
MADE INSTITUTE 
ADMISSIONS 
APPLICATION
I am applying for the Designer Development Program beginning (September or March) _____ Year ___

PERSONAL INFORMATION

Information you provide will not be used in a discriminatory manner.

Please enter your name as it appears on your passport or other official documents.

Name _________________________________________________________           

Date of Birth  ________

Email _________________________________________

Permanent address ______________________________________________________________________

Phone ________________________________________  Alternate phone __________________________

Please enter your current address for all admission correspondence, if different from above

Mailing address __________________________________________________________________________

Current mailing address valid from __________ to ____________

If not English, language spoken in your home _________________

If not English, list your first language ________________________

ACADEMIC INFORMATION

High School  ___________________________________________________________________________

Type of school   ___Public  ___Private  ___Correspondence   ___Charter  ___Parochial  ___Home School

School address _________________________________________________________________________

Start date __________________________ Date of graduation _______________ 

(Please provide proof of High School graduation)

Did you receive a GED?     ___Yes  ___No   If so, list date ______  (Please include official scores                       

       from testing agency)



WORK HISTORY

Employer Job Description Dates of Employment Are you currently 
working there?

PERSONAL STATEMENT 

Please read the attached text book excerpt and write an essay (650 words or fewer) that demonstrates your ability to 

develop and communicate your thoughts.  Please write about how the points made in the article relate to your goals in 

the fashion industry.

Please attach your response to the end of your application.

DISCIPLINE INFORMATION

Have you ever been placed on probation, suspended, dismissed or expelled from any school or academic program since 

9th grade?       ___Yes  ___ No

If you answered yes, please provide an explanation and the approximate dates of each incident.

Please attach your response to the end of your application.



HIGHER EDUCATION SCHOOL HISTORY

School Name Major Years Attended Did you graduate?

AUTHORIZATION

Your signature below 

1. confirms all information in this application and any supplemental information is factually true and honestly 

presented and that you are the person submitted this application;

2. confirms that you wrote the personal statement with no help from anyone else.

Signature of applicant ______________________________ Date ____________________________



The Fashion Designer’s Survival Guide
By Mary Gelhar

Excerpt from pages 59-64

Knowing your Customer

Knowing your customer is an integral part of the designer’s process. Staying focused on that person’s 

lifestyle—What she eats, where he lives, what she drives, where he vacations, and how she spends her 

day. A designer should know how each item in the collection will fit into the customer’s lifestyle and make 

that customer look and feel good. “Who is your customer?” is one of the first questions that any buyer or 

editor will ask a designer, and you need to be ready with a quick and concise answer. For example, in press 

releases, designer Michael Kors described his line MICHAEL by Michael Kors as “carpool couture”. The 

line focuses on fashion conscious “soccer moms” who spend much of their life in the car. The clothes are 

practical yet chic, and they are more affordable than his signature collection. Ana Beatriz, the designer of 

Lerario Beatriz, who also owns showroom Fifty Two, says it is critical to know exactly who you are designing 

for. She insists that each of the designers she represents completes an extensive questionnaire to define 

their customer. Some designers are afraid that specifically designing for one customer will limit the market, 

but that is exactly what you need to do. You can not offer something for everyone.

Famous designers often have a muse—Karl Lagerfeld and Amanda Harlech, Marc Jacobs and Sophia 

Coppola, Phillip Treacy and Isabella Blow. The muse inspires the designer and helps the designer stay 

focused when creating the line. A muse can be someone you know or perhaps a celebrity or society figure 

that represents the ideal customer for your line. Many designers are their own muse, inspired to create 

items that fit their lifestyle and taste. Keep photos or other visuals of your inspiration, your customer, and 

their lifestyle in your studio to help you stay focused.

Have a Point of View

A designer needs a signature point of view to differentiate his line from others and make it special. Each 

season, work to establish what the marketing world calls the “DNA” of the brand. This is the overall style 

and aesthetic customers think of when they hear your name. It’s what enables a shopper to say, “That looks 

like a Cynthia Steffe dress”, or “She is so Prada”.

Developing a point of view takes time. Reed Krakoff, president and executive creative director of Coach, 

said he spent “a year and a half or two years really flailing around and being too contemporary or too 

European.” It took a lot of trial and error before landing on the acclaimed signature style of “accessible 

luxury” he created for Coach. He knew when he hit it. It doesn’t happen overnight.



Once the point of view is defined, capture that essence, and make it integral to all of the designs. The 

identity of a label can encompass the fit, fabrication, or its appeal to a particular lifestyle. Even among the 

dozens of brands of jeans, whether it’s the weight of the denim, the amount of stretch, the low rise waist, or 

the signature pockets, each brand has defining characteristics. 

Put the identity into words and test each item against that definition. If your signature is sexy, flirtatious, and 

fun, each product must meet those criteria. At first blush, point of view may sound creatively limiting, but in 

reality, it refines and focuses your palette.

The Trends

Many emerging fashion designers say they don’t look at fashion magazines or the big collections because 

they don’t want to be influenced by others. But you can’t have your head buried in the sand and ignore 

fashion or what is on the streets. Whether or not your line is trend driven, you need some sense of trends, 

because buyers, editors, and customers do think in those terms.

On the other hand, don’t chase trends too heavily, or you will dilute your identity and make it difficult for 

buyers to know what to expect from you. Stay focused on your customer. Pink sequins might be dominating 

the magazines and flying out of the stores, but if your customer won’t wear them, they shouldn’t be in your 

line.

Approach trends from your unique point of view. Robert Burke, consultant and former Senior Vice President 

of the fashion office and public relations of Bergdorf Goodman, said that they picked up menswear 

designer Thom Brown because they noticed a trend in young men wanting to dress up and wear a jacket, 

but not look like their father. Thom had a line that fit that, was very specific, and yet unlike anything else 

they were seeing in the industry.

Designer Alice Roi testified to the struggle of finding balance between being visionary and being relevant 

to the current fashion. She created a collection of pouf skirts several years ago, which were panned in the 

press and shunned by the stores. A few seasons later, when she had moved on, pouf skirts became huge. 

Although Alice was way ahead with the vision, and could say she did it first, it didn’t matter. She says, “In 

the cyclical world of fashion, it’s more important to be timely than to be first. It’s better to play the game 

and show your uniqueness in it, then to rebel and not get anywhere.”

In addition to seasonal fashion trends, overall lifestyle trends affect fashion. The trend toward comfort and 

loungewear drove the extraordinary success of Juicy Couture. Young girls are revolting against sexy bare 

midriffs, shoppers are increasingly interested in ecologically sound products, men are dressing up again 

for work, and there is a growing demand for plus size maternity and children’s wear. It helps to be at least 

aware of changing mind-sets and how they affect what people buy and wear. Staying in touch with what is 

going on around you may open up new opportunities to grow your business, to which you can respond in 

your own unique way.



 

 

Application Checklist 

Fall 2019 Designer Development Program 
 

A step by step guide towards completing your application and submitting before 

our July 15th deadline. 

 

 

 Read over the materials, starting with the Made Institute Catalog. This is full of details about our 

school, policies, and payment arrangements. You will also need to read the Fashion Designer’s Survival 

Guide book excerpt to complete the writing portion of the application. 

 

 Complete the Made Institute Admissions Application thoroughly, including a copy of your High 

School Diploma. If you can’t locate the actual diploma in time for the deadline, just be prepared to 

provide it at a later date if necessary. 

 

 Write a written response to how the fashion article relates to your goals in the industry. You also 

have the option to write a personal statement here if you would prefer. Either should be only 650 words 

or fewer. 

 

  Submit your application materials and enrollment agreement via; 

 

Online Submission 

https://made-institute.com/admissions 

 

Email Laura@made-institute.com 

 

Mail to 448 N. 10th Street Studio #501 

Philadelphia, PA 19123 

 

 

In Person 

Schedule a tour/drop off by calling us at 855-MADEPHL or emailing us at info@made-

institute.com 

 

 

 

 

mailto:Laura@made-institute.com
mailto:info@made-institute.com
mailto:info@made-institute.com


 

 Pay the $25 application fee via our website link below, or mail in a check/money order. 

https://made-institute.com/store/application-fee-non-refundable 

 

  Once your application is reviewed, we will schedule your interview & creative project. 

 

 

 

 Once you are accepted you can start securing your first payment due by August 1st, 2019. Payment 

must be made in full by the deadline to secure your seat in the September start of the Part time 

Designer Development Program.  

 

 

Daytime Accelerated Program Payment Information 

First payment of $4,972.50 will be due August 1st 

Final payment of $4,972.50 will be due November 15th 

 

 

Night Part-time Program Information 

First Payment of $3,315 will be due August 1st 

Next payment of $3,315 will be due January 1st   

Final payment of $3,315 will be due May 1st  
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