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Application of NFC and iBeacon for Assortment

Plan Optimization

Background:

Under 5% growth rate and a
double digit inflation has made
the customer a very cautious
spender. 64% of India’s
population in the working age
group. Government allowing
Foreign Direct Investment (FDI)
in the back end of multi-brand
retail is one of the most radical
reforms in retail policies. This
has led to stern competition
among retail players inclining
them to use technology to get
an edge. Smartphones, NFC and
ibeacon are the technologies of
this century.

Objective:

e To develop an application
based on NFC payments and
ibeacon for assortment plan
optimization.

e To reduce the time for
searching product by
indicating product location in
the application.

e To reduce the check-out time
for payment in physical
stores.

Research Methodology:

Background Study

Market Survey & Analysis

Application Screens
Initiation

Final Screens
Development

Prototyping

Keywords: NFC, iBeacon, Wireframe,
UuUID, Major, Minor

Analysis:

e 41% of the customers do not
shop at MBO’s due to rush at the
store.

e 32% of the customer do not find
product easily at MBO’s.

e 68% of the respondents have
smartphones & 32 % do not.

e 31% of the smartphone users
have NFC in their phone while
69% do not have.

e 58% of the respondents who
have smartphones have
application for payment in their
phone.

o 78% of the customer adopt NFC
phone if it saves their time for
the payment process at POS.

Conclusion:

e NFC and iBeacon together provide
a very plausible solution to
optimize assortment plan.

e Customer behavior is
heterogeneous and sometimes an
ignored area such as check-out
time plays a pivotal role in brand
sales. NFC payments help in the
same by being quick in operation
and extra secure.
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Range Development of Laptop Backpack’16 & Streamlining Design, Development &

PDC for Gear Category

Background:

Gear being a relatively new
segment in the Indian retail
sector, a market visit was done
to understand the behaviour of
the Indian consumers & the
products retailing under this
category. Post the market visits
and market survey, brief
meetings with all departmental
heads to gauge the problems &
opportunities in the relevant
departments. This exercise was
done to arrive at a problem
statement to derive the project
which is relevant and adds value

to the functioning of the

company.
Objective:

Primary Objective:

e Range Development of

Laptop Backpack 16
e Streamlining processes in

Design, Development &
PDC.

Secondary Objective:

e To study the existing

merchandising activities and
their TNA.

e Finding the delays & the
cause of delays

e To apply Critical Path
Method in the range
development process.

e Reduce inefficiency in the
process by providing
formats, checklist and
solution for delays.

Research Methodology:

Departmental Induction

Devising range Tracker
and RFT Tracker

Observing point of Delays
across the Development
Stage

Process Flowcharting &
Process Mapping

Standardising & Re-
Designing Processes

CPM analysis for existing
and re-designed process

Keywords:

Range Planning,
Processes, CPM,
Mapping, Processes

Product Development.

Streamlining
Competition
Mapping,

Analysis:

e Competency Mapping- study of
brands and their products, price
points, features, size & additional
features if any.

e Market Survey- to find out the
need of the customer.

e Sub categorization of the range to
cater to different needs of the
customer.

e Process flowcharting.

e Listing down the delayed activities
& finding solutions for the same.

e Comparing the existing & re-
designed using

CPM.

range process

Conclusion:

e Range development of Laptop
Backpack which serves multiple
utility.

e Complete track of the entire
running ranges, clarity on all the
ranges & helps planning for the

range.
e RFT analysis helps provide
feedback for PDC & suggest

improvements which could help
PDC produce products with less
defects and better quality during
the proto stage.

e Reduction of 30 days with the help
of redesigned process.
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RESTRUCTURING & STANDARDIZING BUYING CYCLE FOR A VALUE FASHION RETAILER

Background:

This study was based on the
work done for an apparel retail
company. The company is an
international value fashion
brand. According to the buying
calendar that the company
follows, the lead time for a
season is 322 days. By creating
current state map, value adding
and non-value adding activities
were determined. Areas of
identified

and proper actions for waste

improvement were

elimination could be taken. To
achieve a future state map,
different lean principles could
be implemented.

Objective:

e To identify various non
value adding activities in
the current buying cycle.

e to reduce the lead time

lean

using the various

tools.

Research Methodology :

Studying the entire the

process flow.

Mapping a value stream map

Identifying Mudas

Proposing changes to

eliminate the Mudas

Formulating a new Buying

calendar

Keywords:
Lean, Retail , Mudas, Buying Cycle, NVAs

Analysis:

e The process was mapped, to
differentiate value adding and
non-value adding activity.

e Once this was figured out, the
activities that needed to be
altered were picked out, and in-
depth study for each was done.

o After this,
applied as and when required

lean tools were

and the lead time was crunched.

Conclusion:

e The result of the project was a
shortened buying cycle of 230
days instead of 322 days.

e Various Mudas identified in the
process were eliminated using
the appropriate lean tools.

e This is the phase one of the
project, and this is to get the
company a set closer to the
pace of a fast fashion retailer.
Since this is value fashion, there
has to be additional attention to
the cost of the garment and
keeping it to a bare minimum
level
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Cost Optimizat

ion by Strategic Product Allocation for Adidas in NCR

Background:

By
strategies,

attempting various
have
that

allocation is both an art and a

retailers
ultimately learned
science.

The
allocation planning is that of a

function of product
bridge between the planning

and order fulfilment side
processes.

Product mix decisions help to
determine correct placement of
production orders concerning
place, or region of product.

To maximize profit and save
time consumed while planning,
the mix of products should be
planned accordingly

this
challenge, retailers need to get

In order to combat
smarter about the way they
allocate product

Objective:

Primary Objective:

e To develop and validate a
model that serves as a basis to
plan and allocate products in
the best possible way on the
basis of cost, quality and
delivery.

Secondary Objective:

the

process of product allocation

eTo create a SOP for

Research Methodology:

Step 1 Forming the
Criteria List of important
factors

Step 2 Study of the basic
product types

Step 3 SWOT Analysis of
the factories

Step 4 Creating a decision
matrix and allocating the
products using algorithm

Step 5 Process of Re-
allocation (if needed)

Step 6 Cost Benefit
analysis

Keywords:
Cost, Quality, Delivery, Decision Matrix,
Theory of Constraints

Analysis:

Any standard procedure was not

followed by the company for the

allocation of its products to different
factories.

e The allocation was done by hit and
trial method and purely on their
instincts.

e |t included lots of arguments and
conflicts.

The team often has to deal with

problems like-

a) Late delivery

b) Quality issues

Conclusion:

e The allocation done via decision
matrix and theorem, the
expected profit is
Rs.3,91,56,614.6516

e Reduction in defect rates.

e |[ate deliveries will be avoided.
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ASSESSING THE TECHNOLOGY UPGRADATION NEEDS OF CUTTING ROOM FOR
GARMENT MANUFACTURING UNITS IN NCR REGION

Background:
The Indian apparel industry

has felt the need for growth
from far too long and with its
increasing inputs in terms of
resources and manpower

the need only grows
stronger. With this project
we aim to clear the way for
alternatives that suit our
industry and aims at making

it larger at all stakes.

Objective:

To establish the different
“Levels of technology” in the
identified area.
To discover the existing
Technology Level of cutting
rooms in apparel

manufacturing units of the

National Capital Region.

Research Methodology:

Study of current practices
and advancement levels

Establishing levels in
technological upgradation.

Survey and data assessment

Data analysis and result
derivation

Devising solution as per the
findings.

Keywords:

Technology Upgradation, Cutting Room

Parameters, Levels, NCR region.

Analysis:
Derivation of the final results

have been made from a series of
analysis of historical data, survey
with primary research and
interaction with industry

professionals.

Conclusion:

Analysing the current scenario,
the shift from basic to
intermediate levels of technology

should first be made.

Establishing the Standard Operating
Procedure in identified areas of the
cutting rooms for NCR region not
only helps clear resistance but also
clears a path for smooth advance

level implementation.
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Benchmarking and brand mapping for new categor

y launch in men’s jeans

Background: Research Methodology:
An aspirational new brand,
with the objective of

diversification and capturing
the mid-range denim market of Step 1-Consumer profiling
India, plans to launch jeans.

Hitherto, the company was

into women’s ethnic wear and
wanted to launch to men’s

line. Hence, the following Step 2-Record and analyse
existing market players in

mens jeans segment

project will try and benchmark
jeans category against the top

brands via different factors
like: fits, product range, fabric,

finishes, etc. to analyze where
Step 3-Compare and

o benchmark different
competition. ~ The  brand aspects for jeans category
strongly emphasizes on quality. launch

the brand has opportunity and

Therefore, this project aims at
overall analysis of the jeans

segment in Indian market.

Step 4-Prepare proposed
Objective: merchandise grid

Primary-

e To help brand launch new
category-mens jeans

Secondary- Step 5-Suggest the

e Analyse consumer behaviour company analysed

fit,merchandise grid and
quality manual

e Analyse brands offering mens

jeans
e Propose merchandise grid
and quality manual. Keywords:
Benchmarking, brand mapping,

consumer behaviour, merchandise
planning

Analysis:

Menswear jeans market analysis
and cosumer buying behaviour
towards jeans purchasing.
Identifying existing aspirational and
competitive brands in the men’s
denim segment.

Conclusion:

India is the country having one of
the largest young populations in the
world with almost 55% population
below the age of 35years. This
demographic dividend yields an
enormous opportunity in the field of
apparel sector driven by the youth.
The youth these days are more
attracted towards more appealing
and exciting apparels such as Denim
Jeans as casual wear is the prevailing
trend in fashion. This explains the
huge market potential in the Jeans
segment and the future of this
segment seems to be indeed bright
and prosperous as has a CAGR 16%
in men’s denim projected till 2019.
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DIGITIZATION OF Training Course OF Pro SMV

Background:

Compounding the issues that go along with
the process of software training is the fact
that your company still has to conduct
So,
employees are asked to tend to tasks of

business as wusual on daily basis.

their core jobs as well as participate in
software training. It is a well-known fact that
software training has to be proper before
the company’s employees can be highly
proficient and successful in utilizing the new
technology. Many studies have been done
that have analysed the obstacles and
challenges in implementing new software.

Few think that biggest issue would relate to

technology, product shortcomings,

infrastructure, costs and internal politics.

However, most have concluded that the

number one obstacles is inadequate training.

Objective:

Primary:

e To reduce cost of software training for
Methods Apparel Consultancy India
Private limited.

e To create online video tutorials of all
topics covered to impart training

e To take the Assessments of Training
(required for certification) through
webpage.

Secondary:

e To draft module features which help
enhance user friendliness.

e To state and show advantage of Online
Training for the Vendor as well as Buyer.

o To make the training module accessible to
learners from around the world.

e To aim at students and individuals, and not
just factories to learn and purchase Pro
SMV as a skill set.

Research Methodology:

Pro SMV
training.

understanding and full

Training syllabus restructuring and
conceptualization

Syllabus Content development for
efficient delivery of topic.

Developing video and audio tutorials
for every chapter and practice
Exercises.

Drafting Assessments for every Level.

Webpage Development; Putting
Content on webpage.

Webpage Enhancement in terms of
User Friendliness and functionality.

Keywords: Digitization; Software Flowchart;
Software Training and Implementation;
Reduce Training Cost; Online Video
Tutorials

Analysis:

e The training module will be
available in a digitized
format on web; where you
can purchase module from.

e Learning as well as
assessment will be through
e-learning.

e The learning pack will be
authorized on individual
basis.

e Cost of software training
will be reduced and be
available at a cheaper price
to customers.

Conclusion:

e Training Cost to methods
Incurred reduced from 60%
of total cost incurred to
15%.

e The entire training module
digitized up to 3 weeks.

e 3 Weeks training available
to anyone interested
through world wide web.
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MOBILE APPLICATION BASED CONCEPT DESIGN OF TIME AND ACTION CALENDAR FOR A

LIAISION OFFICE

Background:
In current scenario of apparel
sector where customer
demands are evolving towards
increasing pace very rapidly,
shorter lead time is the key to
success.

The goal is not only to deliver
the product at low cost but
most importantly in shorter
time which we can be achieved
by ensuring proper coordination
different

Factories as per their standard

among activities.
procedure make plans and do
extensive follow up of tasks, still
do not meet their target dates
for final inspection and fail to
ship good on agreed shipment
date.

Objective:

e To develop mobile based
application for merchandisers
based on daily tracking and
alert system for product
development process.

e To find out the reasons for
delays at pre-production stage
and during bulk production.

e To develop a format within
the

approvals and remarks, hence

application to give

reducing unnecessary chaos.

Research Methodology:

Step 1 analysing the
existing procedure

Step 2 Collect past data
and select styles

Step 3 Select baseline for
compare the tasks
(planned vs actual)

Step 4 initial screening of
existing software

Step 5 Questionnaire
analysis

Step 6 Development
framework for mobile
application

Keywords:
Pre-production delay, Time and action

calendar, mobile application.

Analysis:

After analysing the process of Esprit,
Buyer faces difficulty to follow up
with vendors resulted in
communication gap, unreliable
information, delay in submissions,
not follow TNA properly, rejections,
increase in lead time of activities.
Existing SAP software module does
not give exact scenario of pre-
production and production activities,
it does not give any kind of proper
information of product development
stages.

Conclusion:

For the activities

develop a TNA mobile application

monitoring all

which has capabilities to improve

efficiency, reduce lead time, and get

exact information about activity

status.

e More user friendly interface.

e Reduce communication lapse
between supplier and buyer.

e Better monitoring and controlling
of TNA activities.

e Will able to find out exact reason
behind the delays of any activity
during production.

e Reducing lead time
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A hybrid multi-criteria decision making model for strategic vendor evaluation.

Background:

A well-selected set of vendors makes a
strategic difference to an organization's
ability to maintain close relationships
with them, thus reducing costs and
improved quality of its end products.
This realization drives the search for new
and better ways to evaluate and select
vendors. Vendor selection is a multi-
(MCDM)
problem consisting of qualitative and

criteria  decision  making
quantitative criteria. The literature on
supplier selection criteria and methods is
full of various analytical and heuristic

approaches.

Objective:

Primary objective:

e To develop the decision framework
model for strategic vendor evaluation
based on multiple criteria to support
decision making team at procurement
stage.

Secondary objectives:

° To select strategic vendors
according to vendor rating grade on
the basis of their performance in the
past three seasons using LP2 and
decision framework model.

° To develop a factory evaluation

format for new and existing vendors.

Research Methodology:

Analysing the current
stand.

Pre-screening of vendors
using LP2 metric.

Formulation of decision
making model for strategic
vendor evaluation.

Selection of strategic
vendors using decision
making model.

Alliance formation
benefits with strategic
vendors.

Keywords:
Vendor Selection, Vendor

evaluation, Multi criteria decision
analysis, strategic alliance.

Analysis:

e LP2 metric was used to pre-screen the
vendor list thus, reducing the vendor
300 to 40
from

base from around

representing  vendors each
department — Kids wear, Men’s wear,
Women’s wear and Ethnic wear.

e The shortlisted vendors were further
evaluated using the decision making
model formulated thus, reducing the
vendor base from 40 to 16 vendors.

e According to vendor rating grade, the
above 16 vendors were scoring more
than 85 making them strategic partner

for the company.

Conclusion:

The study concluded that out of a large
vendor base of 300, only 16 vendors were
able to fulfil the criteria for alliance
This
company to upgrade the performance of

formation. study can help the
their vendors who are capable to become
strategic partners but lack in some areas.
The company should share with vendors,
the criteria important for them and their
evaluation results providing a strong
incentive for vendors to improve their
performance.

The evaluation results can be used by the

buyers while placing orders.
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Devise a Robust process for Finished Goods liquidation using a Digital Platform

Background:

Due to the fast moving fashion
trends it becomes necessary to
manage the inventory of the
past season effectively in time.
As the styles become older,
more is the difficulty in selling
them.

Hence , there is a dire need for
a Finished Goods liquidation
system in the company to
create inventory visibility at
the right time, to the right
customers owing to a huge
amount of warehouse

inventory.

In order to make the system
more efficient and robust an
I0S based application has been
developed. The proposed
for FG
would enable visual mapping

system liquidation
through images and catalogue

booking along with stock

integration.

Objective:

e Devise a robust process for FG
liquidation using a digital
platform

o Facilitation of digital booking
for Tradeshows and market
bookings for core.

Research Methodology:

STUDY OF THE EXISTING
PROCESS AND PROBLEM
IDENTIFICATION

DATA COLLECTION AND
ANALYSIS

MARKET STUDY AND PROCESS
PLANNING THROUGH
DISTRIBUTOR INTERACTION

NEW SYSTEM DESIGN AND
DEVELOPMENT

PILOT TESTING

COST BENEFIT ANALYSIS

Keywords: Finished Goods liquidation,
Inventory Visibility, Digital booking,
App-based solutions, Stock Integration

Analysis:

In order to develop this system an
in-depth
system has been carried out and

study of the existing

the new system thus designed has
taken into consideration the needs
of the target customer i.e the
distributors and the retailers using
this application using tradeshow as
a platform.

On the basis of the analysis of the
inventory reports it has been found
that the peak stocks for FG are
during the months of June and
November. The products shortlisted
for the first pilot of FG are Shirts , T-
shirts , Jeans and trousers on the
basis of the stock Quantities.

Also many models have been
the

including surge model, FG show,

proposed for liquidation
and bulg model on the basis of
brainstorming sessions with all the
departments involved. On the basis
of the feasibility study the stock
integration was finally selected and

adopted in the application

Conclusion:

The estimated monetary benefits of
the application developed are far
more than the cost of the system
development. Also the system has
enabled real time order capture and
offline model for booking which has
the

successfully overcome

challenges of the manual system.




Student name: Pooja Nag

Email : poojanagkvs@gmail.com

pooja.nag@nift.ac.in

Phone no: 8128262499

Faculty Mentor: Ms. Vasundhara Chaudhary, Associate Professor
Industry Mentor: Mr. Vikram Dubey (Buying Merchandiser)

RANGE DEVELOPMENT OF MATERNITY WEAR FOR VALUE FASHION RETAILER

Background: Research Methodology:
Maternity wear is a functional

garment specially designed to 1. Studying and analyzing
address the anthropometric the different brand
growth in the human body

during pregnancy. These

garments are designed in such a

way that they have enough 2. Customer acceptance
space on waist to accommodate survey and analysis

the maximum growth on waist

and also have roominess on hip,

bust and bicep which s

corresponding to the growth in 3. Identifying the product
human body during maternity gap between the different
hvranAde~

Maternity wear is a segment

with a huge gap in Indian
market. It is difficult to find the
maternity wear which looks

4. Engineering the desired
products, create tech-pack

good and give comfort.

Objective: 5. Sourcing the selected

e To develop western casual fabrics and trims for all the
top wear for pregnant products
women

e Market study for the
existing players In 6. Getting product

Maternity wear developed

e |dentify the size and feature
gap of different Maternity
wear brands

Keywords:
Brand study ,Product analysis,
analysis, Maternity wear,

Size

Analysis:

e Majorly H- line and sheath
silhouettes maternity top wear
is offered in market.

e Gathering and pleats are very
less used in maternity tunics.

e Maternity wear are not trendy
and less fashionable.

e Price range is very high

Conclusion:

By introducing such a range of
maternity wear, it gives value chain
retailer an opportunity to capture the
market and customer. The maternity
wear is blooming market and by
introducing maternity wear range,
company can gain more customers.

Women can wear these maternity
tunics during all month of trimester.
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VIRTUAL TECHNICAL GUIDE

Background:

More than 75% garment
defects are found in the final
inspection done in the sewing
section & out of it 50%-52%
are due to wrong selection of
sewing tools. The rate of
defects directly affects the
profit margin of the product
and increases the “cost of
quality” during the
manufacturing of the product.
This increased cost bore by the
vendor is retrieved from the
customer in the end.

Objective:

e To create a Virtual Tech
Guide which can Reduce the
communication gap between
the brand and its vendors.

e To standardize the sewing
process and tools with
respect to fabric

e To reduce defects and
reworks due to wrong
selection of sewing tools To
create defects database with
their causes & solutions.

Research Methodology:

Collection and analysis of all
styles with fabric

Information collection about
processes and marterial

é N
Design and development of

the master table and spec
co-relations. Exploration for

various tabs &features
\ J

Development of defects
database

Standardization of threads
and material Development
of Ul and screens.

Allotment and arrangement
of data system.

Keywords:
VTG, standards, vendor portal, website,
quality

Analysis:
e Apart from the defects issue 4

out of 10 deliveries were late due
to reworks for the last season.

e Also Customer return rate for the

women’s wear category was also
the highest in all garment
categories.

e In the name of tech-pack only a

specification sheet and gold seal
sample was sent to the vendor.
Every  other  decision for
machinery setup, SPIl, seams was
left at vendor discretion.

e A |ot of communication from

both side resulted in unclear
situations and lack of proper
decisions.

Conclusion:

e Help to set up a production line
faster (basic style with common
fabric types) Reduction in non-
conformance of the product and
better quality. Availability of all
the manuals over a single
platform.

e Easy and same level of
communication Defect manual
will help in better risk analysis of
the product at the technical end

e Prevention and corrective actions
for the product at the factory or
vendor end.
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Streamlining implementation processes of PLM Software through Gap analysis in

Future Group

Background:

The project with Future Group
was an endeavour to implement
Product Lifecycle Management
software ‘INFOR Fashion PLM’ so
as to maximize the output and
rectify the challenges when it is
actually used by several users
within the company and benefit
from it. The
purchased and installed in the

Software was

company.
The project covers the steps taken
by purchasing, implementing and
customizing the software and the
output it provided to resolve the
issues faced by the end users of
the software. The errors existing
and how they were fixed has been
documented and its effect on the
final desired report analysed.

Objective:

Primary Objective- The objective
of this project is to find the Gaps
in PLM Software, analyse those
gaps and provide solutions
throughout the implementation

cycle.

Secondary Objective- To solve the
problems and challenges faced by
the users.To provide manuals for
the applications and mobile apps.

Research Methodology:

Gain knowledge about
objectives and goals related
to process restructuring.

Review the current process of
the company

Participate in data collection

Develop PLM business
solutions, prepare
organisation for upcoming
changes

Test & Validate that the
Solution meets business
needs, ensure readiness for
go-live

Record the discrepancies &
suggest the required tweaks
& fixes

Keywords:
PLM, Gap Analysis, standardization ,
Testing

Analysis:

Every stage of the product can be
tracked through this software.

All the data of every style will be
in the
be more

gathered at one place

software and it will
organized.

PLM provides transparency about
what is happening over the product
lifecycle at any stage.

PLM software can cut a product's
lifecycle management to 60 days
from the 120-day average, according

to estimates from vendors.

Conclusion:
PLM
improved visibility,

Implementation of the
Software has
team communication and
collaboration. The users have fairly
understood the importance of the
new software functionality that was
developed and they would accept
the change with time and practice.
The users were satisfied with the
training session and post the
training session a doubt clearing

session was conducted too.
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Competitor mapping of Lee Cooper Men’s Denim Jeans.

Background:

Competitive analysis is an
ongoing process. A company
should always be gathering
information about the
competitors. At times, the
company wants to know about
the gaps that occur between
their brand and the competitor
brands in terms of Retail
features and Product features.
By knowing the actions of
competitors, you will have a
better understanding of what
products or services they should
offer; how they can market
them effectively; and how they
can position there business.

Objective:

Primary objective

e Competitor mapping of Lee
Cooper Men’s denims.

Sub objective

e Comparing technical features
and store analysis of the
competitor brands: retail and
product analysis.

eAnalyzing consumer
preferences towards different
competitor brands.

eGap Analysis in Lee Cooper
men’s denims and its
competitors, if any.

Research Methodology:

Determine competitor brands of
Lee Cooper

Consumer survey on Lee Cooper
and its competitor brands and

store visit for data collection

Identifying top competitor brands
and purchasing their products for
comparison and testing

Differential analysis of test results,
data analysis based on consumer
survev and store visit

Conclusion, gap analysis and
findings from test reports,
consumer survey and store visits

Suggestions, recommendations and
limitations of the study

Keywords:

Competitor Mapping, Differential
Analysis, Gap Analysis, Brand
positioning, Retail value format stores

Analysis:

eFrom Customer survey it s
analysed that Lee Cooper lacks in
brand preference, wash, quality,
collection and offers/discounts as
compared to brands like Levi's,
Wrangler, Lee, Killer and Spykar.
eFrom store visits it is analysed that
it lacks in no. of fit and wash range,
whereas excels in price range.

eFrom testing of the denims of
Levi’'s, Wrangler which are the top
two preferred brand and Lee
Cooper, it is analysed that Lee
Cooper provides satisfactory quality
and passes all the testing
requirements but can improve upon
seam strength and tear strength to
provide durability.

Conclusion:

elee cooper should provide
increases the no of fits and washes
provided.

e Lee cooper should have attractive
and strike through pricing to attract
masses.

eLee cooper denims are meeting the
bare minimum required standards
for quality but they should aim to
provide best product among
competitors to enhance the strong
presence and brand value.
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Shahi Exports Pvt. Ltd., Faridabad.

DEVELOPEMENT OF FABRIC CODING MODULE IN ERP

Background:

Shahi Exports is a vast
organization processing 900
styles every month and

purchasing almost 80,000 - 1
lakh meters of fabric daily. With
such a large figure of fabric
huge

the
shoulders’ of the sourcing team

being bought a

responsibility lies on
to source and order the correct
fabric at the best quality and
the cheapest price available
within a limited period of time
as the fabric contributes 50-
60% of total cost of garment.
While outsourcing fabrics, two
people may buy same fabric
from different suppliers leading
to difference in price and
quality of product. Thus, this
increases the risk of reducing

cost effectiveness.

Objective:

To develop an ERP extension for
automatic standard code
generation for fabrics and make
the extension user friendly with

easier access to historical data.

Research Methodology:

Identifying problems in the current
system.

Research on identifying properties of
woven and knitted fabric.

’
Identifying properties important to be

included in the seven digit code through
permutations and combinations.

N\

Developing an error-proof coding logic.

Designing graphical user interface for
the extension development.

Testing the interface and making
amends.

Keywords:

Fabric coding, historical data, price fluctuation.

Analysis:

Fabrics being used in Shahi were
disintegrated according to the
format of the software and
pushed for initial data for
software. The software helped
in analyzing all historical data
regarding  fabric’'s  supplier,
price, quantity purchased etc.
which could help in future
transactions negotiations and
supplier identification of same
fabric as well as utilize the dead

stock.

Conclusion:

Factory had been operating for
so many years with this major
communication gap between
people of same departments. As
60% cost incurred in garment
production is of fabric a

standard nomenclature was
necessary to be developed.
After

implementation of

and
the
extension unique codes were

development

created for all the fabrics used
by factory decreasing the price
and

consumption increasing

deadstock consumption.




