Knockoffs 

        Knockoff is a copy of someone else’s designed, usually a garment that is already a best- seller for another manufacturer. Knockoffs companies simply buy a particular garment, make a pattern from it, order large quantities of the same or similar fabric, and have the garment manufactured. Production and fabric costs are lower because of the huge quantities made.

        The Knockoffs procedure must have:

an acute awareness of what garments are selling well at the retail level,

rapid production capabilities to capitalize on the success if the style while it lasts,

Lower prices. Now, in and age of instant global communications, copies often reach stores before the originals and at a fraction of the cost.

Avante grade

          Some fashion leaders actually create fashion. They may be designers themselves or just want to express their own individual style. These fashion leaders constantly look for interesting new styles, colors, fabrics, and ways to accessorize their clothes. They try to find unique fashion in small boutiques or vintage clothing stores, or they design their own clothes. They are discerning shoppers who like to wear beautiful or unusual apparel. They may give impetus to a certain style by discovering and wearing it. They nay be referred to as Avante grade.

Bridge 

       This styling and price range was created to give consumers a less expensive to alternative to designer fashion. Bridge is simply a step down in price from designer achieved by using less expensive fabric or different production methods. Some designers have secondary lines such as ck from Calvin Klein, Donna karans DKNY, versus from Versace, or emporia from Armani. Other collections such as Ellen tray or Dana bushman cater specially to the bridge market.

Buying House:

Although the term buying is still used in the industry, its role has greatly expanded to fill a wide variety of functions. The two primary type of buying house are independent and store owned. 

An associated buying house is jointly owned and operated by a group of stores. Member stores usually have similar sales volume, store policies, and target customers but are in no competing locations. Operating expenses are allocated to each member store on the basis of the store sales volume and the amount of services rendered. Associated merchandizing corporation (AMC) is a well known example.

A corporate buying house is owned and operated by parent organization of a group or chain of stores at federated department stores 70% of the buying for member stores is done centrally by the percent company, while the other 30% is done by individual member stores.

INTERNATIONAL BUYING HOUSES:

Many large retail stores have their own buying house abroad or use foreign commissionaires, agent representing stores in foreign marketing centers. The offices are equipped to handle import/export transactions in the language of a country, check quality control, figure currency exchange rates, provide a consolidated center for shipping, and wade through customs red tape.

MERCHANDIZING

Merchandizing is planning to have the right merchandize at the right time in the right quality and at the right price to meet the needs of the company’s target customers. It is also the manner in which a group or line of garments is presented to the public; the way the line will look in the stores.

The merchandiser or product manager is basically a process manager developing the blue print of the line. Merchandizing activities, which vary from company to company usually, include setting financial goals, budgets, and price points; making the merchandizing plans; planning line size; planning fabric purchases; sourcing; scheduling production and deliveries; controlling product flow; presenting the finished line to the sales staff; and sometimes preplanning assortments for stores.

SCHEDULING

Merchandizing is responsible for integrating all the phases of product development, including design and production. The merchandiser, or product manager sets up a schedule of deadlines for styling, finished samples and production to meet the required shipping dates. These dates are of course coordinate with the production department. Merchandisers meet regularly with designers, the sales staffs, and production managers to discuss company goals, budget requirements, line size, delivery dates and so on.

SEASONS

Each season, the design and merchandizing departments of each division are responsible for creating a new line; a seasonal collection that the manufacturer will sell to retails store buyers. The terms are synonymous: collection is used primarily in Europe and for high period apparel in the United States. Line is used more often in United States for moderately and popularly priced fashion. Work on a new line begins approximately eight months before the selling season.

Designers and merchandisers also work on two or more lines at once, designing a future collection while checking samples from one that is about to be produced. They will finish their work on the spring line beginning fabric research for summer. It is a continued process of creating new merchandise a seamless product development.

THE MERCHANDISE PLAN

Each season, merchandisers have to develop a merchandise plan or business plan. They must decide how may apparel or accessory groups are needed to meet both the demands of retailers and consumers and financial goals of the manufacturer. The previous year’s actual sales are uses as a basis for projected sales goals for each group. Spread sheets are created to show what needs to be produced and sold per month to meet sales and profit goals. The merchandiser has to determine the number of groups, fabrics and styles required to meet those sales goals.
