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“Fashion GPS takes into account the
entire process of sending out samples,
following up on them, creating re-
ports, managing requests, reservations
and lookbooks. This can literally con-
sume all of one’s time leaving a new
designer with little time to focus on
other important matters. We are like a
virtual employee.”
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7:1)ratio to that of advertising,
you can determine an overall
idea of editorial to advertsing
analysis. Once you get a credit
in the magazine you can know
that that piece becomes a hi.
You are linking it up with the
orginal send out of the sample.
Then within the system you can

in a query and find out how
many hits they get.

NM: Avethe garments checked
in and out by the designers
staff or do the photo studios,
sylists, and publicatons also
have access to this system?

Fashon ek ?
EM: The garmentsare checked
in and out by the designer’s staff, but now with publi
ations such as\Vogue recently signing on, you il see
‘even more synergy between designer and publication
side.

M Does this system difer when it comes to show.
ooms that represent more than one label?
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EM: The system is the same whether s for a de
signer with one label or @ pr company/showroom that
represents many. You can have endless collections
and departments in the system. We are able 10 track
qarments across the globe for our clients

NM:  How is an on-line look book easier for a de-
signer to manage than the physical look book?

EM: We view online look books differently for arger
established designers than we do for young growing
designers. For larger desigers, online lookbooks are
a great supplement to hard copies, allowing people
o quickly send over the pictures, request items, and
have more control over what they are pushing. For
young designers, it allows them an outlet to show
case their work to a broad audience in a technologi
ally advanced cost efficient manner. The good think
about the look book s s soon as the show comes off
the catwalk things can
be put right into the
system. You can also
contact the  people
that justsaw the show
via Advanced Fashion
P and send a mass
mailing out 1o al the
attendees.

NM: s the fashion
week invitation and
organization a sepa
rate system?
EM: Itis a separate
system that - works
standalone or ties in
diectly with Fashion
GPS. Events GPS goes
from start to finish for
the fashion show from
contact management
press, retalrs 10 seat
selection, show check
in, and then the Fash
ion GPS picks up after
the finished show, where you can upload the look
books and send the virtual book out to the people
that attended the show
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NM: Can an individual designer utilze this part of
Fashion GPS, oris t best for PR companies?



EM: We have more designer lients than we have PR
companies at the moment. It really comes down to
companies large or small that want o streamline their
dayt0 day business

NM: In 2007 KDC used Fashion GPS in 9 NYC shows
and 6 shows in Paris.... how has the number grown?

EM: It basically doubled in the last year. KCD
uses Events GPS to manage all of their shows in
both Paris and New York. As the system was originally
designed with tremendous input rom ther, it is now
open market and have a considerable number of par-
ties allinterested n signing on board

NM: Why do you feel it is important to monitor press
checkin at events and sample sales?

EM: In public elatios, follow up is equally impor-
tant to who attended an event, show, or sample sae.
Like a store that keeps track of what you are buying,
publicsts need to know who i showing up for which
events and then immediately re-enforcing the brand
with follow up.

NM: Will there eventually be a way to track the buy
ersthat attend shows to their buying orders to gauge
potentialproft?

Entrance
Tent and

EM: This is 2 natural compliment to Fashion GPS that
has emerged in conversation with numerous clients.
Thisis on our radar and | wouldn'tbe surprised to see
this allinked up in the near future.

M: As technology evolves so must business
whatis i stor for the future o Fashion GPS?

EM: Fashion GPS has earned a strong and reputable
name in the fashion and pr industry. As publications
becoming increasingly interested i using technology
1o eficently manage their sample closets,you will e
Fashion GPS emerge as the portal between designer
and publication. In five years time hapefully you will
be able 10 go into a showroom scan the pieces with
the blackberry camera. Shoot what you are the most
interested in and then the technology organizes the
request
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