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CHAPTER 1

A Brief Introduction HA

A clothing firm has many different departments to guarantee the normal operation.
Generally, they mainly include the designing department, the techniques developing

department and the sales department.

The Designing Department i&it#&B

The designing department is the heart of a clothing firm. Its work directly influ-
ences the commercial existence and sustainable development of the firm. It is responsi-
ble for developing new products. In practice, the designer’s job is inveolved in market
researching, developing new ideas with combination of fashion trend and consumers’ de-
mands, even selecting proper fabrics and trimmings. Thus, the designer’s ideas must be
creative and successfully marketed. They’re often passed to the techniques developing

department in the form of working sketch for the pattern and sample garments.

The Techniques Developing Department I AR&FZ &

The techniques developing department is the backbone of a clothing firm. The key
process of making patterns and assembling garments will be done in this part. It covers
the most critical techniques strength of the firm, which can be divided into two impor-
tant sections: the pattern making and the sample operating department.

In the pattern making department, pattern cutters will thoroughly understand and

E&ﬁ vorpnponuy eug VT YALIVHD
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show the designer’s ideas, carefully choose the proper method best for pattern making of
his or her designs. Usually, there’re two ways of making patterns on the basis of differ-
ent processes of cutting. One is draping pattern making to make a sample with calico
pinned onto the dress stand, and then create patterns by removing sample parts from the
stand. The other is flat pattern making to analyze the fashion drawing into working
sketch with construction details. These two ways are both feasible and have different ad-
vantages; the maker can choose either of them by the style to be cut and his own
preference considered. At present, senior pattern makers often adopt the former way.

Then, the pattern will be brought to the sample operating department. It’s here that
sample garments are made up by the machinist as efficiently as possible. Not only does
the machinist realize the designer’s style, but also proves the accuracy of the pattern
made by the pattern cutter. It also sets the quality standards for producing in bulk on the
assembly line.

The Sales Department 48

After designers come up with the latest trends and develop them into a design, it’s
up to fashion merchandisers and marketers to figure out how to get people to buy the
stuff, their goal is to move clothing out of designers’ showrooms and into customers’
closets. This is the process of clothing marketing.

Fashion marketing and merchandising isn’t just one simple job, but actually a series
of jobs. It includes clothing market segmentation, the target markets determination,
merchandising policies formulation and sales channel choice etc. So they must make a
very elaborate plan of visual merchandising, wholesale and retail merchandising, fash-
ion coordinating, store managing and more.

A large part of sales promotion budget in a clothing company is normally allocated
to advertising. It’s effective to strengthen the publicity and the brand fame by the
common media of the Internet, television, radio, newspapers, magazines, even the
direct mail. Thus, a lot of limits of pure promotion will be avoided during the extension
of the market. Besides this, it’s essential to own a special promoting team and establish

the regular distribution network.



Words and Expressions EigF1id4H

guarantee [igeeran'tiz] vt. fRiE
influence ['influons] vt. M
commercial [ka'ma:Jal] a. ®LH
sustainable [so'steinobl] a. FFEMEMN
trimming ['trimig] n. ZEMEH
creative [kri'eitiv] a. BIEMH
backbone ['bekbaun] n. FiT,X4&
pattern ['pzton] n. iR

assemble (o'sembl] wvi. %&

critical ['kritikal] a. X8®
thoroughly ['0Arsli] ad. e, fEH
calico ['kelikou] n. HE#H,NER
feasible ['fi:zobl] a. TITH

adopt [o'dopt] n. X4

bulk [balk] n. K#t,AKE

Exercises

L. Match phrases
1. draping pattern making
2. brand fame
3. the sales department
4. working sketch
5. flat pattern making

6. the techniques developing department

II. Translate the following sentences into English.
1 BT R BT B SR A B R SR R AR , SR AT R AR L
2. VBT REREAS L HORABE AR T2 ER Y I E s o 3Rt

HERIEREAR

3. FA—STETIRESIMDEE B RS B MY TR IRIERZEXERN,
4. VERMRER) X ARPT R EE TERBRMERH LK,

promotion [pro'moufon] n. 12%H
budget ['badzit] n. FE

allocate ['zlokeit] vt. #E

publicity (pab'lisiti] n. 27
essential [i'senfal] a. MHE
distribution [ distribju:foan] n. #HE
working sketch R R1TE

fabrics and trimmings T8 # %}

pattern cutter H AR

draping pattern making 37 % 5]

dress stand A&, %2, FikE2

flat pattern making ¥ H 3

fashion drawing 3R &

sample operating department &84 %=(q)
brand fame @RHEE

=1

a. AR L
b. HEM
c. KRBIHE
d. FERY
e. &2 BE
£ SLREBREY
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CHAPTER 2

Fashion Design around the World
LR R B

Most countries have their own fashion industry, such as Belgium, Spain, Portugal,
Brazil, India, The Netherlands, Germany, Poland, and Australia. However, only five
nations have established truly international reputations in fashion design. These countries
are France, the United Kingdom, the United States of America, Italy, and Japan. Be-

low are brief descriptions of the fashion industry in each country.

French Fashion Design (Figure 2-1)

Most French fashion houses are in Paris, which is the capital of French fashion.
Traditionally, French fashion is chic and stylish, defined by its sophistication, cut and
smart accessories. Among the many Parisian couture houses are Chanel and Christian
Dior, who present exclusive fashion shows in their salons; other designers display their

work at the designer collections that are held twice a year.

British Fashion Design (Figure 2-2)

As in France, the majority of British fashion houses are based in the capital, Lon-
don. British fashion houses are associated with a very traditional, British style: elegant,
yet conse;vative cuts, fine yet not overly extravagant materials and a sort of noble,
even ‘imperial’ elegance, such as that of traditional Fifties debutantes, gowns, com-
pared to the French chic. The first fashion designer, Charles Worth, was a native of
Britain, although he made his name in Paris in the 19th century. British Designers in-
clude Vivienn Westwood, Paul Smith, John Galliano, Alexander McQueen, Stella Mc-
Cartney, Matthew Williamson, Luella Bartley, Sir Hardy Amies, Christopher Bailey,



Figure 2-1 Figure 2-2

Bruce Oldfield and Christopher Kane.

American Fashion Design (Figure 2-3)

The majority of American fashion houses are based in New York, although there are
also a significant number in Los Angeles, where a substantial percentage of clothing
manufactured in the US is actually made, and Chicago, which was once a center of
American fashion. American fashion design is dominated by a clean-cut, casual style,
reflecting the athletic, health-conscious lifestyles
of many American city-dwellers. A designer who
helped to set the trend in the United States for sport-
influenced day wear throughout the 1940’s and
1950’s was Claire McCardell. Many of her designs
have been revived in recent decades. More modern
influences on the American look have been Calvin
Klein, Ralph Lauren, Uriel Saenz, Anna Sui, Donna
Karan, Kenneth Cole, Marc Jacobs, Michael Kors

and Tommy Hilfiger.

Italian Fashion Design (Figure 2-4)

Most of the older Italian couturiers are in

Figure 2-3
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well-known designers, and it is the

for their collections. Italian fashion

Swiss Fashion Design

Figure 24 most important fashion Houses all

chic[ Ji:k]
N

stylish['stailif] a AHREN,FREHN,

BEIRN

a.

(Paris / New York / London / Milan/

designer Marianne Alvoni.

resulting from complicated cutting),
the sombre and subtle, and richly

developed a new way of cutting

Words and Expressions Hig#liH4A

<ESERH, BB, R
ZE,BR,RE
accessory [&k'sesari]

elegant['eligont] a.

Rome. However, Milan is the fashion capital of

Ttalian and the world because it is base to most of the

exhibition venue

features casual

elegance and luxurious fabrics. The first Italian

luxury brand was Salvatore Ferragamo.

Most of the Swiss fashion houses are in Ziirich.
The Swiss look is casual elegant and luxurious. The

fabrics manufactured in St. Gallen are exported to the

over the World
Tokyo). The first

Swiss luxury brand is Alvoni from the italo/Swiss

Japanese Fashion Design (Figure 2-5)
Most Japanese fashion houses are in Tokyo. The

Japanese look is loose and unstructured (often

colours tend to

textured fabrics.

Famous Japanese designers are Yohji Yamamoto,
Kenzo, Issey Miyake (masterful in draping and cut-
ting), and Comme des Garcons’s Rei Kawakubo,who

(comparable to

Madeleine Vionnet’s innovation in the 1930s).

sophistication[sa/fisti'’keifon] n. 3833

n E#
BRBRA KR




R EXH LHAREHN, TUH

conservative[kon'sa:vativ] a. £4i8, sombre['somba] a. (HEHEE)SH
RTH B9, BRIAY, B R AN
extravagant[iks'trevigont] a. A, subtle ['satl] a. #EVEY; 3 LUBIEEK
BHEN, BREYN textured ['tekstfod] a. HLEHEEH,
imperial[im'piorial ] a. FEIM,FEMH FHENERXE MN,85489%
gown[gaun] n. HKHR,LK innovation[ inou'veifon] n. HE, &
substantial[sob'stenfol] a REMH, L ¥, BUE

Exercises 318

I . Translate the following sentences into Chinese.
1. However, only five nations have established truly international reputations in
fashion design.
2. Most French fashion houses are in Paris, which is the capital of French fashion.
3. American fashion design is dominated by a clean-cut, casual style, reflecting

the athletic, health-conscious lifestyles of many American city-dwellers.

. Translate the following sentences into English.

1 R ERRAS ERN N B ERIAR, X R B 2 B R A E R 5/
B4 HE,

2. RENRK EERE QR AARIE ISR, X R T 522 R
REE s A ERR,

3.REERBAMMBRAN M2, ANERABHEL N [
RABATIVE & B WO R R S,
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CHAPTER 3

Global Clothing Trade JR3E% 5

In international trade, enquires, offers, counter-offers, conclusion of business and
fulfillment of contract are essential steps. There are no exceptions in global clothing
trade. In this text, the writer only refers to three vital processes for your care. They are

making an offer, booking an order and executing an order.

 Making an Offer ##

In enquires, buyers who are interested in your goods would like you to send them
details concerning your products, such as sizes, colors, prices, even some samples for
the reference. As often as not, they would like you to make an offer. When making an
offer, you had better state an exact description of the goods, terms of payment, discount
you would allow, prices with insurance and freight to the destination. The following is a
letter on making an offer.

October 8th,2009
Dear Sirs,

We have for acknowledgement your letter of Oct. 1st that there is a promising mar-
ket for our products, the Chinese Costume. We take pleasure in making the following of-
fer subject to your reply reaching us by the end of this month:

Commodity: Men’s Chinese Costume

Specification: Large (L), Medium (M), Small(S)

Quantity: 1,800 pieces, 600 pieces of each size

Packing: Chinese Costume are wrapped up in plastic bags and packed in standard



