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The Entrepreneurship Training Components are based on
information from many sources. Special acknowledgement
is due the Small Business Management and Ownersirip
materials designed and tested by CRC Education and
Human Development, Inc. for the U.S. Office of Educa~--
tion's Bureau of Occupational and Adult Education.
Special thanks are owed the entrepreneurs who shared their
experiences during the preparation of this module.
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: " INTRODUCTION .3 .

. . ac . N . »

How'are you' going to use your job skills after you finish
school? . ‘
PR

Pl >

, e

Have you ever thought about starting your own apparel stote?

- -

4 4

This module describes peopie who have started and managed
apparel stores. It gives you an idea of what they do and
some of the spedial skills ‘they, need. :

¥You will read about

‘ plarnning an apparel store

choosing a location N

getting money to start

being in charge

buying and keeping track of supplies °

setting prices .

advertising and selling

keeping financial.records /j

keeping your business suecessful_

You will also have a,ch;hce to preccice sorde of”the:ghiﬁgs
that apparel store ownérs do.

\ o
Then you will have a better idea of whethew a careeq as an
apparel store owner is for you.

Before you study -this module, you might want- to read
Module 1, Getting Down to Bugsinessy What s It All About?

.
. €

When you finish this module, you might wank,to read
Module 8, Getting Down to Business: Specialty Food .
- Store; : v :
Module 9, Getting Down to Business: Iravel Agency;
» Module 10% Getting Down to Business: Bicycle Store.

These modyles are related to other_petail bueinesses you
might want to consider. -




. ‘ UNIT 1

Planning an Apparel Store_

‘ -
Goal: To‘help'you plan your apparel store.
- Objective 1: Describe the customers, competition,
- and products of a clothing and-accessory store.

¢
k)

Objective 2: List the personal qualities of a -
guccessful clothing store owner.
' ?
Objective 3: List three ways to help your business
compete successfully with other clothing stores.

.* , Objective 4: List one or more legal requirements

. - for operating .a clothing store.
-
g
- "
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JOAN CALDWELL'S "THINK SMALL" . APPAREL STORE

Joan Caldwell's friends have always said she has good'
_taste and an eye for fashion. She studied art, fashion-
design, and baslc business and merchandising in high school
For the past three ‘years she.worked as a salespersonh in a
large department store in Oakland; California. t work .
Joan has a real talent for working with people' she 1likes
sales 'and working with people. Joan felt that’with her
experien&e,.{alent, and good sense she 18 the right person
to set up a women's. clothing store for young women who are
both budget-minded and fashion pace- setters. ‘

When she looked up “Apparel Stores” in the Yellow Pages,

she found 33 small businesses (excluding the large chain
.stores) listed in the- downtown Oakland area. Ten of-these
stores were men's stores, ‘four were children's stores, and
eight were family stores. Even so, the competition was
going to be tough. In order for her store to stand out
Joan would need a unique image--a gpecial theme. ‘She
decided to concentrate on women's petite and small sizes
(Joan wears a size 6 herself). e SR . y

Joan's next concern was the licensing quirement; for
her store. She knew that in Califormia, clothing stores
must have a seller's permit (also called a sales tax per-
mit) from the California State Board of Equalization. She
applied tb the Internal Revenue Service to. get, an employer s
idertification (EI) number. This number will be used on
all federal income tax and social security forms. She also
needed a business license from the city government, and had
to register with the city assessor's.office. In addition,
she needed to get insurance and register the name of the
\store. Joan made sure she understood all the laws and what
she had to do. She knew that all her planning would help )
get her business off to a good start.

“~

3
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:clothing gtore:

i
\Y

Planning ag Apparel Store
.. .
AY . ‘ +

H L 4

There are many, many small businesses “in America. Small businesses

can have as few as one worKRer (the owner) or as many as four workers. A
small business owner is '
N

‘self-employed." Often a whole family works

together in a small business.

LI 4 , »

-

There are:five main things Joan did‘when she’started planning ter .

(1) she decided who her customers would be and the prod-
uct (merchandise) line she would carry; (2) she decided that running a .
clothing store was right for her; (3) she took a close look at her compe-,

tition, (4) ‘she chose a special theme for her store; and (5) she learned

"about the laws for opening and® running her busines%.

\. . ]

-

Customers, Competition, and Products

.

Customers. There are many kinds of clothing stores-—women s stores,
men s stores, children 8 stores, family stores, aad specialty stores.
0nce you have decided which' type of store you want to open, you should
identify .your target customers. Everything about your store, including
the clothes, sales yeople, store design, and advertising, must reach your
target group of shoppers. '%ustomers like to do business‘*with stores that
Your

serve them. But remember, a small store cannot serve.everyone.

success will depend on selfing to a distinct group.

-

-

~

Competition.

P

There is a lot ofy competition in the clothing business. .

t

Many businesses fail because of tough competition from discount and

department stores.
in the Yellow Pages.

services and prices.

-

Like Joan,- yoy can easily read about’ your competition

"You can also visit them to find out about their .

For a clothing store, a special serviceé or a dis— *

6 1y

L 33




]
tinctive image will give® you a "competitive edge.” You will learn more

@

about _store image later. C

)
.

Producks. People buy clothes for'many reasons. Some people buy o
clothes for comfor; and utilit?. Other people buy clothés as §$§“S of
their politics or success in theit\joﬁs. As an owner of a clothing-
QEOre, your problem will be finding out why your customers like what they
do and giving it to them. o

)
N

>

Tastes change quickly. It is often hard to know whether you should
buy midi or maxi. 'And should you buy casual or classic fashions,tﬁant—.

‘suits or dresses? Changing lifestyles, choosey customers, and unpredict- ‘

able fashion tgen&s make clothing stores a risky business to-get into. But
you can succeed 1f you follow your cdstome;s"tastes closely and sell

what they like. Y

. ~ ' ’ . \%
Helpful Personal Qualjties

Joan thinks she "has what it takes” to open a clothing store. She
has worked as a salesperson. She has studied art and fashion design, and
she has taken some basic business anq merchandising courses. Take a good
loog at yourSelf. Some of the qualities that make a person "right” for
this business are listed below.

e Sales ability: You should like people, since selling is a

"people” business. -

e > Clothes ssense: You must be interested in fashlon and bhave é

flair for fe. You also should work hard at keeping informed
about new fashion trends.

e 'Good listener: You ledtn more by listening to customers,

——

empldyees; and others (your competition, suppliers, and profes-

gional advisors) than you do By talking.

¢

High energy and enthusiasm: In-order to succeed, ydp will have

to be an "eager beéver,",willing ta work long hours and.deal with

a variety of problems.

‘.

4




and should be good 4t- organizing yourself and your workers.-

All of'these qualities are important f6r a clothing store owner. But ‘the

real secret to success is building special persbnalirelations withfcus—

“

tomers. ustomers” appreciate -a friendly, low-key approach and.an ownér

Qwho kno their name and their clothing tastes. ,These are the customegs'

" who will come back to your store again and again. . Q' 4

3 . v ~ . "
.

How -to Compete Well

r
’ -

Joan decides that her store .néeds a special im{é% to help her “stand

out” from her competition. Below are three,ways 'you can givdvyOur cloth—
J

ing business an'"edge' over your competition~

¥ .

‘. Develop a special, store image. Start by identifyipg your cus— -

tomers and your products. Then build yqur theme.
o ) ) bridal qor formal wear shop can.design a romantic, gardenlike
atmosphere. Joan i§ thinking of decorating her “Think Small”
- store witb miniatu;e furniture. Be imaginative in developing
. your store image( Anything gses if it catches tbe attention of
. your customers and relates to your theme. . '

¢ Special promotional events such as fashion shows at community .

meetings, schools, or:charities are ways ofﬁtelling people,about‘

your store. By giving style sboWs, your store can win a reputa-

tion as a fashion leader in «he community. Your store will also

i Benefit from this free publicity. Or, instéad of putting on the
-u8ual fashion ,show, you may try using strolling models during )

._lunch at a nearby restaurant. f .7

.. §pecial?services not offered by your compftition can help‘your

store stand out., Here are some examples. Some. shoppers may co
in with their children. You may want to include a separate chil-
dren's play area. Offer coffee or tea to your customers wh{le

. they'hhop. Provide comfortable chadr arrangements s that two or
jore shopp%fs can relax and help each other while they make up
their minds. Keep a record of fhe purchases, likes, and dislikes

of" steady customers. Your customers will remember even the small

: : 8 .12 .

o dood business sernse: You should not be afraid of keeping records.

For example, a’’




A .

.

things like having their name remembered and being invited back

when they are ready to leave. . w

N L

_Special SEoré Image

P
-
«

Every store has an 1magé. A stoée's image results from a combinatiod
of its physical appéarance, merchandise, prices, services, and location.
Tﬂe image of you; store should be highlighted in your advertising cam-
paign. Also, give your, store a "catchy” name Ehat people wilf.remember.v
A namé "tells and sells.” Hire friendly and sympathetic people Qho have

lots of energy and enthusiasm for sales. Decorate your windows and dis-

__Play cases in unusual combinations of fashions and colors,

0

Legal ia!pirements ‘

-
g

Get in touch wigh your‘éfgte licensing agency to learn the state

- -
laws for starting your business. Here is a list of things that may be

required: )
e a sellerfs permit (also called a salés tax permit); ",

. e anoemployer'; identification (EI) number from the Internal

Revenue Service; .,

® a business license from the city hall or the county government

center; and . )
e if the name of the store is not your name, you will have to reg-

istér a’fictitious trade name with the city or county government.

i
i

_There are also city or county laws for what you. can do to the build-

. ing and yqﬁr store front. These laws may affect the lighting in your

display wiindows. . ?
l * -
. . . #e
You will need to buy in8urance to protect your store. A basic plan
mady inciude iire insurance, liability insurance, crime coverage, automo—

bile insyrance (fof company-owned cars), workers' compensation insurante,
and bq“g

egs interruption insurance.

7y
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Individual Activities < > . s

’

AR 3
.y - -

1. "Look up *apparel stores

in the Yellow Pages of your phone book.

-

a. '.Count the number of stores listed. i t ’

b@/ Decide what type of stote ydu wodld like to open. ' Ve

c. Which stores would probably be'your competition?

Cde Call one or more and ask ébout ‘the special services they provide.

. . . " 4 .
- \ *

2. Think up a "catchy"” name for the type of store you would like to
open., Write it down. - . ' . ’ -

- B .
» < '

3. Why is it important to identify your target customers in plénning to
o open 2 clothing store? ; . o ~
. 3

4. The following are matching.items..‘For each item on the left, choose

the best response from tgs,list on tne right. Write the lettet in
the blank space provided. -

. .a. The store zeros in on a certain A. Women's Store "
*  market like large-sizéd men or B. Men's Store
petite women. . ' C. Chifdren's Store

s _ D. Family Clothing Store
b. Sells to both young and older men. E. Specialty Stare

c..Offers a wide selection of clothing.' . B
.. to all people and all ages. ’ .

- {:*‘
' d. Sells infant toddler, and preteen \ . -
) clothes to both girls and bqys. ‘ :
' e. From elegant design stores to . '
tiny boutiques, these stores sell
items primarily for women. . N

"5. Do you have the right personality to run a clothing store? List -

three personal traits: that you think would make you a successe«’
. . J .

A o
“ . .
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. .

-~

6. What subjects are yqu now studying that would help you open, a cloth- -

ing store?

L ] .
Discussion Questions

* 1. What customer needs do clothing stores meet?

\ \< . . )
2.. Discuss the reason(s)-why clothing stores<are risky businesses. What

are some of the ways you can make your clo;hiné store successful?

.

.

Has Joan identified her target customers well? Is "Think Small" dis-

tinctive enough that it will stand out from its competition? Why or

why not? > _ B

.

Group Activity

¢
-
.

.You are e owner of a specialty clothing store. A discount store
doaﬁvthe,street is putting in a line of feady-to—wea% clothing. It is
running ads that say "Why payamére? éuy it here.” To justify your higﬂ
prices; you decide to run ad; that.st;eés the services you offer your
customers. Brainstorm a list of serQices you offer that the discount

store does not provide.

Y
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¢ . Goal: To help you choose the right location for your
. apparel store. -
< ¢ \
Objective 1: List three things to think about in
] deciding where to locate your clothing store.
° 1 . ’
N Objective 2: Choose the best location for opening a
-~ clothing store.
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JOAN PICKS A LOCATION

Joan planned to locate her "Think Small” store in down-
- town Oakland, California. Joan knew thay the City Codncil
had been thinking about making the downtown area into a
walking mall shopping e{ea. But no decisions had been
reached yet. She-also“knew that downtown was the most
likely place to find the type of customers who would be
interested in the clothes she wanted to ‘sell. :

. Joan found an empty store. The landlord was.willing to

lease the store to her, and the rent was'reasonable. Joan °
asked herself if this was the right place to locate her new '
store. Why was the store vacant? Why was the rent reason-
able? What would happen to her store if the City Council
did not go through with its plans for the ehopﬁlng mall?

., First, Joan decided to do a market and traffic analy-
tis. She went to the store and sat outside the gntranee
from 9:00 to 5:30 for three days and just counted. She,
counted 'the people who walked by. She counted the number
of cars that drove by, and the buses that stopped there.

. She counted the office buildings around and the people who
worked in offices. with: 00 yards of the store. She also
counted the. number of other: .clothing stores in thé area

(her competition), and made ‘notes of the types of merchan-
dise and services they offergd.

After she did all thes hiugs, Joan decided the loca-
tion was a good place to openh her store and signed the
lease with the landlord._  If/ 'the city did put in the walk-
ing mall, then all the better' .
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) " Choosing a Location . \
. 1]

. : "
Location: Whag\Axgg to Choose s

You will have mény choices as to where to open your store. Your
choiées will includle suburban shopping centers, office buildings, down-"* ,
town or inner-cit§ locations, and heighborhood shopping areas.

. : V

Choosing the Area to Locate Your Store ¥ /

. . .

Before you choose a 1ocation for your store, “you will need to do some . /

" homework. First, think about the general area where yoq\will open j&ug 7 .
store. You should also consider the custbmers you want and the special / - ‘
services and’style of clothes 'you plan to offer. Pick an area where this
type of c&gtomer can be found. Study the‘aréa and consider the following:

o the neighborhood's potential for growth;

¢ the income; ages, and occupations of the residents;

e the number of similar stores in the area (your competition), aﬂd .
¢ the type of neighborhood--residential, ‘commercial, or industrial. e

Y e
.

-

Questions to Ask When You Choose Your Site

Consider the next list Lf questions when you are considering a

specific site for your clothing store. o .

o Will your target customers come from high-, medium-, or low-
income groups? Are fhey likely to live and shop near this gsite?
¢ What business was in this location before? And before that? (If

mgny businesses were there recently, you may have a hint of

-

trouble.) . ' ‘

© ‘16‘19 "é
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‘ e How gxény other similar stores are in the same block? The area?

®

How much direct competitioh will you have? If there are other

<

similar stores, will they attract customers to the area because

it's considered_a specialty center? 2 o

° Is there public parking nearby? 1Is public nsportatlon avail-r

' able? Can the store be seen from the séreet? (A good location
for a store cén attract both casual shoppers and walk-in traffic.).

. In‘ﬁhat condition is the street or shopping center? 1s-the.
street or shopping cepter’in need of repair? -

e What about insurance rates for your store at that site? (Locat-
ing your store next to an old building may mean g;gh insurance,.
rates;‘if the building is in bad shape and is a fire risk, that
will affect your rates.) .

° ﬁow much space will you need? Do you thi&k you will want to
expand later on? Will you be able to get more space when.you

need 1it? ’ X C :’)

< " e What are the zoning rules aﬁa‘rééulétions of the site? '

Joan took a good look at her store site before she made her decision.
~—~_ She studied the ‘area and traffic patterns carefully. She counted all the

-

passersby for three days before she made her decision. Her\decision was

based on,real information. . * P

\ :

A real estate agent can belp you choose a location for your clothing
. store. There are other sources of informatién. Community banks, news=
papers, census i;formation, Chamber'of Commerce and utility company
reports, and city and county planning councils can proyide igformation on
the area and thé sp%cific'site you are considering. This advance wqu

will help you choose the best site to locate your store.

'
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Renting and Leasing a Storg - o ‘ g ’
,— ‘

4 * . . -
o N .

‘Rent 18 a mejor expense for clothinﬁ stores. When you start looking

at store sites, you should consider the rent that is being asked 2nd the

<

- rent, you can afford.

Rent

E
- -

may be very high in" a downtown area or an established shopping ‘

center.

Shopping centers sometimes add area maintenance fees to the

-

monthly rent. An out-of the-way location may be less expensive, but your

customers may not be ahle to get to your stere. Or you may have to pay

more for advertising in order to-make your store known.

+ t ) .

+

¢ . . —
‘Rent is.normally paid in ¢ne of.two ways:

*

[

)

[4

e . a Tldt rental rate, which calls for a set monthly amount; or
’ a percentage of sales agreement, in which you agree td- pay a ‘base Y

.
amount and a percentage of the monthly satgs. ;
> - .

The percentage’of sales agreement 1s often used by shopping centers.

Some landlords Willvalso include an
agreements.

period of time.

\

s

. Rental agreements-are usually very complex.

+

-

’

/! '
“egcalator clause”-in their rent

This clause allows the landlord to change the rent over a’

"For example, a rental

agreement from a shopping center may run from 40 to 60 pages. It wau&‘;ﬁ
3 a-""m" i:‘
be wise to have your lawyer~and insurance agent review the agreement -
4 2
before you sign 1it. . o 2 -
L4 ‘ - L]
. . E'y e 6 o -
Summary . , ) v : ) v

- r

‘A littlelogic and a lot of .advance homework wiilfgo a long way whén

L3

you are looking for a location for your clothing'stote. 'a shopping
ceater with walking traffic and plenty of parking will often ‘be the bes

choice--even when-the rent is_ﬂ*ﬁh., If your target custoners are busi— .

nessmen or.career women, downtown and office building areas are 1deal.
If you specializg in nur'se's uniforms, a ‘site etbsge toa hospital or .a
medical/dental .complex would be desirable. Chiﬁgren 8 clouhing stores
will succeed in suburbanp centers or neighborhooﬂs with young families.
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. All in all, your success wWill depend on having the right me;ghandise at~

. the right place for the right people at the right*time. ” N <
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Learning Activities

Individual Activities
Sl

e -

2 ?®

~

1. List five sources of information that can be used in'choosing a

location. ) .

a $
ce 'y

d. :

> Q. -

/

. 2. -Mark the following statements true or false. Give a reason for your

' answer.

i

\

a. Jim Warrefi has decided to lqcéte his store in a central shopping
center in an urban area. This decision should allow hin to spend

less on advertising.
. Truet * False Why?

N s

o~ FY

b.” Susan Elder is trying to find a good'area for her new store. She

has given much effort to analyzing the industry, population, and

ey -
. competition in a possible location. She has not spent time aon
) p analyzing the parking and traffic patterns. Susan has used her.
< . LI - § .
’ _ time-effectively in selected a lecation for her store.
N . ‘.”’ " True ((lse Why? T . .
«,‘,: s ' ". . ! ) ' N
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o - R °
. . ’ '

. 3. You want to take a tyaffic count of & particular sité where 'you plan

to open a clothing store. An average.of 100 cars pass the site every

- hour. ‘An average of 75 people walk by Ehe site every hopr.’ Explain -
what further informétgpn you would like to get about the site before

| you make your final decision. ) ot .

~~ ' ’ .

Yy e . ‘

bl
.

- °
4. You plan to open an exclusive women's and men's clothfng store in
, ‘ - town. There are three buildings where you can open your blofhing
| . ) ) s
store. : )
. N . . \ e -
Site 1: In a central ghopping district. 'There are already two
’ clothing stores within the block. Rent would be high.
‘q G AR 2
‘ / ) ,Site 2: On the fringes of a tentral éhoppigg district. Rent is
lowest of all sites. The buildfng is two city blocks away

~from the central shopping d{strict.

.
P

Site 3: In an older shoppiwmg center. Some of the original businesses

' =
! 4 in this center are moving into a newly developed shopping. ’
. . ? mall. Rent is highest here. : .
Which site would you selecg to openvyour store? *Give your reasons
why. '
\—fﬁ !
. 4
v L)
* “ 14
]
-

5. whaq are the differences between a flat rental rate and a ‘percentage

of sales agreement?

4
.



Discussion Questions

1. Why is it importént to study tle area and the specific location

+ store sites before choosing one for a clothing store?

2. What type of information can you get from a traffic count? How could

this affect your decisions about your store?

v :

3. Think of all the successful clothing stores in your community.

>

Discuss how their location affects their success. %

Groub~Acéivi§y'

) ,

Invite a successful clothing store owner to class and ask how he or
she started the busihess and what has to be done every day to run it.
Make a list ‘of questions to ask,- inciuding

a. types of target customers in the community,

b. the compétition in the area; )

c. how many similar stores in the area went out of business last

year, "and why; and
d. the reasons for the success of ﬁiq or her store.

A

- . ?
Discuss your findings in the class.




» . ! ' ' < Joy '
-« [} »
' |
« . . ’ *
\ -~ (A\ P
. ‘ ‘ ‘1
@ . o . ) .
, . 3 - oot
. » . “ >N
\ 5 . ~ . ¢
4 N 4 : .
. ‘>¥77—""_\'“\\' .(’/ . . )
a " v . “UNIT 3 - t
< ’ . ) .
. Getting Money to Starts T - ' ¥
N, ¥ ,. . i
IS . :
(t * " . { .7
Canl . ’
‘ Goal: To help you plan how to borrow to start your ., . i
. > '
. clothing store. ' . ’
= ' ) ' o , ¢ ,
t Objective 1: Write a business desBription'of your :
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. - JOAN GETS MONEY TO START HER&QEOTHING STORE
A :
g "':&;‘.‘ “X ’ s t's " .‘f h"" M "” ) o
. - o PR N
Joan listed how muqh money shé‘needed to op%n her .
_businesg. .Her list looked*like this: f.,;; .
AT A
B ;Security deposit and rent (first . $3 000
. and last, monch) L B L
License and tax deposit - - 4 400’
.~ .. Insurance ° : T ; 400
s Advertising and promotion 1,500
) fUtilities and ‘telephone:deposits 300
Furniture, equipment, and fixture costs : 2,800
" Supplies (cash register rental receipts) -’ 300
R - S N
1 She also figured she needed money for three months salary

~for one salesperson ($2,400) and about $20,000 for a begin—'
~ning inventory. Joan knew ghe would need -about $31 000 to
‘open her clothing store. But where would she get;the money’
Joan had ;about- $6,000 of héx own in savings. Her! patents <5
were willing to lend her $5,00D, and -a friend agreed 'to
invest $3,000. Joan had $14;000 to open Her® store but
still needed to find more money! ,She needed a business
loan from a'local bank. ; ' i

: a
* . .
. * v

Her ne¥t step WAS to prepare a description of her busi-

'ness. The first draft looked like this.
*? " ot ne

’My objective 18 to open a women's clothing store
called Think Small. My target customers .will be
petite and small-sized women. No other clothing Vo
stores in the area specialize in small:sjized . N
fashions. I will ren&.a storefront in dgwntown ..
Oakland, located it 1623 fTelegraph Avenues I will
- hire one full-time salesperSOn to help with sales

and clerical)Huties. . . ] R C

v

« -
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\éetting Money to Start

.
.

.
B

All new businesses need money to get started. Your own savings and
loans from famﬁag or friends will likely be the main sources.for }our Aew
However, you may also have to borrow some of your starting
In this .

business.,
capital from a bank; a loan office, or a government agency.

section yoe will learn something about how to apply f;r'mdney to start a

clothing store. 2

s . -
,

The bank will want to know a lot about you and your business plan

before it will lend you money. You will have to show that you are a good

R PN ON
AR R RN

Bﬁsinggéf%isk. You will be asked to provide the following informationt
1. ﬁé?sonal-background information (a résumé);
. ;

2. a descri;EIBE\ef\zgur business (the business plan);‘and

3. a statement of financial need.-, ’

. .

i &

PR e
B

. I}

_ Preparing

-~

a Business Plan
m . .

3 ¥

-4 i
ol s L. ’
.

Whe; you ask for a loén, the lender will warnt to know what kind of

v
~

3
: gtore you want to start and how you plan to run it.

The lender will be

,"' %;AXoning at how carefully you have planned your business. This is a time

"= - for you to t

hink carefully about what you want to do.

f“ Your business plan ;hould be clearly and simply written. You should
cnid, include the following information: -
1. the kind (and name) of store you want to open;
2. the services you will provide; . ' "
3. the area and site of your bhsiness, an& why you chose 1it;
4. the target customers (;he mirket) you want to attract;
your competition in the area; > - C

5.

‘

28
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. . to design and paint her store and to get the right equlpmenr_ and fur-
K

& furniture-and equipment costs. She needed the following items for her
g store: ' ' .
garment racks (wall-types and free-standing models)
-~ : . N

-2

.

.

. - ’ 6. your management plan and strategy for success; and

7. the number of employees you plan to hire. -~ -

. * ’ o . .
.

* Statement of Financial Need

. v
3 ’

4 How much money will you have on hand to open your store? How much

- .

smore money will you need? Joen § list of =starting expewses for her Think

Small store is an example of how to plan.

~ To open a E1othing store, you may need to put down a fairly large
~amount of money. Thig money will cover start-up costs, remodeling

/ « expenses, beginning inventory, and three months' operating and personnel

<. COSt-S.
‘ °

>

: Joan decided she did not have enough money to remodel her store. She ‘-

decided to put off bhis expense until later. However, she still needed .

nityre.,

-

T
L]

Joan's list shows about how much money she needed to start her store

without ma jor remodeling. After the rent, her largest experse was her

Eisplay cases for gmall items ‘ 7 .
] - dspecial display equipment (handbag tree, belt rack)
mirrors )
tables and ehaiis ‘ - -
hangers, .
mannequins . .

' decorative acce}sories ) .

I

counters- and cash register ]




~

- - .
You may consider either buying or renting equipment and’fufniture for
‘your store. Renting equipment may help keep start-up costs low, but

,\m

renting may be more expensive in the long run.

»* Another start~up cost is salaries for your salespeople. Joan is
planning to-hire one- salesperson at $800/mdonth. She is not planning to
take any salary for herself until the store starts making a profit. '

1

-

However, by far the_largest amount of money will be needed to buy thég'

initial inventory. When calculatinglcosts for new-inventory, you should

remember to look at wholesale costs, not retail ones.

An initial inventory of $15,000 may be reasonable for a specialty

store. If you expect many customers, your stock tprnover“will ne.high.
You will have to restock your inventory often. If you are jnst startihg
out, however, it may take a while to attract customers. Your turnover
rate will be slower. In general, the slower your stock turnover rate,'
the more:inventory you will need. Otherwise, ypu may quickly lose the
interest of your customers--they will get bored se€ing your small selec-
tion of the "same old things.” Joan decided to buy a little more inven-
tory. than she may need at first. We will talk more about inventory and

stock turnover in later units.

Joan's list is actually a very siﬁple list of expenses. You will’
have to do more planning when you start to figure out how much money you
will need to open your clothing store. Here is Joan's completed state-

ment of financial,need. N

] M C

X




‘nent.

. Summary .

]

. STATEMENT OF FINANCIAL NEED < .
Starting Expenses Money on Hand
Salaries (3 months) $ 2,400 | -
Building & Property 3,000 .
Repairs' & Renovaflons Cash on Hand . $ 6,400 -
Equipment, & Furniture 2, 800 Gifts or Personal Loans 5,000
Supplies ‘ 300 Investment by Others 3,000 { .
Invedtory - 20, 000 TOTAL $14000
 Advertising 1,50 |- . -
Insurance 400 ‘ )
' ~TOTAL  $30,400 ° .
. TOTAL STARTING EXPENSES  $30,400 | ~ -
' TOTAL MONEY ON HA§D 14,000
TOTAL LOAN MONEY NEEDED  $16,400

§

’ The statemenl forms you will use may be different. The items licted
may not include all your needs. For example, Joan plans t& remodel’ her .
store at a later date, so she has not included this expense in her State—i;‘
You may want to remodel. before you open your apparel store. You . [

will then need to list this cost on your statement of financial need.
+ - |

_ &hen you apply for a loan to start‘ygur clg;hing-store you ;ill’need ¢
to provide a business’ plan and statement of financial need. A business
plan gives you a path to follow, and it will give your banker the details
of yout business. The bank will need to know this to understand your
sifuation if it is to lend you money. As a general rfle, banks ask you
to provide about half tﬁe start-up money. The exact amount of money you
will needeto start a clothing store wiil depend én the cash you.have-
avai}able, the selling spéce'gﬁ the store, the store's operating expénges,

and your planned s#les. This figure will be different for different
typ§§ of clothing stores. .

-




) ' .
.

-

Ny

Individial Activities
Al ) { - N

s

" 1., Review Joan's case study. lList three other items Joan could add to
her businegs description. Deséribe how thgse iteﬁs-could help hoan's
chances of getting a loan. \ C T

0y

2. What are Joan's.total starting.expenses? How much ﬁoqu does she
actually have on hénd? How much w£11 she need to borrds?
3. Think of a gf%%i you would'llke to open. What kind of expenées will .
you have? Fil{ out the following statement of financial need.
. Inciude any sp;ecial categories or explanations y6u think are impor- .
tant, aqd estimate how much money you will need. Assume “you have

$17,000 of your own to start out. .

¥ -

STATEMENT OF. FINANCIAL NEED
Starting Expenses .Money on Hand

Salaries e . )

——e

Building & Property
Cash on Hand . $ )

————
»

Gifts or Personal Loans

Repairs & Renovations

Equipment & Furniture

Inventory or Supplies Investment by Others -
Advertising ' TOTAL - $ ] '
Other ' ' _
~ ' TOTAL § . .
’ w L]
< hd

. TOTAL_STARTING EXPENSES $.
TOTAL MONEY ON HAND

TOTAL LOAN MONEY NEEDED $ -
g - ‘l.’

a)

30 -




. Discussion Questions

1 Al 3 . ( i .
1. How do you think a lender:-would react to Joan's'business plan?

2." In addit}pn to her business plan and statement ‘of financial need, -
‘what other kinds of information would a lender want to know before ¢

giving Joan a loan? : ' '

. ‘ A i
. 3. What are the expenses involved in operating a clothing store? In

- ’ your opinion, what is the most inportant expense? How will this /

- [}
affect the success of your store? ’ '

14 -—

Group Activity

-

\~\‘ Go to é local bank, finance company, ‘or go?ernment loan'agency. Ask
apéut its procedures ﬁor applying for loans. What conditions does it put
‘ ) o': loans? What information on’ the loan application is considered most
4 important? Get a blank loan applicatinn and share this form with the
\} rest of the-class. ’ '

R ) . . .
\ ’
.- 5
. R .




Goal:

&
UNIT 4

‘

Being in Charge

¢ ’
'

To help you select and manage the people with whom
you work. ' )

.*

Objective 1: Decide how to divide the work of your

apparel store among the employees. .

Objective 2: From a list of job applicants,..pick

the best salesperson for your clothing stoteg

Objeétive 3: Describe one kind of.training &ou
might give your employees. ’




JOAN TAKES CHARGE '

N

.
Y

- Joan knew she could not run a store alone. What would
she do if five or six customers camé into the store at one
time? From her own experience as a salesperson, she had
learned that successful sales depend on building personal
relations with customers. Alone in theZ@¥ore, Joan would,
not be able to give her customers the’ ﬂﬁdividual attention

that would make her store a success. jbr next step was to

hire a salesperson who would th her in the store.

L ZEN
Joan wrote a job descrip;iggggiggaade a list of inté&-
view questipns. She knew the 1¥ties of a good sales— -
person from her own past sales experiencé¥$ Joan ran an ad

in the local newspaper. = "

., In one week, Joan interviewed five applicants.” But she
was critical. None of them fit' in., .They just were, not
right -enough for her store. ! ’ ’

Theskjoan learned that Peggy had jutﬁibeen laid off ,
from her secretarial job. Peggy had always been one of )
Joan's closest friends. Joan knew that she ard Peg y would
be a dynamite team. She worried a little, -howev: about
Peggy's lack of sales experience, and also Peggy's height
(Peggy 1is 5'8" tall). But‘she decided to hire Peggy any-#
way. “Having a friendly salespersorr was more important than
having someone small. She would teach Peggy how to be a
good salesperson. )

- 0
B

-

Y

[




;Being in Charge
. . ' v

Odning'and running a clothing store involves many responsibilities.

One important, responsibility you will face is hiring and managing your

staff..

"1,
2,
3.

In this unit you will learn about: . -

your responsibilities in managing and supervising salespeople;

~

ways of recruiting'anJ‘hiring sal%speople; and

r

ways of training your employees.

h - 7 . . 5
N .

Building an Effective Staff

- - v

.

Having -a good gnoup of employees--in your case, salespeople--ig ~

/ .
necessary for any business to succeed. Some of Ehe ways goad salespeople

They can: - o : .

o > -

* ¢« can help‘you are listed below.
o sell skillfully toacustomers to maximize the amouné of sales, )

T ’ e pfovide customers with yseful suggestions that will improve cus— ’

b ©
i ,oar

AL » .e  assure that customers' needs are met so that returns are kept low;

A " 7, 664

L develop a loyal following of customers who will return to your

© . . ‘

/ store and will send their friends; and A T ¥
‘ Cf\‘L~ v’ e keep financial and inventory records- so that losses throd%h care-

roe

lessness arF kept low. . ' | s

. jean was aw;ri of her limitations. She knew she coild not Han&le a.
' ??' store aione. She needed a capable assistant who would work well with
ég her and her cus Om@;p- She kngw that hiring the right person was very

importapt.

- v
'

/ P ’ "h . ' [
“Selecting Job ém{l g » : : . o

/ 2& .
You will have to sct@ta%ﬁpb applicants carefully., You will usually

..wanf to hire wellfgualified“gnd reliable salespeople.

. “;.rw- .
NI AT
ST

4N

The reputation of

your store -may depend on doingsthis Job well. : . B

'];BJKQ‘ (. ;r’ll ‘ :'.: . N | ’ ' ] %.

tomer satis faction' _— . . R '
~ %




, filled.: ﬁake sure the applicants get a copy of this job description--it

%
«

When you' screen people for a job, have,them
e fill out a detailed job applicafion;
e come in for a personal interview; and

o glve,you a list of personai'referenc%s.

First, make a list of the qualities and attitudes you are looking

»

for in your salespeople. Write a detailed description of the job to be

'
tellq them'what is expected.

Then talk to the applicants--make an effort to find out what they are

really like. Remember, the job they are expected to do involves dealing

with people in situations where first impressions are critical. Are they

polite? w}{i groomed? Are they able to respond to customers iﬁ{i’help-
h

ful and cooperative way? Do they know fashions and trends? ‘Are ey
aware of the basic steps in selling? Can they do basic math (to operate
the .cash register)? Let the person talk. When you listen, consider how

you would react as a customer. .- ) .

-»
¢ .

‘Where will you ﬁimd these people? Many clothing stores depend on

. walk-ins or referrals when hiring people. Other sources are the classi-

fied ad section of your newspaper, employment:’ agencies, or placement

centers at schools with disi;ibutive education or marketing courses.

Providing Training for Employees

Some,people are "naturalw” when it comes to selling. Other people
need to be taught.. Go over -the basicw=gteps of gelling with all new
people, at least briefly: ' \) * .

o Approach——the saleSperson gets the attention of the ‘customet.

Determining the need-—the salesperson finds out what the customer

~

is 1ooking for.

Presentation——the salesperson turns the customer' s interest in

your .merchandise into a desire to own them. ¥

Overcoming objections—-the salesperson listens to the customer 8

objections and uges them to strengthen hi%tn:her presentation.

37
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. . 6 . .
) Closing the sale--without being too pushy, the salesperson ‘
asg}sts the customer in finally deciding to buy the merchandise. o
Tz
The development of a gooa gales appyoach requires skill and experi- N

ence. To start off with, however, the salesperson must hasé the right
personality to make him or her convincing. .
To develop ‘a friendly atmosphere for customers, encourage your sales-

people to be interested in their customers' peeds., Sﬁoppé}s are often?
confused by changing styles and colors. They oftén;need the expgft advice -
a salesperson can offer. Salespeople should act as fashion counselors

and help your customers, not just get them to buy merchandise. Regular

staff meetings to discds; problems and new merchandise -are helpful in

keeping the sales team well informed and enthusiastic.

. <
Store Policies '
: @

Give your staff enough training and instruction to allow them to carry“

out their jobs. In éddition, give them written information on your store
'poliéies so that everydne will know what you: expect of them. Include

" such th&nés as émployment Eequirements: work assignments and how they are

made, dress code, fringe benefits, king hours, and over-time compensa-

S tion. Then, when everyone knows theé "rules and regulations,” follow them

-in a business-like way. .
- . L
v -
Summary . . ) . - -
. Buildfng and managing an effective sales staff can help your store
grow and profit. Interviewing and hf?ing—job applicants, providing
training when necessary, and defiaing yogf store policies are basic to

- the suécess of your ‘store.

. 38
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\ \kLea?qéﬁg Activities

Lo

L 4

Individual Activities

1. List the five steps in the basic sales approach.
’ - »
2. Consider Joan's decision to hire Peggy. What were her reasons? What
are the advantages and 'disadvantages of hiring‘Peggy as a salesperson
in Joan's "Think Small” store? - " ' '

3. JDescribe how would handle the following custoners: _ R
a. Impulsive Irma: "I want to byx somg green stationery,kno, I want
tan stationery. - They look like the same quality paper. What do
you think?" ‘ ¢ ' ) .Y
'b. The Know-It-All: “That fabric is not good eﬁbugh and it's syn;
thetic. I buy only pure materials. I kpdw,what's good and what

isn't.” -,

4. A good clothing salesperson suggests other items that a customer
might need to complete his or her outfit. List items related to each
+ of the following:
a. Lipstick , ' .
b, Shoes “/ ' .
Xal
c. Casual pantsuit )
' . : N

d. Suede coat . @

L4

5. Are the following statements true (T) or false (F)2 o
a. The store owner delegates responsibilities to the employees

h

———

and takes what is left over.
C .
b. Job candidates foF small stores need not £ill out applications;
c. It is more important for a salesperson to have an intepest in

1Y

people than a strong background in bookkeeping. .- .
s ’ . & .

c 39
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A 7 Discussion Qué%tions ’ L &

1. Ms. Fussbudget i& looking for d scarf. to give to her niece. She
A %
approaches the nearegt salespersbn and aska where .to find scarves.

The salesperson answers, "I really-don't know, but I think they might

. be near thg back of the.store.” ’

Could the ections be given more clearly? How? What kind of

on do you think the customerhas of the store? N

-

2. Store policy states that two forms of identification must be shown
when cashing a check. A customer writes ,a check and says she has
® : [ A ]

¢ 4 . .
only one form of identification. What should you do?

@ N -
N
‘

3. The law says bathing suits ma#y mnot .be returned or exchanged. A cus-
tomer who has traded in your store for many years wants t® return a .

. bathing suit that doesn't fit. What do you, say? ot

f ' ) 3 # -‘: ' ' 24 z
" 4. You own-an exclusive men's clothing store. You have just interviewed
a job applicant. Your impression is thaé he is very well qualified
. for the job. However, one of his references tells you that he is not

‘very reliable~--he often comes in late and frequently calls in sick.

3
’ What should you do? e ' * )
- 4 4 * .
¢ ‘ . = Y ”
. D
Group Activity ¢ : ’
Selma Dewitt has applied. for a sales position in Joan's "Think Small”
store. Her application shows that she has had four years of sales experi- .
ences, and her references are good. However, she has been unemployed for
the past year because of "various health problems.” Role play Joan
interviewing Selma. = ¢ /
A . .
¢ - ‘ 4()h \
4 ,
» .
: o




C " UNITS

Buying and Keeping Track of Supplies

.
1

[} ’

Goal: To help‘ybﬁ plan your inventory buying and develop a

stock control system for your clothing store.

. @

" -
.

Objectivé‘ij Select a merchandise supplier, decide

how much you will buy, and develop a schedule for

ardering.the supplies.

Objective-Z: Computé the total amount of your
purchase order for your store.

Objective 3:* Compute the amount of inventory on

hand on a certain date.
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JOAN TRIES TO CONTROL HEI} INVENTORY
Vg ) ’

~ _ Joan had budgeted $20,000 for her initial inventory..

Now .she had .to decide exactly what her store was going to

sell ‘and where she was goihg to get her merchandise. Where

would she find a reliable supplier for her clothing lines?

Burnstein and Garza Fashions’ Supply, Inc., located in

Los Angeles, specialized in small-sized women's fdshions.
She met the owners. Based on the fashion advice they gave
her, Joan chose 13 different dress styles, four different
styles of skirts, seven different blouse styles, and:six

" stypes of women's slacks. Several other companies also

" agreed to supply her with merchandise. But most of Joan's
initial inventory was bought through Burnstein .and Garza.

Byrnstein and Garza were very un;lerstand){g and sympa-
thetic to Joan's needs as a new store owner. »They agreed
on the following wholesale sales terms: Joan would pay $20
for each dress, the skirts would cost her $14 each, the
blouses /would cost $17 each, and .the pants would cost her
$11 each. o - <

&

‘

* . Joan considered the amount of space she had to sto
' her. ‘inventory. She wantedito buy enough inventory so éﬁe
wouldn't run out tod quickly and have to reorder, but not
1 so much that she would be overstocked., Joan-decided to
" buy twenty of each style--in assorted colors and sizes 4,
6}‘8; and 10.

On August 12th,* Joan filled out a purchase order form.
Burnstein ahd Garza agreed to deliver the merchandise by
truck by-Septembgt,1~-ohe week before Joan's store was to
open. ‘The cost of. shipping’the clothing was ebtimated at

. $2,000. Joan's payment t¢Bifrnstein and ‘Garza was due by,
the end of November, - % =~ . )

1 ¢ \
~

‘o -~
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quing and Keeping Track of Supplies

Most of the initial investment in your bu;iness wilk,be spent on
inventory-~the clothing and accessories that you will sell in your storé.
In this unit you will learn some of the basic steps in choosing your

. inventory as well as in managing it once you've bougﬁt ie. . .

Idventory Selection

s

Intelligent buying 1s the key to the success‘of your clothing store.
You must find and buy--at a favorable price--clothes that will appeal to
your customers. Selecting exciting, fast-selling clothes will keep your
cash register ringing! But if you buy too many,, you may not be able to .

-

sell everything. , .

Fads and fashions'comé and go very quickly. Figuring out what cus-
tojers will buy takes sales eiperience, fashion instinct, gaod advice,
and good guessing. Never buy merchandise according to your.own tastes! _-'

" Customers don't care what you like. They will‘want to buy what they like.

When you buy your inventory, choose carefully. Don't buy "a little
of this and a little of\that:" Your store may end. up looking like a junk
store. Buy in depth to-give your store a coo;dinated look. fn.pthér

words, .order a fairly small niimber of styleg--in a wide,variety of colors

and sizes. ) ' /

—

' ‘ Intelligent buying involves buying the right merchandise for your

S - d

cusgstomers: ) .

e in the right quantit} (not overstocking);

e of the right quality, . . , ~ .
e at the best- prices, -and 43\( . .
’ 44 . . 3
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‘ ‘ v e from reliable suppliers 'who will give you the best service and
) prompt delivery.

Joan listened to her supplier: when ghe bought her inventory. They
gave her good prices on the clothes, which she planned to- pass on to her
customers. Bat_ she bought ___y_small sizes, and a set number of each
item. - Joan was thinking only about her target customers, she forgot

- about the' casual customers who might wandet into her store. She didn't
realize that some items sell fa§ter*than others- These are thipgs she

will learn .when she opens her store.

Supplier Terms ' ‘ !

-

*

When you find a supplier fog 'your clothing store, there are four.
things to consider. when merchandise is to be shipped, how merchandise

is to be shipped how much time you have before y0u pay the bill‘ and the

.‘ discount you will be given for paying in cash. )
’ - i . %
Clothing suppliers generallf‘o}fer'”S/lO EOM (end-of-month)" terus.
Thfs means that stores that, pay within ten.days after the end of the
month may subtract 8% from the bill. But if your payment 1s late, you
- will owe the full amount at the end of that month, For example, if you
pay an invoice (a dated purchased’order) dated October 5 by November 10,
w“ you can take an 8% discount. If yqu wait until. the end of the month, you
o will have to pay the full amount.
“You will often be responsibie.for paying to deliver the merchandise °
_from the suppliéer's warehouse to your store. Studyihg shipping methods
and rates will let you choose an economical “delivery method that will get
the goods to you on time: You may consider trucks, the Postal Service, -
United Parcel Service, railway, or air express. Your.choice will depend
on cost, how fast you need the merchandise, the size of your order, and

“
delivery distance.

- ‘ ’ ’ -

’




Delivery time varies depending on the merchahdise-type, the shipping
point, qnd delivery method. Some deliveries will take only a few days.
Others, especially imported items, may také weeks or months. You will.
have to plan your buying séhedule é%refully to avoid having no inventory

+  to sell, or too much.merchandise.
- : T [
’

- Joan's order will be delivered by truck. It will cost her an addi-
;ibnal $2,000 above the wholesale cost of the clothes. The delivéry is
scheduled tqe arrive one week.before the store S6pens. However, this does

not give her very much time to organize her ‘stock.

Store—Supplier Relations

The number of sqpplier§ you buy from should be small. Suppliers will
favor their more loygl customers, especially if they know you personally.
They may give you breferential tredtment in delivery ,time and merchandise
selection. They will be more helpful iﬁ, for any reason, you want to
teturB°an order. . You will hear tips on fashion “from the horse's mouth” s

as well as news on speéial bargains.

jo— 14

Purchase Orders

! You now have enough informatiop to fill out a purchase order. The
form Jo;n used to record hér purchases is on the next page. The form

you usé may be slightly different.’ The important thing is that you

]

keep accurate retords of your purchases and the mone} you spend on your

inventory.
\ L]
o
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e
> PURCHASE ORDER

T0: , __ DATE:

PURCHASE ORDER NUMBER:
7 ’ ! REQUIRED DELIVERY DATE:
- L}

SHIP TO: SHIP VIA:

Quantity | Unit _ Description *«| Unit 'Cost [Total Cost | .
" |
| |
| |

-~ . i |
[d
TOTAL:
Signature:

Inventory Control

kg

Good management of your store's invedtory is essential to follow !
fashion changes and to give your cﬁstomersuwhgt they want. A stock con- ,
trol system will let you plap for future puichqses. You will be able to

see what items are fast selders and, need to be reordered. You will also .
= r3

be able to recognize the glow moving items. ' You may not want to reordet&~\\\‘//,

these items. . - -

N

- N
. o

A stock control system will also tell you how-many of a specific item
are on hand at any time. You will be able to plan your purchases depend-
ing on the size, color, fabric, and style of the items you have sold.

, e .

A stock control system can be based on éither counting stock or count-
"ing sales. The most commonly used system is to print the merchandise
information on sales tags and to remove these sales tags as each item ig

sold.

. e

N > - .
[ , 14 Pl /\

You can count unsold stoc¥§occasionally-—perhaps once a week. Or you

»

. can count the number of sales tqgsﬁhliky to see how much you've sold

b

¥ - .

) ) 47 , : -




Your decision will depend on the kinde of clothing you carry and what is . )

-

easler for you,
¢ ;

. -

A side benefit of stock control records is that they are helpful in
managing and training‘zgur salespeople. They are tools you can use in
training an employge to care for details, such as counting stock and

keeping records of sales. . B

{ e

~

. Store owners must keep accurate and up-to-date redords of their pur-
chases and saleS. Joan filled out inventory cards 11ke the one .below every

day. <his form y. not exactly suit your needs.. But the important thing

. 1s to keep records your purchases and sales so that your business will ,
run smoothly. ) -
_ ' INVENTORY CARD  ° s .
Item X : .
Supplier ~ 5 . .
i Reorder Point Order Amount - . ,
; IN © oUT ’ AMOUNT REMAINING 9
Date Amount Date Amount Date Amount
. _ . Ve
! -
L] * %

Summary - _ L \ \'\ ‘ ' .
T L | ,
' In this section you learned about the basic steps involved in buying
, and keeping track of inventory. It is importantJto »find reliable suppli-
. ers. Good relations with your suppliers will contribute to the success
of your store. It is also very important to keep accurate and up-to-date ‘
records of incoming and outgoing inventory. + Using purchase orders and
‘ inventory cards are good ways of keeping track of your merchandise. You
‘will. have an #ccurate record of what is on hand, ‘what has been ordered, ‘

* aid what has been sold. . —



* Learning Activities

y

P
Individual’ Activities Iﬁgﬁ“.

i3

la. One dress ioan ordered from Burnstein & Garza was the "Misty" Classic

. Shirtwalst (wholesale price: $20). She asked for four of these

v

dresses in size 4 and in size 6; and six dresses each in sizes 8 and ‘ R T

10. She wanted an assortment of colors in each size. Using any

needed’ nformation from the case study, fill out the purch;sq order

below for this part of Joan's order. ‘(Put the qrde;ing information
-for eac@ size on a separate linéi) ’ . *

)
o

PURCHASE ORDER
.. DATE!

PURCHASE ORDER®NUMBER:
"REQUIRED DELIVERY DATE:
SHIP TO: SHIP VIA:

bescription . Unit;Gost | Total Cost

-
5 :Fiv P

t

=

ey
&
-

x
'

» TO TAL

Signature
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b. Joan was given 8/10 EOM terms. If qoaﬁ pays this pprﬁfon of her bill
by November 10, how much will she owe her supplier?

R haRe
~ ¢
\ »

.Consider- the type of store yoy would like to open. Make a list of

the types of clothes you wou{§§%nclude in your opening inventory.
Check., your Yellow Pages and list some, of the‘suppliers you would

contact to purchase your initial diaventory.

< e

Calllgpe gp'more'of the following: ;;hr local post office, an alr
express service, and a trucking service. Find out how much it will
cost. to sﬁip 3Qp poun&éhof merchandise from Chicago-to your towm.
-Are there any special requirements? How long willxit take for the -

shipment to arrive? ’

Y

& Disc@&ﬁg\ Questions . t /
1. Based on Joan'sbinitial order, what merchandise do you .think she

expects to be the best selling items in her store? The slowest
A [

selling? . T N

Has Joan planned cardfully for the inventory she will need to open
her store? .

<

Joan did not choose the colors of the ﬁérchandise lines. She decided
‘ to let her suppliers take responsibility for this since they knew

"the latest" fall colors. Was this a wise decision on her part?,

w

-

v
. Group Activity = - <

v {
Discuss the advantages of a stock control system. See if you can

come up with a better inventory system than the one Joan has set upe.




‘o

*

O

ERIC

Aruitoxt provided by Eic:

- To help you de

merchandise. - \

Objective 1:,

Qgrbhandise.

Objective 3

it.dffect‘gib
. ia*
\ ]

%

* I
- . ‘ -
% “ -
K ot .
/
. , - .
UNIT 6 o
S
Setting Prices . a .
» i """""N
E3
cide how to set-prices. for your
Pick the best price for sell ng your
. . - )
Define stock turnover and desctibe how
your pricing policies. ,
\ »
: & B 3 )
’ - * &
3 oot B L
‘ - ey Ty
Y . e 4w %
: - =RQQ,/-/“
s s .
’ ’.
. ) .
® . .
&
- ¢
. \-
L ) ) L1 ’
‘ o
' ° '
! 51 ‘5 O 1 £

i
- <
.
.
.
»
Al
‘o
.
. .
¢
& '
]
.
.  J
.« . *
.
.
» s
.
A
N ¥
.
-
‘e
B
\
. -
A
“
‘zh “
. -
" o
‘ R »
&
'
4
Kl
N ”
'
i
°
Y
.
2 >
.
'.
®
-
[J




¢ »

—=

N ) WHAT SHOULD JOAN CHARGE?

The merchandise arrived on time!_ Joan and Peggy got
busy putting sales tags on all the clothés. Joan did a
little detective work and figured out that her competition
averaged a 45% markup on all items (some markups were less,
and some markups were more). This seemed like a reasonable
figure for her too. Think of all the money she would be
making!

Joan marked up the price of the clothes in the Think

Small store 45% over the wholesale price.

Some items that

Joan. thought
Joan knew that

d be fast sellers were marked up Tess.
e prices should have a psychological

appeal.

Each price tag ended with 99¢ instead of the

nearest dollar ($15.99, fot example, instead of $16.00).
But Joan also realized she needed a gimmick to attract
people to her new store. She decided to have a "Grand-
Opening’Sale.”
To advertise this opening sale, Joan decided to mark
down all the dresses, since the dresses were the most
expensive items in the store. But only the dresses were~-
marked. down. Her Grand Opening Sale advertised ZOZ‘off‘pn
all dresses. Joan and Peggy took, all t price tags for
dresses and in red pen crossed o‘& thea45% markup price,

"and wrote in a price that was 20% less. This way customers

saw the original price and how much they would save.

e, . .




. . Setting Prices _
,? r AR

v

-

e
In setting the prices of "the clothes in your store, there are four

main things to think about‘
° the wholesale cost of your merchandise; .
e your labor and operating costs;
. the amount of ggéfig you want to maks on your sales; and
® your cdhpetition. ’ . -
In this unit ydu will alsq learn hox stock turnover éﬁﬁects the prices

[N

you.set and when to mark up and mark -down prices.< .

Turnover o ,

.
Stock turnover is the number of times a store's ifventory is sold

and replaced. Stock turnover is based on a given.time period--usually a

year's time. .

~ N .
.
" You will want to have a fairly rapid flow of goods into and out of
your store. Stock turnover is one sign of a successful clothing store : .
operation. . - . g i ; '
Most stores try to sell their merchandise as fast as they can. This
way they improve their return on the money they have investefl. They will 8
have ready cash to buy new merchandise and to improve their inveqtdry.
Here 1s how to figure your turnover rate: l\ / Yoo -
Number of goods sold during a period _ C . v
Average number of items carried in turnover-rate per period -
) stock during that period ' * ) .
. ) i
‘ ) a N
e . 5323 .
54 . :




The turnover rate for men's stores ranges from 2 to 2.5 times eachy,,
. year. Women's clothing styles change with each season. Therefore, the

-

turnover rate for a women's clothing stor® should average 3 to 4 times
per year.' . R - ° (/i
. . . .

Spegialty stores are a little bit different. For example, a women's
store that coneentrates on«resses and sportswear——fast-Selling items—
might have 6 to 8 stock turns a year. Coats and lingerie, on the other
hand, are generally slow-selling items. These specialty items would

“"turn over” only 2.5 to 4 times a year.

A low turnover rate will tell you that your money is tied up in slow-

~

moving merchandise. When you haye a low rate, you should téke a close
look at your pricing policies. For items that ale naturally "slow~
13

movers,;"” you should make your mark-up-a little higher to make up for your

tied up"” investment. For items that tend to move more rapidly, you
probably "should take a lower mark—up to get people to buy even more
rapidly. Joan expects initial inventory to sell quickly. ‘When all the

clothes are sold, she will order more fashions from the suppliers.

’
.

Pricing”
s .
A basic step in making a profit is selling your merchandise for more
than it cost you. The difference between the wholesale cost of the mer-
"chandise and the retail price is called markup. When you figure the total

c%st .of your merchandise, don't forget to add transportation costs! For

'exampae, if your wholesale costs were $20 per item and the shipping charge

, 18 $.50 per item; your total costs for that item are $20.50. '

L
’

° .
The selling price you set for items should also cover operating

expenses. Operating expenses include.

e  rent payment for the store;
o salaries of salespeople;’ "
e advertising and promotion costs; and

(- .
e .utilities, insurance fees, and taxes.

. 5593
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. At the same time, your prices must be competitive. You've__already 4 ‘
found out your competition's prices. Keep these in mind when you set . '
your own prices. Customers will not be hdappy paying higher Qrices for‘ -
the same merchandise unless extra services are offered. These services

. may include free delivery, gift wrapping, or extra help from saleebeople.

- . ‘
. . \
’
.

«" _ Gross Profit Pricing ’ ’ ' ) -
i : . > - a4 . A N - ‘
a ‘ 1
A common pricing strategy. is called gross profit pricing. The gross
. profit is the amount you add to the wholesale cost of ydu; merchandise.
For example, if the cost of an item is $30.00 and you sell the item fof
$54.50, your gross profit is $24.50, or 45% of your selling price. .
* - - B ’ \ z W\F\ &
You can use the following formula to calculate your gross profit '
. N ) . % R ) . . '\»'\,
percentage: ~_ L. Q?T
‘ Lo conr ' ' e
e Selling price — wholesale cost - - . %
selling price - gross profit,pe;pentage . . B 'k
, . or 54,50 = 30,00 _ 24:50 ' . e 7 ,
) ' 54.50 54.50 - :
s ) . - .
The gross profit here is $24.50, but the owner's net Erofit is much
-
less than that. The operating expenses must come out of the gross - *
. 'profit. For example, if your gross profit is $24 50 and yout oberating
“ expenses are $18.50, then your net irofit is only $6.00.* . - ' -
~ t ' ’ ’ . , > : "
. Markdowns/Sales . .
. _ | I R 1
Keep 1% mind that clothes aren't like wine. They don't improve with
age; If yoﬁ% merchandise is not selling, you may consider marking i
, down fox a quick sale. If you hold on to slbw—moving stock or put it :
away for next year, you will anly freege the money you will need to buy a o

-. newer, more.fashionable iaventory.

| . . .
| ‘ <. . . .
| . . . . - v
k ‘ . b N . ' . .
. » ‘. . N
‘ . N }" . B \ *
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Many storg owners have special racks to handle their markdown;';' (?r\ -
0tper stores may have two to four big sales "each year.. There are many 0.
different kinds of sales. Here are some examples: -

' grand‘opening sales; B -

pre—season-sales; . . - e

0

.
& end' of season sales; o - Lo e
]

holiday sales; and T v ) o
. -
R e clearance sales. s e .

! -
Tl N . B

Also, some items may’ be priced "below your usual markup. Thesé‘items'may .

" : T wit

be used to attract customers to your stor®. For example, if a shirt that <
~ 1s usually priced to selliat'$15§@9 costs you $8.00, you may‘considér _
offering a $5.00 discount. Your gross profit will be much less than iz s

I3

. 4 N oo
usual. e s, - . T
+ -\ .
4 <
A ,‘ at . i LI
»

1f the shirt has been around}forya Lpng time, you-‘may even consider

making money, you will clear room for new me

making one surprised customer very.happy. . . IR

‘ 3 B ; 3 f / / )
O A ‘ !
= *; $tock tdrnover and inventory control’ go hand in handv Stock turnover

'.J"_ tells you -how many times-in a given period inventory is replaced. Inven-
s tory control tells you what and<how-many items are 'sold and what items ¢~
~
f” :need to be purchased or reordered from the supplier. A well planned /

pricing policy- khould be competitive and help your store show a good

—— .' profit. But pricing policies shouid be flexible and include planning for !

sales. During a sale, the prices on clothes will be lower thart ushual.
You will _not make hs much profit, but you will attract customers to your

store and clear owt your inventory.} *"é\/
3
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selling it at $6.99-~one dollar below cost. I thiough you wfll not be ”“443/
ha&dise, and you will be RS




Individuak Actlvities

* = ° o
. . ~

~
v

l:+ Calculate the markups or prices dn each of the examplés below.
a. Cost $6 markup $3. Ftnd (1) retail price and (2) gross profit

»

percentage. ; ‘s

~—

*Retail $15; markup $6: Find (1) cost and (2) gross profit per-

cefitage. 20

’ 6ost $3.50; retail $7. £ind (1)*markup in dollars® and (2) gross

profit percentage. ' ] ) .

a

Define ‘the terms gross profit and net profit.

»

g -
List five operating expenses that will affect your ne‘z profit.

. e =€ i = T

- o e
N - . - - \

The clothing store around the corner carries a line of merchandise
that is similar to yours, but‘sells it at a lower price. List three

things you ‘can. da to compete with these prices.

.

> >
PR 3 "‘ , i ' .

Desgribe four situatibns in which y®u mpight consiHer reducing the
selling price of your merchandise. Why would this help your store?
{-

L)
j . - :

Discussion Questions

1. Identify 3 genefa} type of clothing store. Discuss the stock turn-—

N

. ovetﬁy'dblems that type of store usually has.

S L

/ ‘ <
2. JWh?t are the disadvantages of a slow turnover rate? -Discuss and list
the reasons why it may nog be wise to keep old, unsold merchandise

around. . ) 2 .

. N 56
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‘ ) 3. List and discugs the problems a st:o;/nwher might have that will
reduce his or her profits. _— "

3

r

. . / L -
4. Discﬁsst/headiafta‘ges and disadvantages of pricing items below the

usual-profit margin.. What are some reasons-store owners would do
. *

. &
' // thisg? -
// A : N ) B <
/“,\ ?e N . N * . ‘>
e . : - :
- Group Activity . ) :
Py . a
& < ) .
- Bring‘in sale ads from your local hewspaper. For one w:_aek l;éep a N .

file of these ads. At the end of the week,; group the ads according to

store type, type of sale, reason given for sale, and markdown percentage.

What tonclusions do you feach? I . '
. - ) -3 [ » ) -

- . v
.
N \ .

. .
.
¢ - ’
» - - -
- - e e e ‘
_‘_,_.,.,,,,_m.-- 2 . - ,
:

. * ’
0 .
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Goal:

UNIT 7

3
N

Advertising and Selling .

3

1

To learn ways to sell your merchandise and.
advertise your .clothing store. -

Pick one way to advertise your clothing

Objective 1
store. .

" Objective 2: “‘Design a printe&-aq for your clothing

store. \

i <

Lo Y
. »

N




N ' - THINK SMALL ADVERTISES

Joan was able to get her store organized and opened on
tim;\ The inventory shipments and the display equipment .
. . and furniture arrived.on time; Joan and Peggy priced and

tagged all the merchandise.

Her grand opening sale was a

smashing success.

She and Peggy worked .nonstop for'three

days--selling to customers during the day and. recording the
e sales receipts at night. How did she manage to do this?

Aboutgthree months before the store opened, Joan placed
an ad in the Yellow Pages (the new Yellow Pages directory
was scheduled to come out in September).

[y

It's’a Small World for Small People
And now there is a
store especially for you

. "THINK SMALL
Offering a-select choice of small-
'sized clothes for the petite woman

Open 9:30 a.m. - 6:00 p.m.
Located at 1623 Telegraph Ave. K4

Ny

> . Downtown,. Oakland

Parking available

One week before the store opened, Joan placed ads in
all the local newspapers announcing the Grand Opening -of

the Think Small store. IR \
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b _Advertising and Sélling ‘ . : o

+

Advertising is a quick and efficient- way ‘of telling: shoppers about
your store. Advertising will tell your customers about the merchandise

you carry, about special events, store services, and special sales.

The purpose of advertising is to attract customers. When you have a

store image, price range, and customer services, you are\ready to tell
’ ~ I \
- customers why they should shop in your store. _ .

°

!

What are the most effective ways to advertise jyour store? Take a |,
good look at yoursélf and your customers. You may want to ask yourself ’
these questions before you'put’your ad campaign together.

e How is my store different from my competition? ) ‘ /]

e _What quallty‘mercﬁandise do L sell? ’

e What kind of store image do I want to advertise?

e What customer services do I offer? = 2 ) .
i e Who are my customers? < ' R
e What are their tastes? T - L. ’

.o Why do they buy {romvme?' 2

Yy { . ’

F4

In this unit you will learn about theJqualitLeé of gbod advertising

» o

and choosing the best wiy to get your megsage. across to your customers.
o L .

!

Choosing How to Advertise

o~

. *

Before you set up your advertising campaign, you should (1) idéntify
the target customers you want to reach, and (2) d;cide‘hoq_you can best
get "‘their attention. o
. ' bod .
'\\\\fa . .
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There are advantages and .disadvantages to the types of advertising ,

‘media you can choose to tell people about your store.

. .
Although direct mail is expensive for the number of people it

\

reaches, it
[ can reachja selected audience (your target customers);
e is likely to be noticed and kept"

o 1is effective’in announcing new products and/or services, welcom-
=
ing new customers, and'announcing special events and sales; and

e. offers a variety of formats.(catalogs, 'letters, fliers, coupons) .

L)
. - v

Nqupagers are ofte%ﬁﬁ@ad by suburban and sma11 town store owners.
Prices will vary degggﬁ gﬁﬁﬁn?géﬁﬁpengﬁber,s circulation and the size of

A N

your ad. Although %ﬁﬁﬁﬁa ‘¢i§%‘run a short time, they:
e reach a large number of *people; - ‘ :

e are inexpensive/for the large number of people they reach;

-~

e can be p aced in a particular newspaper or sections of a¥ paper to

e

reach a certain audience; and .

’

P

e can be used as classified ads, inserts to¢ regular editions, or
special editions such as shoppers' guides. )
Radio ads can te effective for telling people about sales and other
spéciai store events. Radio advertising: ‘ -
e 1is usually local; ' | ®
[ can be changed“often;
e must be repeated of ten; and‘ . .8

e may be read live by the announcer or be taped in advance.

In addition, directories (such as the Yellow Pages) can be used to
advertise your store._ Directories usually offer little variety in the
format of_ the ads, but they stay 1 the home for a long time and are

frequently used by customers. . -

-4

These are somectf the ways stores tell the public about themselves.

In addition, you may consider transit adverxisigg_for buses or trains,

television advertising,.and specialty advertising such as fashion shows,
*
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w<:a]'.endars, T-shirts, balloens, buttons, and matches.-' You can also  design ' ‘
a distinctive logo that can be pginteq.oﬁgghoppihg bags and fliers.

L A -

. K]

Qualitiés of a Good Ad . - : ‘ '

&

“Here are some tips you can use when you begin-to work up your adver-

tisements. They canhhelp }ou put selling punch into your adverfis;ng. A
: L 4

*

good ad should be:
° simple, }nformative, and truthful as well as attractive’and
imaginative; ! ) .
® easy fq'regognize (gilve your ads a consistent sEyle);,
o ‘well illustrated (use good design to teli people about your store
aﬁ thé’product you are selling); and
‘® p:géuasive--cuétomers want go know, JWbat's in it for me?"
Have your dds feature merchandise that is in season, in fashion, and
typical ofiyour store. Specify brand merchandise whenever possible. -
State a price o'r\range of prices. If prices are low,\f:éll people why-- ' ' .
'beqause of sales or special gurchaseé. Méke_shre your ad has your. ’

store's name, address, telephone number, and store hours. -

¥ s
.

Ads that stimulate prompt action.are very effective. Put action in ’ :

your words. Use terms your readeg,will.understand. Get right to the

.point. Make evely word count, . s

e P .

d hJ

You may want éo include discount codpons. Statement of limited quan-
. A ] Z"
ti or announcing a. limited time period'fpr a special sale will also
encourage péople to act quickly. ‘ . ] -

v
4

\Develgp‘a logo--a distinctive sign--that can be identified with yoﬁf‘
store. Tha¥ way four customers will be able to recognize an ad for your
4 .

2

store at a single glance.

A
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Costs

~
.

Thé'locgl media (newspapers, radio stations, and direct mail printeré}
" will tell you ab&ut their serqués; costs, and‘the results they offer for
your money. In decidiﬁg on the'best way to advertise, think about the

cost §f a single ad, the size of the audience, how many of those people . -

are target customers, and how often they will see or hear the ad.

When you have calculated what types of ads you want tqgplace and how
4
much they will cost you, check your competitors'.ads. Your decision on
how much to spend for\advertfsing will come down to, "How much cdn 1

afford to spend and still do the Jjob that needs to be done?”

b

]

Advertisiég’is not just another businéss‘expense--it s a way of
building your sales. Whatever media you decide to use, your advertising
campaign should be well planned, distinctive, gnd coqsistent witﬁ your
store image. . : )

3

. There are many ways’ to advertisé your store, including direct mail- -
ings, the YelXQW‘Pages, newspapers, and the radio or television. - Adver—
tising 18 a means to an end, a,way of telling people about your store.

In planning,your advertising campaign, you want to create a good Eusiness

Pl

image as well as to increase your sales. . R
' d
R A .o )
% = .
\
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Learning Activities

Individual Activities

= . «
. . . .

.

1. List and compare the. advantage‘s of newspaper advertising and radio

-

. . advertising.

2. List four ideas for sales or special features tHat would appeal to _

customers in clothing sthre.ads. . ’ .

&
.

3. Look at these newspaper ads and answer the following q'uest:j.ons.

to remember

'Fine Clothirig

cottons

silks

batiks
embroidered items
tton WQ(kS (Accessories galore

. Validated.packing behmd store whh $5.00 purchaae

Palo Alto Mon -Sat 10:00 - 5:30 §

" Dre§ses
for all

occasions
Sizes 6 to 20

B Sected Sp‘ung Fachione
k"/’\o’ﬂ\w@% ~M@ 1

. ' 4 YOUNG- ADULT: FASHIONS

-
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a. Which ad includes the most information on special events?

" b. Which ad is the most "personalized"?
c. Which ad-is the least “personalized”?’
d. Which ad gives the least infbrmation? |

" e. Which ad is the mostwistinctive? " .
f. Which ad give§_§3h informatiom about special events?
g. Which ad hds the most distinctive logo? '

" h. Which ad ihentifie§ the store's target customers?

’

4, Look at Joan's ad for the Think Small store. Suggest ways to
improve it. o . y
5. Design another ad that Joan'and Peggy can use to tell people about

their Grand Opening sale. )

L4

Discussion Questions - ’ I

» . .
- , X oo

1. Susan Manning-owns and operates ;\¥ery expensive a'! exclusive women's

. store. How would she best advertise her store and merchandise?

4

-

2. Discuss the advéntages of advertising special prdmotions dnd sales in

addition to a daily advertising campaign.’ ’ >
. . .

3 -

3. Brainstorm promotional techniques and somé'ways you caﬂ,get free pub-

&

licity for your store in the local media.:

~
»

Group Activity ) ) -
uBring in exaiples of ads that shgw men and women ‘in stereotypical
roles (i.e., women as housewives and mothers; and_men as executives and
professionals). Discuss the reasons why stereotyping frequently occurs
in advertising.,

.
v
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Goal:

r

o

) . _UNIT 8 -

Keeping Financial Records

'

To help you learn how to keep fig,ncial records: for
your clothing store.

Objective l.. Fill out a customer sales receipt for
a cash or credit sale._ .

Fill out a daily cash sheet for money

Objective 2:
you receive and pay out in one day.

-t




. FINANCIAT, . RECORDKEEPING AT ‘nf “THINK SMALL" STORE

Peggy developed a bookkeeping system (o record all
salés and expenses for the Think Small store. She and Joan
decided to keep. a daily cash sheet. At the,end of each day
they totaled all sales (cash and credit), and recorded all *
the bills paid that day--salaries, inventory purchases,
rent, and 5o of. ’ o - :

Peggy's bookkeeping systeip was simple. Each time a
customer bought an item, the price tag was taken off. The
sale was then rung up om the cash register. A sales slip
was filled out describing the items purchased, quantity of
each, the price, the tax, and the total amount paid by the
customer. ) : '

s

.

Joan and Peggy alsé kept track of how the items were
sold-—either by cash or on credit. They soon found that
more than half their sales were made with credit cards. It
was a good thing they had arranged to honor credit cards '

"with the -major' cregit card companies? . ’ .

’
-
-

Oné day, Joan and Peggy sold $590 worth of goods. Of
that amount, $235 was in cash sales, and $355 was in credit
sales. On that same day they paid $50 to the local news-
paper that was running theirsstore ads; $300 for the =
monthly rent,.and the utility bill of $87.93. They also
paid theit 'phope ~bill-of $62.18. .

.

.. ~The daily cash register totals werg used to double’.
check the total amount Joan and Peggl got from adding up
the sales slips. It was“a lot of work, but it was paying
off! rJoan and Peggy knew  each day~”how much money came into
the stofe, how much money was paid 'out, and what inventory
items were selling.the fastest and needed to bék reogﬁened.
The end of the€ day seemed full of bookkeeping chores.
Actually, though, Joan'and Peggy ‘spent;only an hour each
day kee?;ng track of thelr finances.

»
5




- ‘ Keeping Fipaficial Records '

.

1

\ ~ >

* Good operations, and good records go toéether. As a business owﬁer,

you must have a clear way to keep track of your income and expenses: You
- N ¥

- must begin way before you buy yout initial inventory. R /

L)
’ ' s

Géod recerdkeeping will help you plan well, quickly ' red.flag prob- £ )
lem areas, and file fihancial statz@ents and tax information with 1ocal :
state, and federal govérnment«agencies. In this section you will learn 5y

how to keep tra}ck of your sales on a day-t o-day basis and how to f£fill out

a daily cash sheet. s . .
- A ?

f A ' .
I BN . - [3 .

Cash Sales . B ' ‘

- [y N » - - .

. - i - - El ' k] [

’ R

To keep on top of gales you will need answers to questions such as ~ §~ St

. these.’ ’ . ' oL e LT,
! - . L3 g 0t v

» ® . How many sales were made? - . - : ar N

v

e . Whart types of items were sold, and how many of each-?
- @ What was the total dollar amount of the sales?. ) - g v

e What credit terms were given to the customer? ' A

”~ B

PR

Cash sales .are usqal],y recorded at the time of th?\ag}e when cus:- ’ T N
tomers pay for their purchases- - The salesperson wili fi1ll out a sales- “ -

slip. 'I’hese gales are ;;ung up and recorded on a cash register: °

Sales slipﬁreceipts and cash register tapes form the basis of any

bookkeeping. system. They w;{.ll}ivea you information on the total amount -

of sales for that day. ) , T . ~ .
0 - N - ) . , =
. s R
° When a customer makes a purchase, he or she is given a sales slip. , .

. The sales slip. provides the customer with proof of payment in case the

-

—74 ’ . )
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' ‘ customer wants té return the purchase. ,A\s’econd copy of the sales slip
.~ 1is kept at the store. This is one way to keep track of store inqentory.

This 1,9/; copy of the sales slip that Joan used in her Think Small

H

- store: . .
L . SALES SLIP
DATE '
. CUSTOMER .
e Fescription of Sale Price A ' : .
07' ; -,
Cash’ L
. , e Subtotal ,
Charge []  Sales Tax B , )
'], . . ’ TOTAL . N ke -N‘ " ’;{5’/ .
. e RN - i ;"
. - . ; K e . T g W=
‘ On this sales slip, Joan records a description of- the item sold. She

keeps track of the price and’ the 'sales tax paid by Ere customer. Im

"&“ Ao

addition, Joan keeps a record of customers' names and adresses. This ~
will be useful in developing a mailfng list of speck‘g customers. There
is also space to check whether the purchaﬁe was made By cash (money or -

¥

.check), or on credit. S . . S

i"f' . . P a -
N - ;E ) L4 "
’ - )
. Credit Sales - , 1>\\ - ’ ERORER
‘ N oo L ' ; ) "
- R ;A credit sale usually involves a -delayed payment until some future .

biiling date« Most business experts advise against opening your owrd

¥, store charge accounts becausg it requires a lot of work.and effort and '

SREUNNE . will. tie up a large amount’ of money. {ou.will have to approve credit for
' - » your customers and will be responsible for billing, bookkeeping, ,and col-
. .. lecting payments. To avoid these problems, many small clothing stores e
s - honor major credft cards such as Visa or Master Card., -
' . ':’ -~ P . " o
Q ﬂ; e lz' A ! (;E):




Credit ca;g§ are a popular way of buying. The major credit card com-
panies "guarantee" payment of bills. This means the credit card company
will pay the bill in full® whether or\not the customer has paid the
charges. The obvious advantages of-;zig\sfsnit system are that: (1) it
. is a convenient service for the customer; (2) it reduces your risk of
giving credit and not getting paid; and- (3) your money is not tied up in

unpaid bills. ‘ .

Y

-

fhis c}ed}t plan'usually costs the businessxfomething. But in return
for paying a percéntage (usually 3f to 4%) of charged’sales to the credit
card company, you will .receive immgdiate\?apayment. You are not respon-
sible for any credit investigation,~Billing,'bookkeeping, or collection

o
chores. However, as a store owner you will have to consider whether you

can affquyggg,,gryices~efraﬂcred1t card company, and ‘whether this ser-

vice will be a 'selling point in getting customers for your store.

\

- a o
Daily Cash Sheet .

. >
e ’ w0 - . ~

) [
» ES . ™ et .

s Joan an&\Péggy used a daily cash sheet to keep track of the money

I

:coming im and going out of their business each day. This is a way of

ﬂecording the cash and credit sales for each day. On this form the sales

SR ié are recorded on the left side of the form and are added up daily.
- . ‘ hd 19; ’ ) * ’
- ‘Q» i

oty B ‘On ‘the right side of the form you enter the money you‘/;id out each

day. Thesaﬁare the operating expenses of your store.

N ¢ DAILY CASH SHEET-
Cash Receipts - ’ Cash Payments
Cash Sales . " Salaries
" Credit Accounts Building Expenses
. Equipment and Furniture
. . - e ) inv%ntory,or Supplies
\ . . Adverti§?hg-
Other )
TOTAL CASH RECEIPTS TOTAL CASH PAYMENTS
- . W
o . (U
76
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P - ‘ -

‘ At thé end of each month, or at the end of. the year, these dally forms
are added up. You will know l%e cost of goods, gross profits, operating
expenses, and net profits. You will have detailed and accurate records , B
_to allow you to complete an income statemeht (also known as profit and
. loss statement). Profit and loss statements will be discdssed in detail

in the last unit of this modulée. -

Summar

Keeping good financial. records is a necessary part of owning and
operating a clothing store. Cash and credit sales should be recorded on
a sales slip. These sales slips will form the basis of a good bookkeep-
ing system. Your bookkeeping system should involve keeping accurate and
dally recorus of sales (money in) and operating expenses (money out). It? ¥
will provide you %}th valuable information as to inventory and equipment

# needs, and will help you plan for the success of your clothing store.

- .
. v

o T '
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Learning Activities

L]

Individual Activities

1. Edna’Johnsdn‘came info the Think Small store and bought two pairs of
. _pants at $23.99 eath, a blouse for $16.99, and a scarf for $3.99.
The sales tax in California is 6 1/2%. She paid by personal check.

£
Complete the sales/psfeigt below:
,\ -

SALES SLIP
DATE
CUSTOMER _
. Description of Sale Price
l A4
. ) . Cash ' Subtdtai
P . Sales Tax
Cha(ge TOTAL

\.
+ 2. Fill out the sample sales ticket *for the following situation. Use

)

theL§ales tax fggure for your area and the current date. h

Wilda Hemlock bought the following items: one wedding
dress, $232.00; one pair of satin slippers, $2000; one
veil and hat, $40.00; three bridesmaids' dresses, $36.00
per dress; .three compacts, $3.98 per compact; two champagne _ .
glasges, $3 98 per glass; and one cake knife, $7.95% All
of these ifems are to be delivered to the First United
Methodfst Church, Wesley Boulevard, Belltower, Oklahoma
73044, Wilda gave thHe salesperson correct change.

v

- ’ v,
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. |cLERK {pATE
QUANT |DEPT | DESCRIPTION s | ¢
\ . -
-~
> ) \ j , !
3
! Rl
— b -
?  71ax .
- TOTAL
. SiGN  © ~__ |am'TRECD
PAIB BY
STREET
CITY [ q‘y
SEND TO
& " | STREET ]
CITY . . 13

- —

Briefly describe a daily cash sheet and list the-information it

3.
contains. ’ -
4., Complete a'daily cash sheet for Joan and PEggy. Read the case study. |,
/How much money came into the store and how mich was paid out on the
day, described at the beginming of thii unit?
DAILY CASH SHEET -
Cash Receipts ' . Cash Payments .
Cash Sales : Salaries
Credit Accounts ol Building Expenses '
- Equipment and Furniture
» »
- ) Inventory or Supplies !
- - Advertis'ing“ R
Other
TOTAL CASH RECEIPTS __ & TOTAL CASH PAYMENTS ,

)

L 4 >

- 79 ;
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s

Discussion Questions ¢
X '

1
@

1. What other types of financial records Qould the owner of a clothing
store have to keep? (Think of other types of money dealings this

business would have.)

2. Would the financial recordkeeping of another t;}e of business, like

an answering service, be different from that of a clothing store?

.

3. Discﬁss reasons wh} youf store's cash flow should be calcylated
i .

reghlarly.\ e

. . )

Group Activity

Collect éample sales récéiﬁts from a number of clothing stores in
your area. Compare them--how are they similar, and how are they

sdifferent? What information do they record?

- ®
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UNIT 9

Keeping Your Clothing Store Successful

Goal: To help you learn how to stay successful.
* .

) <)
Objective 1: Given informafion about a store's
income and expenses, complete a profit/loss.
statement,

Objective 2: State ways to increase profits.

Objective 3: Suggest a way to change your business
to increase sales. .




-

JOAN'S BUSINESS STAYS HEALTHY

A year has qdickly come and gone. For the most part,
it has been a very successful year for Joan Caldwell's
Think Small store. After a slow start, the business

. started to grow. Customers have been coming in to her
° _ store. Business has been good. She has hired a second
' half-time salesperson and has reordered her inventory four
times during the past year.

}
“In fact, however, Joar’ is faling a serious problem. 1In

order to attract customers to-her store, she has had several
- major Sales during the year and has expanded her imitial
.inventory tremendously. , Although this has increased her
stock turnover rate, sher’ net profit is not as high as it
could be. Joan is afraid.that if she discontinues -the
sales, the customers will stop coming to her store. But

she also knows that if she continues this selling strategy,
‘ she will be in trouble financially within a short period of
time. .

Though she is still making money, this information-is
very disturbing. Joan decides she has to make some changes
in order'to keep the store's profits growing. Should she
.raise her prices? Are there things she can do to reduce
her expenses? ’ ’ )

4
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_Keeping Your Business Successful

I -

\

There are three important ways to keep your business successful:
e make sure you have enough cash;
e keep yéur profits up and costs down; and

N - L
e improve or change your business practices when necessary. .
¥ ’ . -

In the last uﬁit'you learned how to keep track of cash on 4 day-té-day
basis. Keeping careful éecerS of your sales and expensesdys a necessary
step in determining profits As you will see in this unit, a similar
gsystem can be used on a weekly, monthly, or yearly basis to keep track of
your business. In‘this unit you will also learn ways of changing your

business practices in order 'to incredse s#les and show more profit.
- - . B s

-

1 . -

Keeping Track of Profits % —

-~

Profit is the reward for your hard work., Profit is defined as the
amount left over from your revenues (sales) after all your business
expenses have been paid (profit = revenues - expenses). When you add all

your figures for the whole year, as Joan did, you will come up yith a

&

profit/loss statement. A profit/loss (P/L) statemenf will tell you what
your business has brought in during the year, how much you've spent, and’
how much profit you have made. Yearly P/L statements will tell you the

directipn your business is taking ffom year to year. .

» How to Prepare a Profit/Loss Statement

2

. A ;-
The profit/loss statement consists of five main parts:

L) B lad ' ,
e JRevenues: the money -coming into your store from retail cash and

credit sales

oo ' ‘ , 847'7—- '




~

° Cogt of goods sold:

-

(1nc1ud1ng transportation charges), that has been sold -

° Grbss grofl :

after paying the wholesale costs of the items

. .Eﬁgenses:
includes employees'

. tising, and so son.

Wt
3

e

o Net profit:
all the store's eXpenses have been paid.

profit - expenses. o

! v
Here is an example of a P/L statement.

P

included to show you how to fill out the form.

) PROFIT/LOSS STATEMENT ’
) 19X
w5 5 %
Revenués ' ’
Cash Sales 65,000
Crgdit Sales 35,000
TOTAL 100,000 100
Cost of Goods Soldl 58,000 58
Gross ?rofi£ * 42,000 42
EernSes ! ~
Employées' Salaries 15,000 )
Building Expenses 5,000
Supplies 1 000 R
. Advertising ’ *2,500 . A
o Other 5,000 <:'
~ TOTAL 28,500 - 28.5
Net Profit (before taxes) 13,500 13.5
"7 - -
lgeginning Inventory . $20,000
(inventory at beginning of year)xv ¢ ,
+ Purchases (inventory purchased +67,000
during the year) 87,000
- Ending Inventory -29,000
Cost of Goods Sold e $58,000
!‘ )
) - 85 . '763

I . ' -

the wholesale cost of your merchandise

all the money you spend operating your bdsiness.

Net profit = gross

Simple round figures are

the amount of money left over from retail sales

This

salaries, rent, utilities, supplies, adver-

the-amount left over from your gross ‘profit after

\




<

Two*Year Profit/Loss Statement

-

If you want to compark your income and expenses for two years, you

may use a form like this:

TWO-YEAR PROFIT/LOSS STATEMENT

Year 1 Year 2

Revenues 8
Cash Sales
Créedit Sales

TOTAL 100% ‘ 100%

Cost of Goods Sold ° '

Gross Profit

Expenses

Employees' Salaries

+

Building Expenses ' A .
Supplies ,
Y} Advertising .
Other = !
?OTAL A s
Net Profit (before taxes), :

&

o
You can record your figures in both dollars and percentages of total ~

sales. Percentages/(:;ch a ofit and expense ratios) make it easy to
,co;pare the Pefformance of store last'year with its performance this
Y?@E- R ’\

' ) 19 .

" The information on your P/L statement can be used to caleulate the7

profit ratio and the expense ratio of your store. You can use the fol-

lowing formulas to compute these ratios:

" [y . P . /
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‘ Profit ratio = Net profit . “. _ '

. Revenues

A
Expense ratio = Expenses ) .
Revenues -
. . i . : *
n ’ . » € .
Improving Profits .

1f you feel your profits are too low or that your store is not grow-

ing quickly enough, you can try to improve your business. ?hegé are

three sic was to increase profits in any business: K : -
’ e increase number of items sold; ' \\\
<:§‘ e raise prices; or ?
e reduce expenses. \ - P

LY e

Changing Your Business to Increase Sales

‘ Profits and sales max\be lagging for any one of ;/:umber of reasoks.
You must try to find out why your sales are down before you decide what °*
. to do. There are two ways to go about increasing sales 1in order to raike
your profits. ~ ., v ) i ’

e improve the quality of your service and the dedor of your store,

e change the merchandise you sell; or
) ‘do more advertising. o
Depending on your sales problems, there are many chapges you might con-
sider for your clothing store. One action step may be to change the
—— image of your store. You may consider a new theme, and a new advertising
and promotion campaign. Your new inventory will reflect yogr_new store

image. You will also have to identify your new targetrcostomers.

* ® - 'y

‘ it is imoo?tant to keep up with new trends. Look out for changes and
try to stayﬁon top of them. ~Sometimes the change 1is with customers. Fort
example, fashions and tastes may shift. Sometimes changes are techno— ‘
logical. New materials are put on the market. A few years ago clothes
made of polyester fabrics were fashionable. Now, however,[glothes made

of "pure fabrics"--cotton, and woel--are more in style.

' ,
N
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<«
In order to adjust to changes, a clothing store ’Qwr{er must be alert ° “'
to fashion trend$ and customer tastes. To get this information, ask your
customers and salespeople for suggestions on how your store can be
improved. You might ne to improve your relations with your customegg
and staff. You may have to change your priciﬁg policies to make you more s
éompetitive with other stores in the area. Another actidn step might be

to find and hire more capable salespersons. .

~
Look at your community and competitionr//;:;; the t¥ade papers and
magazines in your line of business. Is your 1nventq‘? appropriate for
your tgéget customers? Are you advertising in the right placgs? Are

there any ways you can cut down on operating expenses without losing

customers? M
- - ' .V_
R Y
/ ~ e : N
f -
Suymmary
N ) : .
You can calculate your store's profits and compare them year-to-year ’

by recording income and expenses on a profit/loss statement. If you want

to increase profits you must increase sales, raise prices, or reduce your
operating expenses. B

Toua}, more than ever, price-consciouchusto%ers are buying carefully
and holding back on spending until the right item 1is found aﬁ’tﬁ; right
price. But an efficient and imaginative store o;ner who is'in touch with
customer tastes can beisuccessfhl in the clothing store ?usiness. By "" .
ﬁaintaining a distinctiye store image and a r;butation for quality, a _ " \
small clothing store can alwajglattract“shoppers who are looking for ’ /

.

"soﬁa&hing special” -to wéiif. N -
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Learning Activities

A .

Individual égpivities
(g -

~
’ . > ’ » 3 »
1. You'can increase your sales by changing your business practices.

List” three ways a store can increase its sales. What is one way of

increasing profits? A
Eaal ] .

- I A .
[N \)

2. Define net profit and compare it with whafgés meant by the term gross

.

+ profit.

-

A

3. What disadvantages are there to raising the prices of your merchan-

dise as a way of improving profits? . ,

4
Al . -

4. List some actions a clothing store may take to reduce expenses.

N -
-

Discussion Questions

-
-

1. Joan's store seems to be successful, and her stock turnover is high.

" Why is she concerned about her net profit? ‘%{

L .

N .

2. Brainstorm actions Joan cag take to increase her net profit.

- a »
> -

3, List as many reasons you can think of why sales and profit in a

-

clothing store might decline.

.
. - -

Group Activity , ; . -

. N k"
As a class, write down a list of- at least 30 different activities
that yoh woudd have to do if you were an owner of a clothirg store. Here

> 4
.gre some examples to help you get started. - S

. . . - ‘89 ,l -




R - 2 . - , ) Y a
. '3 o . » )
S - d ' N
D e . . - ’ . /
T e Check out several places for the best location. ‘
Decide on the image of your store. What type of clothes will you '
. ] sell" : ’
[ s
. Describe the-furniture and equipment you will need.
LN M
° Interview ‘people and hire employees. . \ .
. After you-have your list, see how 3 you feel about doing each of these
things. Give yourself t three points if you think you would enjoy doing .
that activity, two points 1f you wouldn't mind doing it, one point if you
would do it but wouidn't like ity and-zero'if you wogldn't do it no o
matter what! There are no right or wropg: answers. It doesn t matter how -
-many points you get. This is an exercise to help you see if owning a
clothing store might be for you. - .- . o0 .
- . t
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_charge and, also the highest price. To do this you need infor-

matiom on your expenses and on your competition's prices. |

f SUMMARY
-

This’module has been about owning ae apparel store. 'People
with training in merchandising can start apparel stores.'. They -
can run a specialty ehop or a generalAapparel store.
] - ' . 1
"To starf a small apparel store, you need to 90 lots of planning.
First you have to be gure that owning a small bﬁsiness is
right for you. Then you have to decide what services to

offer, how to compete, and what legal requirements to meet.

To pick a good locatiq?Q you have to find out if your ﬁ
target customers would come to your store. Then you have to

get money to start. That means showing a banker that, your

2

idea is a_good one.

Being in #harge means hiring'gooa workers and graiping

them to be effective salespeople. You should keep~tracku::///
customer shopping sche@ulee 80 you can efficiently'sched

part—-time help.. . o
‘ * - - «

Setting priees means figuring out the lowest price fbu can

Advertising and selling are the ways you get customers.

Your busineﬂs can sponsor civie activities to promote your
Y ¢

business 'image. These ‘are all impoctant ways to help your . Coe

business succeed. ) . -
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JE—— )

You should keep good f’inancial record;y you will know . ‘
e

’ R

‘how the business.is doing. Then you can decide if you can -

expand your business or if you need to cut-it back. —
. .- e . \
In order to own and operate a successful apparel store,
you need tralning in merchandising, work experience, and the L\s .-
épecial business management skills we have covered in this
module. If you have not haa\§ course in fashion merehandis—‘ . .
ing, you should take one before.deciding to bwn an apparel
store. You can learn business management skills through busi- * J
ness classes, eyperience, or by using the advice and example
of an_expert. ' .
You may not meke a lot. of mone by owning an apparel a
. store. However, you will have the personal satisfaction oq
, belng responsible for your business and making your own deci- * '
sions. Think about how important these things are to you fh

considering whether you should start your own apparel store. /‘

‘a
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: ‘ L . oIz -
- ) R . . 0
* - D - . \ A < .
l: Your chances of pleasing your store's custdmers‘are ~\\ ’
greatly increased if you ., * ‘ s
a. carry as many different products as poss@b{e. T ' -
b. zero in on a target customer. ' . ’ . .
) c. constantly change your store image. ¢
d; expand to include’ many different types of customers.
v ) . . )
2. List three personal qualities an owner of a clothing store
shouid have:, - ’
: a.
' An b' ¢ ° X
N €. & -7 "y . '
. . . —
. . ‘3. .List three things an owne;'of-h.clogﬁ{pg store can_ép to ' ‘ ’ 4
‘ ‘ become successful: \ .
. a.
oY b. ) : v ' : &

) | : \
- T | ¢

-

. 4. List two legai requirements you :Ill have to meet to bpen
your,clothing store:

L4
) to. LT . ’ - ¢
kﬁ S N - N~
- : b. ¢ . . . )
. - . $- . . .

. -
-4 32 . .

. . . * *
T 5. When you choose a spot ffor.your clothing store, you should

.

consider: - ] ) : L v s
> a. parking. ) y o
- ) b. . where your customers live. .
° ? ®e . . - ’ . -1
- c. .thé number of people who walk by the area! .
. v ) -~ N : .
) : d. where your competition is’ located. . % . .
o . . . \ . Y . . . N
&, . ’ . . © . ~.:
] . /- -o . 'h >
e T L “oa . : s w .
3 C . - .
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8.

N
-

List three other things to consider when you locate your-

&

clothing store:
Ae ’ ’ Q\ * b 'j’

b. 4 . N

. R g '
Information that does not need to be included in your

business plan is ®

a. the number of employees you. plan to hire. .
b. the target customers. .

c. a complete iuveutory and merchandise list.

d. your management and advertising plan. . x

L "4
Bob Garcia's starting expensges for his new family clothing
store are $43,Q00. He had $7,000 of his owa to imvest and
$10,000 from family and friends. How puch money will

Bob ueeg\to borrow?
. 4

The written job descriptioueshoul& be qousideréd as
a. an informal Agreement between the, employer and the
‘employee.

.

b. a writing exercise with no value in the real-world. -

' ' '4
The following people .applied for the salesperson job in

John Kahn's Western Style clething store.” On the.basis of
Jphu's idterview/;gtgﬁ, which ﬁersou was the least quali-"

fied?

a. Thelma Hutton, 3 yeara of experience, attractive'
. appearance and 803Q listeuer} a '

b. David, Moﬁer, 1 year sales experieuce iu the computer
field“ good first impresgiod but refereuces suggest\
that he ueeds constant supervision " t .

Qe Clareuce Mindr, previous eXperieuce ‘with an advertis-

ing firm, chain smt:ér amd untidy, appearance N

d. Susau Barkow, outg

ng” aud lively, receut high school

graduate, good: li'stener:bdt very nervous ] . . 1
T f.,.-.-‘857 R
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. 11.
J
e
' 12.
\
L.
2 13.
-
14.
Y
5
"15.

‘ .

R

~ v

s

List 'the five bfsic steps in selling merehandise.

4

List the two types of, inforhation a good inventory comntrol

L .

system will give you.

a. o ' - 4
A.b;sic f;ctor in choosing a supplier for yOur storeéis .
a. the supplier's location. L. ) l
b; the supplier s reputation for reliability. .
t." the number of salespeoplé out in the field. oy *
d. the supplier s own truck delivery service. ' - -

.' N |
A sporting goods store owner bOught a year's supply of 500 S

bathiqg suits at $7.00 apiece. He sold them in his store w
$15. 00 apiece.
d only sold 390 suits.

" to the suppliet for a full refund. What is thﬁ?;store

By the end of the summer, however, he

The remaining suits were returned

“owner's ‘gross profit on the,bathing~suits by the end of

a. . LA R e e
b | ' |
d. * .

e.

- ‘ y
What: factor is least important in selecting suppliers ﬁpr oo

your store?’ . . ‘ " y . B
a.k Prices and discounts . 7 . . .

b. Quality of the merchandise ’

ce. Reliability' ( ( . M

d. Location'near your store !

95

L 2N

,the sum&er? .. ) . -
a. $1,350 -~ . . '
b. $%,500 (#*M- . _ . ,
Ce '$3,120 i ‘ ’.: - . 4, u
d.*‘ $3;50.0 - ] . , - N
- ' ’ =
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16. List three advertising methods that can be used.to reach
) ’ .

- Tocal shoppers. 3 S ’ >,
: a..’ ' .
b,
. : i ? N
c. .
. . - . * o . .
t. 17. Which one of these suggestions would be least "effective in

designing your store ad? -

. . a. Inclyde a paragfabﬁ describing the outstanding quali-’
+~ ties of your store Ct
b. . Put action into your words .

. I3 13 K b .
c. Inclade a2 distinctive logo or design

‘o

Mention sales and special offers

18. List four types of information included on a customer

sales receipt. »

.t N .
-~ 4

. . . , .- v \,
19. Which of the follgwing information does a daily cash sheet

include? , T R ’ . <.

..a. Cash sales and payménts '

b. Cash sales, payments, and profits

c¢. Cash sales, payments, and debts

T " d. Cash sales,.payhents, profits, and debts

v , ¢ ’
‘e

[
.

20. Dan's first-y,e;ar-rec rds élow total sales of $250,000,
total expenses of $100,000, and net profit of $50,000.
. iCompute the following. _'s . .
' ?rofit Ratio =
__ekfxpénse Rﬂtiq = PN ‘
. ‘ |

: - = ff T . ¢

i
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21.

Dan's profits go down in his second year. List three

v

things he can'do to increase profitt.

2 .

b. : . o

c. ‘ .‘. [ Y
/ >

List’two_things'Dan can QO‘tb increase sales.

. <
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‘ ¢ . PROJECT PRODUCTS ) R

¢ .

Entrepreneurship Trai;{ngu(f;;pgnents T . —

' * Vocational Disclpline Module Number and Title
' General . . Module 1 - Getting Down to Business: What's I All About? -
- . h Agriculture Module 2 - Farm Equipment Repair . ‘
Module 3 =~ Tree Service ,
( Module 4 ~ Garden Center ) - »
%  Module 5 - Fertilizer and Pesticide Service
N4 .' ’ . Module 6 - Dairy Farming —
- Marketing and ‘ Module 7 - Apparel Store o A
-él ; ) Distributj:on Module 8 - Specialty Food Store *
Y - Module 9 - Travel -Agency .
” . Module 10 - Bicycle Store
. . * L Module 11 ~ Flower and Plant Store
‘ ‘usdule 12&" Business and Personal Service
Module 13 - Innkeeping
R Health Module 14 - Nursing Se‘rvice s
. . o ‘ Module 15 - Wheelchair Transportation Service
- - . Module 16 - Health Spa
Business and Module 17 - Answering Service
) + Office Module 18 - Secretarial Service ‘c
‘ , . Module 19 - Bookkeeping Service
Module 20 - Soft'ware Design Comp\any'
—_— Module 21 - Word Processing Service . i
L Occupational , Module 22 - Restaur@nt Business
' ” . Home Economics Module 23 ~ Day Care Center » R
. T " Module 24 - Housecleaning Service
. ‘ Module,25 - Sewing Service ‘
o ' , Modu& 26 - Home Attendant Service -
5 . .
i - Technical - Mogule 27 - Guard Service .
o Module 28 - Pest Contrdl Service *
/ ot . Module 29 - Energy Specialist Service N ‘ r
° Trxand ‘. Module 30 - Hair Styling Shop )
: . L In o ’ Module 31 - Auto Repair é-;iop
* , . Module 32 - Welding Business )
. ) a ¥odule 33~ Construgnign_’!-:lectricia:; Business ‘
Module 34 - Carptféy’Business
* - : ) ' Module 35 - Plumbing Business .
) 3 ' ; N Module 36 - Air Condﬁ.tioning and. Heating gervite h
. ! *  Related Resources .. '
- o Apsourte—Guide-of-Existing-Entreprencurship Marerials .
) ‘ 0 Hapdbook on Utilization of the Entrepreneur;:hip Training Components
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