1
1

KIZ FHFM R

Douglas Kobernick & i

NEW
=

JOLLEG.,

s+ Fashion
A% =< English

<18 2 1S

- = — T e g — -

FQ G n




TR 3 IR HAE
New College Fashion English

K WER RE

Douglas Kobernick HHi#

1

4
¥FRFRE M2



m B R E

BEREMA WTO, RREATLXS5M3ZHH M, BY)
TETRKMELSWARBREEELWIE, FHEFSHE
LU EMXMAIA, MBRRTRAMY . mEARE. A
W, WATER . BT B, AR, R, HEAN
MO RE. ERER, RERE. WA TS, BFEH
HHATNR, HERAER, BE. £AKkET. HITEAF¥
EMBAVEE, EE8HRITCHIBRKNTBTRESZLEY
HRBITR, R4, RBME, RRFEH, BiXEE. &
RS, BUREENE, BdAHEST, EXERLYE
ERELVRE, HERENMAMRALE, SEERELH
E bR & AR HALIT T 26

FRAERA . PEERMIRE S B, dal{E N iR
EEUBRARKBEEER,

B R4 B (CIP) ¥ #7

FEEEHRE /K, EERRE -itF. PEHSHRS
M3k, 2002. 11

ISBN 7 - 5064 - 2417 - 7/TS * 1628

1#.. 1.0O%. Q#K.. WARE -HKE - #H
V. H3l

o [ i A B B CIP BAEA%T-(2002)58 068375 5

FEGE. FHE  SORE: X B HEEH. 0 &

P EGR B H AT

Wik AEAREMNEXE6S SRH4H5. 100027
Hi%: 010—64160816 {5H . 010—64168226
http://www. ¢ — textilep. com

E - mail ; faxing@ ¢ — textilep. com

LI = W ERR T ED R BB BIEAH
2002 £ 11 A% —RR%—WKER

FrA: 787X1092 1/16 EpFk: 13.75

FH: 220 FF EPHL: 15000 SEHT: 24.80 T

AR, mAET . M. BE, AftRTHAR



CONTENTS 53

Uit
Part A The Fashion Cycle BRERITER 1
Part B The World of Fashion fRIETI#ER 9

Part C Career Planning B3t 4 SKER T 17

Unit
Part A Performance of Fabric fREZEEEIEEE 21
Part B The Color of Fashion BRFEEEHIR 3!

Part C Conducting a Self - Analysis BR¥E &4 8RS 3%

Unit
Part A Style Gazing BRIFERITHM 43
Part B Garment Details BRI &iHAT 53

Part C The letter of Infroduction g% ek 4 SREAfE 63

nit
Part A Development of the Collection FRFERFIZIT 67

Part B Principles of Design BT IRITRE 77
Part C The Resume BR#EEIV 4 KREREH 85

nit
Part A Tailoring Techniques BRIEREFIEAR 91
Part B The Art of Fashion Draping BREIHRE 101

Part C The Portfolio fRIEEEVAEERE 1



vnit

Part A Advanced technologies and Strategies BRFEFRARNA 113
Part 8 Fashion Industry Trends JRET IR BHERE 121
Part C Getting Ready for the Interview fRIEEEN A EIXER 129

nit
Part A The Powerful Consumer [RIEEB®RE 133
Part B Fashion Accessories AR3XEC1E 143

Part C During the Interview B3 Ee b & EiR IS 153

nit IR
Part A The Language of Fashion BREEWIEE 157
Part B Fashion Advertising and Media BR¥FE ™ E£5HE 167

Part C After the Interview BEELVATRIRZE 173

it IR

Part A Why Fashion Shows Are Important BREREHNER 175
Part 8  Window Display PR3 IEHwRT 183

Part C Decisions FRIEEENY A FEIVRE 191

g 10

Part A Careers in Fashion PRZERREER 193
Part B Apparel Designers BR#ig it 203
Part C Your First Position Rt EE—HTHE 211

References 55 HK 213



UNIT
Pad @

The Fashion Cycle

il fashions move in cycles. The term fashion cycle refers to the

rise, wide popularity, and then decline in acceptance of a

style’. The word “cycle” suggests a circle. However, the

fashion cycle is represented by a bell-shaped curve. Some
authorities compare the fashion cycle to a wave, which shows first a slow swell,
then a crest, and finally a swift fall. Like the movement of a wave, the movement
of a fashion is always forward, never backward. Like waves, fashion cycles do
not follow each other in regular, measured order. Some take a short time to
crest; others, a long time. The length of the cycle from swell to fall may be long
or short. And, again like waves, fashion cycles overlap.

Stages of the Fashion Cycle

Fashion cycles are not haphazard; they don't “just happen”. There are
definites. tages in a style’s development that are easily recognized. These
stages can be charted and traced, and in the short run, accurately predicted.
Being able to recognize and predict the different stages is vital to success in
both the buying and the selling of fashion.
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Every fashion cycle passes through five stages: (1) introduction, (2) rise,
(3) culmination, {4) decline, and (5) obsolescence. The fashion cycle serves as
an important guide in fashion merchandising.. The fashion merchant uses the
fashion cycle concept to introduce new fashion goods, to chart their rise and
culmination, and to recognize their decline and obsolescence.

AT S g 3 Gl

Introduction Stage

The next new fashion may be introduced by a producer in the form of a new
style, color, or texture. The new style may be a flared pant leg when siim legs
are popular, vibrant colors when earth tones are popular, or slim body-hugging
fabrics such as knit jersey when heavy-textured bulky looks are being worn®.
New styles are almost aiways introduced in higher-priced merchandise.
They are produced in small quantities since retail fashion buyers purchase a
limited number of pieces to test the new styles’ appeal to targeted customers.
This testing period comes at the beginning of the buying cycle of fashion
merchandise, which coincides with the introduction stage of the fashion cycle.
The test period ends when the new style either begins its rise or has been
rejected by the target customer. Because there can be many risks, new styles
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must be priced high enough so that those that succeed can cover the losses
on those that don 't succeed. Promotional activities such as designer
appearances, institutional advertising, and charity fashion shows, which wil
appeal to the fashion leaders of the community and also enhance the store's
fashion image, take place at this point.

Rise Stage

When the new original design (or its adaptations) is accepted by an increasing
number of customers, it is considered to be in its rise stage. At this stage, the
buyer reorders in quantity for maximum stock coverage.

During the rise stage of a new original design, many retailers will offer
line-for-line copies or, knock-offs, as they are referred to in the fashion
industry. These are versions of the original designer style duplicated by
manufacturers. These copies look exactly like the original except that they
have been mass-produced in less expensive fabrics®. Because production
of the merchandise is now on a larger scale, prices of the knock-offs are
generally lower.

As a new style continues to be accepted by more and more of the
customers, adaptations appear. Adaptations are designs that have all the
dominant features of the style that inspired them, but do not claim to be exact
copies. Modifications have been made, but distinguishing features of the
original, such as a special shoulder treatment or the use of textured fabric, may
be retained in the adaptation. At this stage, the promction effort focuses on
regular price lines, full assortments, and product-type ads to persuade the
customer of the store’s superiority in meeting his or her fashion needs.

Cuimination Stage

The cuimination stage of the fashion cycle is the period when a fashion is at the
height of its popularity and use. At this stage, also referred to as the plateau,
the fashion is in such demand that it can be mass-produced, mass-distributed,
and sold at prices within the range of most customers®. This stage may be
long or brief, depending on how extended the peak of popularity is. The quilted
coat, which began as an expensive down-filled style in the late 1970s, reached
its culmination stage when mass production in acrylic fil had made a quilted

coat available to practically every income level. At the culmination stage, the
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high-price line fashion buyer stops reordering the fashion and begins reducing
stock.

The culmination stage of a fashion may be extended in two ways:

1. ¥ a fashion becomes accepted as a classic, it settles into a fairly steady
sales pattern. An example of this is the cardigan sweater, an annual steady
seller.

2. ¥ new details of design, color, or texture are continually introduced,
interest in the fashion may be kept alive longer. Shoulder-strap handbags are a
perfect example. Another example is the continued fashion interest in running
shoes, fostered by new colors, designs, and comfort innovations.

Decline Stage

When boredom with a fashion sets in, the result is a decrease in consumer
demand for that fashion. This is known as the decline stage. It is a principle of
fashion that all fashions end in excess.

As a fashion starts to decline, consumers may stil be wearing it, but they
are no longer. willing to buy it at its regular price. The outstanding fashion
merchandiser is able to recognize the end of the culmination stage and start
markdowns early®. At this point, production stops immediately or comes slowly
to a halt. The leading fashion stores abandon the style; traditional stores take a
moderate markdown and advertise the price reduction. This will probably be
followed in a short while by a major price-slash clearance or closeout. At this
stage, the style may be found in bargain stores at prices far below what the
style commanded in earlier stages.

Obsolescence Stage

When strong distaste for a style has set in and it can no longer be sold at any
price, the fashion is in its obsolescence stage.. At this stage, the style can be
found only in thrift shops, garage sales, or flea markets. A style at this stage is

often donated to charity. Or it may be turned into rags for a variety of industrial
and home uses.
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WORDS &l PHRASES

cycle [ 'saikl] n. series of events happenmg in a regularly repeated order A, 1E#F

swell [ swel] n. gradually increasing fullness to beyond the original size &R
crest [ krest] n. the top or highest point of something JRi#
swift [ swift] adj able to move at great speed A, BHEM
overlap [ ouvo'lep] v cover (sth.) partly E& Ho—H
stage (steidz] n. a particular period in the course of a process BB, BI 3
haphazard [ 'hep'hezod] adj. happening in an unplanned disorderly marmer fB#A#)
chart | tfat] vz show or record on a picture or table FHIEFRFR
trace [treis] vr. sketch, find (a thing ) by following the course I ,iB &
culmination [ kalmi'neif(3)n] n. the last and highest point T
decline [ di'klain) n. to go from higher to lower T
obsolescence [ obsa'lesns] . no longer used, completely out of date JHT-, L8}

merchant [ 'maztfont] n. a person who buys and sells goods A
producer { pro'djuisa] n. ’

a person, or company that produces goods 4E7=% , HlEE
texture [ 'tekstfa] n.

the degree of roughness or smoothness or fineness of material T/, s

flare { flea] vt open outwards W U\JE BRI
pants [penis] n trousers T
slim (slim] adj attractively thin  # %
vibrant [ 'vaibront]  adj. bright and strong SR, REE K
tone [toun] n. a variety of shade of a color &, BEEK
jersey ['dzaizi] n a fitted knit garment 4FVEH H3
bulky [ 'balki] adj. large size * M
merchandise [ 'mo:tfondaiz] . things for sale,goods &, W
coincide [ kauin'said] vi  happen at the same time or during the same period T5&
reject [ri'dzekt] v refuse to accept B4 ()
promotional [ prov'maufonal] adj. publicize in order to sell fREYEM

institutional [ isti'tuzfonal] adj
connected with institution 837 4 7] AR IR AU HEE

original [ o'vidzonal]  adj. newly created,fresh FiEH, FAIK
charity [ 'tferiti] n. an organization that help people who are in difficulies 25E L4
knock-offs n. fashion copies  ARZE (5 &
duplicate [ 'dju:plikeit] vr. to copy exactly E

5
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version [ 'vo:fan] n. a slightly different style of original (5 JE@IRYA A [F) B9 & Hl &

dominant [ 'dominant}  adj. the most important & FE )
inspire [ in'spaia] wvt. to be the force which produces /™4 R, 8k
plateau [ 'pletou] n. a steady unchanging level (REIEKEH)
peak [pitk] n the highest point B & & , BB KF
acrylic [ a'krilik] adj a chemical substance used for clothes FE4H

quilt [ kwilt] vz,

made with cloth containing soft material with stitching across it #j4%

cardigan sweater a short knitted jacket fastened at the front FFREERK
foster [ 'fasta]  vr. develop I%53%, Bk
excess [ ik'ses] n more than a reasonable amount i1 &
markdown ['matkdavn] n. reduction in price M4+, ARIEH

clearance [ 'kliorons] ».

all unwanted stock in a shop is sold at reduced price JHAbH

closeout 1. clearance HHIHE
hailt [ ho:lt] ». stop &1
thrift [ 6rift] n. wise and careful use of money and goods &, 4
flea market a market where old or used goods are sold [H$£Ti 3%

EXERCISES

|. Answer the following questions.
1. How does fashion move according to the article?

2. Why are new styles very expensive at the introduction stage?
3. When does the“rise stage” occur?

4. What is the difference between a new original design and its adaptations?

5. How can it be judged that a fashion cycle has reached the culmination
stage?
6. What happens when a fashion starts to decline?

. Fill in the blanks according to the text.

1. Like the movement of a wave, the movement of a fashion is

2. The fashion merchant uses the fashion cycle concept to
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3. Promotional activites such as take place at introduction
stage.
4. When , it is considered to be in its rise stage.

5. The culmination stage of the fashion cycle is the period when

6. As a fashion starts to decline, consumer may

7. At obsolescence stage, the style can be found only in

. Complete the following table, using the information given in the
passage.

| The Fashion Cycle

/\
/

Time

V. Explain each of the follow terms, then use each term in a
sentence.
adaptations classics target consumer line-for-line copies
marketer retailer manufacturer volume(or mass) fashion

V. Translate the following sentences into Chinese.
1. The term fashion cycle refers to the rise, wide popularity, and then decline in
acceptance of a style.
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2. Being able to recognize and predict the different stages is vital tosuccess in
both the buying and selling of fashion.

3. At the culmination stage, the high price line fashion buyer stops reordering
the fashion and begins reducing stock.

4. ltis a principle of fashion that all fashion end in excess.

VI. Further Practice.

1. Discuss the foliowing topics:

1) Who determines fashion and how is it done?
2) Give three reasons why fashion is important.

2. Write a paragraph explaining how individuals use fashion as a means of
self-expression. Select two or three people: celebrities, business or
school acquaintances or friends, and without identifying them as such,
describe how they use fashion as a way of expressing their personalities.
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The World of Fashion

ehold the many faces of fashion: fun, fantastic, frantic,

fabulous, futuristic, fresh, and financial. Fashion is all of this,

and much more. Fashion is the most dynamic of

businesses. it thrives on change——and change is the
engine that fuels it®. Change can be traumatic and nerve-wracking. Life
might be easier if we never had to change. However, if the fashion
business did not change, it would not survive.

People long for excitement and variety in their lives and look to the fashion
business to show them “what’ s new”®. Fashion does this through the
merchandising of products that range from apparel to furniture, accessories to
food, appliances to fragrance. The global business community have joined the
exciting world of fashion. Designers, manufacturers, and retailers have enjoyed
impressive growth in their stock prices. Press coverage has crossed over from
the purely “ passion for fashion™ reporting in consumer fashion and trade

publications to become“hard news” in the Wall Street Journal, the New York

Times, Newsweek, global television, and the Internet.
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The Nature of Fashion Business

The fashion business is often paradoxical in its elements.  is both an art and a
science and at the same time both personal and incredibly public.

Fashion can be viewed as an art because so much creativity is required to
make its products. Unlike most other business where conformity is the norm,
fashion nurtures innovation and creativity in those who work in the industry®.
Fashion has always been considered a science as well. Modern fashion
manufacturing was born during the industrial revolution and has matured
in the age of technology. Without machines, clothing could never be
mass-produced®. Technology has revolutionized the way fashion is made.

Almost all stages of clothing production from design fo delivery rely to some
extent on technology.

Fashion, always a highly personal business, is in the process of becoming
even more so. Clothing design has always been about one person’'s——the
desingner’ s——ideas. But personal fashion is on one level, the making of
clothes is stil very much a public business. in general, the fashion business
must cater to a mass market, and these days, even to one with rapidly rising
expectations. Thanks to modern communications, new ideas and trends now
sweep across the world and are adopted in a matter of days. Where the
makers of fashion once got their ideas entirely from their own world of style,
they now borrow freely from the external world. When we speak of fashion as a
public business, we are also referring to the external forces that affect the
business. Shifts in the economy, sociological influences, and demographic
changes all contribute to change in fashion and therefore affect the fashion
business.

All these contradictory elements work to keep the fashion business
dynamic and ever changing. The world of fashion operates in a far different
way today than it did years ago. it moves faster and reaches more people. And
perhaps most important, it is more businesslike.

Scope of the Fashion Business

The fashion business is composed of numerous industries all working to keep
consumers of fashion satisfied. A special relationship exists among these
industries that makes the fashion business different from other businesses. The

10
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four different levels of the fashion business——known as the primary level, the
secondary level, the retail level, and the auxliary level——are composed of
separate entities, but they also work interdependently to provide the market
with the fashion merchandise that will satisfy consumers. Because of this

unique relationship among the different industries, the fashion business is
unusually exciting®.

The Levels of the Fashion

i

PRIMARY LEVEL

BECONDARY LEVEL
Farma/Laboratones

\

AUXILIARY

RETAIL LEVEL

The Primary Level

The primary level is composed of the growers and producers of the raw
materials of fashion——the fiber, fabric, leather, and fur producers who
function in the raw materials market. The earliest part of the planning function
in color and texture takes place on the primary level. t is also the level of the
fashion business that works the farthest in advance of the ultimate selling
period of the goods. Up to two years lead time is needed by primary-level
companies before the goods will be available to the consumer. Primary-level
goods may often be imports from third world emerging nations, where textiles
are usually the earliest form of industrialization.

The Secondary Level

The secondary level is composed of industries——manufacturers and

11
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contractors——that produce the semi-finished or finished fashion goods from
the materials produced on the primary level. On the secondary level are the
manufacturers of women's, men’s, and children’s apparel and also legwear,
bodywear, underwear, accessories, cosmetics, fragrances, and home
furnishings.

Manufacturers who function on the secondary level may be based in the
United States or overseas. Fashion goods are now produced in the Far East,
the Caribbean countries, South America, and Europe. Secondary-level
companies work from six months to one and one half years ahead of the time
that goods are available to the consumer.

The Retail Level

The retail level is the ultimate distribution level. On this level are the different
types of retailers who buy their goods from the secondary level and then supply
them directly to the consumer. In many cases, the retail level works with both
the primary and secondary levels to ensure a coordinated approach to
consumer wants. The interrelationship among the primary, secondary, and
retail levels is vertical. The farther removed a level is from the consumer, the
farther in advance it must plan. Retailers make initial purchase for resale to
customers from three to six months before the customer-buying season.

¥

The Auxiliary Level

The auxiliary level is the only level that functions with all the other levels
simultaneously. This level is composed of all the support services that are
working constantly with primary producers, secondary manufacturers, and
retailers to keep consumers aware of the fashion merchandise produced for
ultimate consumption. On this level are all the advertising media——print,
audio, visual-—and fashion consultants and researchers.
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WORDS & PHRASES

behold [ bi'hould] vr. see( esp.sthunusual) EH( RIEFIFHHE)
fantastic [ fen'testik]  adj surprise or strange mind A FIHERY
frantic [ 'freentik]  ad) in an extreme state of emotion B IEH)
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