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1. In a multiple chain store environment the visual merchandising guidance and direction

come from:/THT® I WISR ATATERUIT [GegTe SATIR ARG arfor fazm a:

a. the individual visual merchandiser working
in individual stores/a e TISRA HTH b. the head office/ &7 FEA@d

O FROTRT i fSgsgere R

S al
n ki

c. the Regional Visual Merchandise
Manager/ST3{Re S5sa37e <TaTd SawITas d. all of the above/adt® ¥a

2. Outfit building is:/3T=efhe TIR HI0 U

a. the repositioning of fixtures for seasonal ~ b. the plan of how a store's linear space will be
epllections/ETH! YURIHIST fther=r=it f@fd  merchandised/EISRE! TG ST &2 AT RS B
I, IS

Eliﬁé—placing together of specific merchandise

o -"?"ﬁi'i,to"create an entire look/'\‘fl'qc'\uf TEET TaR d. all of the above/a'{"\ﬁ ]
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3 Self-employed visual merchandisers are often called:/¥a ¥ FUR fegsgare EEEILE TS
RIE ___ weurdrd

a. display stylists/9azi= LR b. window dressers/ et ST

c. freelancers/WRI&IER d. all of the above/adi® Td

4. The best way to achieve a successful visual merchandising plan is to:/a3rl f&=g3ra
T8RN AISTHT TTE FOATET Haad JI ROt

a. respond to market trends to generate b. develop a structured, achievable plan within
immediate sales/aTchTes fasht frmfor suam@dt  budget constraints/TeiEeeda TG TR, 9
ATehe ST UdHTg o1 FHOGTEN FISTT fehfd

c. change windows frequently/fael feves aar Lillota et iiad

EEE

5. The three key players in store design are:/®I3R fesmga e d= TqH 9 R 3red

a. visual merchandiser, interior designer. i ; .
i gnen b. operations manager, visual merchandiser,

architect/f&gs1® =G, SRR fSHETR, architect/3TRZ eI, fEgere A, 3nfhede

c. buyer, visual merchandiser, interior d. buyer, store manager, visual

designer/TEIER, fegsgare =amart, SieRa] merchandiser/TNEIER, €ISR STITIF, fEog3re
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6. In addition to a wider selection of merchandise, a flagship store will usually L Nt ;aa‘f__ ‘
have:/=maRT=T faga Fradtafaiem, TR RS agar a9 o [de: Al
a. a more traditional design/31fI% QU b. less floor space/dt T ST
fesms=
c. a larger budget for window displays/fdet
R d. all of the above/a{® 9d
7. A pop-up shop is:/Ta& 419-37q g1 ATR:
o o et ouitlet ina deparioent b. a shop that appears for a limited time ina
store/RUEie Warae 3 temporary space/dTIRAT SR HATGd FHIBHTET fGHomR
c.an mdepenf:lent store in the high street/3=1 d. all of the above/a® &g
LT Ueh A gehld

8. Some of the most imaginative store designs can be found in:/&Tgl ¥ald weds €IBR
feomd=a__ A% seedm

a. Brazil/ stsite b. Russia/IRm™ET

c. India/¥Rd d. China/==

9. According to Richard Found of Found Associates, one of the most fundamental aspects o

a. colour/{n ' b. signage/fag
c. lighting/9ehr=1 d. all of the above/a{t® wd

10. A product-driven window is most likely to be the main type of window in a:/3Tg-
ot agu = uare) fiet orde:

a. department store/fIy T wWiaR b. multiple chain store/TehTIee I LIBR

c. specialty boutique/fRIs gt d. all of the above/a{iw ¥4 .
__ is/are of the utmost importance in any window display/

m fael fewomed arcda Agam™ o

a. MDF floor panels/MDF %&13R G4 b. a secure door/Us FUT A

c. a ceiling grid/faféT it d. all of the above/a{i® @&

12. The most economical way to carry a theme or scheme into a store is:/¥q fohar Frs=T

LISHS Avar=t gdid fewrasi 70t ame:
a. lighting/ et b. graphics/signage/ Utftherd/Eehd
¢. mannequins/H=RIT d. all of the above/ai{ie T

13. The visual merchandiser's role is to increase sales in the first instance by:/f&<ge
wSTgeRE *fAeT afeedr SqTeRvIT fersht aTed ae:

a. laying out floors of new-season b. attracting shoppers into the store through the

merchandise/gMTdle o rm e T&= a&]. power of the window display/faeht=ar geziHT=AT
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EHEREIU ATAHATIA ATGHIT LI SR ot

w& ".‘:‘s";g:"’ Qg thesignags I Wi deallofthe above/al® 99

f g 14 Acwrdmg to the text, the challenges of visual merchandising include:/fRaa afeei=ar

STIER, R5gaTe Adem o= sngrined § Sy ae:

R long h,ou?,c. Fopmionateficolledgiieiand b. low budget, unsupportive management,

public; tight d::g;l;;sm/a:lﬂ ™, %’rﬁqﬁ understaffing/FH ao¥e, o sietf

c. holiday working, insufficient signage,
insufficient studio space/qgia &M, TR &hd,  d. all of the above/a{ia

i3 31 S

15. The skills one needs to move from a junior to senior visual merchandising role .
re:/S{IBTRg aity fEsgere adeziRn yfada SToamet sTava® FiRred Sed: 3
;.‘ﬂc;;)rmrnuni(:atioar'%_z;nac’l?r managerial skills/<mreor Bbieta unceiern) T :.?

;;:;iogégl cept development/ et d. all of the above/ait® |9

16. The visual merchandising structure in a typical department store or large multiple

retailer is often split into two:/s{ITae REuTéHe wier féhar HieaT A iue Reewm e fRsgere
A STE e TR Igdwal i ATTHE ATl SIrd:

a. creative team and visual merchandising b. creative team and graphic design team/fsrufeeg €

team/feRufesg i anftl fEgsgere wdeism am  anfor mithes fesms= &

c. visual merchandising team and prop
makers/ 37 TSI &9 3701 g Aepe d. none of the above/adedeht FHTgRT el

17. The most common and conventional placement for a sign is:/R=gT AT ¥afq AT {00
qrTieh faeTor MR

a. directly in front of the main group/ae & b. near the ceiling/STaw

TETEAR

c. eye-level from the street/ TEATTEA AA-THT d. all of the above/a8 Td
PLElT]

18. Descriptive tickets should:/auTd S A rarela

a. list prices from top to bottom as arranged

s . itioned ight of th
on the mannequin/ S TE=TeR STERT FemraTor b. be positioned to the right of the

SRUTGT ETEudd R ardt mannequin AT SIS e

c. never be handwritten/s g g™ fg 71 d. all of the above/a{® T

19. Window checks should occur:/fas$i=t quraoft =41 At FTT gIfest

a. once a day after store closing/3& &g b. once a day before store opening/I IR SHSTATYET

TR [ Uehal [FCEIGERETH
c. once a day in the early morning and at the 3 obite e iehelore openinpior after

endofthﬁe%yf%aqmmwrﬁmmﬁr dlosing] —_— 1 et 72 e
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20. When positioning products always place first/S@TEATE HigUfl AT
gl ar MEt gy 3ad gifgeid ' .
a. key brand and largest categories/T% 5 :
SRR b. sale items/H =47 T&K].
c. basics and new arrivals/ &¥d {01 T d. trend items/3s
ANHA
21. The MAIN intention of all product display is to:/¥d @R FRAET gEA R 3@
a. present the store’s fashion point of b. show the newest merchandise trends/&1 ATt
view/TITE 3 TP ATeX 0 T 38 gRial
c. i_nspire the customer to browse/ATgehTaT
Y (e d. all of the above/a%i® 9d
o J‘ 22 In-store displays should be placed at:/g7-%I fews AY et urfgsid

/% a.thefront of the department/RIMIT=AT AR  b. the back of the department/frsrra 7rT=r ST

| . | " cghe end of sight lines/Zs Xui=n A d. all of the above/ad® &d

15 '

g %3.;Re'tailers often place clearance merchandise:/fetshie fasha wgar Y FHET
* HIS Sadrd

a. at the front of the store/ S&HMT=AT AR b. at the back of the store/%I3R=aT A<l
c. in a separate discount store/a7TeAT fS@hST
et d. all of the above/adi® g

24. Directional in-store signs should:/SRRM® 3-EER &7 Tt

a. have 3?1% individual identity/Us dafeaes b bedesrandsinpletn el & o

c. explain about the departments of store in

detail/e S 5 e ] d. all of the above/a{® T4

25. Garment price tags should be located:/TTR#e foxa &1 R} & st

s heoighlibeis ot st Do P e b. through button holes or zipper pulls/seur f&g far

SR ge gr
c. through the fabric/%fsie g d. all of the above/adi® 99
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