1

Interview
Name

Course

Institution

Instructor

Date

Part 1 SLOs a-h


1. I interviewed a former manager of Forever 21 store who worked at the company’s retail stores headquarter in Michigan. The manager had worked for the company for 5 years and understood most of the company’s sales procedures. In addition, the manager had previously worked in the procurement division of the company and rose through the ranks to become a departmental head in Washington before earning the promotion to work at the headquarters.  

2. The company sets sales goals based on previous year’s sales, underlying market data and economic projections for the year. In essence, the company uses industry analysis from trade publications on the clothing industry and data from the Commerce Department, which show projections on demand for clothing to set its sales targets. Various market data on significant market demographics such as the level of employment, economic growth, annual disposable income, and population growth are critical in setting sales targets for the company (Winn & Assarian, 2016). The annual sales targets are further broken down into quarterly targets to ease monitoring and change the sales strategy in case of significant variation from the initial target. 

3. The company communicates the annual sales targets during an annual general meeting. At the annual general meeting the company assesses its performance over the year and compares it with the set targets. The information is sent to departmental heads whose functions directly affects the sales department and the heads of sales in different branches communicate the information to their subordinates. The branch sales manager are also responsible for breaking down the sales targets for different employees to aid in coordination of sales (Ulutürk & Tayfun, 2019). Front line employees receive monthly, quarterly and annual sales reports to aid in keeping them on track to achieve their targets.  

4. The company’s policies and procedures seek to protect the rights of employees by providing them with a safe work environment and guaranteeing safety of information provided by customers. In addition, the company’s policy on the environment focuses on environmental conservation by adopting business practices that protect the environment such as using recyclable packaging materials. The company enforces its privacy policy by securing information provided by customers who make purchases online. The store faced an ethical violation of paying employees less them the minimal acceptable wages in California. Arguably, the move prioritized the interests of shareholders by adopting a profit-maximization strategy at the cost of employees. The company did not handle the issue appropriately, but instead shifted the blame to contract companies that employed desperate employees to manufacture its products.  

5. Change management at the store follows Lewin’s model (Levasseur, 2001). During the unfreezing phase, top leadership notifies employees on the need for change and take time to win the buy-in of employees. At the initial stage, employees are required to familiarize themselves with the new expectations at the place and seek clarification to make all things clear. The first phase of the change process helps to reduce possible resistance to change and drive away fear that employees may have concerning impending changes within the organization through continuous communications, education and technical support (Levasseur, 2001).

 After all employees have familiarized themselves with the need to change, the organization starts to implement the changes and leaders continue to provide the necessary counselling and training support to employees who may be facing challenges adapting the new systems (Năstase, Giuclea & Bold, 2012). Finally, during the refreezing phase, all employees within the organization are expected to be fully compliant with the new system and continuous monitoring and evaluation is implemented to ensure that all systems in the new setup work seamlessly upon expiry of the transition period (Levasseur, 2001). The change management process ensures that the new organizational culture and structure reflect the new ways of implementing tasks. -

6. The core market of the store are young adults aged 18-24. However, the store later expanded its target market by offering infant and children clothing within its stores. The primary sales promotion tools used by the store are online adverting on the company’s website and through social media platforms such as Facebook and Instagram. An active and innovative social media presence such as encouraging buyers to upload their images wearing the company’s clothing is critical to increasing traffic to the company’s website to increase sales and profit (Crittenden, Peterson & Albaum, 2010). Indeed, some customers make direct purchases on the company’s website while walk-in customers also visit physical stores to make purchases after seeing the products on social media platforms. Offering customer discounts and coupons for making purchases also helped to promote the company’s products and increase sales and overall profitability for the business.


7. Forever 21 has contracts different manufacturers both in the United State and in foreign nations to produce the clothing products sold in its stores. The company’s designers develop unique concepts for clothing to match changing customer needs and work with various manufacturers who make the final products before shipping them to the company’s stores. The company operates online and physical stores where customers make purchases. Online customers make purchases through various digital platforms and select the type of courier to deliver their products while walk-in customers make physical purchase at the company’s stores. 

8. The company utilizes technology to increase efficiency in marketing and customer outreach. For instance, the online presence increases the company’s reach by enabling customers from across the globe to view the company’s products online and make purchases. Likewise, the company uses its website and social media channels to market its products to a wider client base. Customers make enquiries, leave suggestions and provide valuable feedback on their engagement with the company through the company’s website and social media handles. The use of technology in communication increases efficiency in responding to customer queries and improving the overall shopping experience (Crittenden, Peterson & Albaum, 2010). In addition, the digital selling platforms supplement the physical stores by offering a cheaper and more efficient platform for increasing customer reach and increasing sales. The company is increasingly closing most of its physical stores given the high costs of running the same given that the online selling platform provides a more efficient alternative for increasing sales. 
Part 2


As a manager I would continue to strengthen online marketing since it provides a more cost-effective way of increasing sales and profitability. In addition to Facebook and Instagram, I would increase the company’s online presence on other popular social networks such as Twitter. Likewise, I would engage social media influencers to improve the perception of the company. Finally, I would continue to diversify the company’s product offerings to include more adult clothing to counter the risks of over dependency on the youthful market category. 
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