYFUL )
POSITIVE )
POWERFUL J
PRACTICAL )
PROTECTION )
PRECISE )
PROVOCATIVE )
PERFORMANCE )
QUAINT )
QUALITY )
QUIRKY )
RADICAL j
RATIONAL )
REBELLIOUS )
REFINED )
RELIABLE )
RESPONSIBLE )

Maison Margiela
Ananymity, Luxurious, Inspiring

Nike
Innovative, Sustainable,
Performance

RETRO

REVOLUTIONARY

ROMANTIC

SEDUCTIVE

SELF-ACTUALIZED

SELF-CONTROLLED

SPIRITED

SENSITIVE

SENSUAL

SERENE

SEXY

SIMPLE

SOPHISTICATED

STREAMLINED

STRONG

SUSTAINABLE

TIMELESS

TRADITIONAL

TRENDY

TRUE

UNIQUE

UNISEX

UNIVERSAL

VERSATILE

YOUNG

- W W W W W O W T O W W W W T W W T W W W W Ty e a.

25
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SET ATONE

Presenting a product with different writing styles and words can create different
perceptions of the same item to customers. Make sure to talk about your brand,
collections or products in a way that aligns with your company’s values.

HISTORICAL

1 his timeles |!.':._-[ 1CK cre
1sing traclitional techniques passed on
|| |:"|‘_|f.|!--['. ran i1 ]::"'-""'"I-:-"".

CONTEMPORARY

cuipied in snap Achiustable rounded

nemiine ror a luxe fnnisning touch

26
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BRAND VISUAL GUIDELINES

The way you build your brand visuals is vital to making a memorable first impression.
Take the time needed to fine-tune what your customers see first and how they
interact with your brand.

1.BRAND LOGO

Logo Variations

Name of brand

@ For details of naming

vour brand, you can F B M
refer to page 170-171 F B M F B M Eﬂ:mﬂs Fashion
Manual Business

Manual

Logo mark Horizontal Lockup Vertical Lockup

Your logo
should be

® Scalable and looks
good at any size.

® Recognizable when

mirrored. Logo with color Reverse Logo on dark background

Isolation Area Size Specificaion
0.5x
Your brand name and
logo doesn’t need 1o

(.5x

-
st i ko ", FBM Jsnm FBM 2o
it general so it doesn't Print minimum size Digital minimum size

limit your market and
potential growth.

Unacceptable Usage

FBI FBay EBM F

Do not distort Do not rotate Do not recreate Do not add
the logo the logo the symbol drop shadow




Design a custom font
that is truly unique to
your brand. It will help
differentiate yourself and
avoid being copied by
other companies.
2. CORPORATE COLORS BREAKDOWN
Primary Proportion
Primary 2
CMYK for Print
RGB for Web
Secondary
PMS 3
CMYK
RGB
T
3. TYPOGRAPHY '
Primary- Main usage Complementary -

AaBbCc
0123

Font Weights

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmnopqgrs
tuvwxyz1234567890

Weights: Bold for titles and
headings

Cases: Uppercase, lowercase,
all caps, sentence case or
title case

Alternative option for
universal usage

AaBbCec
0123

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijkimnopqgrs
tuvwxyz12345678380

Weights: Regular or medium
for body copy

Cases: Uppercase, lowercase,
all caps, sentence case

or title case

Color proportion
is important!

Althouah colors used
across individual pieces
of branding might vary,
the cumulative color
proportions across youl
antire brand should be
balanced.

FBM

Typography

Consistent use of
typography enhances
the strength of the brand
identity.

Complementary
font

OUT NOW

29
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A PACKAGING CHECKLIST

Packaging is a big part of branding. Doing it right can enhance your brand image and leave a
good impression behind. Using the right type of box, tissue paper or carry bag that aligns
with other visual elements can help tie a neat bow on every single customer’s purchase.

MEMBERSHIP
CARD
ENVELOPE \‘_&"‘
PLASTIC BAG BUSINESS /
NAME CARD
FBM
MONEY PLATE
- - e —
GREETING CARD LETTER PAPER
FBM
PAPER BAG TAPE ; $100
T —
NAME TAG GIFT CARD
1&
M
RECEIPT HOLDER HANGER PEN/PENCIL

30



 FBM
R 4
INVOICE FOLDER
WRAPPING PAPER
g -
CE———
-~
RIBBON
F'BM
BRAND STICKER
GIFT BOX gt

GARMENT BAG

—

TISSUE WRAP UNIFORM HANGTAG

31
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FORMING A FOCUS GROUP

Is your brand where it should be? You might feel confident that it is, but even so, it doesn’t hurt
to hear the opinions of others. A focus group gathers different people to discuss and share
opinions, criticism and feedback on your brand. When organizing a focus group...

WHY SHOULD YOU HOLD WHEN ORGANIZING A FOCUS
A FOCUS GROUP? GROUP
@ Provides in-depth, detailed and actionable o Pick the Topic
information. . :
Clarify the main purpose of holding a focus
@ Opens up new insights and details you might group. Decide what you want to know from your
have missed. customers, what information is critical and will

= benefit your research. You may consider:
@® !dentifies potential problems and reduces

future time and money loss. @ The impressions of participants towards
vour brand or products.

® How, when or where will they use your
product.

@ Their expectations and wish, e.g. What
services do you expect to have when
purchasing at our store?

@ Feedback on your products,

@ The impressions of participants towards
your direct competitors



9 Invite the Right Participants

Ensure participants of each group are similar
enough in background so they can feel
comfortable to speak up, but also different
enough to have diverged opinions.

@ Target customers are the most important
participants in a focus group and should take
up a larger proportion of participants. as they
represent your main groups of customers

@ Existing customers arc as important as
target customers, if you are looking for
feedback on your current brand image or
existing products.

® Key opinion leaders who align with your
target customers, and whose opinions
towards vour brand or products are highly
valued by their followers. It you can get
positive feedback, or find out what they are
looking for, you'll have a higher chance of
being favored by their followers

® Industry insiders can help identify technical
problems or potential risks.

® Other stakeholders who can decide
direction of your brand

9 Decide the Questions

Make sure your questions are clear and concise,
complicated or ambiguous guestions will
confuse or mislead the participants.

® Engagement questions are simple
questions that are related to the topic. These
questions may help participants warm up
and get comfortable with the discussion later
on.

® Open-ended questions can encourage
participants to express their thoughts. Avoid
using closed 'yes' or no’ questions, as it
limits participants’ answers and expressions.

@ Neutral questions, rather than leading
questions. Asking neutral questions will
make sure the answers truly reflect
participants’ thought, instead of misleading
answers

® Specific questions, when more concrete
answers are needed. Asking such gquestions
can help clarify participants’ answers.

® Follow up questions after a new point or
view is raised by participants, it is important
to have more opinions from other
participants towards the new standpoint.
It could be an important idea you have
been missing

PERFECT GROUP SIZE

|
6 Tips for having a seamless and

successful focus group session

® Avoid domination in the conversation
Politely interrupt by asking if anyone else
has a different perspective. This will
encourage the quiet ones to speak up and
make sure everyone gets to speak.

Observe difference in participants’
reactions to you and your competitors,
Their reactions and body language may tell
their true emotions towards specific topics.
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ONE SINGLE DIRECT MESSAGE

Consistent messaging is the key to building and maintaining a strong brand. Each season,
every part of your business should be consistent with your core brand values.

HOW TO STAY CONSISTENT?

i

2

A single direct message

Consistency is all about one single direct
message. Your brand values, identity, tone-
of-voice and style should all be presented in
a focused and consistent way

Constant repetition

Emphasizing your brand message or values
repeatedly can tap into your custormers’
sub-consciousness.

Stay focused

Focus on selected core items that stand for
yvour brand so your customers can recognize
yvour main selling points. Developing too
many products too quickly will distract and
confuse cusltomers

Provide guidelines to team
members

Create brand guidelines that explain

vour brand values, mission, propositions
diferentiation, and tone-of-voice. They
should be shared with the whole company
including marketing, design development,
production team, third-party consultants,
freelancers and other potential partners

Being consistent avoids
confusion. It allows
customers fo understand

and helps them recognize
you instantly.

what your brand stands for

CHALLENGES TO OVERCOME

o Ever-changing trends

Following trends means you may be favored

by the majority of consumers over a period,
however simply chasing trends will make you
lase your identity. Instead, stay consistent with
what yvou believe in, and add trend-focused
details that align with the values of your brand

Balance between creativity and
consistency

It is hard to be consistent and evolve at the
same time. Every tme you create a campaign
or design a new collection, you'll want to
creale a new experignce for customers. At the
same time, you need 1o keep an element of
consistency so customers still have a sense of
familiarity. It might take some effort to get the
Dalance nght

Varying voices of team members

It is difficult to keep a consistent tone-of-voice
with multiple team members representing your
brand. Their perception and understanding
towards your company, along with their
communication style, might be very different
The employees themselves may not even
realize It

Different routes of expansion

There will be chances to expand your business
as your brand starts to grow, but not all
apportunities will resonate with your brand
identity or values. Only choose the approach
that fits your brand to avoid confusing
customers
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SMART PROJECT BRIEF

Clever design projects require equally “SMART” briefs that articulate what you

set out on creating. Project briefs state in a clear, concise manner what you
want to do and how you are going to do it. It can avoid your team members
having a hard time understanding the brief.
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SPECIFIC

Clearly identify the company or the

target client. All other requirements

and tools should be listed in detail.

MEASURABLE

Include clear and specific numbers
towards the outcome,

ACCOUNTABLE

Divide and conguer the project
by identifying the different people
managing diverse tasks as well as

those who are accountable for tasks

RELEVANT

Be crystal clear about your target
customers and outline the section
of the market you're addressing,
Make sure the direction aligns with
yvour brand.

TIMELY

Have a detailed plan of how you're
going to meet deadlines. This will
help you get your products ready
on time, every time.

l

Specific

Types of events and
occasions the designs
are made for, the

season, launch date and
outcome requirements.
Additionally include —
anything that helps clarify
the design, such as the
presentation method

or type of presentation
board used. Be as clear
and detailed as possible.

Project name:
Date issued:
Client:
Person in Charge:
Season:

Date of launch:

Obijective:

Target customer:

Price point:
Key colors:

Key fabrics:

Key design
requirements:

Quantity:

Timeline:

Presentation
requirements:



FBM

DESIGN BRIEF

FBEM, womenswear tailoring collection
4th February 20X X

DEF Fashion Ltd buyer

Chief womenswear designer °

S5 20X
20th February 20X X

A full collection of modern, feminine, comfortable women's

workwear, including accessories and footwear, for customers
to mix and match with minimal effort.

Fashion-forward career women between 20 to 30 vears old

looking for high quality, modern style at a mid-market price
paint.

US$HB0 - US$200
White, cool gray, black, soft pink
Suits and jackets - Cotton or wool twill (Houndstooth) or wool

blend tweed.
Dresses and tops - Viscose crepe (solid and printed),

lightweight cotton and modal jersey.

Hard and soft mix, color blocking
Key shapes - Trapeze silhouette, sheath dress, wide leg pants.

5 dresses, 6 tops, 2 jackets, 3 pairs of pants, 3 skirts,
3 handbags, 4 pairs of shoes. .

10th Jun - Design board
30th Sept - Final collection
30th Nov - Finish production

Mood board, theme board, color board, material board,
development board, two-dimensional illustration line-up,
front and back flat drawing line-up.

Accountable

Naming the key people
responsible for different
parts of the project is
particularly important

for large companies. An
extensive team with diverse
responsibilities working

on multiple projects at
once can cause confusion
about who is leading and
executing on certain tasks.

Relevant

Make sure all elements,
such as design, price point,
styling direction, color and
fabric, are relevant to the
target customers.

Measurable

List the outcome of the
project such as the amount
and quantity of the

production or the collection.

Timely

Map out key dates onto a
schedule and enforce the
timeline with everyone who
i5 Involved.
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PLAN YOURCOLLECTION
STRATEGICALLY

Within your collection, not all items serve the same purpose. While some pieces help in raising
your margins, some are better at attracting traffic. Think strategically when deciding which
designs make it into your collection - you need a good balance to attract customers and make

money at the same time.
WHEN PLANNING YOUR COLLECTION

. Focus on your key pieces Make it memorable

It is impossible to create everything ror everyone Address your unique selling point (USP) and
o start with, focus on products that sell well ana maintain your identity across seasons. Do not
present your brand clearly confuse the buyers with who you are, Always

keep your collection fresh but recognizable

Signature Items Transaction Builders

What your brand is known for. It can be a product that termns that build up your transactions

no one else sells or one that's far better than what [hese are typically additional products that
your competitors sell |t usually exists every season complement each other. Such as a tie thal

or it might be a imited-edition iten pairs with a shirt. a belt that can go with

jeans ar a necklace that works with a dress
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Loss leaders are products that don't
typically bring in high profit, but they help
at aftracting traffic or enhancing a brand's
image. While multi-brand retailers typically
don't carry loss leader items, they can be
helpful to individual brands if used wisely.

':‘-I',l 3 [ ]

- Consider price
The price must be in a desianer s mind
throughout the process apart from guality and
creativity, It aftects everything from materials
the design outcome and potential customers

After all vou need rm Ney 1O run your DusIiness

Profit Generators

These are your money makers
Froducts sold at high margins
should always be included in the

1 [t . T T |
II:I:.-. I.'l III-":' |-| :I |1 Jll\l = '.l .'_I _.'._II

- Quality is key
Quality i1s a combination of craftsmanship
materials anc even your brand s services, Quality
mMust De maintained across all araas thal represent

vour brand, constantly

Image Enhancers

Wow' pieces that help boost your brand’s image
through word-of-mouth advertising. Image enhancers
hould only make up 10% of your overall inventory mix
because while customers may get excited by these

products, they do not necessarily buy them.

1
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THE COMPLETE PRODUCTION PROCESS

The production process is a less glamorous part of the fashion industry, but it's an
important one. There are a lot of steps in production, so you need to make sure you leave
plenty of time and manage the process closely.

() PREPARE
TECH PACKS

Once yvour design is ready. put tech
packs together for manuftacturers, It's
important that everything is accurate
and you have included every
single detail. so the manufacturer
understands exactly what it is, For
more information on tech packs,

please refer 1o page 64-67.

Mator e rs: SS1RACHOD
o
o g
| Detigner: lushi Doa Date: GIAIAHNT
Thawad
ca
RAiD

() TAKE ORDERS
AND PREPARE
PRODUCTION

Start pre-selling or sending your
sample garments o varous
showrooms and trade shows 1o
confirm your orders and calculate
auantities for production. Make sure
all orders are confirmed before
you start your production.

42

() ORDER SAMPLING
FABRIC & TRIM

After fabric and trim sourcing, order
enough yardage for sample making,
and use it for fit samples, or create
samples for sales agent. Remember,
sample yardage should be the right
quality, color and pattern of your

final desian

{:) GRADE YOUR
PATTERN

A pattern maker will grade the
pattern across all the sizes offered
IN your collection

() DEVELOP
THE PATTERN

Pattern development affects the
fit, so you need to make sure it's
accurate. Pattern making can be
tricky and ume-consuming; you
might want to consider finding
technical support.

4

() CREATE
A PRE-PRODUCTION

SAMPLING GARMENT

Pre-production (PP) sample 1s
made by the manufacturer after
you place an order. It's extremely
important that it is accurate as it's
the manufacturer's reference for
bulk production




() CREATE () CREATE (") SELECT THE FINAL
A PROTOTYPE A FIT SAMPLE SAMPLE COLLECTION

A prototype is the sample with the A fit sample is usually made with Calculate the estimated cost of
correct design reatures, including sample yardage based on the each design based on the prototype
silhouette, proportion and aetails concluded prototype. A 1it model procduction. Remove styles that are
such as pocket location and size will wear the garment so you can not a clear fit for your collection and
The prototype is macle with a get the right fit and hinalize vour styles that are too time-consuming
substitute fabric that is similar 1o pattern and expensive to produce

the actual fabric, as sample yardage

-

Is usually not ready at this stage.

X

v

B

{) PROCEED WITH {.) IMPLEMENT /) PACK AND SHIP
BULK PRODUCTION A QUALITY
After the samples are approved CONTROL CHECK

Buvers usually have specific
nstructions and requests when it

the manufacturer will start bulk Implement quality control checks comes to packaging and shipping.

production. If you can't manage the  at all stages of the process if Its important (o follow the buyers’
production yourself, it's important possible. If something doesnt meet  netructions and ship on time,

to hire a production manager i your standards, it should not be otherwise, they might refuse goods

alal & =i S TalBliaiT ol S Earis B S TIT i
oversee the process approved. The earlier you identify and issue you with chargeback fees

" litv nroblemes the lese money = - =
quality problems, the less money For more information on packing

and time you will waste afterwards vour goods, please refer to

For more information on quality page 78-79

control, please refer to page 76-77
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HOW TO FIND THE RIGHT FACTORY

Get a competitive edge by carefully selecting how and where to manufacture your
products - these are some of the most important decisions you'll make for your company.

HOW TO SOURCE FACTORIES?

o Ask for recommendations

Ask for recommendations from your fellow
designers or people within apparel industries of
some quality factonies they work with that would
also fit your needs

Keep in mind: Textile supphers usually have
closer relationship with factones and can be
perfect referral,

O Attending manufacturer trade
shows

This i1s the most direct way to look for tactories
You can quickly understand whether the factory
s suitable and willing to work with you, as you

can communicate with them face-to-face. Some

factories will exhibit at apparel or supplier trade
!:'} ows as well,

Hire global trade data companies

If you are sourcing overseas factories, trade data
companies have a huge database of suppliers
and manutacturers in different countries. They
can provide referrals and help narrow down
choices,

Look for government trading
agencies

At the very least, government trading agencies

would have a list of factories or contractors
that might suit your needs. Some countries’
government agencies will even help introduce
vou 1o a new potential business partner

L1111 1

THE SELECTION PROCESS

¥

2

(il

Shop around

Don't just contact one factory, but do your
research and reach out to 3-4 factories so you
have backup options

See past samples of their work

Ask factories for previous work samples or
conduct a factory visit to determine whether
they have the expertise you need

Get aquote

Ask for a quote of your ideal volume, so you
can know if you've reached the minimum order
quantity (MOQ). Next, consider whether the
quotation is within budget and the production
time suits your schedule

Consider their quality control

Ask what their quality control standards are

like, and ask for proof of their ISO certification
to verify that they're legitimate. Factones with
strict standards are mare likely to provide quality
praducts, which will save you time and money in
the long run.

Make samples before production

Request factories to make a sample and see

it their work and skills meet your requirements.
This can also save time from correcting mistakes
afterward.

{111 111 111



TYPES OF FACTORY SERVICES

Full package (FP) service

The most simple, straightforward choice for
designers to start out is a vertical factory,
which includes both fabric and trim
sourcing services. It makes communication
easier and has fewer chances of the
manufacturing process being delayed.

(B

Cut make trim (CMT) service
Suitable for designers who need a special
fabric from a particular mIII,. acutter or
sewer for special equipment, or lower
prices. Separating mills and factories require
more communication and have a higher
chance of the manufacturing process being
delayed.

INFW4OTIAIA L2NO0OHd

* LOCAL VS OVERSEAS

Domestic production o




WHERE TO SOURCE MATERIALS ?

Finding quality materials at the right price is crucial to creating a collection as well as
your entire business. Understand your material sourcing options to know which one you

should go for.

Fabric Gotton

¢) TEXTILE
TRADE FAIRS

Take part in textile and fabric
trade shows that happen around
the world annually. Mills and
manufacturers display new
fabrics each season, and there is
a chance of finding new types of
buttons and trims,

Fairs to keep in mind include:

Fremiere Vision
(Parns, New York, Istanbul)

Sourcing at Magic
(Las Vegas)

Intertextile (Shanghai)
Milano Unica (Milan)

Texworld (Paris, New York)

) MILLS

Consider sourcing from mills directly. As producers
of fabrics and textiles, they are often more reliable
and there are fewer outsiders involved

When working with mills, there can be a longer lead
time and very high minimum orders, but there are
often opportunities to create exclusive fabrics

46

() SALES AGENTS

Most mills have sales agents to help you
supervise the process and control quality.
Independent sales agents might represent
one or several mills. They can also help lower
your minimum by combining your order with
other clients.



% JOBBERS AND
FABRIC SHOPS

lobbers and fabric shops both offer lower
minimums and wider selections |obbers

i- |l !"1.25--|II.:|"‘|_: .|||[|| 'l:“I!' |ja..: I =I

ror new designers with less budget, alway
~heck if they have enouah quantities of

malen 1|'-L vou neead

. SOURCING BY YOUR
MANUFACTURERS

S0Mme manuracturers also
rials for multiple client This mean
a larger amount of business for the mi
and better cdiscounts plus quick, reliable
delivery for customers. However, fabrii

choices can be limited

CHALLENGES AND SOLUTIONS

Defense is the best offense. By properly preparing for
potential challenges, you can save time, money - and
avoid feeling stressed out.

o Challenge: After an extensive search, you can't
find the fabrics you want.

Solution: Design your collection based on the
fabrics you already know you can get, instead of
searching for something in your mind that you
can't find in reality.

ﬁ Challenge: You received fabrics that look
different to what you imagined.

Solution: Request a fabric sample beforehand
and check the roll when you first receive the
fabrics. Discovering flaws early can give you
enough time to look for alternatives.

€) Challenge: Costs of fabrics are higher than your
budget

Solution: Limiting fabric choices within

a collection will reduce your costs when
minimum orders are involved, Remember to
always confirm the final price with shipping cost
and payment terms before you place an order,

o Challenge: Production time is longer than you
planned, which could delay your production and
delivenes later down the line.

Solution: Production times can vary, but expect
4 to B weeks. Always factor in shipping time when
you place an order. Make sure the tabric
production time is clearly statecl in the contract
and constantly follow up to help ensure delivery
is on schedule,

© challenge: Your fabrics aren't exclusive. You may
spot many other brands, even high street fashion,
using the same prints in their collection as you.

Solution: Ask for exclusive fabrics, or if that's not
possible, check with the mills if any other brands
have used the same fabric before proceeding to

production,

0 challenge: The fabric you want runs out of stock
halfway through production.

Solution: Check if the fabric is Never Out of
Stock (NOS), or is left over stock from past
season, Make sure they have encugh stock to
meet your needs before placing an order.

Like most challenges, preparation is key!

a4y
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FAMOUS MATERIALS FROM ALL OVER
THE WORLD

Different parts of the world are known for producing different specialties and qualities of
fabrics. When sourcing fabrics for your own collection, it's worth keeping in mind the best
and the most economical countries to search in.

UK & Ireland @ Scotland
Wool, knits, linen Cashmere
 F XX XN R ER N R
o000 OOOOOOOOOONDOOOOPORS
o000 OOOOOOOOOOODOOOOORS
X X X X | X R X R R N N R N |
T XX XXX X, 200000 o000 0O® (XX
0000 OPOPOO 0000000 ® X X X X R |
X X X R N N N P00 0000O P2
e @ X X R X R A X N
O000O0OOPOOOO
9000 OOOPOO
B o0o0O0OOOOOOO®
® 0000000 France
Canada . o090 000® Jersey, lace
Wool, knits, 00000000000OO0O®
beaver fur I X XXX ZEX R
. X R X R R R X N R Us
Mexico 2909 - Cotton, kni
@. P otton, knits,
Cotton, 'Y § I fur
wool, denim "X 1111
T XX N
® o000
( F XX XN N
. X X X X N X |
(XX R RN
P9000000PO0OSS®
Por 0000 0COOOOOS
. ' Y XX XXXXXX Italy
Pima cotton, 0000000000 Wool, fine
alpaca 000000000 jersey, silk,
000G OOO
000006 leather
(X X X N N
X X N N N |
Chile bbb
® e
]
. N ]
L N
Consider promoling or gaining press Brazil
coverage around the origin of certain Leather, latex,
fabrics in your collection if the fabrics organics fabrics

have been sourced from counlries
known for their high-guality materials.
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Sweden Finland Denmark Belgium China
Fox Mink, fox Mink Velvet, linen  Cotton, wool, silk, fur,

synthetic fabrics, organic fabrics

2900900
X X X N | . X X X N |
2900000 0OOCOIOOOPOOPODOOOODOIOODOSTYS
2090000 ODOCPOOOOPOOOOPOOOODOOIOPOYS
0090000 OIOOIOOOOOODOOOOOORODPOOODREYS
90000 0ODOOOOOOOOOOIOODIONIOOPOOYYS
X X X X :::::: :-.....'.. Mongolia
©0000000000000000000000000000000000000 Cashmere
200000000 OCOOPOPOPOIOOOOPOOOOOPOPOOODOODOO® OO
® 00 000000000000000000000000 o Eettor o
A X X R R RN RN NN RN RN RN NN RRN N X | ] £ g
000000000000000000000000 000 synthetics,
00000000000 00000000000000CCS O embroidered
2000009 00 000OCOCOIOIOOOIOIOODOESS fabrics
P90000 288 X XX | X X K X ) %
200000 L X N L X X ] . X N N KX |
000000 o0 eeoe A.Japnn
20000 O® 8 S 0000 @ Cotton, denim, silk,
2990060 T @ L X & organic fabrics,
:::::: : :' e technical and active
e00000 Y SO e
200006 o990 . X X N |
200000 2900
20909900 e
® 0 &9
& o0 ®
L X N |
. X N N |
o929 0
2990
L X N
® S
Turkey India Cambodia
Cotton, knits, Embroidery and  Cotton, silk Australia &
-::Iem_m, woven beading, silk, New Zealand
fabrics cotton Merino wool

>

South Africa
Wool, mohair
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COTTON 101

From casual T-shirts to distressed denim jeans, cotton continues to be one of
the most important materials for everyday use today. Its popularity has been

long-standing - with fragments of cotton fabric found in the Indus Valley

Civilization since 6,000 - 5,000 BC.

3 TYPES OF COTTON

Extralong staple Long staple

Short staple

Sea lsland Cotlon Ameancan Cotton
AVArT - = |
(West Indies) :

- E Mexican Cotton

Egyplian Cotton - —
) Brazilian Cotton

sucdanese Cotton
soviel Urior

FOTTIE

i = e - From oem Fj 1IE ik - Vo @ = B =rl= s~
SUDIMa Lotton (LSA) ASIE LOotion (UZ7oekistan)

Pery Cottor Chinese Cotton
Incia Hybnd Cotton Fakistan Colton

Xinjiang Cotton Australian Cotton

-: 11 '||[r-r:

Amencan Cottan

ncian Cotton

HFakistan Corton

racienst [, lew L 'fl'l"'!'.:'.":.'fﬂ.l"."

produclion

Over 90% of the world's cotl

tiber f thick and short

Lower class

but has elasticity

Main uss mn fabnc, one-piece shirt Cotton yarn of 50s count or

egs [ Clothes towel sheeats

Cotton varn or Iow count J futon

Hion absorbent cotion

3TOPQUALITYCOTTON
i -

= T_—=Tr
— —

SEAISLAND COTTON SUPIMACOTTON
from the Caribbean from the United States

First discovered in British West Supima s an advancement
Inches and later popularized from Pima with enhanced fibe
in the Us. 5ea Island Cotton 15 charactenstics and better yield
an ultra-premium cotton - the
rarest in the world and makes
up only C.0004% of the world's
cotton supples.  While imitator
fabrics are generally made from
extra long staple cotton of greal
aquality. only cotton certified

potential. Itis comparable to
authentic Egyptian ELS cotton
Supima must be grown in
America, venlied by the supima
associaton, comes with a
tracdlemark and accounts for
only about 3% of annual cotton
by the West Indian Sea Island
Cotton Association (WISICA)

production

snould be trusted as true Sea
Islanc Cotton

SAME ANCESTRY

20

EGYPTIANELS COTTON
from Egypt

Giza 45 is the most highly graded

cotton liber ol all Egyptian cotton,
graded as extra-long staple (ELS)
together with the cotton fibers
Giza 87 and Giza 88. Most of the
ELS cotton produced in Egypt
stays within its borders, with
only a very small portion
of authentic aoods being
exported. The majority

of exported Egyptian
cotton 15 a long staple,
which is not as high in

quality as ELS



* PROS

Breathable
Sweat-absorbent
Soft

Stretchy
Insulating
Hypo-allergenic
Strong

Versatile

00000000

&4
L CONS
Shrinks

Wrinkles

Easily damaged
Color bleed when
washing

0000

STATISTICS CONTROVERSY OF COTTON

® High water consumption

(o) : |
25 M tonnes 2 5 o Cotton is a thirsty plant that needs more than

procduction annually accounted h:-i cotton @

Use of chemicals
(estimates)

Cotton 1s one of the most chemically dependent
crops in the world, whereby farmers use
herbicides, fertilizers, and insecticides. While anly
2.4% of the world's cropland is planted with cotton,
it consumes 11% of all agricultural chemicals and
24% of insecticides.”

China

The largest cotton The largest non-producing @ Genetically modified plants

grower followed by Importers are Korea, some genetically modified varieties made resistant
India, the United States, laiwan, Russia, and Japan to some insects and tolerant to some herbicides,
Pakistan and Brazil now make up more than 20% of the world's cotton

crop. Unsustainable cotton farming has been
responsible for the destruction of the large-scale
ecosystem, such as the Aral Sea in Central Asia.*

sources: 1. Sunpel 2. Cotton Spinning with Joan Ruane 3. T for Textile 4. WWI
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WOOL 101

Warm and comfortable, wool is a popular choice for winter clothing. Wool is most commonly
made from sheep, but there are other types of wool available such as cashmere and mohair
from goats, giviut from musk oxen and angora from rabbits.

=

Long wool sheep

Usually produce the heaviest
fleeces because their fibers,
though coarse, grow the
longest. Hand spinners tend
to prefer wool from the long-
wool breeds because they
are easier to spin.

Australia* 276,803

China 179,535

Russia Common Wealth 123,312

New Zealand* 114,893 -
Medium wool
sheep

Produce the least
valuable and lightweight
fleeces. Medium woal

is usually made into
blankets, sweaters, socks

or it is felted.

*production on seasonal basis

Source: IWTO Wool Statistic 2016

over1,000,000kq kel

WOoOo According to IWTQ, in 2016 more than 90% 90% of the

Fine Isheep one million kilograms of clean raw wool | world's sheep
Produce fleece which was produced by more than one bhillion )P | )) | produce wool.”
has the greatest value sheep around the world,

due to their smaller fiber

diameter and versatility -~
of use, Garments made
from fine wool are less

likely to itch. Though China is both the largest producer and buyer of wool, Australia dominates
the quality wool market and is a leading producer of high-quality wool which
is mostly from Merino sheep. In 2016, New Zealand became the third-largest
producer of wool, and tops the charts for crossbred wool.”
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Other Countries 230,354
United Kingdom 20,158
Uruguay* 20,698
Morocco 22,578

Iran 27,875

Turkey 25,909
Argentina* 28,432

Sudan 28,069
South Africa* 30,311
India 31,330

@ World Total

(including other Countries)

1 ;1 60'257kg

® Warm

@ Absorbent and
dyes well

@ Durable

© Recyclable

PROS CONS

Affected by moths

Shrinks with heat and
moisture

L

Lightweight

MNeeds to be dry cleaned
Absorbs odours
lallorable Scratchy

Weakens when wet

O0000O

Harmed by bleach and
perspiration

CONTROVERSY OF WOOL

® Animal welfare

According to PETA, the practice whereby strips of
skin and flesh is carved from around the breech
of the sheep for a smoother skin surface, which
15 carried out without painkillers. It remains a
cormnmmon practice in Australia, particularly on
merino sheep because of their large folds of
wrinkly skin

Premature shearing

Sheep are sheared each spring after lambing,

just before some breeds would naturally shed
their winter coats. Timing is considered critical -
shearing too late means a loss of wool. During the
rush, many sheep die from sun exposure after
premature shearing

Worker welfare

Shearers are usually paid by velume, not by the
hour, which encourages fast work without regard
for the sheep's welfare. Experienced shearers clip
mare than 350 sheep in one day, and that pace is
maintained for up to four weeks.”

One sheep produces anywhere
from 2 to 30 pounds of wool
annually, The amount of

wool that a sheep produces
depends on its breed,
genetics, nutrition, and
shearing interval

2-30

41 1]

sheep are usually shorn
once a year in the spring or
summer months, although in
some countries shearing may
take place as many as three
LiImes a year

1/¥r

41 1

Wool is a freely traded
international commaodity,
subject to global supply and
demand. While wool represents
only 3% of fiber production in
the world, it is important to the
economy and way of life of
many people around the world.

3%

41 11

Global wool production is
about 2 million tonnes per year,
ol which 60% goes to making
apparel.”

60%

11 1]

Sources: 1. IWTO 2 Wikiwand 3, Sheep 107 4. PETA
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SYNTHETIC 101

Synthetic fabrics are man-made fabrics that were first created to mimic natural materials and
drive down production costs. Rayon, a hugely popular synthetic fabric, was first created in the
1800s, when the first patent for artificial silk was granted. Today, synthetic fabrics are a popular
choice in fashion.

Spinneret

& Compound

Spinning
Pump

POLYETHER-POLYUREA
Nylon Polyester Acrylic Spandex/ Lycra/ Elastane*
@ Lingerie @® Shirts ® Scarves ® Activewear
® Tights @ Dresses ® Hats @ Bra straps
@ Raincoats ® Trousers ® Sweaters ® Cycling shorts
® Swimwear ® Sleepwear ® Socks ® Swimwear
@ Carpets @ Knitwear ® Gloves
® Drapes @ Hosieries
® Bedding @ Body suits
@ Skinny jeans
® Socks and tights
baute @ Lustrous ® Wide range of ® Lightweight @ Stretchy
@ Available in a wide colors, slightly slick @ Warm ® Strong
range of colors ® Soft
® Wool-like texture
® Slightly ® Very ® Very @ Slightly
@ Non-biodegradable @ Non-biodegradable @ Non-biodegradable @ Non-biodegradable
® Release @ Can be recycled @ Not easily recycled @ Short lifespan
greenhouse gas @ Petroleum based @ Made with highly @ Petroleum based
during production toxic substances

*Often mix with diffarent fabrics
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TIMELINE OF COMMON TIMELINE OF

SYNTHETIC FIBERS' COMMON
Tﬂtal FibEl" Demﬂnd {million tons) SYNTH ETIc FIBERS
:” 1931 - Nylon
O

1849 - Modacrylic

Polyester

60 1949 - Olefin
50 1950 - Acrylic
4 1953 - Polyester
3
0 TOPS5 TYPES OF
10 — SYNTHETIC FABRICS
0 e e S
1980 1990 2000 20010 2020 2030 Gn RE.TEI'
Gore-Tex

A waterproof, breathable fabric,
more commaonly known as its
generic traclemark Teflon.

(—a
DRI-FIT

Nike Dri-FIT

A high-performance, microfiber,
3 \\ polyester fabric that removes sweat

q\ from the body and absorbs it into

%\\\\}\\?}N\Nﬁ “11 il | the fabric, where it evaporates,

2L CONS

+" PROS

@ Production is not affected by €& Not as breathable Uniglo Heattech
changing climates or weather or comfortable as natural A blend of acrylic, rayon,
conditions materials polyurethane and polyester, the
@ Can be produced for different © May cause allergic reactions  textile warms the body while
advantages, such as being: @ Prone to heat damage absorbing moisture and staying
- Wrinkle-free & Cannot be easily dyed comfortable against the skin,
- Flame-resistant
- Water-resistant THERHGL TE
- Stain-resistant L
- Moth-repellent .
Thermolite
Made by Invista and originally used
CONTROVERSY Did you know? as an insulator, the material keeps
i":"q-':-:'.'!“' WIS 1alz |'|-r_|1 ThE wearer warm WhEH W'&L Elﬂfj
® Harmful to environment commercially successiul dries quickly.

The i .
process and chemicals used svhthelic fatiric. Created

in creating synthetic fabrics by Wollace Corothers in Thinsulate
Y WY LILELE W =t i

can make them ha_rmful to the 1931 the fabric is still used INSULATION
environment, wildlife, and both the

exiensively loday Thinsulate
health of factory workers and people. : . : :
@ Described as "haating without
heavy insulation”, it's considered
® Non-biodegradable the warmest and thinnest insulation

'Df[&ﬂ I1ﬂn'b|{]degfadabte. WI'IE'H‘ = ﬂﬂlE[Eria] in tﬂdﬂ"p"ls markEE

-._\_l:ll.ll"
discarded synthetic fabrics don't ‘l.
Source: 1. Textile World

break down in soil like natural fibers.
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LEATHER 101

Leather is one of humanity’s earliest and most useful discoveries. It remains a popular
material in fashion today, with roughly half of all leather produced used to make footwear,
and a quarter used to make clothing.

3 TYPES OF COMMON LEATHERS

" w

Cowhide, calf Sheep and
and cattle lamb

4 TYPES OF LUXURY LEATHERS

p #<

Snake Alligator Fish Ostrich D

lllllllllllllllllllllllllllllllllll

++++++++++++++

FAUX VS REAL : C L B
Liuaiity and durability are important considerations : :

when comparing faux and real leathers. With new

technological breakthroughs, faux leather is a lot

thinner and much more lightweight than real leather

While there is controversy regarding animal weltare D

real leather is much more long-lasting than faux

leather. Faux leather is also claimed to be more

detrimental to the environment

-------------

++++++++++++++++++++++++++++++++++

D
ANATOMY OF SKIN GRADING
Top Grade
Full Grain - 2nd Best Grade
Hicle that has not
GRAIN Full l}‘.':!l';:_!r'l sanded, Top Grain - Medium Grade
Grain buffed or Er'IUHEIj- NMost common |"|.-:|h-
JUNCTION OF Grﬂin ) b i .
GRAIN & CORIUM J' end leather, sanded Corrected Grain -
surface. Sanded surface
Split artificial grain
CORIUM (Suede) impressed into
1 the surface.
FLESH



Pigskin can rarely be found
in Muslim countries, as pigs

are considered impure.

5 IR
© A.Butt-best value,
. 13% of the hide :

B. Bend-good value,

30% of the hide

C. Shoulder-fair value,

32% of the hide

D. Head/Belly-poor value,
25% of the hide

Low Grade

Split -
Created from the fibrous part split
from top grain. Can be furthe:

split into multiple layers

Lowest Grade

TANNING METHOD

® CHROME-TANNING ("wet blue") is the most
common tanning method because it's both the

cheapest and fastest. It is also more supple, phable

and doesn't discolor or lose its shape in water. Plus

It can be dyed in a larger array of colors
@ VEGETABLE-TANNING uses tannins and other
ingrechents found in different vegetables, such as

tree bark prepared in bark mills, woods, leaves, fruits

@ ALDEHYDE-TANNING ("wer white”) 1s one of the
main types of chrome-free leather. This type of

|r-'f.'_|1i 1215 :'_|f',a._-."| SEEN IN cars and shoes for infants.

By . Y O i - e - g _
ﬂ I L. 1 I"I_I: r_._:l_. 'I__- | 'I WYy LAETR :.II |r_! !'l:_'ll‘_'_'_l:l ::llllll"_l .il | I"_

€ Fades if constantly in direct sunlight

ﬂ Porous and absorbent, stains easily if not treated

CONTROVERSY OF LEATHER

® Animal cruelty
According to PETA, animals are trucked for days at
a time in extreme weather conditions, and many
cows are mutilated through castration, tail-docking

and dehorning without pain reliet

Reconstituted -

Leather : led together with latex binders to

create similar looks as genuine leather,
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FUR101

As soon as humans picked up a spear and went hunting, animal fur and pelts became the
first materials for clothing. Today, fur is most commonly used in luxurious garments and
trimmings, either dyed in bright colors and patterns mimicking exotic animal pelts or
kept natural.

THEFACTS OF FURFARMING TOPO9TYPES OF FUR

Fur farming is the practice of breeding or raising Usage of fur can be different in fur and
certain types of animals for their fur, as opposed fashion business
to wild fur from animals caught in the wilderness,

The Eurcpean Union produces most of .
. the farmed furs in the world, accounting o Mink

for 63% of global mink production and The highest selling fur

70% of fox production. worldwide due to its hghtweight,

decadently soft texture, unique
b [he United States is a runner-up in sheen and incredibly long life
w  SUPPIYING the world with top-guality Did you know? Female mink
= fur, with China coming in third, with less pelts are more expensive than
reliable quality. male ones.

China is the largest importer of fur pelts
and the largest exporter of finished fur © Raccoon

products. Raccoaon fur is sturdy. warm

and well-prniced with plenty of
guard hair and heavy underfur
If plucked or sheared, the

texture becomes silky,

Fur farming is banned in Austria, Croatia,
and the United Kingdom.

X @©

0O Lynx
The only long-haired fur
that won't shed, lynx is
one of the rarest furs.
The animals are under
protection in Russia

© Fox

Long hair and distinctive in coloring,
fox fur needs regular cleaning and
care 1o keep it fluffy, soft and supple

© Rex rabbit

A cross breed of
chinchilla and
rabbit, it has no
guard hair but
more silky and
dense underfur. It
has chinchilla furs
appearance and
softnesswitha 5
to 10-year lifespan.

O Rabbit

Inexpensive rabbit hair is
commonly used to imitate
more luxurious furs
Featuring silky medium
length hair, rabbit fur only
has a 3 to 5 year lifespan.
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“" PROS " CONS FASHION FUR

© Warm © Color will change over time i '
armolly \
@ Soft and comfortable @ Skin easily stretches . ,..-I. r
® Timeless @ High mantenance: special ind
@ Naturally durable washing required i commaon
@ Luxurious @ Expensive noice rashiof
@ Lightweight and versatile © Create waste as not every
due to technology piece of fur can be used due
0 imperfect nature
& 0O Sable

=1 F=="5 One of the most coveted
= furs on earth, it 1s warm andl
light, and the pelt retains
- smooth and silky regardless
the direction it's stroked.,

© Chinchilla

In a glamorous slate blue-gray color
t's incredibly lightweight The

softest and warmest fur with the CONTROVERSY OF FUR

highest hair density of all animals

® Animal Welfare
Animal suffering is the main reason why fur continues
o be so controversial, There are widespread reports of
animals being killed in horritying ways,

Did you know? Controversy aside, fur sales are still
increasing. This is due to a range of factors including
developed technologies that have made fur suitable
for warmer climates, the trend in using fur tnims in
everyday apparel, the rise of fur in menswear fashion,
o Lamb and the preference of fur among celebrities.

There are many varieties of
BRI _ REAL AND FAUX
Broadtail: Slesk, light, shiny,

with a slight wave like fine While faux fur is significantly less expensive than the

real thing, there is an environmental argument that
tavors real fur over fake fur. Faux fur is claimed to
be more detrimental to the environment due to
its disposable, fast-fashion nature.

moire fabric.

Mongolian: Extroverted fur
that is both long and curly
Mouton: Usually sheared
closely for a soft, thick flat fur

Persian lamb: Soft, wavy curls FUR ,APPLIGﬂTlO" METHODS

of black, brown and gray
As tur is expensive, designers tend to apply methods

" i that recluce the amount of the matenal used in their
4 garments. Some of these methods include:
P i
> Let out: Creates more seams which results in a more

durable product, The seams also work as multiple mini
joints that give the garment added flexibility,

i Leather insert: Cutting skin into strips or rectangular
‘."Li shapes, and stitching them together with leather
7 - Tricot: Cutting skin into strips and knitting onto a net
I | ? material.
ie ;j Strips: Cutting fur into fine strips and sewing them
1
" | onto another fabric.
g !
- '!.-'fl

Sources: | Textle World 2 Wikiwand 3. Investopedia 4 Business of Fashion
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THE CORRECT FLAT DRAWINGS

Unlike illustrations, the purpose of flat drawings is to show your design requirements to
a factory for production. It's crucial to show every detail of the garment, so the factory
can clearly understand the appearance and function of each garment. Flat drawings are
sometimes referred to as technical drawings.

£ INCLUDE ALL DETAILS () MULTIPLE VIEWS
@ Darts, seams, stitch lines, vents, gathers etc, @ Draw multiple views to show details of the
@® Seam line whole garment.
@ Stitch  ~---cc-caen- @ Usually there are both front and back views.

“

| —

v
|

Stretched fabric must

be depicted the way it is
No volumetric and olainly flattened on a
artistic effects. desk, not the way it fits

J the body
4

/’f n‘\ ;

v, Waist band
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() SHADING AND COLOR 3
/ X :
¥ X 5
E
. =
: 4 =
2
No color No shadow

() PAY ATTENTION TO CENTER FRONT

7 X 7
CF CF CF

Shirt center front Trousers center front

() TRIM DETAILS

Make sure the buttonholes are
the same as your design

Make sure the zipper directions
are the same as your design 7 %

() SEAMS & STITCHES
-

Side seam
" gt :{
-
; o Nt
L] Lol
Seam line Collar on shirt

() NOEXTRA LINES

no

Surrounding thick lines Unnecessary decorative lines
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FABRIC USAGE FOR COMMON GARMENTS

Understanding how much fabric is needed to produce a garment is important when it
comes to estimating costs, and preventing going over budget. Use this quick, rough

guide to help gauge the amount of fabric you will need for different garments.

Reference size: US 10-14, UK 12-16, EU 40-44.

Skirt,
Straight

2yd/1.83m

15 yd/1.49m

12yd/1.37Tm

Width Pants, Shorts, Skirt,

Full length Bermuda length A-line
35-36" 3V, ; ;
88.90¢cm ayd/2.97Tm 2%2yd/2.29m 2'%ayd/2.06m
gl 2% yd /2 ' ;
g A eyd/2.4m 2% yd/1.94m TYayd/1.6m
a0"
125¢m 2%yd/2.4m 1% vyd/1.7m 1% yd /1.49m
52-54" 2V v / 2 2 )
130-135¢m ayd/2.06m Payd/1.6m T2yd /1.3Tm
kg 2% yd / 2.06 =
145-150em ayd/2.06m Tyd/1.14m Psyd/1.26m

WHAT ELSE CAN CHANGE FABRIC USAGE ?
=i Size Mixing

= BQ -1;.;- :!II-'I;II. .I;lli-t!- I|r|| J- I lnl nent
ﬁr logether when ¢ '.J'.:I'Ill_j fabrics to

LNe maltenals usage the shape fits

Grain Line

6.2

Fattern pieces nead

Veyd/ 1.26m

Tayd/1.14m

% T T PR
| ..|!| .r" | ¥

grain line, making it impossible to

{ 1|r I‘Il'_ IIJ: |r-- i ='='I 'i'll i"'l |1:J:':



Sample

SAMPLE VS BULK

Shirt, Shirt, Dress, Dress,
Long sleeves Short sleeves Long sleevgs_ Ehnrt_ 5Ieeve:5
2% yd/2.29m 2yd/1.83m 5yd/4.57m A4V yd/3.89m
2% yd/1.94m ;% yd/1.49m 3% yd/3.31m 3% yd/2.86m
1¥ayd/1.6m T2yd/1.37Tm 3Yayd/2.97Tm 234 yd/2.51m
Payd/1.6m VTeyd/1.26m 3%syd/2.86m 2% yd/2.4m
154 ydﬂ.dB: Tayd/1.49m Jyd/2.74m - 2%yd/217m
B _ Saurces: | Dummies 2 Fashion Freak:
Matching Pattern Bias Cut
Make sure the pattern matches Bias cut designs use more

the fabnc when cuttiing a garment
S0metimes,

you might require a

ttle more faprc than expecled

rabrnc orde

rtabrnc than other garments, so

e sure to plan for this in youn

63

LNIWAOTIATA 1D2Na0HA



THE TECH PACKS GUIDE

A tech pack is a guideline provided by designers to factories. It explains the method of how to
turn your idea into a physical product. It is important to be both clear and accurate or you may
lose time and money if it's incorrect. That said, there are no set standards or defined layouts
for a tech pack and it can be flexible depending on different needs.

SKETCH

@ lllustration, flat drawing, photo or another interpretation of your design. The image should be big so it
|5 easy to see.
@ Construction details with front and back views and side views if needed. This should also include less
obvious specific requirements and special effects.
@ |n color, ideally with fabric and other additional references.

Be as detailed as possible in
describing the garment.

State which fabric the color
in flat drawing represent.
Main fabric: White

Second fabric: Gray

Sample Fabric reference:

[SEEE——] (= Y |

Style no.: SST1BACHDON
size:
F B M Description: Hawaii embrodiery shirt with pocket and side Us 4
weni
Designer: John Doe Date: 01/12/20XX Page 1ol 6
Material
Factory
Thread
Cuff
Buttons

|

— =

Should cover the If the embellishment Show Can be Enlarge the

information that IS too big or needs to construction in color. view on the

is not obvious or be more prominent, details. Please majority of

cannot be drawn. explain in the artwork refer to @) details. Please
sheet. Please refer to @) refer to 3)
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() SPEC SHEET

@ Drawings or images of product for measurement reference.
® Al detailed measurements with Point of Measure (POM) instructions.
@ Measurements with grading rules.

@® Ingrayscale.

Style no.: 551B8ACHOO0T Sample Fabric reference:
size; L T
F B M Description: Hawaii embrodiery shirt with pocket and side Us 4 i I ;
vent C_ 3| R m
Designer: John Doe Date: 01/12/20XX Page 2of6 e e
f !
Sampls
aus |aus |aus | sus | sus |10Us | Grade
& W
|
|
|
Show all Same Each
measuraments. measurament size measurement

shown in the spec
sheet.

has a different
grading rate.

B5
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MORE OF THE TECH PACKS GUIDE

s

-
s

| DETAILS

@ Enlarged special construction details.
@® Measurements reference.

Style o 55 1BATHGO Saafropada Fabiris releranga
wihe - i
FE M Dwencriptionm Huwad emlecilary Lhird with pocker i ste U5 4 L] . |
— =] (= |
Dwsigneer: John Doe Diate O] 1200 Page Tof b g =
Focket Coallar
=
-4 i
‘ B

.
. ARTWORK
@ Artwork drawings or images with color and material references.
@ Clear instructions, e.g. flocking print.
@ A small image of design to help the factory identify the artwork quicker.
@ Exact sizes. color, proportions details,
@ |deally with fabric and other additional references.
Myple noa: S5THACKHDDT S pale Fabric teference
F B M Dhdrini o Mavwas emibeodiery shisd wath pocket and dde :-:.:J: i I
ki == # FoT ﬂj
Desigred: jodun Do Date: 0171253008 Page dof & e i
= =
P
L o
L e e |
|
15cm
P 15cm .

Either actual size,
if it fits, or to scale.

66

Use artwork sheet
to customize your
!’EGLHFEFI"JEH'E_

Enlarge details with
measurements,

Can be in color,

A small image of your
design may help the
factory identify your
artwork quicker if the
pages are lost.

Artwork sizes and
details have to be
exactly right as
factories use your
images directly to
create artwork.

Can be in colar,



£ TRIMS AND LABEL

@ DCrawings or images of trims and label details for reference.
@ Clear instructions, e.g. tape along the neckline.
@ Ideally in color, with materials and other additional references.

Show trims and other
material details with

samples attached.

Show correct
details, layout, color
and attachment
methaods.

Can be in color.

() COLORWAYS

Shvie s SHTRAL HOEH Satnufle Falrsg deletong e
Lije
F B M Decssption: Hawiail smbrodisny thirt with pocke and wide s 4
wr B
Dengnes, faRn Dne Dale, 071 270K Paipe 5ol b
TriFms Blaps ropioma (490 LTPH Sicpprbat Gaiase Fi
o0
. oo
— ———
Lakbe placemeni
| FEM
Brand label T o
H-ﬂm_ltﬂﬂ‘ FE M
13
) [ ]

@ Color and fabric references of garment including the color of threads and trims.
@ Swatches and color should be in corresponding order.

@ Color and fabric references for different combos.

Can be in color. —

Swatches and e
color should be in
corresponding order.

Color and fabric —
references for any
changes in garment,
thread line, label

ar others.

FBM

Stybe noc  SSTRACHOOT Sampie
i

D ripienn. Hawai embrodieny shirt with podkes and side s 4

werl

Desigrier: fonn Dos Date: 007127100 Page bofé

Fabiic relenenoe

INFWNSOT3A30 L2NA0Hd



LETTERED OR NUMBERED SIZING

Although some companies take a one-size-fits-all approach, the chances are you'll also need
to offer a broader scope of sizes for some garments. Initially, you’ll have to decide on a sizing
method before production begins. As your brand develops you'll learn more about your
customers and their sizes, and can adjust production accordingly.

NUMERIC SIZING ® Fitted garment

Number sizes run with a numeric Numeric sizing Is typically used for formal wear or hitted garments
range, for example, 2, 4, 6, 8, 10 y
Different countries have different ® HIghEI‘ cost
NUMErIc ranges, meaning I ne cost of developing number sizing is very nigh, as a full numbe:r
customers might wear different a8 fange Carn nave at least 8-10 different sizes. More resources will

sizes in different countries needed to be spent on labels, hangtags

® Lower coverage for size

Each size Tits a smaller range of customers, which may increase the

risk of having leftovers for each size

® Formal image

A variety of sizes means a higher fit standard
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LETTER SIZING

etter sizes run with a range of
letters, for example XS, S, M
L, L. It 1s universal and easy
1o understand. Customers cai

normally stick with one letter

Ei-IE as i1 tends 1o cover a wiger

range of body types. For exampl

both size O and

5 7 il ¥
wadl Ag alie,

Z customers cal

VIORE MANUFACTURERS PRODUCE XXL?

® Relaxed fitgarment

Letter sizing is typically used for relaxed it or stretchable garments.

® Lowercost
vihen compared (O a full-size range, u

sources will be needed for fewer sizes

® Higher coverage for eachsize
{ Ine latter size can cover more hocy SNAPES as the grading
difference 1s larger but it may not it well compared to nNUMernc

120 garmenis

® Casual image

elier SiIZing 1acks an atientuon (o deta | thal numernic size I_Z—Hi—f"-}

69
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THE LABELS GUIDE

A label draws a customer’s attention to the garment by describing what the product is.
There are many different types of garment labels, and the information provided on each
may differ between brands or products. This label is a general example that includes
most of the necessary information.

Brand label F B M
M

Composition MEDIUM
information | Size label

LOMmposition

iNformation must

|*-|r_r: .- ate TI'--.'_:1 :u::-iﬁu:lﬂl'-t 63% COTTON

Oof each part witi T

shell fabric of the boay E'-Qﬂfﬂ PGLYESTER
L|-I'-::—. I‘::il|: ;rl_w :| LJ.%-;I.'-‘ —|_%. ) e 5an SPANDEX‘
lsteed in descending

order by weight 1on

the largest perceniage

to the smallest. The MADE lN FRANCE
country of origin

information should also

S gy g V= e
& [EL d I
:.-I.--.I..:'.r s b e

SENSITIVE WASH AT 30C
DO NOT BLEACH

LOW IRON

DO NOT TUMBLE DRY

ANY SOLVENT
Care EXCEPT TRICHLOROETHYLENE

instructions Special

= ? -]
o = XARE® R
should be written in G AIME |2

: sometimes special labels
sequence to concide

are added to highlight the
WwWIth the garmaent s -

washing |;||r:'-r::r_ dure ORGANIC COTTON quality of the product

as qualty might brnng
extra value 1o the

~ustomer. Fou !__'.1.':I1||;ir.!_

100% silk or qenyine

leather

v Approved

10



STYLE OF LABEL

\AAAY
FBM

100% COTTON

Manhattan fold

Ends fold

FBM

M
100% COTTON

WAAE®

Heat transfer

i —— -

|
i
|
|
I
|
|
1

Straight cut / no fold

FBM

XS

MADE IN JAPAN

Centerfold

FBM

Miter fold

RS T
I (]
i |
i FBM |
I
Pl P, L

Hand stitching

i
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THE PRICE TAGS GUIDE

While information on a hanging price tag can seem like a minor detail, it’s actually very
necessary. It is where buyers, manufacturers and your staff find everything they need to
know about your garment.

Logo / Brand name F B M

Description Ladies Vintage
Resin Button Long Trench Coat

| Outer: 100% Cotton
Fabric composition Lining: 100% Cotton
WTCO1AW181902-7
US9/UK7 SAND MADE IN USA
! !
o i-'_ =3
Size Color Country of Origin
Stock Keeping Unit (SKU) - ! tifies the size and
color rment style. It municating with |
ar Ifactur als | | _ {
t and obta 1 product inf ton without a barcode scanner
Format: ! ) iy ncludes | 'z color, size, season and

manufacturer

Created by: ' | k| talt Buyers might generate
a separate SKU code of their own



o

e

9,

5 =]

JI. E

i =

)1 ':—F-

I.: r-'1

5 =

T am

i ©

. : g =

. Style number It easier to identify garments whe ! | ; f
| G >
! 1 =y

Format: ' own format

Created by: . ' Buyer might generate a separate style number
| of their own £

—:-':Ff:ih

| Vi
y i

W-TCO1-AW1819 ' |

W- ‘_-;5 ri;«

Celgn

f TC:
AW 1819: A1

gy

e

%;!r LI

W-TCO1-AW1819

. @ . Fabric feature icon

Waterproof Windproof

US$ 200 — B2

Universal Product Code (UPC) = = barcod mber uniquely assigned 10 cac

. s e chanaed You'll find i orice taas and shippina cartons. It's

not essential to nave a LIk retajlers or aistributors who use the UPC system may
request a LIPC from vy ' e recorded and can be traced every time the barcode
Nas Det 1 i I gllls SL 1S Lral {

Format: A UPC is always = barcode
Created by: This cod only be assigned by GS1 (an international supply chain
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COUNTRY OF ORIGIN

Country of origin refers to the country a product has been manufactured, produced or grown.
Depending on the country, the country of origin (COO) can be defined under any one of the

rules below:

SUBSTANTIAL
TRANSFORMATION

Fabric A Fabric B

S L7 ‘ &
'}ﬂlﬂ -+

Sew &
manufacture

Country of origin: "

major transformation, which results in changing

SPECIFIC CHANGE IN
TARIFF CLASSIFICATION

Leather A Manufacture

S L7 B4
Eﬂlﬂ' = @ |

Not
A Shoe

S~ _—428 Joint
ah
o a

Country of origin: l .

the tariff classification then it may be po

'|.|1f'. Il :I:I-. ) & :'I'

MADE IN FRANCE



ADDITIONAL VALUE

Country of origin:

the value percentage of domestic material,

or cost of creating goods. has reached a certain

COUNTRY OF ORIGIN
MAY AFFECT

® Trading policy
four product’s country of origin will affect the
name, category or tariff code of the product in
different countries. /\s countries have their own
trading policy with different countries, changing
e might be different
trading terms, such as duty rate and special

Country -:f- r1QIiN means |

A -II.IrI!.

® Customers' preferences

untry of ongin also affects customers’
preferences towards products, as customers
opiINons anout a product s guality,
performance, ar specific product attribute:

: -.; I-:I-I I lllil.r..-l'.I : .-I . rll Ir-l

WHAT IF YOU NEED TO PROVE
YOUR COUNTRY OF ORIGIN?

Certificate of origin

(formA
@ 'he certificate of origin

y document used in
international trade It 5

completed Dy an exporle;

CERTIFICATE
OF ORIGIN and certified by a recognized

ssuIng body, Not all importing

cauntries need a certificate of origin. Check witl
local customs authority and request vour suppher to

apply Itif needed

LONSULT LOCAL AUTHORITIES

d0dd

SN0 13A30 L
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HOW TO CONTROL QUALITY

Quality control is an important part of the production process. Make sure to work
with factories that produce quality products, and only ship those products if they
pass your quality control test.

=
TYPES OF INSPECTION =
On-line, or in-line, inspection is a quality test done during the production process \"’:-////
@ Reduces defect numbers of final products
@ Easier to repair defects

@ Savescosis

Table, or final, inspection is an inspection conducted after the production process to check foi
visual or any other remaining defects.

@ Minimizes the chances of defective products going on shelves

-. PiCkKs up on ﬁ["l‘f"[:"ll-'"lfj Ll'nfll[ might have been missed o Irng the on-ling Inspaction

WHAT ABOUT MASS PRODUCTION?

Some brands with larger guantity praduction will apply an Accepted Quality
Level (AQL) inspectuon, AQL determines the maximum percentage of
defective items within a specitied batch that could be acceptad during random

sampling inspecticn

AQL TABLE

Lot or Sample
Batch size Size

| Acceptable Quality Level

2.5(tough) 4.0(less tough) 6.5(easier)

Maximum number of deflective allowed

21-90 13 1 1 2

91150 = 20 1 2 3
151250 | 32 2 3 5
251-500 50 3 8 | 7

5011200 | 80 5 7 10

SHOULD I INSPECT EVERY SINGLE
PRODUCT?

Brands with a small quantity production will apply 100%
inspection on products to make sure quality of each single
product is up to standard.

WHEN DO PRODUCTS NEEDTO
UNDERGO ALABTEST?

Lab tests are mainly focused on fabric properties, such as chemicals
used during the production process or garment composition
'.'::-{J[['-‘{'E-'.Irf‘[ffi [t'lf—.’ IS carmed oul based on L'-'.J']-’E?.".':i !L?'L]lilff.‘F'! ents, and
sometimes it is to help maintain quality standards for fabrics which

consumers rel Y LO

16



AREAS TO CHECK DURING QUALITY CONTROL

)

Sizing: Measurements
mismatch with size chart.

Color: Dye spots, color fastness
with dry or wet crocking test.

Fabric: Fabric weight, cuts
or tears, slubs or holes.

Seams and stitching: Seam
strength, stitch per inch,
open seams, incorrect thread
selection, skipped stitches,
loose thread ends.

Appearance: Marks,
unfinished edges.

Fitting: Fit isn't the same as
approved samples,

Smell: Unpleasant odors fram
dyes or other chemicals.

+— Safety: Metal detectors for

pins, needles and staples.

Packaging and labeling: Top
and bottorn size label mismatch,
missing labels, label information
incorrect.

Pattern (Optional): Patterns or
lines mismatch on differnt parts.

77
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HOW TO PACK YOUR PRODUCTS

To avoid damaging products before they reach a store’s shelf, properly packing your
collection is vital. Determining your collection’s final retail display is one of the most
important factors when deciding how to pack products for shipping.

€) FLAT PACK {) HANGER PACK

Poly bags with holes and Hanger Cloth garment bag
a warning clause

FaM |
-
-l
Tissue paper Plastic garment bag (optional)
Bubble wrap or expanded Extra fabric for clipper hanger to avoid clip marks
polyethylene for garments being left on the garment

that easily leave fold marks

Collar band stripes

o I-||I-l-.-.llll|.‘ i

— Collar butterflies

— Back support
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£)BAG

Dust bag Foam wrap

Expanded polyethylene

Stuffing

Protective film
on metal objects to
pravant ﬁlin'.'-']'!{':h rﬂﬁri]ﬁl

Plastic bag
(optional)

Tissue paper

Tissue paper 10 cover
easily damaged parts,
such as embroicdery and
iewelry,

RESTRICTIONS

lissue paper

Bubble wrap or tissue
paper (o entirely wrap
expensive products

Plastic bag (optional)

Shoe form Stuffing

SILICA
GEL
LH1 T EfA

Silica gel 1o pack
garments and prevent
molding, particularly in
humid environments.
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JOINING ASHOWROOM

With the help of sales representatives in showrooms, designers can concentrate on creating
their designs and developing their business without worrying about the sales process. The
right connections with the right showroom agents can help increase your sales and save time.

WHAT ARESHOWROOMS?

@ Ateam of people who present your collection to department stores or boutiques on your behalf

@ There are mainly two lypes of showrooms: Showrcoms housing long-term collections with a permanent office
address, and showrooms housing short-term collections that only show for a few days around market week

LM

@ Isually an appnintmant must be made with the representative to view a collection at a showroom, and only if
you are a buyer or press agent

+" PROS 3L CONS

@ Focus on the creative side and development © Retainer fee (o1 renting space and rack
of your business
© Commission of around 10-15% when sales are
® Easier to reach new customers with thei HEE
exclusive contacts
© Results are not immediate, it usually takes 3-6

v Higher chances to achieve sales, 4= sales months to educate buyers and start seeing sales
representatives are trained to neqoliate with
buyers © May lose rights to make certain decisions when

) _ contracting with big showrooms
@ Receive coaching as the showroom team
will advise on how to improve your marketing © Exclusive rights might be given to the agent for

materials, and provide continuous feedback showcasing your brand
from buyers




CONSIDERING
TOOLKIT TO IMPRESS THE RIGHT SHOWROOM

SHOWROOM
THECONTRACT
REPRESENTATIVES
£¥ How much does the whole showroom package

@ Productsamples o llustrate the full cost, and when is the payment due? ced

. . ¥ i ! <1 | KA LB 3] et LTt LIl ] l'!
gpectrum of vour line, and to allow the ' ! ' I 1wVl il

representative Lo interact with you

oroducts
gy Va1 wrmient tr

@ Wholesale materials =uch &= inc

SNEeLs, Cataiogs and price lists, to show

£} How long is the duration of the contract? =i

i ' 15 offer test penod of one season bef

that your products are ready 1o mow N Yy |
MuLting 1 jeneEral ntract wihcl ey

@ Copies of any press coverage v ve I-3 yeal

received, such as blog reviews andl local

Mt £) What territories do they cover? Some anoncies
meaia L".||;";|‘t|"|-_'_].'~. to show you are actively rafuire exclis a ricints to sell vaur lin:

marketing your product aitil

@ Press kit to share with buyers, and show

yvour anility to market your brand

THE CONNECTIONS

£} How many years have they been in business, and
who are their past clients? / qood showroom car
iIajUst (0o Changing trends and develo

@ List of your stockists w!ich show

retailers’ interest in your brand

i
&
/
A
:

@ Story of your brand or your story as o
designer. A memorable story stavs in ti

representative s mind longer and miaki

{) Whatretailers do they sell to? It = mnortan: thal

the showroom is already working with, ancd hiave

YOLI more remarkable.

n
aood relatol 1S wWith yvour target stores, Ash
* ¥ i | i ' i 5 = - 1] =
i} 1Cally Aol (Nne re e WU Wi O 5l IC
T e MNoOWw LNe aden

€} What other brands do they represent? /.-
reterences of retailers the agent currently does

i ] 5 T 1 X AW Ll T |’ T 5 - 4
LaLEal] with, and see whethe 2lir cire i S

THE SERVICES

&2 Isthere a certain number of clients, or a certain
amount of sales, guaranteed? Otherwize vou
ulcl aving a monthly retainer fee with ne

returr

G What services do they offer? Check whelher they
':'-I.IH'_ Ta 1 i I $ ARE] ; -_'| Fa) 3L __.' S@ Bl “ll'

EI:‘ WCE (A i |! N DIMent ai j'-.' =

€} What is their sales structure? 45« whether i
d‘l_'"J" LEay .||.- [ i i or the whole team will b

{) What trade shows are they exhibiting in?

L e i AT WS vOIL wWamnt IO Darticioate In andc
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JOINING A TRADE SHOW

Should you join trade shows, or should you not? The answer lies in the individual needs and
budget of your brand. A trade show can be a great opportunity to display your collections and
receive orders from buyers, but it can also be costly and time-consuming.

PROS CONS

@ Make connections with people from different © Operational costs such as travel, accommaodation
areas of the industry such as manuracturars tood, parucipation fee, shopping. booth display

Can ana up very Q i-"!' |
& Direct feedback from buvyers and industry L '

peaple 1o help yvou improve your brand image ancl € No control in sales, and it's possible you won't

Colleclions Nave any sales from attending a trade show

& Good chance of direct sales == buvers o o do © No control over the exhibitors next 10 vou
business so closing a deal will be sliaghtly easie they might be competitors who altect your sales.

than norma

@ Trend of sales spreading out all over the year
@ Study competitors’ activities s leam from instead of two seasons a year miaht impact the

[ &7l |.'a|I'.... I '.l.'._:"“'.. o Y | r' 1= Fi 3 '||". = ] -.:-.l'.' | 1lwlm [

!

& Discover new fabrics for collection if the trade

sl W ANLEnS [exliles 0] p/slll

@ Putting your name out there so while buyer
might not put in an orcder with you this time, at
least you Il have been on their radar and there s

mare chance for next season

p——i f 40 THIRAL
L3I W I HEM TIMI
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WHAT YOU NEED TO CONSIDER
IN ADVANCE

@ Booth size yvou will nead. Sales representativi

rom the trage show might be able tg 10es]

@ Decorations of your boath can hugely aff

@ Advertisement 10 increase visibility The
rship packages are sometlimes listed

@ Refreshments cre qreat way 1o draw pe
Ir stand

@ Assistant who can communicale effectively of
f of vour brand. so voure prepared during

@ Delivery of praduct. directly to the show site o

Frs 1L 1 sour st

@ 'Elevator speech’ [0 use with potential buyes

TRADE SHOW TOOLKIT

@ EBusiness cards

@ Collection samples

@® Linesheets

@ Digital and printed copy lookbooks
@ Clothing racks and hangers

@ Business profile, in the form of a booklet
that includes information such as your
target market and retail locations

@ Laptop or tablet - and don't forget the
charger!

@ Extension cords
@ Email sign up forms

@ Stationery, including paper clips, folders,
pens, pen holders, scissars, staplers,
note pads

@ Gifts or takeaways to help buyers
remember you, such as postcards or gift
bags

SNITYSIIOHM




GET YOUR PRICING JUST RIGHT

Pricing your products is tricky. While customers will not buy products that are priced too high,
your company will not be able to make profit when products are priced too low. Different
pricing strategies can be used when pricing different products to maximize your profits.

) COST-BASED PRICING
One of the most logi vays to pr it prociu by cost-based pricing, It's a method that involy
~alculating the total costs of a product, including both direct and indirect costs, and then marking up a

artain percentaae t 1 e the ratall or whnolesale pric

Quick math

Wholesale price =
cost price x markup rate

Retail price =
wholesale price x
markup rate

USS$ 6.0 Materials
+

US$ 6.7 Labor cost

Direct Cost

.............. veessssncssassseneess UGS 12.7
US$ 0.5 General and
admi_n_i;strative costs
(e.g. utilities and stationery) Indirect Cost
US$ 2.0 Design and
development cost
(e.g. tax and marketing)
US$1.3 Overhead v
TOTALCOST «--ccvvvrevsrnsnns. PPN - . - - - - -« - - - cevanens USS$ 16.5
x2.8
l v
WHOLESALE
PRICE ~** e R <" |_|5$ 46.2
x2.8
v
RETAIL . =~
PRICE =~ NPy u5$ 129.36
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{) PERCEIVED VALUE PRICING

Everyone has a perceived value in mind for products. Rather than focusing on cost-based pricing, you can
consider pricing your praducts based on brand image or psychological factors. such as making your
products appear more luxunous

@ Premium pricing. Premium pricing refers to pricing items high above the
f" US$ 3,150 average market prnice, mostly applicable to luxury brands.
| Target: Customers who are loyal to a brand image, aor would be willing to
pay more for excellemt add-on services

Skimming pricing. This strategy involves starting with a high product
price during your product’s introductory penod. Then, overtime, the
product’s price will be lowered to a standard price.

Target: Early adopters who are willing to pay higher prices either

because they are less sensitive to price, or are eager to get their hands
3 months later on the product first

High-Low pricing. This is a strategy where products start with a higher
price-point, which is lowered later to discount or clearance prices after
popularity has passed

Target: Customers who believe discounted sales equals betler value

Bundle pricing. This strategy incentivizes customers to buy more
products by offening lower prices for higher quantities.

Target: Customers who are sensitive to price, as it offers them extra
value.

Limited Edition pricing. This strategy involves offering a limited quantity
of products which tap into a higher price range. This tactic presents a
perfect opportunity to create a sense of urgency around limited supphes.
Target: Customers who are more likely to pay extra to have something
exclusive

o REMINDERS FOR PRICING

o Leave enough margin. Start off by selling to customers and move into selling to wholesalers might
not be profitable it you don't factor in the wholesale markup into your initial pricing

e Consider your whole assortment when you price your products. While each product will have
a different cost price, different markup rates should be applied to different categones. Your goal is
1o have prices that all stay within a range - without jeopardizing any profits

9 Never underprice your products ust 1o fit into certain stores. IUs unlikely you'll be able 1o adjust
YOur prices later

O stay updated on industry standards. Reqgularly carry out market research to ensure the prices of
your products stay within ranges of competitors

87
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HOW TO NEGOTIATE SALES TERMS

When negotiating with buyers in the hope of stocking your own products, make sure you do
not miss out any important information and always leave a good impression so the retailer

wants to work with you again.

THINGS TO CONSIDER WHEN SIGNING A CONTRACT

8 ) Product selection

tore’s product selection could make or
break your products selling Some buyers know
exactly what lo0oks good in their store and maore
importantly, who will buy - and some may not. It's
also your responsibility to ensure your products

are well-presented

(-} Trading arrangement

This varies between different retailers, and can vary

between different brands stocking within the same

retaller, too, 1he two most common Lypes of 1 :-:il"‘..__:_
arrangements are

Firm Sales: Retailers pay for all products ordered
Consignment: Retalers only pay if your product
sells. Any unsold products will be returned to

you. It 15 common for new designears, It's common
for buyers to offer you a consignment package

to trial how well your products sell with

MinImum risg involved

{-) Volume of orders

.....

Big retailers can potentially order large quantities

\
T StOCK which give you economy of scale and

order. Orders that are too small might not be
profitable, so make sure to consider combining
orders from different retailers where needed

88

{} Discounts

Discount between 3% to 15% 1s a common request
from buyers from big retailers that place bigge:
wroiers. Make sure to leave some bargaining room
for yourself and ensure that if you offer a discount

j il i <
vou will stll be profitable

TIFI. Some designers factor this discount prics

'\-\.:'_.-
:-___; rito t . I e of ther progucts

1 111 { I.”'




P

{-) Paymentterms

Laretully consider your payment terms before signing
an agreement, The credit terms are commonly NET
30/60/90 which refers 1o the number of days the
buyer has to pay upon receiving receipt of your
products. Cash on delivery 5 one alternative

speeding up receiving a paymi

() Delivery terms

r'..|. K2 S| 1T =t ::_I PV =T STONLIT ClE Y ET Y !-_ 1M B :'I'_':-l | |-I
s try to negotiate not to be respnn sibie
for pawng the packaglng and dEINEn_.r fee |

1 -"I require you to send your products according

ind alway

)il the products in one go. Failling to follow
mi I._|'1' lead to chi IFLJE backs

£ .

"4 Delivery dates

It s important to stick to the delivery dates agreed
ns. If your u::luerlifl.ruz:ralF is Iate,
buyers might cancel the whole order = nay not

upon durnng negotiatio

Wy .'rl' W || ;I-.q_n" ._||.j_;|| !"_--- i |-r.'.__"_1| Clear atoi I i1 '.'.l Tal=L

{:) Special requirements

It's important to clearly understand all specia
requirements from buyers, which might include

strict or unique requests regarding qualty standards

ite packaging. If you fail to meet these
liable for chﬂrgebacks
rofitable

ana appropri
" f TIE2LE o3 '.'|_'.\_]:|||'._|!|_||
wh ;r'u-..'J-".”.';:al-: your order completely unj

and leave a bad impression

/

Unsold items

Big retailers tend to overbuy and may significantly

markdown your products during sales period,
al the end of the season. Make

sure you check the terms agread upon regardlng

or return them o yol

unsold stock - ensure vou can handle anvy losges

Exclusive rights

Buyers might ask for exclusive rights. This could refer
o an exclusive style, the sole exclusive rights to
retailing your products, or the rights to selling

your products before they hit stores

-'. i |”'.|_- .I; S

jr 1'II-.| '-

Make sure yvour produ ipport e

products, ancd alw 3y 5 el

[
deposit for exclusive _:"-.-!-f:r_ 3 retanl richts

e else

XClusive
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10 WAYS TO GET PAID QUICKER

You have to receive your money on time to increase profit,
which means managing receivables is essential, particularly for
a new business. To get paid as soon as possible, planning and
consideration are needed.

m2E73I3 A" 023w3ican

TURNING SLOW PAYING ACCOUNTS

INTO FAST PAYING ACCOUNTS

o Invoice as soon as possible o Ask for a deposit or cashon
The sooner the client receives an invoice the delivery
sooner they will make the payment. Make sure Asking customers for a deposit is a good way
you send the invoice when your work is still to secure same maoney up front, while cash on
fresh in their mind. delivery (COD) is also an useful option to make

sure slow paying customers pay on time,
as they will only receive the products once

e Breakdown an invoice into :
money IS exchanged.

smaller invoices
Progressive invoicing can lower the risk of not
getting paid at all. Ask for a deposit with the

o Keep talking to clients

order and then charge the rest of the payment Send reminders, statements and phone calls,
at later dates. Keep in mind that the longer you when things become overdue. It helps remind
remnain out of contact with customers, the less your client you are serious about receiving the
likely you are to recover the amount owed payment.

o Set clear payment terms before
you start
Terms should be set up front, to avoid any
confusion down the track,

80



Debt collection agencies might be

your last choice when all other methods
of collecting payment have failed. Just
make sure to choose a repuiable agency.

SINMYSATOHM

US$ 20,000.00

zmm/l

Add overdue fees 1 Reward and recognize clients

Agree on additional charges for overclut (aive clients a handwritten note ar quarterly
payment prior 1o the start of project wit gift to thank them for their business. This is not
enis and make sure i early staled on the orioing them to pay invoices, but letting them

harge youl NS interest in the o know how much you appreciate their business

i -'."'.;'. || i} |_|'_'.l._

which can in turn orompt pavmeni

Address the invoice to the person ') Be flexible with payment types
paving While some clients want to pay by check, credli
Make sure the invoice goes straight to th cara or an online payment system, others
akes payment to avoid it prefer direct deposit. Allowing different
tting lost payment options gives clients more
reasons to pay on time.

Discount for early payment

Mrer discounts o customers who pay their
bills auickly. While it m Y Impact your orornil

nargin, It encourages your customers o pay
aarlier than thi typical billing cycle. This mean

lower your chances of a cash crunch
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SELLING BIG AND SMALL

It's best to have multiple retailers selling your products, even if some aren’t taking large
orders. There is always a risk of order cancellation, especially in chain stores or department
stores, and relying on them heavily for business can put your company at risk.

BOUTIQUES AND SPECIALTY STORES
" PROS ~_ CONS

©@ Tighter and more focused assortment of @ Smaller orders of products from smaller stare
brands and products, which allows the store
to reach their target market and make a noise
about a brand or product more easily.

© Time consuming when dealing individually
with multiple small stores.

© Less financially stable typically, I's possible
the store could go out of business before
paying you in full.

@ More personable customer experience and
unique atmosphere, which in turn creates
a more loyal customer group.

@ Potentially more leverage when it comes
to terms such as shipping and payment, as
smaller retailers tend to be more lenient




Your
Store

=
-
=
=
(3]
T
=
=z
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DEPARTMENT STORES AND CHAIN STORES

PROS

@ More brand visibility towards potential

customers ang other retallers

@ Strengthen brand positioning by being sold

next to other luxury or popular brands

@ Established customer base and requlal
store traffic

@ Higher volume of sales potentially.

DEPARTMENT
STORE

DEPARTMEMNT

STORE

CONS

€ More competition from other brands, making
it difficult to stand out

@ Large orders but always overbuying that
leads to chargebacks or order cancellation.,

© Lower margins. as buyers often require extra

N &

discount (3% 1o 15%) in exchange for ordering

larger quantities

© Stricter requirements regarding packaging,
labeling, shipping documents and returns,
which can lead to significant profit-harming
chargebacks

© Less willing to negotiate terms, meaning more
risk will be placed on the brand

vl H,_%
~y =
n-.ﬁ; n.q.i.,_ g

=
S S Al B O

|10

Ny - -V B
= CHAIN STORE
] | ] [l g
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DISTRIBUTION, LICENSE AND FRANCHISE

Your brand has been going from strength-to-strength and you're ready to take the next step to
grow your business. Let’s explore the 4 most effective channels of business expansion to find

out which one best suits your brand.

WHAT ARE DISTRIBUTORS?

.‘ ‘
4

Customer
o
sell
Distributor . 8
-

Customer

Dhstributors buy products from you with a bulk
discount and resell the products 1o retailers or
end customers. Distributors handle every aspect of
the selling process including marketing, inventary
and after-sales services

® Have ownership of your products

® Right to make decisions regarding how to sell
and promote your products.

® Sell products under their own trademarks
meaning you will not have involvement in sales
decisions

@® Decide product margins. meaning you have
no control over the final price of your products
in the market

WHAT ARE DISTRIBUTING
AGENCIES?

— ey

-~ Buy -
I.Ii

¥ /" Customer
<+ Lnit gl " Present
Product
Brand Agent i
b |

Customer

Distributing agents represent your brand within a
market and help expand your sales channel Agents
present your brand to different distnibutors and receive
commission after distributors buy from you. Some
agencies will also handle marketng and after-sales
sServices.

® Have no ownership of your products

@® Noright to make decisions regarcing how to sall
your products

@® Present products on your behalf, meaning you
have the right to make decisions regarding selling
terms including product prices,




WHAT ARE LICENSEES?

‘Royalty

w
Customer

Pe rrnlasr::l-n i Produce

Trademark EE“

Brand LIEEHSE

- 1
Customer

| icensees pay royalties to obtain rights to use
your brand’s intellectual property -

= l_r':r- [ “-_-I:' " Py 'l_.l_]'- |

Uch as youl
brand name and logo. Using thei
expand your manufacturing and sales channels. They
might also handle production, marketing, inventory

distnbution of goods and after-sales services

@ Have ownership of your products mentioned in

the contract

® Sell products under your trademark and have
the right to be involved in sales decisions

& Right to create new products, and may decide
Wy Ir-Lh 5 -LI'I "Ftlrl__:ﬂ_.l_ 1 -;r[".i Mo T 'I'I.r:.-i"'ll T !i =T

depending on contract terms

@® Decide the margins of products, yvou may have
less control over the hinal price depending on the
contract,

@® Follow strict guidelines and agreements 1boul
business and marketing processes

® Risk of getting into cnmpatitinn with your own
brand as both are under the same

traciemark

Licensing is a commonly used method in
brand collaborations as well as among
fashion brands. It can help expand your

product range info new mmm
as fragrances and sunglasses.

SNIIVS3 10HM

WHAT ARE FRANCHISEES?

- En*,.ralty.
_.1'

FEM . P Customer

Sell
H Product

Open Store with
your Trademark " )

Support

Brand

Customer

Franchisees pay royalties and an initial joining fee
to open a store under your trademark to expand
your product sales, point-of-sales, manufacturing and
sometmes even designing. Franchisees handle the
entire process, from the production to the operation

ol a store

® Have ownership of your products under you
tracdemark

® Right to make decisions regarding how to sell

products under the guidance of your company

@ Right to create products depending on contract

terms

® Sell products under your trademark, meaning
you have the right to be involved in sales

cecisions

® Follow strict guidelines and agreements about
your brand’s product margins and processes

® Receive training, know-how and other support
ind resources from you

® Apply own local market knowledge 10 lower the
difficulties of enterning a new market
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PUTTING ON ASHOW

Fashion shows are big business. Not just an event to show your collection to buyers, shows
also attract major media coverage. Elements such as filling your front row seats with
influencers, and tallying up ‘likes’ on social media, help make the costs worthwhile.

YOUR FASHION SHOW CHECKLIST

. Production house

Organizing a fashion show is complicated and time-
consuming, making experienced production houses
the preferred route. They bring every part of the
show together from choosing the location to creating
a schedule for the show. This can save your time and
minimize the chance of missing important details.

. Venue

Scouting location is the first thing to think about. A
location with appropriate size to fit a whole runway,
audience seating and a large backstage that still fits in
with your brand's image can be tricky to find.

. Photographers

Hire an experienced catwalk photographer to take
high-quality photos you can send to press. Catwalk
photographers should know how to capture the
perfect in motion action shots and detail shots of
garments and accessories.

@ Lighting

The right lighting can enhance the atmosphere of
a show. Make sure your runway is properly lit so that
photographers can capture the best images.

Tip: The right light technicians can make your
collection glow.

. Seating plan and invitations

Buyers, celebrities and publications normally get

the front-row seats, while a platform for press
photographers will also need to be considered. Send
invitations early enough to make sure people can
make it to the show. Well-designed invitations can
create buzz on social media as well!

. Music

Build your brand story with the right music. Just make
sure to triple check the music’s licensing rights.

You may need to pay a music licensing fee to play
particular songs. or to have the DJ play a certain track.

. Hair and makeup

The right beauty look on the runway can lift the
show's overall look and feel. Plan enough time for
the makeup and hair team to create the perfect looks.
If you can afford to spend more, choose reputable
beauty brands and hair and makeup artists to leverage
off their exposure,




. Assistance

You will need a small army backstage to help run the
show with you. You will need to brief each of them
individually on outfits they are in charge of and explain
special instructions. You'll also need someone to look
after the front of house - a PR agent can sometimes
help with this.

Your models do not necessarily need to have the
perfect figure, but try and pick models who have a
face and energy that fits your brand’s style. Hold

a model casting to see how each model looks, and
how they walk, in real life - a com card can't show you
everything. Expect a margin of tardiness on show
day as they may still run late from another show.

. Rehearsal

A full-dress rehearsal is ideal for making sure you
have a smooth show. If it's not possible, at the very
least ask the models who've arrived at the show early

enough to get out on the runway for a practice run in
their own clothes.

MAKING A RIGHT CHOICE: TO SHOW OR NOT?

Fashion shows can create buzz but are exiremely costly. It can be hard 1o get
he righl people lo altend. Showing in o showroom is o good allernative for
designers wno want to interocl wilh customers and delailed colleclions

which require a closer 100k

. Credit sheets and goodie bags

Place the credit sheet with acknowledgments,
sponsors’ logos and an at-show press release with
contact details on each seat. If you can afford gift
bags. they are a great way to make guests feel special.

. Press and media

Send out your press release early (o get press
along to your show, which can generate buzz. Make
sure your release has a great angle, ancdl that you
update your marketing channels with the news of
your show as well. Finally, consider live streaming
the show 10 engage a wider audience.

. Sponsorship

Fashion shows are expensive, and not every brand
can afford to put one on. Some companies host
competitions that award designers their own
sponsored show. Alternatively, some companies
might agree to sponsor your show if they see
potential in your proposal and you'll promote their
own products in some way.
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WORKING WITH MODELS

Models come in many forms and serve many different purposes. To find the right one for your
brand’s project, it's important to understand the types of models available, along with the ins
and outs of working with a model agency.

TYPES OF FASHION MODELS

Editorial fashion

- FASHION |  modes

Editonal mocdels are

‘)
)

photographed for
Fashion publications
These models require
outstanding facial

\ reaturaes, body shapes,

and have a particular
strength when it comes
to posing in front of

a camera.

Runway models

Runway models display clothes on a runway, and

travel between different cities for fashion shows. The

standard height of female runway models is between Fit models

oft 8 (173cm) and 5ft 11 (180cm). The standard height Fit models work as 'live mannequins'. They require

of male runway models 1s between 5t 11 (180cm) and a similar body measurement to a brand’s target

6ft 2 (188cm). It is important for runway models to be customers, and help give designers and patternmakers

able 1o walk the runway with confidence feedback on the fitting, movement, feel and drape
of garments, It's ideal for fit models to have basic
knowledge in garments and their structure, so they

can help give suggestions where needed.
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Plus-size models

I"I"‘]I'I: :I

Part models

b OO W AT

therr specific body parts
S F=Tals 2015

v
e

Glamour models

moceling in men's mMagazines
and tetish brands Lingerie
l|.-|"l:' Wr or provocative
maoclels are often more
expensive to hire than other
tmocle ‘

rr'lr.'_ ¥ L

Alternative models

lodels in a niche market that doesn’'t confarn
maine | AL M L A= F I exXamiDi e THILH =l AITE
a punk aesthetic and multiple plercings. tatt

lypically, alternative m 121
show a strong personality and have unique or
unusual features

r a shaved head

o) the same
skills as editorial fashion models

moloved tor

THINGS TO PAY ATTENTION
TO WHEN BOOKING MODELS

Model's pay rate: Charged by d:

Preparation time: Facior in makeup, hairstyling
 and rehearsal time, which will be

rged at |

Agency service rate: On top of the model's

U heiy | "l-'_ ||| [ 1Y [ ! Arcle 3 .r_.r-l-:' Fw Y

License fee: / |ica

for commercial purposes

se Tee will be charged it the

IMiEaLEs die Laell

You'll need to provide the following
information:

® Media: Whether the images will b
ngita

® Period: How long the photos will be used for

advertising, puthsning, echtor

® Location: Which regions the photos will be
|'|]|: o 120 T

)} Exclusivity fee: If you would prefe

vou photographed to avol

~E-:_"'|.|'-_.'" | |' VI

Y Overtime rate: Exira fees w
wish 1o book a model out of office hours or

during public holidays

Type of model: A mode! not showing his or
her face in the photo usually costs less than
one who shows his or her face. Commaonly

therea s no need for hair '.'-.-'|""_Z.“|

¥
F- ._J_l,]l o | l"'_l

O IMIakEUn

Model appearance: After the castung

rememauoer (o et the mogels agency know il

o
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SELECTING A PR AGENCY

A good PR agency can significantly help your brand’s positioning and exposure. More
and more fashion labels are investing in a public relations strategy before they've even
launched their first collection.

WHAT IS A PR AGENCY?

A public relations agency can create your communications
strategy and promote your brand through their connections

A good PR agency will be able to help clients establish brand

value, and help your brand reach its goals sooner

ROLES OF PR AGENTS
' Pitch v : T 't

aur brand to the eclia contacis
Lthe hope

of achievir IL] RPIESe GONVETalle
@ Press release speech writing and
copywriting services for pnnt and web
@ Create and manage content for online, blogs
and social media Investing in PR is a long-term strategy
® Conduct market researc that usually won't translate into sales
immediately. When you are starting
@ Crisis management oul, PR is about raising your profile,
@ [ xpand business contacts thraugh generating brand awareness and
networking and sponsarship events, positioning your brand in the industry.

® Some PR agencies also act as sales agents

When choosing an
agency, make sure lo
pick one that matches
your brand’s DNA
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TO DETERMINE WHICH PR AGENCY IS BEST
FOR YOU, CONSIDER THE FOLLOWING

SINILARH YN

THE CONTRACT

. How much would all the services cost and how should
payment be made? It could be a monthly fee for longer,
ongoing projects and promaotions or a one-time project fee.

How long is your intended duration of the contract?

PR agents need at least 1 or 2 seasons to educate the fashion
industry and customers about your brand. Goals can’t be
achieved in one day.

Which territories do they cover? Some agencies only cover
specific regions or cities, so you may need to hire multiple
agencies to cover all the areas you are targeting. Some
agencies might ask for exclusive rights to manage your PR in
certain locations.

THE CONNECTIONS

. How long have they been in the industry? PR agencies that
have been in business for longer tend to have better networks
and well-established relationships with press and retailers.

. What other clients are they currently representing and have
previously represented? You want to make sure some of these
brands are targeting similar publications and customers as you.

. What have they achieved for other clients? Ask to see a list
of media the PR agency has relationships with, and samples of
clippings from past coverage.

THE SERVICES

. Who is going to be in charge of your brand’s PR? Determine
whether it's a designated person who'll be handling PR on
a day-to-day basis or a team of people.

. What services do they offer? Some PR agents act as sales
agents and will provide sales related services as well.
Make sure you are clear about the fees of these services.

. Do they guarantee a certain amount of PR deliverables?
Determine whether there is an estimated amount of press
coverage and social media traffic you will receive during your
contract.

. How are they going to promote your brand? Ask for
a proposed social media strategy over the course of your
retainer.




f written communication directed at members of the news media for

the purpose of announcing something newsworthy. A well-written press release can help your
story be picked up by the media, and in turn drive both online and offline traffic to your brand.

L
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HOW TO WRITE A PROFESSIONAL

PRESS RELEASE

A press release
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CREATING A LOOKBOOK

A lookbook should show off your brand’s character and collection. The right lookbook can
leave a great impression in a viewer’s mind. Choosing the right binding method for your
brand’s style can make the lookbook more attractive and stand out.

AELA FBM

13JUIM [|BS

MAKING AN IMPRESSIVE LOOKBOOK

o Keep itin your brand's own style
From logo to font style, your lookbook 1s
representing your brand. Make sure it fits your
branding materials and overall brand visuals

e Use strong images
Strong images are essential in a lookbook when
it comes to helping people get a feel for your
brand’s aesthetic.

o Check your usage rights
Double confirm the duration of usage of your
images with your photographers and maodels
and make sure they are usable for your campaign
period. You will not want 1o break any photo-
usage agreements

106

o Include key information

Tell people who vou are and where they can
find you in your lockbook. This includes making
sure 10 add stockists and press contacts

9 Align with different channels

Update your images across different channels
when you publish your lookbook. Avoid people
being impressed by your lookbook images, and
then feeling disappointed when they see old

campaign images in-store and online.

PRINT OR DIGITAL?

1".|II|=|' | '|I::| "[ |||]r
.:1;. ookbooks via POF liles these doay

A
BOOK - 1 physical copy ol your

Iookhook i Wil siore or yvour

Looth s an opporiumly I

[E _]|||F;1+|f| who aren’l in
e———— et

yiaur onl ! ,:.=|-]||=_;“
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FOLDS
1 French fold 2 Accordion fold 3 Roll fold 4 Tri-fold
5 Z-fold 6 Gatefold 7 Double gate fold 8 Double parallel fold
SINGLE-LEAF BINDING
«( ’ ‘ ﬂ
1 Perfect binding 2 Spiral binding 3 Plastic comb 4 Ring binding
(single loop) |
5 Velo binding 6 Screw and post 7 Plastic grip 8 Rivet
FOLD BINDING
B ey . .
1 Burst binding 2 Saddle binding 3 Side stitch binding 4 Swiss brochure

 —— . e —
]

b |

.
;
:
;
)
;
;
:

5§ Pocket mod 6 Loop stitch 7 Link stitch 8 Side sew
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THE ART AND SCIENCE OF COPYWRITING

A sales agent contacts customers one at a time; a copywriter reaches all of them at once
through communication channels including billboards, magazine ads, sales letters and

blog posts. Invest in a good copywriter, and your story will touch the masses.

WHAT MAKES GREAT COPY

@ Itis about the customers
Consumers are mostly concerned about what
you can provide them. Everything you write
should nclude something that appeals 1o then

AN SNOWS TNam NOW vou can meeat [Neir Nnesdis

@ Benefits over features

People tend to write about fealures instead ol

penehits, When the goal 1s to persuade customers

o tell them what's in it for them

Hence, emphasize the benefits of your products

(o] t.i_l':,.' '[I-'_- t_"'ﬂl.':'-.'...

first. and then list the .;tf'-"j[i_lll_':..
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- Make it easy to understand

L

Use simple language (c make sure
copy i1Isnt too technical or too complicateq

Lusiomers may not unaerstand your copy and

o "
... Keep paragraphs to the point
Long paragraphs are acceptable for print but
are nol so great for online. Only write what you
more - every word counts

Go straight to your point, and make sure your

need and never

poINt leads (o sales

7 Tip: Active voice sentences are short

ﬁ rncd more aff

] active than passive voice

sentences



COPY IS PART OF YOUR BRAND IMAGE

) Oneidea persentence

The simplest way to keep customers reading is to
have only.one idea per sentence; keep sentences
to 15-25 words. Always have your reader in mind
and consider how they would respone to what you

are writing,

Target emotions

selling a product i1s not just about making a list
of why customers need what you're selling. It's
creating a scenario that tells people about
vour collection, your brand. and ultimately vour
Nspiration, People are swaved by a good story
that captures their emotions and helps them

connect to your brand

,, Get a copywriter

It's nearly impossible for you to find every mistake
N your own copy. Being so close to your brand,
you might also be writing in a biased way, Hire a
copywriter to double check your copy to ensure
that it's error-free, and objective This helps voul
brand look professional and competent

109
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THE BASICS OF SEO

You've probably heard of the computing term SEO, but you might not know what it
means. The acronym SEO is short for search engine optimization, which is the process
of improving your website’s visibility and maximizing visitors.

4 NEED-TO-KNOW SEO TERMS

Words or phrases user enters
into the search engine.

External domains that point
back to your domain,

Links that leads to other pages
within the same website

The clickable text of a hyperlink.

For example, click here is
an anchor text and
www.example.com is the link.

no

() HIGH QUALITY CONTENT

Coogle appreciates original user-oriented content.
which helps solving customers’ questions or provides
useful information,

® Useful and informative

If you are running an e-commerce store, you could
include content such as expert interviews, trends
and styling tips, 1o provide additional advice and
information o your customers,

® More valuable than other sites
Pick topics that are interesting to your customers,
and ensure the content provides more value
or a different perspective from other websites.
Craftsmanship or background on your matenals can
be good examples.

® Credible

Boost the trustworthiness and reputation of your site
by including a biography and real customers reviews
and testimonials.

® Unique and specific
The content should not be seen on a large number
of other sites, It should always aim to provide a
good user experience, rather than just to rank well in
search engines.

® Engaging
Bring color and life to your site by adding eye-
catching images of your products. Bear in mind,
an excessive amount of ads can be distracting to
visitors, so can spelling, stylistic and factual errors,

® Strong website activities
Frequent updates, reviews and comments from
customers can highlight strong website activity.



fashionary

fashionary sketchbook

All fashionary book

() USER-FRIENDLY WEBSITE

The user experience of your websile is a key element in
making your website rank hugher. Try to make browsing
your website as easy as possible Hemormbe
customers have little tolerance to poorly designed
websites.

® Mobile friendly

Websites today should adapt tor different size gadgelt
screens. Failing to have a fully responsive website will
hurt your Google ranking signiticantly

@ Navigation
A thoughtful site structure helps both your visitors
and Google navigate your site. Try to avoid more
than three clicks for accessing specific content
and make browsing as easy as possible. Using
breadcrumbs in your website can also help simplify
browsing

® Fixing your broken links

Links that are no longer valid make your site less
credible. Check your inks using online software to
make sure they are working

® Readable URL

Set an easy-to-read URL link 1o help both Google and
reople viewing the page understand what it 1s about
just from looking at your link

G - http://fashionary.org/books

€3 | http://fashionary.org/35ydhg?=ag.asp

fashionary template

{) GETTING MORE WEBSITE
TOLINKTO YOURS

Google believes in referrals, and your site will get
a ranking boost it you are mentioned by diferent
sites. Here are tour ways to get more hinks.

® Approach popular like-minded sites

A popular site’'s mention can help your ranking -
but this doesn't mean that you can bomber them
When approaching explain why your content
might be of interest to their readers 1k on
thenr sicde and why you think they should ink to
your website

@® Sharing friendly

Include shanng options on your website using
a widgel

® Link with social platforms

Submit your website to online communities ke
curator sites or online forums. Constantly referring

back 1o vour website content can help too

i  Following |
@fashionarybook

How to draw 30 shoes with Fashionary
Shoe Sketchbook.

https://goo.glfhx3pm7.
7.5k iotweer  10.2kLikes OO O

® Don't buy links

It is against Google’s policy and a sudden increase
of links will set off an alarm. Build links naturally
and evenly over time,

Enlist an SEO expert for help.
Just remember that quality
confent is the key 1o success.

m
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BABY BOOMERS
1946-1964

This group will constantly tell you about "the good
old days”, but don't get the wrong impression -
baby boomers are still digitally connected.

@ Desktop computers marketing strateqy for
e-commerce, as over 80% of baby boomers
consistently spend time browsing and shopping
online.

@® Traditional media. such as newspapers,
magazines and television are also marketing
channels that works for baby boomers.

@ Facebook rarget ads.

@ Videos that are slower in pace and packed with
useful information, but avoid live videos, GIFs or
blaring, high-intensity music.

@ Discounts or cash coupons through direct
mail, as this generation was brought up to value
every cent.

12

GEN X
1965-1980

Gen X was first to adopt technology by using a pager,
mobile phone and desktop and laptop computers al
home, Gen X is often overlooked despite accounting
for 25% of the population. They are less impulsive and
research thoroughly betore buying. Research online,
purchase offline (ROPO) is & cormmon shopping
behavior of Gen X.°

@ Email is the best way to reach Gen X.

@ Digital videos work best with this group since they
grew up during the defining time of music videos,
and VHS videotapes and DVDs made personalized
entertainment possible.

@ Emphasize selling points such as luxunous,
exclusive and high guality when talking about your
products, because Gen X is willing to spend more for
better products.

@ Easy-to-use loyalty program emphasizing savings
can keep Gen X loyal.



® Social media for mobile devices and undal

i r - &
| ms frequentiy

@ Appealing visuals and straight |
as millennials have a short attention sp

resnOI rably to infographi

® Reviews from other users ana
BhCourace v customers o |

ibhack on vour procuct

@ Sponsorinfluencers 1o give feadback th

GENZ / CENTENNIALS

@ Real people or social media influencers, tc

real-life experiences and new produ

® Real-time news and live stream them o

i
U 7 = TalaBlGTatE=Ta ¥ w g [ o
LM cll o W habedial ¢l | ClLA LU

favored by Gen /7

@ Socialinfluencers act as a briclo
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® Direct and simple acls, as Gen 7 has the short
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WORKING WITH INFLUENCERS

A key opinion leader (KOL) or celebrity that aligns with your brand image, and has an engaged
following of people that fit your target demographic, can sway certain target audiences to
make purchasing decisions.

fbm e

ap =TT P

d
ES

.r. :'.":;ﬁ Ir'q-

B ST N e
N a5 l"?"r"".l..bﬁ"f"!""

®QV

¥ 12,323 likes

fbm SS18 The Summer Bag - Straw bag with pom pom
#Summer #vibe #FBMSS18

View all 113 comments
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SET GUIDELINES FOR KOLS

therr own style and way of presenting content you don't hold complet
ntrol. However, there are things you can do 1o best manage the process and ensure you get the most out
of vour partnership

. Specify format and quantity ERe N e o

requirements .
@ Emphasize summer @ no only products
1
INd fegiing relaxe ] & face shots

'-' Feature an outdoor @ No compare or call

backaround with out to other brancls

e W i @
|.. -. SEt thE dlr‘Ectlun -::-r| TEld] -.'.-:If.:r. ‘I-|.Ir'”'|:-.I . !:ll_l I,-“-:IT .'r'_'":"f rf-:l r"l Tl =)
Discuss the creative direction you envision the post @ Style using summer point

/e, and share keyworas for thi : narng clothing @ Avoid plain, modern
do’'s and don'ts list o' &« moodboard = oseful i backgrounds

| Hequest tags and hashtags #FBM #FBMevent

\sk the KOL to include related taqs or hasl

) Share past examples
sharnng references you like from the KOLs paslt

- N o r r 1= ---. .
il ety Wealy L VWY WL Y

) Seta pnstlng date

s can k. iIsetul iIf yvou nave an ad

Campaign ||r---i-J-".|=|l. Ich date, or other KU

sts o alican withy, 1 he nant imma can maxin
the strenath of a campaign or proect by reinfarcing
v message through multiple channels

CELEBRITY ENDORSEMENT

alebrity endorsement is often used by luxury brands to create a connection betweaen brands and customer:

' The face of the brand
All advertising done tfor the brand or | uct will
use the face of the celebrity, with the celebrity
acting as a muse

.~ Celebrity sponsoring
Celabnties will encorse a certaimn pr
collection, usually through a prearranged
agreement “ponconng can influence fans of
the celebrity to join your brand's commurity

[ 2vVen Detier, mMaxke a purcnas

o
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KEY PROMOTIONAL DATES

A strong promotional plan, coupled with the right timing, can boost your sales considerably.
Use a retail calendar to help plan your course of action.

KEY DATES TO INSPIRE SALES PROMOTIONS

16

JAN

New Year's Day

[Whole Month | Fall End of Season Sales

MAY 5

Labor Day is a day that honors the American
labor movement in the United States. It's also a
popular date for launching sales promotions in China.

[A changing series an Mother’s Day is

dates in Mar / May Jcelebrated in countries
including Australia, Canada, and the United States on
the second Sunday of May. It's celebrated three weeks
before Easter Sunday in the United Kingdom.

NOV

@Einglaﬁ' Day is celebrating being single and
proud, this date is one of the largest online shopping
days in China. The day coincides with Veterans Day,
Remembrance Day and Armistice Day.

[Tha 4th Thursdaﬂ American Thanksgiving

(The day following Thanksgiving | Black Friday
is the first day after the last major holiday before
Christmas, it marks the unofficial beginning of the
Christmas shopping season.

FEB 2

14th|Valentine's Day

(A changing series niJ Chinese New Year

| dates in Jan / Feb is celebrated in countries
and territories with significant Chinese
populations,

{Whn!a Mnnth] Fall End of Season Sales

JUN 6

{Whula Month | Summer End of Season Sales
Marking the close of the Spring / Summer
season, many retailers and brands offer
enticing discounts during this period.

[A changing series uf} Father's Day

dates in Jun / Sep Is celebrated in
Canada, the United States, and the United
Kingdom on the third Sunday of June. It's
celebrated on the first Sunday of September in
Australia.

[ The Monday following Black Friday | Cyber
Monday is similar to Black Friday except Cyber
Monday is focused on online businesses.




MAR 3

White Day is celebrated mainly in Asian
countries. White Day is a day in which men

return the favor of Valentine's Day by buying
gifts for women.

JUL 7

Independence Day The National Day of
the United States.

[Whole Month | Summer End of Season Sales

AUG 8

(A one-month period typically in Aug
Back to School August marks back to school
month for the United States, Europe and
Canada, while January marks the month for
Australia.

DEC

[Tha 2nd Mond aﬂ Green Monday is popular in

the United Kingdom, the United States and Canada,
Green Monday is an online retail industry initiative,
similar to Cyber Monday, that takes place on the best
sales day in December,

@ Double12 is similar to Cyber Monday and
Green Monday, Double12 offers large discounts and
1s exclusively run in China.

[Tl-m 3rd Mond n'f] Free Shipping Day is a day when
participating merchants and retailers offer free shipping
and guarantee the delivery of orders placed this day
arrive by Christmas.

APR 4

A changing series of |Easter is Christianity’s most
dates in Mar / Apr ) significant holiday. It's not

as widely celebrated in most Asian countries.

OCT

Gulden Week is a semi-annual 7-day

national holiday celebrated throughout China.

(The 2nd Munday] Canadian Thanksgiving is
almost identical to the tradition of American
Thanksgiving.

@] Halloween

10

12

@ Christmas Day is a popular promotion pericd in
December for most of the countries.

Boxing Day is popular in the United Kingdom and
Australia, the day after Christmas is an opportunity for

retailers to clear leftover Christmas stock through
promotions.

New Year's Eve

[’ﬂhul& Mont h] Fall End of Season Sales

7

DONILIAHYIN



HEADLINE IDEAS

Attract customers in seconds by grabbing their attention with a strong, catchy headline.
Here, we've broken down headlines examples to inspire you.

NEWNESS-THEMED

New In

What's new

Introducing...

Shop our latest arrivals
Discover the latest arrivals

o o B w NS

Join us to celebrate the arrival of
our new womenswear...

~

New season now in store

Meet your new favorite dress

9. New items on the way

10. New season, new color

11. Hello, new style!

12. New outfits now boarding

13. Brand new items have hit the store
14. Looking for new outfits?

15. You haven’t seen anything like...
16. New classics

17. Look at what's landed in the stores!
18. It's nearly here!

19. Get it while it lasts

20. The event of the season

21. Don't miss out!

22. Your new in selection is here

23. Big announcements from our event
24. You don't want to miss this

25. Best from the shows

26. Back in stock

27. Try something new

28. New trends just in

118

RECOMMENDATION-THEMED

Shop the look

Shop your style
Shop seasonal prints
Affordable gift ideas
Monthly favorites
Our favorite

We think you'll love...
Editor’s pick

B 8 R O g B e g

Most wanted

-
o

. The bestselling

=l
A

. Timeless essentials

—
ha

. Must-have items

—
(#

. Special picks, just for you
. For him / her
. Trend guide

T R S
o O b

. Style guide

a—d
-

Last minute gift guide
. The ‘it’ list
. The lust list
. The hot list

NRN 3

. What to wear for your business
meeting

23. Your ticket to great style
24. Runway looks for less
25. Check out our handpicked edit

26. Give your wardrobe a fresh update

27. Your closet needs this!
28. The modern way to layer

. How to make this trend work for you



SEASONAL-THEMED

Lo T L

—_
o

11.
12.

13.
14.

15.

16.

17.
18.
19.

20.

21.

22.
23.
24,
25.
26.
27.
28.

Weekend essentials

The best of September style
Festive specials

Dress up for the new season!
Season'’s hottest...

Everything you need for Spring
It's the season of shopping

It's getting warmer!

Stay warm

. Sneak a peek at Fall/Winter

collection

Summer’s smartest spend
Summer’s here!

6 Summer essentials

Beat the heat in these Summer
outfits

Be prepared for Summer
Top picks for Summer
New Summer color
More ideas for Summer
Spirit of Summer

Shop our limited-edition Summer
edit

Effortless Summer dressing
Your Summer must-have list
Treat yourself for Christmas
Celebrate Christmas in style
Wishing you Merry Christmas
Explore Christmas offers
Discover Christmas gift sets
Spread the joy of Christmas

SALES-THEMED

oL e B AL T S

B . A I e T
O O N S

18.
19.
20.

21.

22,

23.
24,
293.

26.
27.

28.

Sale: New styles added
Early bird sale
Mid-season sale

Sample sale

Flash sale

Our VIP sale starts today!
Free shipping

Free gift with purchase
New markdowns

. Further reductions!

. More is less: Buy more and save more
. Shop our favorites under $100

. Shop for sale items in your size

. Shop now, save big

. Open this email for a special treat

. Yay! Take an extra 10% off sale items

Friends & family event - 50% Off
all styles

Outlet! Up to 50% off

50% off for everything

Ends Tonight!

Final call! Final chance to save

Last chance: Final hours before our
sale is over

Last minute sale
Deal of the day!

Get Inspired: See what our sale has
to offer

Exclusive offer just for you
Don't let them slip away!

Don’t miss out on 50% off the full price

ne
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10 TIPS FOR BETTER EMAIL MARKETING

Email marketing is one of the most efficient ways to stay connected with your customers while
stimulatingly promoting your business. It's a quick and easy way to reach target customers

without the need for pricey advertising space.

IMPROVE YOUR EMAILS IN 10 SIMPLE WAYS

&

2

3

120

Address your customers by their
names

Customers do not want to be seen as nameless
taces, so engage them by tinding out their names
It makes them much more interested in reading
what you have to say.

Don’'t rely on automation

What you say matters, so take ownership of the
emails you send out. Email automation can be
helpful, but it should never replace personalized
answers to customers’ queries

Don’'t repeat content

Don't send out the same old content by repeating
YOUr campaigns. It can annoy your customers
which is never a good thing

O

Include a strong subject line

Subject lines should grab attention and spark the
reader’s curosity enough to get them to click
inside the email.

@ Avoid your emails going into junk

6

mail

You do not want your emails to wind up in junk
mail where they'll never be read. Send an initial
email thanking the customer for sharing their
email address, and asking them to add you to their
contact list

Optimize and retest your emails

Always optimize and test your email campaigns
Keep refining to increase the quality of the emails



DON'T GIVE UP!

o Avoid customers unsubscribing

with 'step back' options

Over half of the average person’s inbox is filled
with promotional emails, so there's no surprise
that some might opt out from receiving your
emails. Provide options for them to reduce
frequency of receiving your mails instead of
only giving them the option of unsubscribing.

{:) Be mobile-friendly

All emails should be optimized for mobile
phones, since a high percentage of people
access the Internet exclusively through their
mobile devices. Your email format should
automatically adjust to fit their screens.

0 Good things come in small

packages

When sending an email, a large format might
be blocked by some servers. To better your
chances, decrease your email size by

using smaller sized images, inserting links or
embedding videos.

@ Provide different groups of clients

with what they need

Every service provider gives analyties and email
lists which can be segmented based on different
criteria, such as individuals’ likes and dislikes,
spending habits, and duration of membership
Send emails tailored for different types of
customers based on what you've learned about
them, so it keeps them interested

Sources: 1. Small Business Marketing in a Week by John Sealey
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THE BEST TIMES TO POST ON SOCIAL MEDIA

You've got plenty of content, but you're wondering when and where to post it online to

attract the most views. Here, discover the best times to post on social media. Don't forget
the time should be the local time of your target audience.

PINTEREST FACEBOOK
Most commonly used as a sit-down pastime. Maost users log into their account daily and
Peak: Saturday and Sunday browse whenever they have a spare moment.
Good time: 8-11pm, 2-4am/pm’ Peak: Saturday, Sunday, Thursday and Friday

Good time: 7-9am, 1-3pm’

12pm

-6
7:30-8:30pm e
INSTAGRAM LINKEDIN
This is a phone-friendly platform This popular professional platform is used
to be used all the time, anytime, to connect with business contacts.
Peak: Monday, Tuesday, Wednesday and Thursday Peak: Tuesday, Wednesday and Thursday

Good time: 8-9am, 5-6pm, 2-dam’ Good time: 12pm, 5-6pm, 7:30-8:30pm’
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TWITTER

A place to find updates on news and
current events, and share thoughts.
Peak: Wednesday
Good time: 12-1pm, 5-6pm’

WEIBO

Combining videos, photos and stories,

this is the most popular platform in China.

Peak: Wednesday and Thursday
Good time: 6-11pm’

m um:l duﬂrgn.-,r Imich huur

-frEE ﬂme. :

also chee

ck Wmlmﬁﬂtﬁ irt~

Gen X

GenZ

COMMON SOCIAL MEDIA
ACROSS THE GLOBE

Make sure you pick the right social media channels
for your marketing strategies and target customers.
For example:

®60

® China: Weibo and WeChat are major social
media channels in China, Western social
media, including Facebook and Instagram,
are banned.

® 00

@ Japan: Twitter and Instagram are the most
popular social media platforms,

Tou

@® South Korea: YouTube and Facebook attract
loyal followings.

o008&

@ Russia: VKontakte (Vk), Odnoklassniki (Ok) and
Moy Mir are the most popular with Russians,
though Facebook is also widely used.

Source: 1. CoSchedule
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GETTING MORE SHARES

Getting a piece of your content to go viral is like hitting the social media lottery. It allows your
message to reach thousands, or even millions, of people very quickly. Here are some different
tactics for creating ultra-contagious online brand content.

9 Consider an easy
giveaway with a very
desirable reward.

ﬂ Share topics that your
audience will relate with

closely, such as a comedic
fashion crisis. '

o Teach your audience ;
incredibly useful content

such as knowledge that

isn't easily accessible e Stick to a
simple writing
format, such
45 & top ten

list or
countdown,
e Pose a great
question 1n your
! headline and reveal
'1:.#_ ., the answer in your
% content.
% % ° Come up with a
h catchy, thought-

provoking headline.

o Make content artistic and
directional, while aligning it
with your brand image.

6 lUse emotion, such as
tugging at your
audience’s heartstrings
or making them cry with
laugnter
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Remember o carefully consider your brand positioning
and personality when choosing media outlets for
different taclics. Choosing the right channel will help
you spread messages among the right customers.

m Help your content be
@ Keep it visual by using discovered by using

Images, videos, r popular keywords ﬁ
infographics or bold text : -

and hashtags. T3

il

@ Repost your
content io

allow it to
gain more
views, but not
too often.

@ Keep the URL

short and
snappy. soits
gasy 1o share

() Embed a widget

within Your contant
to make it easily

shareable. ) ~1/1

g Create an

engaging or
informative
quiz or game

@ Work with ‘ ,

influencers to

help share your

content to @ Post your content at the

pD[l?l"ll’lEi new perfect time, learn how -‘
audiences on page 122-123.
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8 THINGS TO REMEMBER WHEN FACED

WITH A PR CRISIS

Every organization is vulnerable to crises. The way you respond in times of difficulty can make
or break your brand. Learn how to handle a crisis like a PR pro, and come out unscathed.

WHEN YOU RESPOND
£ ) React ASAP

Assess the incident and act belfore customers
lose faith in vour brand. Just remember evei

when yvou act quickly, your first external

communication needs to be well-thought-out

4 Be human

II"||r'||._ In '.!.-.;_':|]| [ .|'-:!..',['| l:.:-r 5 ':,l n;'ﬂ..:_.l_.' _'_|l';r| r.._-.;l_lg'!_.-i_ =

WOLUIT heartfelt apology. Work on making things

better immediately. There is a good chance the

customer would teel vour sincerity

{-) Beprepared

Keep monitorng your channels of

communication to reduce the chances of a PR

crisis unfolding without you knowing. Have

a crisis plan on hand to proactively respond

126

@;ﬂ Be transparent

Let people know you are solving the problem and

the course of action you plan on taking. Inform

people even It you are still assessing the sitluation

{-) Behonest

Do not try to cover anything up, it will only make
things worse. Honesty is not only an ethical issue

but it's also a good business strategy

@ Be ready for social media
Even if a company is not active on social media
vour customers might be. Check difteraent

piattorms when sometning goes wrong and do

I I-'_|1: i::l :.II.:-'|I I:.i IiI. '_'|1_ f -. :-I-II:II Ir-..



o Avoid arguing

Appearing defensive might be your knee-
jerk reaction, but it can fuel the fire. Step
back and avoid arguing.

0 Acknowledge it
Acknowledge the incident or failure and

accept the responsibility for the error.
Apologize if it's your fault.
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BE TRANSPARENT WITH

YOUR CUSTOMERS

Being transparent will help your business grow and maintain
loyal and engaged customers. From insights into product

manufacturing to pricing strategies, consumers today appreciate

transparency more than ever before.

TYPES OF INFORMATION TO SHARE

128

Company direction

Share the current standpoint and future
direction of your company.

Product development

Share new product developments to keep loyal
customers excited and engaged.

Materials sourcing

Showcase where and how your materials are
sourced.

Supply chain

Be open about your company’s factory and
its working conditicns, especially if you
have highlighted your brand’s own social
responsibility. A virtual tour of the factory on
your website is the perfect way to do this

Staff spotlight

Pratile team members and factory workers
to highlight staff dedication and company
values.

Inventory level

Display real-time stock levels to show
transparency and create a sense of urgency
to purchase when stock is low. This will entice
shoppers to buy more quickly in fear of
missing out

Product production

Highlight the process of how your products
are created.

Behind the scenes footage

Share never-seen-before photos or videos that
capture unofficial moments from photoshoots
or evenlts




Be real with your customers. Transparency should
nof be feared or avoided by brands; greater honesty
equals greater success. Of course, this does not
mean you should reveal confidential aspects

of your company’s business, but rather share certain

types of information that will help build trust.

Event updates

Share event preparations and post event
celebrations to help customers feel connected
to your brand

Customers' feedback

Allow customers to comment through a public
review or rating system, which is also useful
to other potential customers.

Team building activities

Let customers see your staff working or
socializing together to reinforce your
company’s team values.

Company progression

Share your company's growth and expansion
by offering updates such as an office relocation,
or the opening of a new retail space.

TIPS ON USING SOCIAL MEDIA

o Instagram and Snapchat are ideal tools for
sharing entertaining content, such
as unseen footage. Avoid dampening the fun
by posting studies or industry news.
Live streaming on social media attracts a
wider audience.

9 Twitter is the perfect tool for sharing
behind-the-scenes-content and company
updates. Twitter is also a good tool to drive
traffic to content on other social media
platforms.

9 YouTube and Facebook are ideal platforms
for sharing videos, and both an awesome
way to reach a larger online audience.

G Sharing humorous or trivial content
can be a great idea - just not on your
LinkedIln account. Dedicated to business
professionals, this platform is better suited
to sharing information regarding industry
news, statistics, insights and trends.
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BUILDING A GREAT ONLINE STORE

Just like walking into a physical store and walking straight out, if your brand'’s
website doesn’t instantly grab the attention of your online shoppers - and
make it easy for them to make a purchase - they’ll be making a swift exit.

6 ESSENTIALS TO BUILDING

A GREAT ONLINE STORE Video / 3D image

eSS Wy 1
A user-friendly site is a must ble 1o ch
Your site should be a breeze Lo navigate with easy-
to-find products and an efficient purchasing
process. Choose typography that's stylish but :
also clearly legible and design your buttons large fluencs
enough to be easily seen.

_ High quality images are Live chat
indispensable Lel customi |
The customers need to know what . elp. I
they are buying, and the easies! lCu
way to do that is through clear : [ : ' |
photography. Poorly shot, low-guality images not |
only scare away customers but also drastically
recluce your brand's image and appeal.
About us
3 Provide thorough information Along with an introduction
All descriptions should be comprehensive. The ' '. ' Wi
more information made available means the e
more convincing it will be for buyers and less risk included her
of returns.
Security certificate FA{?
Give your customers the feeling that they're ;_' t." SR P
shopping on a safe website that's free from any A BTG b

bugs, spam or scams. Upgrade HTTP to HT TPS for pping anline with
extra security. birand
Shipping terms

- Speedismoney
Optimize your website to avoid slow, lengthy
downloading, especially if you have high- —— Now
resolution images. Waiting too long for your them to predict how |
site to load will turn your customers away I 1akes 1o |

xill be able to engage

' Make it responsive
Maobile versions of your
website should be
automatically applied
when smart devices are
being used to surt your
site. Responsive websites
provide a much better
shopping experience.

Payment
gateway
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1EN BRANDS THINGS STYLE STORES EDITORIAL
FREE DELIVERY ON ALL ORDERS 1 FREE GIFTWRAPPING

Crewneck sweatshirt
$425

PRODUCT INFO

Color: blue

White striped details on the sleeve
Logo detail

Side buttons

Ribbed edges

Compaosition: 100% cotton.

Made in Japan

SIZE & FIT w
DELIVERY & FREE RETURNS

Find out more about our gelivery oplions

Higase try items in the comfiort of your own home
If you don't like them, or they don't fit, we'll happily
collect them from your home or office for freg

REVIEW(10) '
. > > Colour: . . Select size N/
e I

ADD TO WISH LIST % ADD TO BAG

YOU MIGHT ALSO LIKE

1i ‘2 f ‘ 9

Enter your email address o @ @ O o @

TERMS & CONDITIONS CUSTOMER SERVICE RETURNS POLICY

.E PRIVACY & COOQOKIES AFFILIATES TERMS & CONDITIONS
CAREERS ADVERTISING CONTACT Us =

ATION SIZE HELP SHIPPING CALCULATOR

. - Pay

=g -  BE g L]

Search function/

glossary features

JAEE Tham ease

Gift options

Store locator

nect wirl

|
|.1. I

Product
information

= 48 |
i

Return terms
Fasy ta hing and clea

Review system

Lstoem ASES A i

i 'I-'- .I.II. b

Wish list

Shipping
calculator

istormers ki
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GETTING GREAT PRODUCT SHOTS

You have a great product - it would be a shame if that doesn't translate in photographs.
Photographs are valuable selling tools; and quality photographs are most likely to be achieved
when you are well-prepared. Here are some guidelines for producing professional product
shots.

HOW TO DRESS A MODEL

Ask the model to put the skirt or pants o

Help the model to put the shoes on, making

aces are styled correctly
Ask or help the model to put the top

Help the model to button up or zip up the top, checking

o S i L= | e ey el = - n — i
=] |:'_-".-..._-_.!|'_. 1R ,'.'|._.!-_!-_: A NO Creaseas at thnis

Fut the accessories on the n

Review the outfit to check that clothes and accessorie:

N correctly and sit properly

Check the outfit in the photos. [he camera’

perspective can make clothes appear 1o sit
Check i the hair and makeup have remaned in place

} Ensure the model delivers the right emotion and posture

Bottoms =+ Shoes = Top =+ ccessories




SOME TECHNIQUES FOR GETTING A PERFECT SHOT

€@ Test your setup for every color Some colors

be due to the camera, the ighting or anything else

may not work well in particular setups. This

relaled 1o the photo settings

e Even lighting is important. Contrast and
shadows, which photographers use to create
atmosphere, are not applicable for product shots
as they could be decepltive 10 customers. It's best
to have light sources from both sides of the
products while pulling the light away from the

products to avoid a harsh glare

e Use white reflectors. This will help reflect color
absorbing light when shooting metal and
reflective surfaces. especially jewelry

ﬁ Use over and under exposure techniques.
lo see product details clearly, underexpose one or
two stops when shooting white products, and
overexpose one or two stops for black producls
Just remember always go back and check before
they go live

e Suede or velvet. To prevent the fabnic from
looking uneven, brush the top of the suede or
velvel fabrnic in a consistent direction

@ Neon color Make sure there is a UV light source
to help absorb and emit the neon pigment
However, keep it secondary by using a black UV
light bulb or tube to avoid overwhelming the
Camera sensor

It's always better to shoot :
a great photo to begin with
than to spend time and

money on post production.

h

d b

TOOLKIT FOR FASHION STYLISTS AND PHOTOGRAPHERS

o Pins - Including safety, bobby and
fastening pins

e Clips - Including snap, alligator

and binder clips

a Tape - Including gaffer, duct
cellophane, masking and double-
sided tape.

o Stiff brushes - Also known as

suede brushes

e Paper - Including tissue, craft and
crepe paper

G Fishing line - Also known as
fishing string or invisible string

o Scissors - Even better it they are
1&1:’-'HIL}H '.:i.’]s[.:l[,:l{-."{'.i

o Blu tack - Or any semi-permanent
adhesive.

e Measuring tapes - Ensure they are
loose tailor style .

@ Lint rollers - Either fabric or
sell-aghesive version

m Polishing cloth - Also known as
silver cleaning cloth
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WAYS TO SELL SHORT-TERM

While opening your own permanent store and selling to retailers are traditional ways to sell,
you can also open up short-term selling channels which normally require less budget. They
are also good ways to test the market.

{ ) POP-UP STORES

A trend across companies of all sizes, pop-up stores are a great tool to test response from customers before
opening up a permanent store. Pop-up stores are typically smaller in size than conventional retail stores, and anly
pop up' for a temporary ime penod. They are suitable options for budgets of all sizes

Street level retail stores Stores within stores

v
)
1

Kiosks or booth spaces Galleres or gedicated pop-up spaces

+" PROS 2L CONS

@ Creates an urgency and increases the demant @ Difficult to secure the perfect lease-length
for your products ror your project

b L & ! . o . - & - - "u- - - [ ] | . - . L ] g " - [T - -y e
@ Creates buzz and serves as a story angle © Possibilities of not being able to secure a longer

to generate press lease if the pop-up stare has a good response

& Opportunities to test your brands and products @ Staff allocation might be an issue, particularly

in the market without commitment Ior small companies,
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¢ MARKET GROUPS

Sometimes referred to as flea market groups, are
a way for different designers to join together in
one communal retail space to sell their products

® /Assigned market spaces can be found in

MOoSst CIIas.

@ Groups with a reputation of hosting
indepenaent designers and original designs

can help build a strong customer base

@ -corves as aplatform for independent
designers to connect, share infarmation,

and test the market before selling to retailers

Y -

() SAMPLE SALES

Opportunities for designers to gather together
and sell their unwanted samples at a lower
price

@ Typically take place in a designer’s studio

@® Fossible 1o earn back the costs of
sampling by selling samples that are ng

longer needed.

£ ) TRUNK SHOWS

Present an opportunities for designers to display
their collections before the coming season.

® Commonly held within boutigues and
department stores.

@ Typically anly loval customers or VIP clients
with invitations attend

® Cpportunity for designers to receive
reecdback. sell items and take orders

® -crves as a way to test your collection and
alter your production plan according to your

customers responses

() PRIVATE PREVIEWS

txclusive one-on-one appointment with a client,
usually to order made-to-measure products

@® Higher production cost for made-to-

Imeasunz services.

® Deposit should be collected during the
preview because it the piece is tallor-macle
and the customer decides not to follow
through with the purchase, you could be out

of pockel
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HOW FLOOR PLANS CAN DRIVE TRAFFIC

While your online store should consider the user experience of customers visiting virtually,
your physical store needs to create the perfect real-life customer experience. Always put
yourself in a customer's shoes when deliberating on any decision regarding your brand'’s

physical store.

o Keep the experience interesting by
dividing the store into three general
zones

@® Welcoming Zone (A): A welcoming area that
attracts customers and makes a great first
impression

@® Wandering Zone (B): An area filled with pathways
that weave through your store, perfect for
wandering

@ Finishing Zone (C) Anar=a for finalizing the
shopping session, including hitting reoms and a
checkout counter.

9 Ensure your store has enough space

A

. WELCOMING ZONE .

@ Always keep your store well ventilated. Ensure the main walking path is at least 120cm or 4ft wide, so
it's spacious enough to fit two people. Remember, the last thing you want is for your custorners to feel

suffocated

@ Mazke sure vour products are shown clearly and are within arm’s reach,

aft or 120cm

Main Pathway

(zoo0d Ventilation

e Incorporate details that best
represent your brand’s image

Layered lighting, ambient music and an
alluring scent wafting through the space are
all small but important details when it comes
to creating an impressive experience for

YOur gueslts
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Poor Ventilation

o Constantly update your store

with newness

Having a store that looks rundown or out-
of-cdate is never a good thing. Make sure the
campaign visuals are always the latest ones.
Additionally, refresh your interiors and visual
merchandising regularly to avoid the decor
looking stale. Your loyal customers will notice.,



e Creating one single path o Use props to attract customers

For your customers to move along, and avoid inside
creating areas in which customers might feel Lye-catching, on-brand visual merchandising
trapped displays or mannequins a1 the entrance

of the store

s -
Rail
o Allow the checkout counter to o Create short pathways
oversee the entire store So shop assistant can move around the store
Position the checkout counter in a way that swiftly between the checkout counter, the
allows the shop assistant to keep an eye on fitting rooms and the storeroom, especially
the entire store. Always include a wall at the when there is only one shop assistant

back of the checkout counter

Y] vl

Keep customers busy around @ Let customers explore the whole
anisland space

Keep customers busy F.||f.'f'l'|L_T_I their paths with Entice customers to walk further nto vous
rmore rails around the island store to explore more

1

display wall

a4@P» mannequin ‘{:L,Lﬁh']r‘l'lﬁ-r rylipdgies 3]
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BOOSTING SALES WITH A GREAT
FITTING ROOM

The biggest difference between an offline and online store is that customers can try on
your clothes. Trying on clothes can help customers decide whether they will buy or pass
on a garment immediately, so invest in your fitting room experience.

() MIRROR

A mirror i1s worth the investment if you want
your customers to look and feel good when
trying on your designs.

@ Slightly tilted mirror will elongate the body.

@® Low-iron mirror can avoid the greenish
tinge that customers might notice on their
skin when looking in the mirror. The less iron
in a mirror, the more natural the skin
will appear.

LIGHTING

Layering cifferent types of lighting and
choosing the right bulb colors can set the tone
of your store, as well as flatter customers trying
on your clothing

® Aring flash light mirror, which gives a halo
effect that's shadow free and gives an even
complexion to the skin because it's
a diffused light source. The light will draw
the eyes onto the center of the mirror
making people appear slimmer

@® Avoid one large fluorescent light or
spotlights across the space, they are harsh
lights which emphasize imperfections
If there are no other softer lights to
diffuse them

FITTING ROOM DATA

0 be Ined on thol's an indicator
r&. | WWING | & |_-|:| il Tl CODLLOT O

1B 2 =" | F '.'_'- _-I_-

fon B 7 P F

L : bt ¥ 5 rl
4 J x

I:[.:_ A LA |_I,I|.l!.
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£) WALL COLOR

The wall color will affect how garments and skin
tones look under different types of light.

@ White walls help diffuse light, creating an
"airbrushed” finish

@ Orange walls emit a warm glow and make
the skin look healthier

® Avoid black and gray walls because they
absorb light and produce unflattering
reflections.

() DETAILS

The extra details are things you can use to polish
the fitting experience and are critical for leaving
a good Impression.

© Spacious, comfortable fitting rooms |
help customers enjoy trying on more clothes.

@ Additional products in the fitting room can
encourage custorners to mix and match, and
will help visualize the full effect of an outht

@ Security lock or heavy and opaque cloth
that can hook on the inside of the fitting room,
will allow more privacy and make customers
feel safe and at ease.

@) soft flooring with carpet is an ideal choice
for fitting rooms because customers might
need to take off their shoes,
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DO YOU BELIEVE IN FENG SHUI?

Feng Shui is a Chinese practice which takes into play the best energy
flows of a space. Let luck and prosperity flow through your shop with
a few age-old tricks!

e Make sure thereisa
solid wall supporting
the checkout counter

| | T ‘I |
l Reason: A solid wall symbolizes

o Place a pair of open scissors strength and support. When it's
or a box cutter at the positioned at your transaction
checkout counter, or hidden point, it means that your wealth
nearby, with the blades is safe and supported.
pointing towards the door

Reason: With the blades pointing towards
where the customers walk in, it suggests
they'll spend more maney in your store,

< B

}r AT A A S T e Y g S I St
: —@®®

®

I[ 0 Put some coins under your

money drawer

Reason: It represents always having
: money in your store and brings you
7 good luck,

G Do not place any mirrors facing
the door
Reason: The mirror will attract bad luck from the

outside and reftlect away any fortune
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G A spinning rack
helps with good
flowing Chi
energy in your
store

Reason: Spinning

suggests movemen!

o Music or background
sound can bring wealth
and luck to your store

REEIEIDFI: In the L ||||'I.-;;'*:_;l'_- ‘,.‘_:.!.' =1 e

Yin and Yang, Yin symbolizes

N a stone meanmnao
that customers flow

IN ancl out .
quiet and Yang symbolizes

SOUNd. Yang can maxke your store

more profitable

€) Avoid L-shaped designs

Reason: Whether it's your checkout

ounter or a sales Hoor. vou should

o Wave ared garment in the store, then
place it at the top of the first row or
rack of clothes

Reason: | he color red can crnve away bad luck and

avoid an L-shaped layout in your store
Many regard L-shaped designs as
ncomplete. Andeal sales foor 15

rectanguiar of square

v

B

ISNOHIYYM

WAREHOUSE

2K

attract good luch
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DIFFERENT WAYS TO DISPLAY PRODUCTS
INSTORE

Although the visual merchandiser, shop designer, and store owner will likely have ideas of
their own when it comes to how to display products, it's worth taking note of some simple

display product guidelines you can bring to the table.

viewing sight

NJem

180-240cm e
. Jsed Lo creaté an impression . &

neluding displaymng props

.' Relatively easy Lo see vl hard
rﬂ-lq - ":.-l'?. - - = 1 E & 1
TD r FI:I-\.,-hHI {:‘fﬂ"ld:l [l F ..-IJ:'!I IIII. Il,.',:'u_i'l.' |I'r ,",:_. “11.._ @..-e‘g I ||p'-l '|'.'_.l|| !I‘| .—II- r.a' '_\_“ : .l!l-_]-:..
) products is when they are — shelf should be within

approximately 30° eithe wing sight which is
= 1

'-I_ |'; II: "'|IT' ..'|-_F'..'l | -'._'I :l II _IF !,'ll'!'h"l I-”:'I1!'.i|:r | -.I ] 'Il.".ll-|'- -

"-\.r-:_ll'“r:::l : l|. :- -rl--I r'l',l',-. |..

70-180cm
® Main display area, s

1S used o giIspia

Below 70cm
. Lsed to store mix-and

atch items or extra stock

=
.‘ I"il'_".',l!""."'_‘ll'l.' easy 1o e
1

]r.i :'-'L_-' i1
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CLOTHING DISPLAYS

Arrange clothes by

Categories

Display products in different
categories, preferably tops go
before bottoms.

ISLANDS

Colors

GOLDEN TRIANGLE RULE

A classical rule of composition often used in
paintings and photography. It works by composing
a triangle with imaginary lines to retain the
attention of viewers. This rule is also applied in
garments display by creating an imaginary trianale
using different props or levels of foldings

Sets

Display products in different Tops and bottoms that style

colorways, disregarding categornies

This could be a rainbow of colors, In sets
or from light to dark colors

Folding Level
Creating different levels of display
by piling up folded garments.

Extended Shelf Raising Display

Creating different levels of display Creating different levels of

by placing extended shelf with

different heights products

ACCESSORIES SHELVES

Chessboard Display
showcase products on a shelf
in the pattern of a chessboard

Repetitive Display Diagonal Display
showcase the same products showcase products on the shelf
repeatedly. in the pattern of a diagonal line.

well together could be displayed

display by placing above different
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HOW TO FOLD GARMENTS

Make sure your collection looks professional and presentable with this simple guide to
folding garments.

€) T-SHIRT

: e -r| -ii Fﬁr
"l

\ / FEM

start with the back facing up, Fold the other side in with the Fold the hem in and then
fold the side seam from the clepves olded once more fold it in halt lenathwise
shoulder to the hem of the

-shirt to the midd|e

€) SHIRT

Button up the shirt and Fold in both sleeves horizontally and Fold the hem in and then

Hip it over bring the shirt's side seams in evenly fold it up to the collar

from the shoulder to the hem

£) SWEATER

start with the back facing Fold the other sleeve Fold the bottom

up, fold one of the sleeves of the sweater up

OfF the :_-I.‘.l-‘,;___-ir.;.._l 1 :,.“.: CIW ”'-: : '-':Er|'
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0 PANTS WITH FRONT CREASE

& Fold the bottom of the pants all Fald therm in half again or hang

the way up them on a suitable hange:

0 JEANS OR CHINOS FOR A CLOTHING STACK

e

| the [ean [ CHRINGS IN Fold the bottom of the L |2ans QI Fold them over ac Jain up ) 1O

na I at the fly hinos approximately ¥ of the the waist
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HOW TO CHOOSE HANGERS

Ideally, all hangers would be identical to keep your store’s visual uniformity, but different
hangers might be better suited for different garments. Hangers come in a vast variety of
styles, sizes and materials. Select the ones that best show off your creations.

() THINHANGERS

Thin hangers save
space and work for
a range of purposes,

Wire hangers

® Inexpensive and

lightweight, but may
leave marks on garments.,
Suitable for tees, shirts,
sweaters, knitwear,
dresses and pants.

Tubular hangers
@ Available in a large variety

of colors and often found
INn homes. Suitable for
tees, shirts, sweaters,
knitwear, dresses, coats
and pants.

Salesman hangers

@ All-purpose hangers that work

148

well for trade shows. Suitable
for tees, shirts, swealears,

knitwear, dresses, coats, pants,

shorts and skirts

() THICK HANGERS

Thick hangers won't leave marks on garments,

but they take up more space.

P

d

Coat hangers

@ Suitable for tees, shirts,
sweaters, knitwear, dresses
and coats.

Bar hangers

@ Suitable for tees, shirts,
sweaters, knitwear,
dresses, coats and pants.

Hangers with bar and clips

® All-purpose hangers suitable
for tees, shirts, sweaters,
knitwear, dresses, coats, pants,
shorts and skirts,

Circle hangers

@ Keep garments mark-free.
Suitable for tees, shirts,
sweaters, knitwear, dresses
and coats,

Display hangers

@ Best for arranging an
outfit for display. Suitable
for tees, shirts, sweaters,
knitwear, dresses, coats,
pants, shorts and skirts.

Double wire hangers

@ Suitable for tees, shirts,

sweaters, knitwear,
dresses and coats.



) SPECIALITY HANGERS ) HANGER
Hangers for unusual or unique garments ) ACCESSORIES

Add-ons especially
designed for certain

hangers.
':'I*-f'

L] ki

‘ll#
Piggyback N
connectors ,-"' E

Lingerie hangers Notched hangers

® Designed with special hooks ® Created for garments o T
FI::'I |I|"'|QEHE-_ 1-"”[“ H“HI:.JH i

Belt hangers Padded hangers

® Designed specifically for belts. @ Usually covered with satin, A

these hangers keep the
shape of garments. Suitable
for lingerie, delicate clothing

M BOTTOMS and strappy garments.
- HANGERS

Hangers especially
designed for pants,
shorts and skirts.

T

@ Allow two garments to be
displayed together

oo
Foam hanger ,-#-,

" %

covers

Thin hangers with clips Multiple slack hangers @ Flaced over hangers to
® With choices of thick or @ Created for multiple pants prevent slipping.
thin clips. Suitable for and scarves

pants, shorts and skirts

i

Pant hangers with clamps Thick hangers with clips Pants hangers
@ Suitable for pants, shorts @ FPresentable option with ® Suitable for pants and
and skirts. a choice of thick or thin clips. scarves,

Suitable for pants, shorts
and skirts.
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HOW TO CHARM DIFFERENT TYPES
OF CUSTOMERS

When a customer steps into your store, take a moment and assess what type of customer
they are. After a brief chat, amp up your emotional intelligence because it will ultimately
help you persuade them into making a purchase. Here are 7 types of customers you might

come across.

The color
is good

£) THENEGOTIATOR €) THESOURPUSS
Them: Here for a bargain. Some will get "~ Them: Complains about everything and always
unpleasant and keep asking until they are certair ppears irmtated
they cannot get more of a discount You: Impress them with expertise. With the righ
You: He conhident and address value Over price balance of problem solving sl
Point out the good quality and perfarmance of courtecus treatment, you will be anle to convince
procuct them eventually

) THE WANDERER {) THE ONE WITH THE MISSION

Them: "Just locking around Them: Alrca ow what they want and wil

You: Welcome and acknowledge them but
You: Stay out of thein

a'-lr;I llll-.- '.I.'E E Iirll,-rl'rli!l ':rl.r |I |'|...II|-:"|II‘ ill I jllill .IIIII.--jrl:-.I;: ."."II:'



Is it good?
What's the coming
trend? Am |

Do you
wanna try?
A

v 4

() THE QUESTIONER {) THE INDECISIVE
Them: Wanting to know everything and can appeal Them: Not sure what they want and always reply
cuite pushy, even though they mignht Just be looking with short and unsure answers like ° naybe” ol
it proclucts to buy later for a better deal online clon’t know
You: Stay triendiy and patient if they appear You: Try to ligure out whal they really think and
nigrested. even if they dan't buy the product: aducaia them on why your products would be

straight away, they will remember your patiencs suitable for them. Support their final decision

{-) THEYESMA

ThEITI ::||"|'|-" and reserved t S W
.. - R people v

You: Don't turn away these customers by letting

19l
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PERFECT YOUR SALES TECHNIQUES

Every time a person walks into your store is an opportunity to make a sale. The right sales
techniques, passion and insight are all key ingredients when it comes to converting
a person into a paying customer.

Here, let’'s look at ways to perfect your sales techniques.

Give compliments
Lomplimenting a customer 1s a great way
initiate a friendly conversation
ellina becomes easier ance theyve ol

E.g. This color brings out your eyes and
the silhouette looks great on you.

Showcase originality

Show the unique benefits of your
products. This could relate to material:
the production process or the de:
Highlight what sets the product apart i

ther products and brand

E.g. This scarf is made using 100%
alpaca wool from Peru - it's rare and you
don’t find them often.

Justify the price
lustify the costs of your products by
educating customers on details such a:

materials. craftsmai ship and quality

E.g. | assure you the quality is definitely
worths the price - the fabric of this
jJacket is made to last a lifetime.

Create a sense of urgency '.

Stimulate a customer’s desire and i
fear of missing out: &t them know that . -
If theay cdon't buy right away. there's a rnsl . | ]I
iT oS -._E"I:' |i FTLIrTy T W . . - 1|.
T -II ]
E.g. We have run out of stock of this |
scarf a few times already and we won't | '
be getting more in unfortunately. I
H
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FEEL FREE TO TRY IT ON,

Let customers try products

Encourage customers to touch, feel and
try on your garments. Not only can they
Jain a sense of how great your products are
but there is also a higher chance they'll buy

arter trying the products for themselves

E.g. Feel free to try it on! It looks even
better when it's worn.

Show you care
It you care about your customers, it shows,

Make an effort to find out their needs, and

even If they don't know what their needs are,

i+ | .
orrer sOIUons

E.g. This shirt is both comfortable and
breathable, perfect for working in the heat
outdoors.

Avoid looking desperate
Keep cool and don't oversell It will lool

desperate and turn customers off making

E.g. That's okay, feel free to look around
and just let me know if you need

anything.

TOUCH CAN GET SALES

Source: | Farbe
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THE BASICS OF GOOD CUSTOMER SERVICES

During any interaction with customers, whether it's online or in real life, there are
certain customer service skills that should be implemented. Without these skills,
you risk losing customers quickly. Let’s cover all your bases by going through the
customer services basics.

DEAR SFK MAKE IT PERSONAL

}.’7 Do not use automatic replies
~ Instead. let vour customers build a
SNINECTIOIN '..'.'I‘-'I WL I iy | il “ 1] Y il

mmunications with each of ther

LISTENTO YOUR
CUSTOMER

Avoid Tuture praoblems by istenin

KNOW YOUR STUFF

___._;-_“I. : II'-I'.I = II'I.'.l_. "_III _':.I: _|...| '1 -_I: ”I.-I. I i

nowledgeable enough about your
prociucts. Train your staff so they re
ible to speak ahout the products with

MAKE IT EASY

[he buying experience should

be as easy as possible. Eliminate
unnecessary steps ocotwaen your

customer and making a purchase

BE HELPFUL

=il ..r' ..'.l:l."'ll..d -\.l_ 2L _|;.I..|r. ':I.l' I.Ir III."I.. I|'|'

answers 1o customers’ questions, but
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DO YOUR BEST TO PROVIDE
WHAT YOU PROMISED

¥ ¥ [Bh
FOILE Tl ROy THCITTE SOILIE COrTIrTiermu

DON'T ARGUE WITH YOUR
CUSTOMERS

Vhile we all know that cus
ways nght, the goals are to provid

RESOLVE COMPLAINTS
PROMPTLY

Wrs, callbacks and emails nead (o

KEEP YOUR CUSTOMERS
UPDATED

netner it s the iatest news |

[Omers arent
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MAKE YOUR CUSTOMERS FEEL SPECIAL

Provide your customers with something special. This can help promote and enhance your
brand image, let your customers feel more connected, and most importantly drive sales.
After all, you want customers to feel proud of their association with your brand.

BRAND PRODUCTS

Hy deeming a product unique to a small circle
of customers or a single client. it will lift the

proguct s exciusivity signincantly

© Customization
Bespoke products that can be customized to individual
tes will help increase customers’ loyalty. Some

ands allow customers to be involved by letting thet

design unique built-in |

© Limited locations

Making your products available or

place, or exclusive to either an online store or physical
boutique, will make your garments more coveted and
desired by consumers

© Collaboration
ou can attract new audiences and expand into new
markets. It also helps consumers feel like they own something
unigue The end products should a Wways be consistent with each

- o s 0 N e 1 —
|..|: 'r- |.|||: |.'-I..'-|:_.”|

na somet! INg anrerant yet relatanle to JOLIM D1 Inc

O Limited editions

ne frear of missing out can make an item seem much more

valuable, and short supply creates an urgency for customers

1O purcnase your proauct on the spot.

One of the biggest challenges of
cuslomization is ensuring timely
production. People are normally
willing to wait longer for a pair of
bespoke shoes, but that might not
be the case for customized clothing.

156



@ BRAND EXPERIENCE
i | -::-: |_.=" [.. -‘::- - . .I- I._.I,I.I. _:_.|:i i:| .r h;-a nd's

unique services, &

o Excluswe events
. ve event will make an
il simply by being
lavino an invite
Sk it creates a
sense nf belnnglng to an exclusive
community and attracts loyal
tomers. Events might include

@ Trunk shows for VIPs only
® Home shopping services
@ Personal stylist services

(2] Persnnallzed shupplng expenence

10 their besl customers are, how frequently they

=P o oY e T e W
-.l| Cheh N

uy. Personalized customer experiences are ke

to keeping customers loyal to your brand. Use technology to help attral:t
customer data and create experiences unique to each individual.

® Online website

iser format and orodu
fit every single shopper On
langing page, all preferenc:

|-f'-:'_=f' rences

® In-store
' with saved transaction histories hel;

2rvice (o IN-s51o0ra Cusiomers
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HOW TO ATTRACT CUSTOMERS
WITHOUT DIRECT DISCOUNTING

There are many different ways to offer a promotion. Choosing the right one can help entice
customers while creating a buzz, but choosing the wrong one could damage your brand
and revenue.

¢) couPON

A coupon can be exchanged for a monetary discount at the time of purchase. Coupons
should be used spanngly because they can cheapen a brand’s image.

What should be on a coupon

Company name Expiration date Barcode (if needed)
and address l J’

F B M Valid until 31st October, 20XX. “ ”“ “I “ ’ll‘ Illl“

Assigning coupon codes fo
campaigns can help track
performance. Analyze where
and when coupons were
redeemed to delermine which
customers to focus on and how
10 reach them

present the coupon before paymeant 1hisolter 5
o exchangable for Cash O D1 w hars of smaler CEndrmanalions
coupon will nol be replaced it \ast of damaged

] W ] = ala o S e T »
FRY reseives the fnal righis on a

! !

Retail value Legal copy

) PREMIUMS

Premiums can be prizes, gifts or other special
offers given at the time of purchase Unlike
coupons, which reduce revenue, customers will
need to pay full price for the goods.

@® Free premiums which only require the
purchase of the product.

@ Paid premiums which require customers
to spend a certain amount during the
transaction

Brands should choose their premiums
carefully to ensure they suit their brand
image. Is idealfthe premium s also
something exclusively avaiable for
your brand's customers.
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€) LOYALTY PROGRAM

It's much easier 1o Incentivize existing customers
than attracting new ones, and many brands offer
extra exclusive benefits to their members and VIPs
@ Reqular discounts on product

@ Reward redemption with accumulated points
through each transaction

{) CONTESTS AND SWEEPSTAKES

everyone likes winnin 18 PriZe an ] getting reenies
which i1s why contests and sweepstakes are ways of
attracting new customers while collecting data

on your {argel cuslomers

@ Contests require the customers 1o participate
and compete, This might include answering
trivia or posting on social media and having their
friends vote. The winner is selected based on who
pertforms the best or provides the most correct

answer, with no purchase necessary

@ Sweepstakes encourage customers to submit
free entries into a lucky draw that are tied to a ENTER TO WIN
product or service, This is different to a contest, i

which requires skill. The featured prizes are often

from a combination of different sponsoring

COmpanmes

e REFERR&LS @® Referral marketing |cts your

existing customers receive rewards
for every new customer they
introduce

Your existing customers have
friends, family and a network
of people that they can refer

E'F.' .T.'._.:':_II |f."-'-|.|'"_| wurd 'ﬂf mﬂuth

is the most powerful form

@ Affiliate programs allow site visitors

o become business partners and

- w

of marketing, so give your share profits. This exclusively works

: - for selling online whereby new
||‘_j":|.'_'-]1 customers a regson o or se| Ing o ine wher =0y new

customers can be acquired through
affihate links from other websites
and plattorms Profits can then be
calculated based on the traffic
drawn from these links

tell everyone about you by

rewarching each reterral ! - 1

159

ONMNYLIE









THE BASICS OF A POS SYSTEM

Point of sale (POS) or point of purchase (POP) is the point at which a customer makes
a payment to the merchant in exchange for goods and services. A good POS system will
help you streamline the operation process and provide a better customer service.

Online order

——
——p
POS SYSTEM —
FEATURES o e Barcode scanner
Current POS —
terminal software — TSRS sy — S ¥
ncludes features to —————a Checkout

cater for different

Tunchionaifieas

Compulter

I.Ir...-l '\.-Ir- 'IrI !II.H.l.'Il:I-.i

Sales reports Inventory
Hecor | sales & analyze cdala mﬂﬂﬂﬂemﬂnt
vianacge stock guantihies

& reoarders

] = ___ ~_ .3
’ E———
“
=1
Eer e —ar]

Customer relationships
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Advanced features

Employee management
>ome POS systems can even manage your
employee actvities, such as logging work hours

WOrking schedules and payroll

Cash reqister

Invoice

$

Payment terminal m—

Contactless payment E-wallet

Tap and pay s o last way (o E-wallet can be used in
make cash. crechit or debit carcl conjunction with mobile
payment systems.

it allows customers 1o

purchases

$S$$

nay for purchases with

‘Ili I SmMal t;:ll-,"! B8s A5 Wi
a5 ||-'_*'-';1!"-':J loyalty card

SPEND MORE MONEY Mobile POS information and digita

. coupo
tomers tend to spend more Smartphones, tablets and wireless |
money on these cards i'e ulire devices perform the functions of

a8 cash recster of i]ll b 1'-_"':'-||"I|'i|
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HOW TO DO ASTOCKTAKE

Stocktaking is the physical verification of your products, either held as inventory in a retail
space or at a warehouse. It's important to manually count your stock to keep track of your
inventory and identify discrepancies right away.

THE IMPORTANCE OF COUNTING YOUR STOCK MANUALLY

There is no right or wrong for how frequently you carry oul a stocktake

@ There are computer software programs available that can calculate your current inventory, but you can also
do it manually. A manual approach is an effective option for new business owners that can’l afford pricey

LOTTHY yULer programs

@ Stocktaking is also a good loss-prevention technique for spotting items that may not be performing as well
as they should.

o Prepare a current inventory list

Trus List shoula include all products you have on

INVENTORY LIST
1 TR - IR EUE]
H S =3 (55

hand in your store with the current guantities

of each item. Make sure the inventory list also
includes a descnptuon, even it you have youl
stock keeping units (SKUs) in order, to make the

INVventory process easier

9 Organize by section o Go through every item on the list
Start with one department and waork through and match themup

each one before moving on to the next, Assign Ideally, this hand counted number will match th
team members or helpers 1o a specific area 1o number on your list. Count through each item

iNncrease *Zﬂ:':i':'r"lﬂ"','. FCII Saalmie, Qne Cal r'.-l'llf'-‘.:“’:.' tWiﬂE ancl cross check *.-‘.'I”" YOur team menmn 'll'Jl_'I:_-
women's clothing, while another can handle 1o double check you haven't miscounted. If vour
accessories and jewelry numbers match, skip to step six.
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LOSS PREVENTION

Il shrink your profit

Oty: 23,328

2,300+

o Go through any damage
or returns

Lamaged items or returns that were nol
properly recorcded may be the reason
of inconsistencies in stock amounts
o through these items and match up

their SKUs or descriptions

STOCK COUNT
T : i

0 Update your inventory list

Once you have determined your

to update vour list or software with

the new amount

o Recountif it’s needed

You may need to recaount items
that do not match up after

completing the step above

updated actual inventory, make sure
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KNOWING YOUR STORE AND YOUR

CUSTOMERS

Getting good numbers on a sales report is not everything. Practical feedback from
customers and salespeople can help you improve your products and brand experience,

in turn increasing sales and growing your business.

€) STORE VISIT

® Double check the display

It's important to check where youl
products are placed and how they are
being displayed. Nothing will sell if you
products are hidden in the back cornel

Qi Mo '.i'-'r.li'”' J EETTLN ]|_|,'| e [':-.'_.-'“ T

A poor outlit display will also make youn

| §
roducts seem unappealng, but it can

be easily tixed by informing the buyer

or communicating with the floor staff

® Ask the salespeople
“_-.;1:-.-55; eople have vital information for
ur business and can share customers’
rEEctluns to your craations as well as
which ones get the best praise and the

worst criticism. A good salesperson can
tell you what the prol iHem s

® Hire m"fStEI""f 5hnpper5
Get someone to visit the s for you, who
can help you grade the ::ustumer service
anc the shopping expenence
At times, it may not be the products that
leac] to bad sales, but the store itsell o

a bhad customer axpernenct

15151
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CONDUCT ASURVEY

@ In-store
[he most effective way to collect data is by having salespeople
collect qualitative data when they are communicating with
ustomers face-to-lace. Questionnaire cards can also be
| sfomers who are waiting

to pay, Increasing

® Website and social media
.regale a quastiionnaire reqQarcing custi

fl 2y jl.- ol WAL !;",-| YOI GRin VCIrE i Wil

® Email

Follow-up email after purchase leaves a go

Yy ¥ =Y i W I =} AT AL r ALY 1
1ars | ILISE 1OWS that you care

® Questionnaire
When packing items ¢

1isking about the cust

® Review system

LUsStomer an adirectly leave T
they've macde their purchases. It makes yvou Company maore
trustworthy and transparent by providing information that

illl i 'r':l il.::l | r|'.' TS [0 :' I .'...I r!..

Survey questions should focus
on obtaining feedback from each
customer’s experience
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NAMING YOUR BUSINESS

It's all in the name. A strong, memorable name marks the beginning of a great
brand and lets your customers remember you easily while building a connection
instantly. Your name and logo are essential to creating your overall brand image,
so make it count!

3 NECESSARY NAMES

brand

Brand name Trade name

The “label” or "identifier” ta distinguish The name used for business purposes and I1s alsc
vourself from other businesses applicable if your business 15 incorporated in sor

€) 4 THINGS TO REMEMBER ¢) 5 THINGS TO AVOID

o Your name s an important visible o Don't adopt a brand name that i1s arguably
attribute because it will appear in all of immoral. scandalous, deceptive and

your marketing materials misieading

'9 Along with your logo, this is the first touch 9 Avoid words that are likely to become
point with your customers outdated by thinking about the futur

L L o
e double check and triple check 1o
IMake sure your name 1sn | already being a Remember to get written permission if
- - ! B = A !.

used in the industry to avoid techious and vou're using the name of a living per

o Forget super long names, names witl

ﬁ Register your names as a trademark strange wording and unusual spelling
1O prevent olners irom using your name or names that are hard to pronounce

a It you plan on expanding to foreign markets

check to ensure vour name doesn’'t mean
anything inappropriate to your target

|r|l-:.‘_--l-. -Ir-||-_| - F._'I..]":-r' :. \ .._-I_|.1.E:_-'I|‘_._‘:-ll_'-r'l'ij
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O b www.domain-name.com

'~ ATIPS FOR COMING UP |
" WITH A BRAND NAME |

@ Opt for a namesake brand and use your own name

@ Seek help from a brand name generator online.

@ List keywords that pop into your head when thinking

aboul your branc and Lry mixis Q) G ymbinations of
LNOSEe WOoras

'. Hire naming experts and agencies to help come up
with a new name

Domain name k

| s O WO Wahisil

USING YOUR OWN NAME AS THE BRAND NAME
" PROS 3L CONS

@ It's unique © Tricky toremember
It vour nami INcue pedple will rememi Il vour name s long. hard to spell and pronounce
infuse you with other brand of 100 ardinary, customers might have a hard

Lime rememabernng your brand name
@ Grow your reputation
he success of your brand name is directly © Makes it personal
I!:--'.i*'.-. O yOur reputat 1 8l Tal YOur trand Wil D LR '|

= | F &y i i ; o i | [ F i |
) I LY "',".'l I YOLIN Gal el 1l 1L E i ! LA 0 el L = | : 1L | il L Wyl L

@ Connects to personal success
People can relate to your brand easily if you of © Risk of losing control

.
= 1 It I . g e - . - F =
151 Cains populanty as your brar LINCe your nam registered as a trademar)
. \
¢ related 1o you { dOes Not Delong 1O you anymore. You miugnt |
i t Ly [} % 'y I k q i
ible to use your name as personal branding

nger it ownership changes

141
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SETTING A BUDGET

Without enough money to run your business, it will be
incredibly hard for your fashion dreams to become a
reality. You’'ll be much better prepared if you understand
all the finances you’ll need to factor into your budget.

172

PRODUCT COSTS

INC |Li*._i"'i|_j materials,
nrocuction, collection
CIESIgN .':Er',-'l'--i.f’:-|,':l1"r':|'|f
sampling and warehouse

storage

SHIPPING AND
LOGISTICAL
COSTS

transpaortation, online
-, b= I.I " . 4
purchase rulfilments, and

product st NRRING

SALES COSTS

including trade fair
and showroom fees
[e] JISTIC feas involved
with showcasing your

START-UP EXPENSES

such as trademark fee and

caompany registration fee

OPERATION COSTS

including insurance,
accounting. equipment, studio
rent, travel expenses, petty
cash, salaries, taxes, staft

T

weltare, transportation, and

stationery supplies



I.T. AND WEBSITE
EXPENSES

including SEO fees, website

hosting, domain registration,
website design and
development, IT tech support,

network and phone bills

MARKETING AND
PROMOTION
COSTS

including product
photography, branded
stationery, refer to page 303-31
for more details, events, social
media, public relations agency
retainer, fashion shows.

online marketing, networking,
sponsorship, and, for some
brands, the creation of your
lookbook,

RETAIL STORE
EXPENSES

including renovation,
rent deposit, store

rent, sales staff, store
fixtures, including
poles, rails, hangers,
shelves, mannequins,
EZE]ST]EI:-]F EI:}HH'[E-".F. [Jl.'_]IF'IE
of sale system, and also
Insurance and security.

>
RO,

ENOUGH BUDGET TO START

a minimum of two collechons v

173
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WRITING A WELL-THOUGHT

BUSINESS PLAN

A good business plan helps you
define both your short term and
long term goals, along with
actionable steps to achieve
them. The dual purpose of a
business plan is also to show

to potential suppliers,
contractors, and investors

that your business is
considered and purposeful.

-~

WRITE YOUR OWN
BUSINESS PLAN!

Only yvou can fully undersiana
your business. It is also o good
opportunity to discover the
strengths and weaknesses of

your company. Go bock 1o your
business plan from ime o time
1O improve and revise Il Qs your

DS S5 BVDNeES

174

WHAT GO

it ESINSIDE A BUSINESSs

o Executive Summary

Summary of Your overall bus;
PoInts and states the res
key for poten tial

wanl to learn more about you

9 Company overview

Explain how o]

wholesale retail or custom operation

ighlighting whether your tesigns larget high-end
., o -n i

MAass or nj
need ‘:r:: '?hefmarkem, Then, sum up the money y
~=d and the factors that wi ou
= at will ma ;
a defined time frame ke you profitable over

specifically

o Marketing Strategies
® Market - Show th

by ineluding an a
PiNpoints the

N your target
locations of s

number of Customer
ed market and the nu
tores that buy them,

@ Target Customers - |

U”d C I
Eus;ﬁﬁndrng of your Consumers. Picture your
ers and keep thejr Image in your mind at al|

F t. Et - EE J

@® Unigue selling pro
altributes that mak

S and sales
mber and

Position (USP) - Define the
€ Your callection so unique.




lans to Support sales Including

e Competitive analysis

Identify the business 5

G Production plan
State the number of eollassy

PPearances:
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FINDING THE FUNDING TO START
YOUR BUSINESS

Finding the funding to start your business can seem daunting - after all, it’s a crucial part of

getting your fashion start-up off the ground.

€) PERSONAL

176

® Not quiting your day job

When starting your own business, one
of the most practical recommendations
is to keep your day job, at least initially.
Start your brand small, test the market,
and when the time is right you can make
the leap into running your brand full-
tirme. While this approach will keep you
very busy, it's fairly stress-free as your
financial situation will be stable

® Using your own savings

If you have a pool of savings you can

dip into to start your business, you

might consider quitting your day job

and jumping night in. By using your own
savings as the initial start-up fund, you can
enjoy a lot of freedom with both your
time and your creativity

i,

¢) FINANCIAL INSTITUTION

® Factoring
Factoring involves working with a financial
institution, usually a bank, which provides a cash
advance once goods are shipped and invoiced.
This allows a company to receive a discounted

payment sooner and can produce more within
the same period while avoiding cash crunch.

s | » Tip: Factoring should only be used to
pay for the production of goods, or
= costs directly related to products being
shipped to store.

® Line of credits (LOC)

A line of credit works in a similar way to a credit
card. You can arrange one through a financial

institution, most commonly a bank, who will set
the line of credit (LOC) with a maximum loan
imit. You can access funds from your LOC at
any time, making it a flexible option.

o]
k.
.

o GOVERNMENT FUNDING

Governments typically have certain types of
funding schemes and loans that support local or
start-up businesses across a variety of industries.
sually, this type of funding has some restrictions
attached to how the money can be spent.



o ANGEL INVESTORS

An angel investor is a wealthy individual

who provides funding to your business in
the start-up phase. usually in exchanae tor
ownersnip equity or convertible debt. Typically,
their investment will decrease once the
company 1s up and runnming

® Family and friends
Family and niends might be able to help by
investing money in the early stages of your
launch. Typically, this type of investment is
made to show love and support, rather than

to make a profit,

® Linked businesses
't you have partners that you are planning
to work with, or are in the initial stages
ot working with, you could ask them for
investment contribution. These partners might
include factones, suppliers and retailers

® Private equity funds
Private equity funds started by fashion
INAustry executives, such as former fashion
CEOs, olten seek to invest in small to rmid-
sized fashion labels in their early stages

5

6

Funding is not just about

findi mméy but also
Iaﬂlﬁa_;g mﬁmm;ar
with industry E:-:pverlam:ennd
slrbﬂg conneclions.

CROWDFUNDING

Crowdfunding provides a platform for
designers to showecase and sell their
products to potential customers before

production. This avoids product wastage
while allowing the "crowd” to fund your brand
during its start-up phase.

WINNER
$

L

COMPETITIONS

I here are plenty of fashion competitions
that offer winning brands, or students,
funding and press for their business.
some af the most recognized competitions
target designers who have been working
on their labels for a few seasons and have
some stockists already

177
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PITCHING TO POTENTIAL INVESTORS

Creating a winning impression when meeting possible investors can make all the
difference when it comes to the future of building your brand and business.

THE REALITY OF PITCHING TECHNIQUES
INVESTMENT IN FASHION

Understand what investors want

nvestiment In fashion lapels 1s Not very commaon -
' : Sl | el ] ALl Knowing whal they are looking tor will make youl
Decause investors always ook for nigh returns i i ' y J

A . J l pitch more successiul. Kesearch your investors,

rt amount of time. Thouagh there are exception neluding their previous investments

most fashion investors come from a backaround in

the industry. Look for investors who will provide Keepitshort

business advice and connect you to a network. Do not overwhelm them with information, go

Your suppliers or your customers could be your straight to the main point and help your audience

investors, too. to understand what you are trying to persuade
them for in the shortest time. You can provige

nore details if il 18y Rave shown interest later on

Engage the audience

nstead of reading out the whole script, ask
VOUT Investors some '3|!'1':_:',-|-’; questions 8]
mare interaction and raise their attention

encourage them to ask gqueastions anylime

Avoid templates

[ailor your pitch to fit your company and your
nvestors interests and needs, instead of using
mmonly seen or rarmal script. This will help

; :
u hit the needs of the investors and stand out




Be clear
Be clear and concise about yvour ideas. and
nravide transparent financial information
cletall. such as balance sheet break-e
.'IT"-'J:'r'-:!‘*. Mo thy hw-month cazsh flow e
) YOLUr polential invesiol 1 understa SO

business

Be realistic

ohow voure ambitious but don't ael carried WHAT lSAN
away. Present a business plan that's supported ELEU&TOR PITCH?

. " = ] ; r ¥
by facts ancl data, such as projected cash flow il b Tr ol e i B ey
AILNOUL N IL AQesn L Nave Lo Nappen in ar

Orowth ptan and the ablity to repay i

tor an elevator oited  COnversation
ige store orders or any | I of Int = i e SR |
.Zr 148 I"—r.i :‘ [
FOCUCES 1IN a very snort ume. Having a succinct
| BE preparﬂd NG Inigrmative ED'EECDnd pitﬂh an ne &
] . mak aood iImpressio inc po v start :
Before an investor commits to funding ' r : 1
nave a thorough investigation of your plan and : L YOUTr Dusin

your team's capabilities in design and |

management. Think of backup plans f

scenarnos and cdifficult questio Nnow 1| .I.:‘. I. i TEMPLATE F‘CI'R BREAKING
are well-prepared for different situations and THE ICE

Cdpabit of tal |-||-;||:' bilen |.;I|I[NAME] Faundi ||_-" [EGMFAN?]
We offer [PRODUCT / SERVICE] for
[TARGET MARKET] to [PURPOSE OF

l .|-:|-.-n-a VBSOS miy 2 ‘ THE PRODUCT / SERVICE]
| -' | '_' do na THE all Lnlike those you can normally tind in the
| eve in [..:1 you h | market, we [UNIQUE SELLING POINT)
2 L 3l T :

And we recently [RECENT MILESTONE]

FUNDING ROUND

Initial funding Seed round Series A
Capital fromangel Generating capital.  Venture capital firm.
investors who It marks the very Optimizing products and
provide more beginning of vour user base, as well
favarable terms. turning your idea as scaling products for
INtQ a business. different markets.
some
l companias
go to series B,
C, D, some go
straight to IPO.

4 A 1 1|,|
——— e P e

IPO
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BOOKKEEPING AND ACCOUNTING

Managing your financial status is an extremely important part of maintaining the long-
term success of your business. For a creative person the task can be tedious, but it’'s an

important one.

WHAT IS
BOOKKEEPING?

Bookkeeping provides a
detailed report of your
company's day-to-day
transactions and is crucial

for your business, especially

when you don't have the
budgetl to hire someone to
do it for you. It also makes
accounting easier in the
long run

180

WHAT INFORMATION IS NEEDED FOR

BOOKKEEPING?

ACCOUNTS
RECEIVABLE

ACCOUNTS
PAYABLE

o Inventory

Fvery product in your inventory is
worth money, and you need to have
a clear record of each. You'll nead
to carry out stocktaking physically

to refresh the numbers in your book.
For more information on stocktaking,
refer to page 164-165,

9 Accounts Receivable

All payments you'll receive, excluding
loans and investment funds. This

is important when payments from
your customers are not immediately
due. Sort by date, payee, category
and remarks to help you recognize
funds in the future.

6 Payroll Expenses

The salary you pay to your
employees in exchange for their
services to your business, It
includes the cost of all related
payroll taxes, including insurance
and social security.

Remember: Freelancers are
Independent contractors, not
employees

O Accounts Payable

This refers to the upcoming payment
schedule of all future payments, such
as rent, utilities and other recurring
payments. You can sort them by date,
payee, category, remarks, and if a check
15 used, a check number, You can also
bookmark your accounts payable with

two dates: the payment due date and the

penalties deadline date.



) cash

Record all cash receipts and
payments including bank
deposits and withdrawals

within vour cash account

G Sales

I he revenue from selling your
products, Recording sales an

a timely basis i1s important for

analyzing your hinancial status

0 Purchases

This is the cost of any items
yvou buy for your business

It 15 a key component for
calculating your company

gross proft

WHAT IS ACCOUNTING?

More complicated than bookkeeping,

accounting 1s another impaortant component
for the growth of a business. If your budget
allows, engaging a reputable accountant
can save you money and minimize legal
issues. While you could consider using
accounting software tor some tasks, a good
accountant is a great tool for tasks including
strategic tax planning, financial forecasting
and tax filing

WHAT CAN AN ACCOUNTANT
DO FOR ME?

@ Prepare adjusting entries, which refers to
recording expenses that have occurred but

aren't yel recorded through bookkeeping.
@ FPrepare income statements
@ Prepare cash flow statements
@ Prepare balance sheets
@ Analyze the cost of operations
@ Complete income tax returns

@ Aid the business owner in understanding

the impact of financial decisions

NO RIGHT TO SIGN

51l hos no right 10
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CONTROLLING YOUR CASH FLOW

Without a contained cash flow, profit is meaningless. Many fashion businesses appear to be
doing just fine, but end up in bankruptcy because the amount of cash coming in does not
cover the amount of cash going out.

casH FLow cycLe ©

CASH

PURCHASE OF
GOODS
PRODUCTION

PAYMENT
ON NOTE

PAYMENT
COLLECTION
PAY DIRECT
PAY OVERHEAD
- v N
DELIVERY
INVENTORY

WORKING CAPITAL

Cash crunch that prevents you from paying
suppliers, buying materials and even paying
salaries rmay happen when you are still
waiting payments from this season but
already need to start the nex!. This is why
managing cash flow is critical!
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ADVICETO IMPROVE YOUR CASH FLOW

Delaying outlays of cash as long as possible while encouraging your customers

to pay it as quickly as possible

o Control your sample fee

Designers often have a habit of redoing a
sample over and over again until it's perfect
Remember to keep track of how much
these revisions are costing you to avoid
overspending on your mission for the
perfect sample

Limit your expense

Don't be too lavish when you first start out
instead know where to save and where 1o
spend, Try to do as much as you can on
your own in the beginning. then invest in
freelance talent to help with their expertise
in accounting, PR or social media

Ask for credit from suppliers
Build a good credit by paying on time, every
time. By having a good rapport with your
financial institution, vou'll have a better
chance of getting a loan later on

Use your credit card to pay
Using credit cards to pay vendors can delay

payments for 30 days, _
but remember to pay l
on time to the bank to

avoid interest, AERRR)

30...

AVOID THESE CASH FLOW TRAPS

0 Expanding too fast can

kill your company

Grow organically without rushing

things. Quality control should be

your main concern when expanding your
company. Be mindful that the collections

you create and the level of services you offer

your clients are up to the standard of what
vour brand stands for,

e Set terms for your clients to pay

sooner

Being proactive in resolving overdue invoices will
greatly help your company’s cash flow. For more
information on how to get paid sooner refer

to page 90-91.

Sell equipment you no longer use
Turn unwanted equipment and tools into cash
and also free up more space to create!

Separate your business and
personal bank account

Don’t mix yvour business and personal accounts
when you first start off. Always keep separate
bank accounts and credit cards. This will make
it much easier for bookkeeping as well

Always have a stash of cash for
arainy day

You must always ensure your business has
enough cash to fund your working capital.

Keep three months-worth of outgoing cash in
the bank in case of a rainy day. This can be part
of your personal funds, an overdraft or revolving
credit facility

Taking bigger orders may not get
you more money

When starting out, a big order may seem like

a4 miracle Take a step back and examine the
terms of the deal, especially taking a moment to
calculate how long it will take before you start to
see profits from the order
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BEWARE OF HIDDEN COSTS

Money disappearing can be a problem for small businesses. Here are the ways you can
prepare yourself for all the hidden or less-obvious costs of starting your brand.

1

O

3

&

184

Monitor chargebacks

Always track your sales results to get a clear
idea of any possible potential chargeback.

Try to clear dead stock

I you have stock in your warehouse you're
no langer using, it could be costing you
much more in storage than the products
themselves are worth.

Pay attention to shipping terms

Logistics can be costly, so you need to be
clear about your shipping terms and each
parties’ responsibilities. Shipping costs
are a quick way of eating into your hard-
earned profit without you realizing it,

Pay extra attention to slow
paying or non-paying customers
Until a customer’s payment has made its way
into your bank account, you haven't been
paid yet. For technigues to handle slow-
paying customers, refer to page 90-91

Beware of interest charged by
late payment

Beware of the late payment interest charges
you could be dealt by your suppliers for
missing a payment deadline. Late payment
of invoice charges are normally 1.5% monthly
and 18% annually.

0 Control your discounts and

reductions

While discounts and reductions are a great
way to make a profit, they should be tracked
and analyzed (o determine when they are
best used.

v\ | # Tip: Chargeback of orders, such as
shortage of orders, incorrect tagging
= or hangers can sometimes be resolved
by offering discounts and reductions.

Checking credits for new
clients

Checking credits is advisable when dealing
with a new store. It is your responsibility

to follow through a credit history, and see
whether there is a record of complaint

A small fee may be required when
verifying a potential buyer, but it is worth it
for large deals. If in doubt. ask for deposit o
cash on delivery!

Beware of checks bouncing

If the check is marked with non-sufficient
funds, it means there is not enough money
in the bank account to pay you. There are

a few different kinds of bad checks, so the
best thing to do is double check with the
person who wrote the check.






6 METRICS TO MEASURE YOUR SALES
PERFORMANCE

The performance of sales directly affects your profit. Below are six metrics that can help
you determine whether your sales are on track or not.

*Sales

You can refer them as revenue or turnover
They measure your total income for

a certain period of time. Daily. weekly, monthly
or yearly sales are commonly recorded

*Number of
Customers

More customers implies more transactions are made. For retail
stores, be careful do not mix up number of visitors and number
of customers. Visitors only become custorners when they buy.

*Value per
Transaction
(V P T) N;OJJ: 'eriihEs‘L%Tl: Em

Most effective measure. How much customers spend for each
order. The average sale determines sales per order nol sales pel
customer as same customer could initiate multiple transactions
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*Unit per
Transaction
(UPT) 22epumm

Generally when your average sale goes up, the item count rises, but it
would be better the item count rises slower than the average sale. At the
end of the day you want more money and not just to sell more.

*Inventory
Turnover cosrorsus

A ratio of amount inventory sold over a period of time VALUE
Higher inventory turnover ratio is usually preferred as
it indicates that more sales are being generated given

a certain amount of inventory. However, a very high
inventory ratio could result in lost sales, as there is not

enough inventory to meet the demand. The cost of sales
1s the total selling price of the items.

365

INVENTORY
TURNOVER

*Average
Days to Sell
the Inventory

The average days you use to sell all your inventory on hand
Normally a luxury business takes more days than a mass market retailer.
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6 METRICS TO MEASURE YOUR
PRODUCT PERFORMANCE

By measuring the performance of every piece in your collection, you can determine what
products are and aren’t working for your brand, and make smarter, more calculated
decisions moving forward. Below are six metrics for measuring a product’s performance.

*Sold Quantity

How many of the specific products have been sold.
It can be measured daily, weekly, monthly or yearly.

*Selling Speed

How fast a product is being sold. A product
should not be considered a "bestseller” it it SGLD QUANTITY
takes a long time to shift from the store. SELL'NG DAYS

*Sell-through
Rate Zgpawmm

The quantity of a product a retailer receives from a manufacturer
or supplier compared to what is then sold to customers.
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*Gross Margin

The gross margin indicates the earning ability of an item. The higher the
percentage, the more the company retains on each dollar of sales. If the value
is low, you may need to consider raising the selling price or lowering the cost
of goods. The selling price will be the wholesale price and the retail price, when
measuring the wholesale and retail performance respectively.

SELLING PRICE - COSTOF GOOD . o,
SELLING PRICE

*Return on
Investment

Return on Investment (ROI) represents the financial benefit
received from an investment. The goal is to have a high ROI.
which is indicative of your investment leading to gains. It is
used to compare the profitability of different products.

SELLING PRICE - COST OF GOOD
COST OF GOOD

x100%

“Return Rate

NO. OF RETURN
SOLD QUANTITY

To truly measure a product’s performance,
vou need to take the return rate into account,
You may sell a product in high quantities

but the product may have a high return rate,
which does not equal profit,

x100%
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COPYRIGHT, TRADEMARK AND PATENT

You've put a lot of thought and energy into the creative ideas behind your brand - the last
thing you want is someone using them without your permission. Intellectual property
refers to the ownership of intangible and non-physical goods. It is the only tool you can use

to protect your ideas.

f
.r'__..-".‘_

. TRADEMARK

Trademark protects your logo. Trademarking your
logo will stop others using it without your permission

® When no claim of color is made and the
trademark is presented in black and white,
IN Most cases, the registration 1s presumed to
cover your logo in any color you use.

® !f you know the countries you would like to
expand your business into in the future,
register the trademarks you will use in advance
to avoid anyone else taking them

@ Register an international trademark through
World Intellectual Property Organization
(WIPO) to allow your trademark to be
recognized and protected by the more than 90
member countries.

@ A trademark length of protection lasts 10 years,

but it's worth thinking ahead in terms of an
expansion plan

Cost: §$

) COPYRIGHT

Copyright protects onginal works of authorship
including the works and dratts of photography,
design, art, illustration but not the ideas, trends or
styles represented in the works, Copyright does
not need to be registered. If you are the creator
of the work, you will automatically have copyright
protection,

@ 'he copyright symbol “®" is a useful way to
claim copynight. Simply mark your work with the
"©" symbol, along with your name and the year
created.

@® Keep arecord of your research and
development, from the inital sparks of the idea
to the finished product. Keep note of dates,
mistakes and changes, to have all the proof you
need if it's ever disputed

@ The length ar copyright protection spans 50 to
70 years.

Cost: Free (and instant!)

You may pursue legal action when

@ Someone is using your logo. or someone is
using a similar logo for similar products or
services, which could cause confusion

@ Someoneis intentionally imitating your logo
which might defraud, take advantage of, or

damage your brand,

190

You may pursue legal action when

@ Someone is copying, distributing or modified your

work without YOur permission

@ Someone modified parts of your work, but vour
unique stamp of creativity is still evident.

o NON-DISCLOSURE AGREEMENT (NDA)

-~
I’_



®

) REGISTERED DESIGN

Registered design, sometimes referred 1o as
7 design patent. protects the -

adppearance Ol
i *.'_,;’:-:':fll':."|.]| Z::lt!|lj:::1

® ! protects the visual design of objects. such

15 shape and composition of pattern or color

@ Heaisiered desians are only valid in countries

where trademark is registered

@ A registered design lasts 14 years, and ::

extendable

Cost: $$5

PAT

» UTILITY PATENT

Utility patent protects the functionality of new
technical inventions. It's mostly used tor fabrics or
when your design has a high-tech aspect. A utility

patent will stop others from making, using or selling

the invention without permission

® When a patent is granted the invention

becomes the property of the inventor, which

can be bought, sold, rented or hired just like

other assets

@ Uulity patents are only valid in countries
where the trademark is registered

@ Apply for a patent in countries that you intend to
trade in the future before making it public or it

will not be able to reqister patent

@® A utility patent lasts 14 years, and is extendable

Cost: $SSSS

You may pursue legal action when

@ Someone is using or applying your registered

agesign to their own products without your

RPelrmissian

ONSULT A L

You may pursue legal action when

® Someone is using or applying your patent to their

OwWn proaucts without your permission

® Someone made, copied or imported something

substantially similar to your patent.

AW ATTORNEY
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ABBREVIATIONS YOU NEED TO KNOW

€) BUSINESS

B2B

Business to business

B2C

Business to customers

Cc2C

Customers to customers

Private brand

PL

Private label

KPI

Key performance index

e RETAIL OPERATION

CRM

Customer relationship
management

UPT

Unit per transaction

VPT

Value per transaction

AR

Augmented reality

POS

Point of sale

POP

Point of purchase

€) MATERIALS

182

PVA

Polyvinyl alcohol

PVC
Polyvinyl chloride

PTFE

Polytetraflucroethylene

PU

Polyurethane

ELS

Extra long staple (for cotton)

) MARKETING

00TD
Outfit of the day

Brand new in box

BNWT

Brand new with tags

GWP
Gift with purchase

€) ACCOUNT/SALES

GM

Gross margin

cpP

Cost price

CAGR

Compound annual
growth rate

ROI

Return on investment

GP

Gross profit

DOI

Days of inventory

VAT

Value added tax

CAO

Computer assisted ordering

OTB
Open to buy

(© PRODUCTION
OEM

Original equipment
manufacturing

ODM
Original design
manufacturing

OBM

Original brand manufacturing

SKU
Stock keeping unit

CAD

Computer aided design

QC

Quality control

CMT

Cut, make, trim / cut & sew

FPP

Full package production

WIP

Work in progress [/ process

COoO0

Country of origin

Strike off
Printed artwork that the
factory submits for approval

Knit down
Knit fabric that the factory
submits for knit structure,

design and layout approval

PROTO
Prototype

PP

Pre-production sample

TOP
Top of production
E“L;.':I'I'IF":-'T-': [ -:F'."h.'f'!-'.."'_" 8l

the final product

SY

Sample yardage

H/L

Handloom

SMS

Salesman sample

MOQ

Minimum order quantity



£) LoGISTIC

GDS

Global data synchronization

EPC

Electronic product code

GTIN

Global trade item number

UPC

Universal product code

EAN

European article number

JAN

Japan article number

FOB

Free on board

FCA

Free carrier

C&F
Cost and freight

CIF

Cost insurance and freight

DDP
Delivered duty paid

DDU
Delivered duty unpaid

LDP
Landed duty paid

FF

Freight forwarder

FGP

Factory gate pricing
Pricing of the product available

for pick up by you (the buyer) at

the factory,

EBITDA

Earnings before interest,
taxes, depreciation and
amortization

DC

Distribution center

ASN

Advanced shipping notice

VMI

Vendor managed inventory

SKU
Stock keeping unit

HTS CODE

Harmonized tariff schedule
Codes that are used to classify
internationally traded goods. HTS
codes determine the duty rate

RFID

Radio frequency identification

DESIGN AND
PLANNING

BOM

Bill of materials

Part of your tech pack, the BOM
Is @ master list of every physical
item reguired o create your
firnshed product.

UoM

Unit of measure

The type (i.e. unit) of
measurement used for various
itemns or parts of your product.

POM

Point of measure

Specific points on your product
that are defined and used for
measurement. Most often they're
measured on a tlat product

{not on the body)

CF

Center front

CB

Center back

A/H

Armhole

HPS

Highest point shoulder
Highest point of the shoulder
when lay flat, not including the
collar

SS

Side seam

CP

Crotch point
™

Total measure

Single needle
atitch with single neadle

Double needle
Stitch with double needgle.

SNTS

Single needle topstitch
Finishing stitch done on
the top of the product with
a single needle

DNTS

Double needle topstitch
A parallel stitch that is done
on the top of the product
with a double needle,

LS

Lock stitch

Top thread and bottom
thread locked together.

CS

Cover stitch
A double or triple needle

stitch on one side and “zig zag"

loops on the other,

Gauge
The number of knit stitches
per tinished inch.

TPST

Top stitch
Decorative stitch on the top
side of a product.

Egst
Edge stitch

Stitching parallel to a seam edge

on the top side of a product,

CNST

Chain stitch

A series of stitches that loop
together like a chain.

UsSP

Unique selling point
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SALES CONFIRMATION
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A sales confirmation is a document sent by a seller to a buyer acknowledging and confirming
an order has been accepted. Both the seller and the buyer have to sign the document, which

confirms all details including shipment and payment.
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FORM SECTION
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RANGE PLAN

Similar to a line sheet, a range plan is primarily for your company. It provides a quick overview
of your collection, shows the proportion of different garments in production and the costs.
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FORM SECTION

LWD

Alojoe4

1WD

pPan|DAUl U8 Alojoe4
Aau y saouabe
PUE UM
Buijiom aie noA
IaJN1oenuew
juauwueb pue
jalddns Juge)
ay) Buipnpoul

sjielsp
I2inoenuep mﬂ.mgﬂ ~ : .
1WND
Alojoe4

00Z

002

OSl

G9S% %P8
VIES %8
GLES %8

peojumop/Bio‘Aieuoiysey//:diy

12 @1e|dwia) SiY) PED|UMOR UBD NOA

an|g 180D
rl-e [juild J9isaAlod 3,001 SS8|Je|jod aul|-y

06 SN /3uym o1|AJ08 %001 aoLOMABLOZ
ey sjued wojloq
/an|g U002 %0E | ||2q paisiem-ybiH
0G% 1X-S |joslad  ‘1e1sakjod %0f COLOMABLOZ

MOJ|aA sSalp
[ uaaib JUBISE|2 %G @ 2Ul|-Y SS3|ana9|g
09% 1X-S jonjad  ‘“Jeisah|od 9GE rOLOMA8LOZ

189



packing list when exporting your goods to retailers. Stuck on top of the carton, the list lets

A packing list is a document that records what'’s inside a package. You'll need to create a
third parties, such as government authorities or forwarders, know the contents.

PACKING LIST
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PURCHASE ORDER
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line sheet should already state your sales terms, and the buyer should have agreed to these

A purchase order (PO) is issued by a buyer placing an official order on your collection. Your
terms during the order process.
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A sales tool for helping retail buyers place orders on your products, line sheets need to be

straightforward, clear to understand and with no frills.

LINE SHEET
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every item and service you use which ultimately affect your retail prices. Keep track of

Cost sheets keep track of all costs associated with designs and production, including
your costs so your collections remain attainable and affordable.

COST SHEET
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LUCK!

While ticking off every chapter of this book will help
you on your path to running a successful fashion

TS

brand, a little luck never hurts anyone. In fact - a little
luck can go a long way.

Let’s look at some techniques and tips for increasing

your chances of having good luck.

@ Be prepared

210

In the words of philosopher Seneca Roman
otatesman, "Luck 1s what happens when
preparation meets opportunity.” Remember
chances come and go, be ready to grab them at
any time

Stay healthy

Building a business requires plenty of gnt and an
endless amount of hard work. It is easy to start
feeling tired and overwhelmed, but it's important

to keep yourself strong and healthy so you can
keep focused on the tasks at hand

Be open and optimistic

Things don't always go to plan. Your initial idea
isn’t always the best idea, and you might need
to adapt to a better solution along the way
Always keep an open mind.

@ Step out of your comfort zone

Many great entrepreneurs were outsiders in

their respective industnes. Not included in the
inner circle, they often see things differently to
everyone - and this fresh perspective can lead to

d DusIiness opporiunity

Expose yourself to new people and
events

When you expand vour social and professional
network and expose yourself to more people
vou will be far more likely to be greeted with new

opportunities. What are you waiting for?

Best of luck!!
Fashionary Team
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THE

It’s not a traditional

FASHION .
AUSINESS business book
The Fashion Business Manual is the world’s first visual

M A N U A L manual for fashion business. It covers business topics

including branding, production, marketing and
retailing in an easy to read, visual format. Unlike
traditional business books which emphasize philosophy
AN ILLUSTRATED . : .
GUIDE TO BUILDING and theaory, this book fl:t-::uﬁ_es on the !:}I’Elﬂtlﬂai business
A FASHION BRAND skill set needed to survive in the fashion world.

Visual oriented

e
"W b E

|
!

WG

Your business mentor Form section

® How to analyze your brand?

® How to find the right factory?

® How to control quality?

® How to set prices?

® How to negotiate sales terms?

® How to perfect your sales technique?
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This manual aims to serve as your very own
mentor, reducing the mistakes you make along
the way. It's also the perfect tool for improving
your skills across a range of business areas.
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