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The business of fashion is one of the 1argest
in the world today. According to a survey from "The
Teen-age Girl Today", in the fall of 1968 6,350,000
girls between the ages of fourteen and seventeen enrolled
in high school. These girls spent $2,152,209,000 on
fashion and non-fashion back-to-school merchandise.l

Modern trends, in giving a new look to fashion
and in influencing expansion have created many fresh
opportunities for women in business. A few are listed as
follows:

1. Because of increased suburban living, people are
wearing more colorful, casual, and informal clothes.

Women are showing a new interest in maternity wear,
as well as in clothing for men, boys teenagers, subteens
and children.

2. Because of improved travel, fashion designers feel
the cross current of influence and Inspiration from all parts
of the world.

3. Because of new synthetics and blends, fabric man-
ufacturers contribute fashion excitement.

li. Because apparrell design has broadened in scope,

the designer is no longer limited to dresses, coats, and

lThe Teen-age Girl Today, Seventeen, 1968.



suits. Through wardrobe coordination and reversible gar-
menta, the designer has a wide field for her creative talent.?

Some of the responsibliities of the career woman in
apparel design are researching, studylng the market, sketching,
modeling, selecting fabrics and trimmings, preparing sample
garments, organizing and supervising design rooms, figuring
costs, and working with the production department. In my prac-
tical experience which accompanied this study I worked in selling
and stocking. I worked at El'Ann's Fashions in Apkadelphisg as
a salesgirl. In this I not only learned how to sell garments
but also how to mark clothes, price them and put them out.
I also worked in the clothing department at Gibson's Depart-
ment Center in Arkadelphia. DBefore the store opened I worked
stocking merchandise. I worked as a salesgirl after the
store opened.

RETAILING

One of the most important parts of the fashion business
is retailing or merchandising.

The merchandising part of retailing requires many highly
paid executive division and department managers, buyers and
their assistants. Buyers make from six to a dozen trips

a year to New York, Chicago, Europe and many other places

2Gladys A. Baird, "Is Fashion Business for You?",

Whats New in Home Bconomics, (May 196L) p. 35.




in search of the newest in fashions, furniture and evéry-
thing else from alarm clocks to zippers that a department
store sells.

Retailing includes much more than just the sales staff.
Dozens of different talents and skills back up every sale
across the counter. In a large department store there is
at least one employee behind the seenes for each salesperson.3

The most interesting positions in the field of fashion
merchandising in department and speciality store work include
these of buyer, merchandise manager, salesperson, comparison
shopper, training director and president or owner. Advertising
and publicity are such important responsibilities that many
large stores maintain their own advertising and publicity or-
ganizations, or even have such work done by an outside agency.
Recognition has been awarded to mamy competent women in the
retailing field through appointments to major positions in
large department and specilality stores.

Of the many types of retail stores, three are especially
important in thé distribution of fashion-merchandise--the
speciality shop, the department store, and the mail-order house.
Each of these types of stores may be owned by independent

or chain-store organizations. Requirements of workers differ

3Walter N. Rethschild, "The Retailing Business", 1965.
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stores give new employees some instructions before they start
to work--perhaps informally or in an extensive training program,
depending upon the type and size of the store. On-the-job
training is necessary to acquaint them with store procedures
and policies.llt
A salesperson may be pald on a straight salary basis
or a base pay plus commlission. Beginning salaries are moderate--
often the minimum wage required by law--and part-time workers
are often paidlless than the minimum wage. Fringe benefits
usually include the privilege of buying merchandise at a
discount, usually tenvto twenty per cent off the regular price.
Full-time salespersons may work a five day forty hour
week; usually the hours are not regular. In most stores,
employees'are scheduled to work at least one evening a week--
more in>stores that are open every evening. Saturday is a
busy day, so salespeopie usually work that day and have some
other day off during the week. During peak: seasons~-Christmas,
pre-Laster, ammiversaries and speclal sales~-hours may be longer
than usual. During inventory it isn't unusual to work until
midnight~~for which you are paid and might have fun doing it

because it is different, informal and more relaxed.l5

WIrene E. YMcDermott, Opportunities in Clothing-Faghion

Megg?andising (Peoria, I1linois: Charles A, Bennett CO., INCi.,
19

151414., p. 36.
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the customers, the stock rooms and receiving rooms are storage
and work rooms behind the scenes. As such they are plainer.
They are often large open areas resembling warehouses. Some
work is exposed to weather, as when unloading trucks. This
is an advantage on a nice day. ©Since merchandise can stack
up in peak seasons, a great deal of physical activity may be
in volved. On guieter days stock clerks arrange stock, clean
up? mark shelves and do other maintenance work.

Wherever there is a retail store, there is stock work.
In the small stores, however, there probably will not be stock
clerks hired as such--salespeople often do the stock work. The
larger department stores, where duties are specialized, offer
more opportunities. They hire employees specifically as re-
ceiving clerks or stock clerks to work in separate receiving
and stock departments. With increasing efficiency and auto-
mation both in record keeping and in handling merchandise, more
work can be done with fewer workers. This means that the need
for employees in this area of retailing may not increase in
proportion to the need for sales personnel as the retailing
field grows. There is expected to be a gradual increase however.
Competition for employment may be high since special training
and skill are usually not required and there are generally

many young applicants.18

181pig.
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THE COMPARISON SHOPPER

The work of the comparison shopper.involves making de-
tailed reports and, frequently, buying merchandise for com-
parison with that sold in the department. The report includes
such facts about the article as price, color, size, range, con-
struction, the amount of merchandise on hand and the number of
customers in the competitors's store. Work in this department
i1s valuable because the shopper learns merchandise values in
all kinds of goods. A successful girdle buyer for a Fifth
Avenue store knows daily every item sold by all upstairs and
basement girdle departments in the entire city of New York.
Success in retailing fashion merchandise is based on facts. 2l

THE FASHION WRITER

The person who is articulate about fashions finds a
ready market for well-writen articles dealing with fashion.
In addition to knowing many facets of the manufacturing busi-
ness, a fashion writer must be able to adapt his writing to
various markets. Many magazines regularly publish pages of
special interest to women and the fashion magazines publish a
great variety of fashion news.

Radio and television fields are also introducing fashion

programs. Newsreel and motion picture companies, also, use

2TIpid.
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ADVERTISING AWD PUBLICITY

Advertising positions involving fashion merchandise for
men and women include those of copywriter in an advertising
agency, a retail store, or a manufacturing establishment, ac-
count executive or art director in an agency, and advertising
and publiclty manager or director in a store. Fashion adverw
tising is a field of work in which salaries are often very
high. The person who has a flair for this work should learn
the technigues of the trade through special courses offered
in schools and colleges. Then he should try to obtain a po=-
sition in an advertising agency handling fashion accounts, in
the advertising department of a store or in a manufacturing
firm.30

Publicity or "free advertising", editorial mention for
_ which no space rate is pald, is a specisgl form of advertising.
placed in the editorial columns of magazines and newspapers
in the form of articles, and photographs of openings, exhibits,
new products, and creations. The publicity writer reports
fashion shows and sends press releases to the newspapers and
magazines, selects clothes for the photographing, and in

many other ways acts as lialson between the client and the

3OBernice G, Chambers, Fashion Fundamentals (New York:
Prentice-Hall, 1947) p. LO.
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press. The fashion edltor of a publication prints a publicity
item because of its new value. Publicity writing calls for
a knowledge of newspapef and magazine writing, style, a fashion
sense, and a general awareness of trends and events.

The careers in fashion are wide and varied. And there
are even more than I have mentioned such as pattern making and
modeling. A person interested in fashion and clothes should
check the careers availableé because the opportunities are

unlimited.






	Opportunities in the Business of Fashion
	Recommended Citation

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21
	22
	23
	24
	25
	26

