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ABSTRACT 

 

 

This research paper illustrates the entire process of merchandising woven clothing. The process of 

clothing merchandising involves numerous formal stages, which commence with the buyer's 

confirmation of the order and conclude with the shipment of the goods. In this paper, we have 

endeavored to review these procedures. This investigation's primary objective is to establish a 

concise fundamental understanding of apparel merchandising, thereby facilitating the 

comprehension of merchandising-related tasks by all individuals. In order to complete this 

endeavor, we obtained a wealth of private and significant papers, information, and tips from the 

woven garment industry. This paper was composed using genuine order papers, which are also 

included. During the composition of the paper, we encountered numerous challenges that are 

common in the field of merchandising. These encompass the following: the creation of samples 

and the obtaining of approval, the maintenance of the Time and Action Plan (TNA), the storage of 

fabrics and accessories for an extended period, the booking, the costing, the creation of a packaging 

list, an order sheet, sample comments, a tech pack, a test, and the failure to correctly follow up on 

production. Working on this endeavor is also an option for those who wish to gain a more 

comprehensive understanding of the entire marketing process, which will result in improved 

outcomes. 
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1.1 INTRODUCTION  

Initially, it is imperative that we comprehend the definition of "garments merchandise." 

"Garments" refer to the clothing or accessories that are required for daily use, not only in our 

country but also globally. The acquisition, development, and distribution of products or services 

for a domestic or international market is referred to as "merchandise." The term "garments" is 

redefined as "garment merchandise" when the two English terms are combined. For instance, "all 

activities associated with the acquisition of an export order for a specific garment of any design in 

a specified quantity, the analysis of the garment, the production of the garment, the procurement 

of raw materials and accessories, the manufacturing of the garment, the maintenance of the 

required quality, and the expelling of the product within the specified time frame" can be classified 

as "garments merchandise."  

The merchandising process in a knit factory plays a pivotal role in the seamless production and 

delivery of knitted garments to consumers worldwide. Knitwear, known for its comfort, flexibility, 

and versatility, is a popular choice in the fashion industry. To meet the demands of this dynamic 

market, knit factory merchandising involves a comprehensive and well-coordinated series of 

activities that encompass product development, production planning, sourcing, quality control, and 

timely delivery. In this highly competitive and fast-paced industry, successful knit factory 

merchandising requires meticulous attention to detail, effective communication, and a deep 

understanding of market trends and consumer preferences. This introduction explores the key 

components of the knit factory merchandising process, shedding light on how it drives the 

production of high-quality knitwear that meets the ever-evolving demands of the fashion market. 

 This essay comprehensively explores all aspects of retailing and the cotton on buyer technique. 

Essentially, we have examined a sequence of knitted garments. The topics we have discussed 

include: Buyer communication Confirmation of order for a specific quantity Distinct or specialized 

design Development and approval of a sample Creating consumption sheets and costing sheets 

Engaging in discussions with the purchaser Internalization of fabric and accessories Pre-

production meetings Mass production Final inspection of manufactured products Transportation 

or shipment The aforementioned elements, as well as additional components, constitute an integral 

aspect of a merchandiser's operational procedure. It is a collective of individuals who perform all 

of these responsibilities. A merchandiser must possess knowledge of several commercial legal 
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documents, including but not limited to L/C (Letter of Credit), B/L (Bill of Lading), Commercial 

Invoice (CI), Preform Invoice (PI), Packing List (PL), Shipping Papers, and other relevant 

documents. If you are currently reading this post, you will have the ability to visualize the MSP 

Buyer's marketing of knitted apparel due to the presence of these visual assets. 

 

1.2 Aim of the Project  

The objective of this thesis is to carry out a thorough investigation on the retailing process of 

Woven garments. Analyze the process of ordering, developing, and shipping a carry out form, as 

well as the necessary business actions. The primary objective of this research is to evaluate the 

merchandising operations of a Woven mill. 

 

1.3 Objective of the Project  

The most important part of the project is that it shows the full operation of a merchandiser in pretty 

Composite textile Ltd. In this section, we will look at how the merchandiser can carry out the 

following: Tech pack Order sheet Sample development Quality control check Approved comment 

Factory production Shipment and delivery. So, here are the main points of this report: 

  To have a vision in nature, to have a vision "  

 To learn about RMG sector  

 To gain a deeper comprehension of our country’s textile sector  

  To learn about the merchandising procedure 

  To get knowledge about the business terms 

  Learn about the apparel industry's management methods.  

• Identify and analyze the complete production process and merchandising strategy.  
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1.4 Scope of the Project 

 This project aims to integrate educational knowledge with other fields of study.  

 The garment and textile sectors in Bangladesh contribute about 75-80% of the nation's 

overall foreign exchange revenues. Bangladesh is an emerging nation that relies 

significantly on foreign currency. 

 Get an in-depth understanding of merchandising processes, which will help you stay ahead 

of the competition, especially in the textiles and clothing sector. 

 

 

 1.5 Limitation of The Project  

 Lack of sufficient guide from factory.  

 Lack of time.  

 Merchandiser do not have time to provide more information. 

 In short time period visit other working section. 

  Some confidential information they didn’t share with us like- costing, buyer name, social audit, 

technical audit. 

 It’s kind of hard for us to understand every think about merchandising in two months. 
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2.1 Merchandising 

Merchandising is a phrase that comes from "goods/merchandise." Everything that is able to be 

bought and sold is considered merchandise. Because they can handle a wide range of items, 

merchandisers are essential to the textile and garment industries. Buying and distributing goods 

and services is known as merchandising. 

The merchandising was a collaborative effort among various segments of the apparel industry. It 

establishes a strong rapport with the purchasers. It establishes positive relationships with the 

purchasing organizations, and the merchandiser's primary responsibility is to evaluate apparel 

items, respond to inquiries, and manage orders. Merchandising is a critical component of the 

apparel industry as a result of these factors. 

Merchandising is done in different ways depending on whether it is done in a store or a factory. It 

includes coming up with ideas, making plans, getting raw materials, finding places to make things, 

and sending finished goods to customers. 

 

2.2 Objectives of Merchandising 

Merchandising management that works should always be focused on selling more goods. When 

management wanted to boost sales, they should have focused on getting more work done. The 

main goals or reasons of merchandising management are as follows. Here is a list of them: 

• The bosses of a company set some goals or aims. The main goal of this area is to make buyers 

happy so that the company can make more money. 

• To keep up with the structure of the merchandise so that production and sales run smoothly and 

efficiently. 

• One of the most important goals is to get the goods as cheap as possible and make as much money 

as possible. 
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2.3 Types of Merchandising 

 

 

                                                               Fig 2.4 : Types of Merchandising 

 

Mainly Merchandising are 5 types: 

1. Product merchandising: It includes all of the advertising that is done to sell a product, whether 

it's in a shop or online. 

2. Retail merchandising: It covers all promotional and marketing initiatives that facilitate the 

sale of products to consumers in a physical retail establishment. 

3. Digital/E-Commerce/Online merchandising: It includes all the advertising that is done to 

sell things online. It's also sometimes called e-commerce or online merchandising.  

4. Visual merchandising: It covers all display methods employed to draw attention to the features 

and looks of the goods and services being offered. Elements of lighting, design, spacing, etc. may 

be included. 
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5. Omnichannel merchandising: Providing a consistent customer experience across the customer 

journey at all touch points is what it means. A customer using Omni channel merchandising 

navigates from a search engine to on-site, via email, and back to on-site. 

 

But in export of garment units merchandising are 2 types. There are: 

1. Marketing Merchandising: Product development and the establishment of targeted 

product prices are the main objectives of marketing merchandising. 

2. Product Merchandising: The job of product merchandising includes everything from 

getting materials to sending out produced goods. 

3. The classification of merchandise can be determined by the nature of the clothing 

industry.  

1. Purchasing House Merchandising: There are two categories of house merchandising 

that can be purchased: 

• Trading purchasing residence merchandising and  

 

• Merchandising liaison office  

1. Factory Merchandising: This section is considered the company's heart and soul; they 

coordinate with buyers for orders, provide samples for approval, and get feedback on 

samples and other approvals. 

 

2.4 Merchandising Facts: 

 People's purchasing behaviors vary according to culture, season, and weather. Certain 

times of the year tend to have higher spending rates among customers. 

 

 A customer's choice is frequently influenced by the attitude of the store's personnel. But 

there are a lot of additional considerations when individuals go shopping.  

 

 Essential components of this method include selling in person, providing on-the-spot 

demonstrations, and offering special prices. 
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  The approach is conditional on the kind of goods on offer, the standard of those goods, 

the nature of the merchant, and the available space.  

 

 The method seeks to enhance product sales by convincing customers to buy more, which 

requires merchants to constantly be innovative and creative. 

 

2.5 Merchandiser 

The intermediary between the exporter and the buyer is known as a merchandiser. A person 

involved in merchandising activities is called a merchandiser. From order analysis until shipping, 

he is in command. The merchandiser collaborates with the design team to present the product or 

product range in an appropriate manner. He or she conducts market research and develops 

specifications and colors to ascertain the most effective methods of marketing and selling the 

products. In addition to negotiation skills, this individual must possess strong communication, 

visual, and analytical abilities. Furthermore, it is imperative that they possess an innovative and 

original perspective. 
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2.6 Flow Chart of Merchandising 

 

 

                                            Fig 2.7 Flow Chart of Merchandising                                                  
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2.7 Structure of Merchandising Department 

 

 

                                                

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                          Fig 2.8 Structure of Merchandising Department  
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2.8 Rules of Merchandiser or Merchandising 

2.8.1 Rules of Merchandiser 

Merchandisers refresh their clients by adhering to the 4 R's rules.  

1. Right Quantity: To provide the client the right amount of the product they purchased. 

2. Right Quality: It is very important that both sides are happy with the quality. 

3. Right Cost: Everyone desires a higher salary in comparison to their current compensation. 

4. Right Time: Even in a diner, no one desires to remain idle. It is imperative to adhere to the 

shipping schedule. 

 

2.8.2 Rules of Merchandising 

There are a few standard procedures that the merchandising department always follows while 

fulfilling a customer's request. The regulations that follow are- 

 

 Do your best to avoid taking on orders that are too challenging.  

 Try not to get any orders that are hard to plan and need special tools and labor to handle. 

  Manage orders and styles for any client in a flexible manner 

 Avoid overloading the factory with too many orders. 

 Remember to keep an eye on what's going on at all times while the order is running on the 

floor.  

 Please don't go too far with any order. If so, bad things are about to happen. 

 Before production, approval should be obtained under all situations.  

 Received orders in excellent condition and adjusted over the year.  

 Before you start production, make sure you are fully prepared, or "well equipped." 

 It's best not to take any order that is very rare or unusual. 

 Try not to get any orders that are very dangerous.                                         
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3.1 Data Collection 

Data collection refers to the process of gathering information or data from diverse sources and 

evaluating it to address research problems, obtain solutions to inquiries, and evaluate outcomes, 

and forecast patterns and probabilities. This step is crucial for various forms of investigation, 

analysis, and decision-making, including but not limited to business, healthcare, and the social 

sciences. In order to make intelligent business decisions, it is imperative to provide quality control 

and maintain research integrity by collecting precise data. 

In the merchandising section, our focus was on processing the SRG buyer order and gathering data 

from various sources. There exist: 

1. Primary sources: Examples of primary sources include conducting open-ended surveys 

with employees and conducting in-person meetings with staff. For the most portion of our 

apprenticeship, we worked in the merchandising department, where we made a lot of 

friends and learned a lot of things. 

2. Secondary sources: The internet, the company website, brochures, stores, other study 

reports, literature, and magazines are all examples of secondary sources. The internet 

provided us with a wealth of information regarding the buyer. 

3. Observation: In addition to observing the company's daily work schedule, we also 

collected a substantial quantity of information and samples and observed the employees as 

they performed their responsibilities. 

 

3.2 Previous Work 

We sifted through a lot of information regarding the woven clothing merchandising processes. By 

identifying the identity and session, we hoped to demonstrate their results. 
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3.2.1 Literature-01 

 

                         Name           Session 

                            

1. Md. Rafiqul Islam Monir 

2. Takbir Ahmed 

Fall-2018 

 Table 3.2.1: Identity of Seniors 

In this section of the literature, they examined the merchandising technique of knit apparel for 

RENNER buyers. The following are the results of our investigation.  

 

Results:  

• Purchase Order Number: 2295425  

• Buyer's Name and Address: The company's name is RENNER. Address: 324 - CD SÃO 

JOSÉ - Neighborhood: Barrio Areas. SAO JOSE - SC - Zip Code: 88113848 BRASIL.  

• Quantity: 13,100  

• UQP (Unit of Purchase): The order quantity is 13100, with each cartoon containing 11 and 10 

garments, respectively. Each garment will contain 1 poly, resulting in a total of 1250 cartoons.  

• Unit Price: The order's unit price is $2.40.  

• Total Price/Extended Price: The order's total cost is $31440.  

• Accessories: Main label, price tag, hanger, size label  

• Delivery Location: Any port in Brazil.  

 

Consumption: 

Fabric Consumption- 2.91kg/dz 

Name Cost 

Fabric cost per dozen $14.55/Dz 

Trims and accessories 
 

$4.14/Dz 
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Indirect cost $3.41/Dz 

CM per dozen 
$3/Dz 

Profit $2.61/Dz 

Printing cost $0.4/Dz 

Documentation cost $0.2208/Dz 

Total FOB 28.33$ 

                                                           Table 3.2.2: Costing 

 

3.3 Audit Report  

It is a significant component of obtaining new orders. A manufacturer will not accept any new 

orders if it does not receive a good grade during audit season. The audit is a source of great concern 

for AB Apparels Ltd. Audits are classified into two primary categories. Those are as follows: 

1. Social Audit 

2. Technical Audit 

 

3.3.1 Social Audit Report  

A social audit is a formal examination of a company's social responsibility practices, methods, and 

code of conduct, as well as the impact they have on society. A social audit inspects the extent to 

which a business is adhering to its social responsibility objectives or standards. Critical variables 

that influence social conduct. 

 Important parameters for social compliance include:  

• Compliance with national rules and regulations  

• Employment practices  

• Wages and benefits  

• Working hours 
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• Prevention of child labor and forced labor  

• Nondiscrimination/human rights  

• Freedom of association  

• Working conditions.  
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Fig: 3.3.1 Social Audit Report 
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3.3.2 Technical Audit 

A technical audit (TA) is an inspection in which an auditor, engineer, or subject-matter expert 

examines a process, system, or plan to identify issues or potential improvements. The technical 

audit evaluates the technical aspects of the project that the group is currently working on. 

Categories and Sections of Technical Audits for Clothing: 

1. Factory Storeroom (Incoming Goods Storage) 

2. Trims & accessories area 

3. Fabric Inspection 

4. CAD 

5. Cutting 

6. Pre-Production 

7. Fusing 

8. Sewing 

9. Finishing 

10. Final Inspection 

11. Quality Control 

12. Packing/ Finished Goods 
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3.4 Enquiry Sheet: 

An inquiry sheet is a paper form or an online survey that organizations use to get important 

information from people who want more information, services, or help. 

We received a technical pack sheet from AB Apparels Ltd. There is information regarding style in 

this specification document. The subsequent information is provided below: 

 SRG ( Tokyo Laundry) 

 Season- Spring 2024 

 Product type- Denim long pant 

 Style No- Z223691WB 

 Composition- 74% Cotton, 24%Polyester,2% Elastane 

 Designer- Ali Lee 

 Weight- 11.5 OZ 

 

3.4.1 Flow Chart of SRG Buyer 

Tech Pack 

↓ 

Tech Pack send to the CAD Section 

↓ 

Development Sample 

↓ 

Comments of Development Sample 

↓ 

Negotiation with Buyer 

↓ 
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Purchase Order 

↓ 

Booking for Accessories 

↓ 

TNA 

↓ 

Submission of all Accessories for Buyer Approval 

↓ 

Fit Sample 

↓ 

Size Set Sample 

↓ 

Salesman Sample 

↓ 

PP Sample 

↓ 

Lab Test Sample 

↓ 

PP Meeting 

↓ 

Bulk Production 

↓ 

Production Sample 
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↓ 

Packing List 

↓ 

Shipment Sample 

↓ 

Shipping Mark 

↓ 

Shipment 

 

 

3.5 Development Sample 

 

3.5.1 CAD Section 

Tech Pack sent to the CAD section to make a pattern for a development sample. 

The word CAD stands for "Computer-Aided Design." This statement may have varying 

interpretations among individuals engaged in mechanical engineering, encompassing design, 

production, and development. The textile industry, particularly in the clothing sector, has seen 

significant transformation due to the implementation of computer-aided design (CAD). Previously, 

the process of designing linens was challenging and time-consuming. Computer-aided design 

(CAD) has simplified the process. Textile artists and producers can now easily access and generate 

innovative and distinctive patterns by simply using a computer mouse. The following is an 

overview of how the CAD sector operates within the garment industry: 
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Apparel Industry CAD Section Working Sequence 

Pattern part receipt 

↓ 

capturing the pattern image from the central processing unit (CPU) via the digitizer. 

↓ 

the software (Modernizer) is used to modernize all pattern elements. 

↓ 

the software ensures that all pattern elements in the marker are aligned.  

↓ 

finalizing the marker 

↓ 

obtaining approval from the CAM department 

↓ 

taking out the marking from the plotter. 

 

3.5.2 Development Sample  

Prototype Sample: It goes by the name "development sample" as well. Prototyping commences 

upon the buyer's receipt of the order documents. This is the initial sample that is created by an 

artist or designer in accordance with the artwork as part of the product development process. The 

design and manner are the solitary topics of discussion; the fit, color, and fabric of a sample are 

disregarded. 
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                                                    Fig 3.5.2 Development Sample 

3.5.3 Development Sample Size Chart 
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3.6 Consumption Calculation 
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3.7 Quotation of Price 
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3.8 Tech Pack 

 3.8.1 Tech Pack:  

It's also called an order specification sheet, a product specification sheet, or a technical 

specification sheet. It's the information that was gathered about a certain order, along with a full, 

thorough description of that order. Usually, the buyer makes this paper, and the seller makes it for 

DS (Development Sample). This tech pack has: 

 

 Fashion flat and sketch on both side 

 Color combination 

 Fabric composition and construction 

 Stitching details 

 Details about graphics or prints 

 Information on where to put graphics or prints; 

 Details of the embroidery; 

 Information about trim and  accessories 

 Information about Washing techniques 

 Size chart and information on how to measure 

 The use of graphs to show measurement, etc. 
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3.8.2 Purchase Order Sheet (PO) 

A purchase order (PO) is an official offer that spells out exactly what the buyer wants in terms of 

quality, number, performance, price, and terms of payment for the goods or services. It's given by 

buyers to sellers by buyers. 

1. PO Oder No: 172633 
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2. PO Oder No: 172634 
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3. PO Oder No: 172635 
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3.9 Booking for Accessories 

3.9.1 Booking for Fabric  

3.9.1.1 Shell Fabric Booking 1st phase 

 

 
 

 

 

 

 

                                             Fig 3.9.1.1 Shell Fabric Booking 1st Phase 

3.9.1.2 Shell Fabric Booking 2nd Phase 

                                                  Fig 3.9.1.2 Shell Fabric Booking 2nd phase 
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3.9.2 Pocketing Fabric Booking 

 

 
                                            Fig 3.9.2 Pocketing Fabric Booking 
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3.9.3 Shank Button Booking 

 

 

 

 

 

 

 

 

 

 

 

                                                         Fig 3.9.3 Shank Button Booking 
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3.9.4 Rivet Booking 

  

 
                                                                Fig 3.9.4 Rivet Booking 
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3.9.5 Zipper Booking  

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

                                                             Fig 3.9.5 Zipper Booking 
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 3.9.6 Label booking  

 

                                     Fig 3.9.6 Label Booking 
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3.9.7 Hang Tag booking  

 
                                                  Fig 3.9.7 Hang Tag Booking 



 
 

 

64 ©Daffodil International University 

3.9.8 Price Sticker Booking 

 
                                                Fig 3.9.8 Price Sticker Booking 
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3.9.9 Main Label booking  

                                                Fig 3.9.9 Main Label Booking 
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3.9.10 Cartoon Booking 

 

 

 

                                                        Fig 3.9.10 Cartoon Booking 
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3.9.11 Hanger Booking  

 

                                                 Fig 3.9.11 Hanger Booking 
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3.9.12 Interlining Booking 

 

                                                     Fig 3.9.12 Interlining Booking 
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3.9.13 Poly booking  

 

 

                                                 Fig 3.9.13 Poly Booking 
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3.9.14 Lather Patch Booking 

 

                                                     Fig 3.9.14 Lather Patch Booking 
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3.9.15 Sewing Thread Booking 

 

                                             Fig 3.9.15 Sewing Thread Booking 
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3.9.10 TNA 

In order to guarantee timely and accurate delivery, the textile sector uses the Time and Action 

Calendar (TNA) extensively for tracking and controlling important pre-production milestones. 

Individuals within a corporation engage in a wide range of activities during the preproduction and 

merchandising phases of clothes. Certain tasks are dependent on and occur subsequent to others, 

whereas others can be performed alone. When placing an order, every clothing manufacturer 

devotes significant attention. The planning process considers every minute detail. Creating a TNA 

(Training Needs Analysis) Calendar entails more than simply listing the names of activities and 

their durations in a tabular format. It also requires a scientific approach to accurately determine 

the duration of each activity and a logical approach to determine the sequence in which activities 

should occur. The time and action planner is composed of meticulously crafted short- and long-

term plans. 

 

 

3.9.10.1 Importance of TNA 

The significance of TNA  

 

  It enhances the efficiency of pre-production activities.  

 Order handling is easy to understand.  

 A good grasp of the time frames given by the buyer.  

 It makes it clear what less important tasks need to be done at different levels during order 

handling.  

 TNA tells you about the running order's state and any delays or deviations that may have 

happened.  

 TNA tells you when you need to get your raw materials, which helps you make the best 

use of your supplies.  

 TNA also lowers the chance that the delivery will be late. 
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3.9.10.2 SRG TNA and Action Plan 

 

 

 

 

 

 

 

 

 

 

                                         Fig 9.10.2 SRG TNA and Action Plan 
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3.9.11 Swatch Card 

After booking all the accessories, the suppliers provide us with samples. These samples are then 

utilized to create four duplicate swatch cards for the purpose of obtaining approval. A single 

instance of each sample is dispatched to the purchaser, another instance is dispatched to the 

merchandiser, a third instance is dispatched to the cutting area, and a fourth instance is retained 

within the shop. At the conclusion of each accessory, a prototype card is created and submitted to 

the buyer electronically for their approval. 
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3.12 Production Planning 

Making a production plan that lists the resources needed to meet the output schedule is part of 

production planning. The production plan looks at things like what customers want, how much can 

be made, and what tools are available.  

 

 

3.13 Pre Production Meeting 

 

A pre-production meeting is conducted prior to the commencement of industrial production. The 

PP meeting for this order was conducted on January 6. A pre-production meeting is organized to 

ensure that all individuals who are required to produce the product are remembered. Without PPM, 

errors can occur rapidly when producing a large quantity of a product. Prior to commencing the 

production of numerous items, we implement PPM. 

 

The following individuals are in charge of this meeting: 

 

 Buying House QC 

 Factory QC 

 Buying House Merchandiser 

 Factory Merchandiser 

 Cutting Master 

 Pattern Master 

 Production Manager 

 Sample man 
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3.14 Lab Test Report 
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3.14.1 Zipper Lab Test Report 
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3.15 Inline QC Report 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                 Fig-3.15 Inline QC report  
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3.16 Final Inspection Report 
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3.17 Letter of Credit (L/C)  

Letter of credit: 

It is essentially a guarantee from a bank that a specific seller will receive the payment they are 

owed from a specific customer, which is referred to as "documentary credit" at some point. The 

vendor is assured by the bank that they will receive a specific sum of money within a specified 

time frame. In order to ensure that the payment is processed, the bank will require that specific 

criteria be satisfied. Documentation, such as a delivery receipt, will be necessary to verify its 

identity. LC is a business letter that is issued by a bank on behalf of a foreign vendor (exporter) in 

accordance with the instructions of the purchasers (importers). From the importer's perspective, 

the subsequent documents are classified as export documents. These are:  

 Bill of exchange  

 Bill of lading  

 Airway bill / Railway receipt  

 Commercial invoice  

 Insurance policy  

 Certificate of origin  

 Packing list  

 Bill of entry 
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3.18 Delivery  

If everything is fine, the supplier will send the items to the buyer. 
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4.1 Chapter 01 (Introduction)  

 

Merchandising is a significant aspect of your store, as it enhances its appeal to consumers, resulting 

in increased sales. It also reduces costs by increasing the productivity of both the sales floor and 

employees. Merchandising is fundamentally the process of marketing and selling products. It is 

frequently employed to denote all retail sales, as its objective is to encourage consumers to 

purchase items; however, it is distinct from the sale itself. The activity that precedes the transaction 

is merchandising. 

 
 

4.2 Chapter 02 (Literature Review) 

  

Make a strong first impression with your products by utilizing merchandise. Your goal is to ensure 

that your customers perceive their experience with your store as meticulously selected and of the 

utmost quality. Merchandising is the process of organizing, presenting, and advertising the 

products in your store. The distinction between merchandise and merchandising is that the former 

pertains to an item that is purchased or sold, whereas the latter denotes the process of persuading 

a customer to do so. For example, an athletic store may acquire a new brand of footballs 

(merchandise) at the commencement of the football season in order to contend with the numerous 

brands of footballs that they currently offer. In order to differentiate the new football brand from 

its competitors, the athletic store arranges an appealing display in a prominent location and offers 

a specific discount (merchandising). The primary benefits of merchandising are a greater number 

of item sales and increased profits, as its primary objective is to increase product sales, which in 

turn increases revenue. A business may accrue additional advantages when it is capable of ensuring 

a seamless shopping experience and effectively persuading clients to complete a transaction.  

 

➢ Client satisfaction  

➢ Customers who are actively involved  

➢ Customers spend an increased amount of time shopping.  

➢ Brand recognition is increased.  
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➢ Brand loyalty is increased.  

➢ Inventory turnover is accelerated.  

 

4.3 Chapter 03 (Methodology)  

 

In order to effectively communicate the offerings to the target customers, the merchandising 

process involves the following comprehending consumer requirements, identifying and selecting 

the appropriate merchandise, selecting the appropriate assortment, planning the distribution of the 

appropriate quantities to various locations, determining the appropriate pricing, and engaging in 

effective communication. Increasing product sales should consistently be the objective of efficient 

merchandise management. Management should have prioritized productivity in order to boost 

product sales. The following are some of the fundamental objectives or goals of merchandise 

management: 

 

 To maintain the merchandising framework for efficient and seamless production and deal 

activities.   

 To meet the buyer's needs in relation to company. 

 Another essential objective is to provide the maximum profit while minimizing product 

expenses. 
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CONCLUSION 

We have successfully concluded my project with AB Apparels Ltd. Merchandising has furnished 

us with an abundance of knowledge. After the project is over, we have a thorough understanding 

of the merchandising process, including the stages of sample development, the technical file, 

costing, consumption calculation, order sheet, TNA, PP Meeting, quality, L/C, and buyer 

negotiation. 
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