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CRS 481: CONTEMPORARY PROFESSIONAL ISSUES IN CONSUMER,  

APPAREL, & RETAIL STUDIES 
TUES/THURS — 9:30-10:45 AM  •  SPRING 2019 

Classroom: STONE 204 
 

      
 
Professor:  Dr. Trish Kemerly     
  Email:   twkemerl@uncg.edu   
  Office:  357 Stone Building      
  Hours:  11 am–12 pm Tuesdays, 1:30–3:30 pm Wednesdays, or by appointment 

   
              
REQUIRED TEXTS: Any class readings will be distributed during class or available on Canvas. 
 

COURSE DESCRIPTION: Study of contemporary issues related to consumer, apparel, and retail studies. 
Application of knowledge and skills to solve real world industry problems. Emphasis on entrepreneurship. 
  

STUDENT LEARNING OUTCOMES: 
Upon completion of this course, the student will be able to: 

• Integrate consumer, aesthetic, and quantitative information into the product development process.  
• Integrate a vast array of forecasting, costing, style, material, product quality/serviceability, and 

product feasibility considerations into new product development. 
• Incorporate consumer research into the product development and retailing processes. 
• Plan and execute a successful promotional campaign for your own business enterprise. 
• Manage the operations of your own business enterprise. 
• Work effectively in a multi-function team. 

 

TEACHING METHODS AND ASSIGNMENTS FOR ACHIEVING LEARNING OUTCOMES: 
This course will be a combination of lectures, class discussions, student projects, and student 
presentations. Lectures will be used to introduce key concepts and to provide information from the outside 
readings. Thus, you will be expected to have read readings(s) assigned in the syllabus prior to coming to 
class on that day. In addition, videos and guest speakers will be incorporated on a limited basis.  
 
STUDENT RESPONSIBILITY 
Each student is responsible for reading the syllabus and becoming familiar with the policies and schedule 
outlined within. Although every effort will be made to follow this syllabus closely, it is subject to change. You 
are responsible for any announcements concerning the course that are made during class, whether or not 
you are in attendance. You are responsible for checking Canvas/email regularly to receive other 
announcements. 
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REQUIRED TEXTS/READINGS & COURSE PROJECT FEE: 
In lieu of a textbook, readings will be provided to you, free of charge. J However, because you may create 
a physical product and will have a major presentation, every student should be prepared to contribute up to 
$50 for materials and supplies for the course project/presentation.  
 

 
COURSE POLICIES 

 
I.  ATTENDANCE  
Class attendance is expected. As outlined in the UNCG Undergraduate Bulletin: 

Regular class attendance is a responsibility and a privilege of university education.  It is 
fundamental to the orderly acquisition of knowledge. Students should recognize the advantages of 
regular class attendance, accept it as a personal responsibility, and apprise themselves of the 
consequences of poor attendance. 

 
Class attendance records will be monitored and excessive absences reported. Students are responsible for 
all material covered in class regardless of the reason for absence.  This may include assigned readings, 
assignments, lectures and discussion, visuals, slides, videos, and/or handouts.  Because this class is 
centered around your final project, it is important that you be present.  If you must be absent, it is your 
responsibility to contact your group members for updates and information. It is assumed that you are 
aware of ALL relevant due dates and course requirements.  
 
Generally, I allow students to have up to three unexcused absences without it affecting your attendance 
grade (100 points). After that, your attendance grade will drop with each additional absence. For example, 
0-3 absences = 100 points, four absences = 85, five absences = 80, six absences = 75, and so forth. Ten 
or more unexcused absences will result in a zero for your attendance grade, and/or you may be dropped 
from the course.* 
 
*Note: I reserve the right to drop a student from the course after three (3) absences. The Withdrawal Due to 
Class Attendance form serves as a request to withdraw students from class due to excessive absences. 
 
Excused Absences 
An excused absence is limited to illness documented by a physician’s statement on original letterhead or 
death in the immediate family.  Note: “Personal problems” are not considered grounds for an excused 
absence unless documented by a physician’s statement.  (Work also is not an excused absence.) Written 
documentation of the excused absence must be submitted to me within one week of the absence. It is your 
responsibility to initiate, follow-up and keep records of these procedures.  
 
Promptness and Attentiveness 
Late arrivals are unacceptable. Plan to stay the entire time. Unnecessary noise and movement is 
distracting to your professor and class members.  Excessively late arrivals and early departures will be 
considered as absences. You are expected to show both courtesy and respect towards other classmates 
as well as the professor. This includes refraining from talking while others are speaking, and not texting or 
talking on cell phones during class. Also, do not wear for any reason during class. Excessive disruption of 
ANY KIND can and will result in removal from the course at ANY POINT in the semester.  
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II.  EVALUATION 
 Point Value 
In-class activities 50 points 
Reading assignments 50 points 
Group project 300 points 
Group presentation 100 points 
Peer evaluation  50 points 
Participation/Attendance 100 points 
Total possible points 650 points 

 
 
Grading Scale: Final letter grades will be determined from the percentage of points earned out of the total 
required points. The following percent scale will be used to assign grades:  

A     = 100 - 93         B    =  86 – 83 C   =  76 – 73      D    =  69 – 67  
A-    =   92 – 90         B-   =  82 – 80 C-  =  72 – 70      D-   =  66 – 63 

             B+   =   89 – 87          C+  =  79 – 77 D+  =  69 – 67       F     =  Below 60 
 
The UNCG Academic Integrity Policy States: “If knowledge is to be gained and properly evaluated, it must 
be pursued under conditions free from dishonesty.  Deceit and misrepresentations are incompatible with 
the fundamental activity of this academic institution and will not be tolerated.” By choosing to enroll in this 
course and by completing the assignments, projects, examinations, etc., you are by default held to the 
standards of the Academic Integrity Policy, and you are subject to sanctions should you violate the policy in 
any manner.   
 
UNCG seeks to comply fully with the Americans with Disabilities Act (ADA).  Students requesting 
accommodations based on a disability must be registered with the Office of Disability Services in 215 Elliott 
University Center, 334-5440, http://ods.dept.uncg.edu/, ods@uncg.edu. 
 
CARS Department Statement on Student Conduct and Complaint Behavior: The Department of 
Consumer, Apparel, and Retail Studies (CARS) expects that all students enrolled in the CARS major will 
behave professionally and in a manner that reflects positively on the department, the school, and the 
university. This expectation applies to conduct within CARS courses, when working at internship sites, and 
attending events where students are acting as representatives of the CARS program.  

Complaints pertaining to a specific course must first be brought up with the instructor. Per the 
UNCG University Catalog, if a student wishes to appeal an assigned grade, the student should first discuss 
the concerns with the instructor. If desired, the student may further appeal to the department head, the 
dean of the school or college, and the provost, in that order. See the University Catalog for further details 
on Grade Appeals. 
 
III.  COURSE STRUCTURE 
A variety of learning styles will be addressed in this class and are reflected in the structure of evaluation for 
the course.  Class time will consist of a combination of lecture and class discussion as well as group and 
individual activities. 
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Group Project & Presentation (70%) 
450 points of your overall grade will be based on a project in which your group will create, source, market, 
and sell a product to a specific consumer group. Here’s how those points are broken down: 

• 200 points of your individual grade for the project will come from your performance in one of the 
team member roles (how well your section is written, the quality of your research and ideas, etc.) 

• 100 points of your individual grade will be based on the overall performance of the group members 
on the written portions of and the success of project (how well the project flows together, if it reads 
well, makes sense, shows clear cooperation and integrated work, etc.) 

• 100 points will be dedicated to the presentation of your project 
• Up to 50 points are awarded by the evaluations of your group peers 

 
Team member roles & assignments 
Each group will be divided into specific roles for each student to perform for the project. Students will 
choose whether to be responsible for product development (designers/manufacturers), merchandising 
(sourcing), marketing, or retail operations. There must be at least one student assigned to each role 
on each team, but if the teams are bigger than four, then two students may share a role. 
 
NOTE: Below is a ROUGH approximation of what those roles may entail. Because each year’s project 
is different, the roles may include some or all of these descriptions, or may entail other responsibilities 
not explicitly listed here. ALL team members are responsible for conducting product and consumer 
research, incorporating that into their respective sections, and for contributing to the overall success of 
the project. 
 
Product development role: 
The designer/manufacturer role is responsible for incorporating design and consumer research to 
create sketches for a new product to be sold, and for providing flat and electronic patterns, a spec 
sheet, a production sample, and manufacturing instructions for the new product.  
 
For this section, the designer will submit sketches of the product and detail the consumer research 
that supports these ideas. This section should discuss the specific features of the product that will 
appeal to the target market. The designer will justify why the target market will want to buy the product 
based on the research conducted by the team. The designer/manufacturer will develop the flat and 
electronic patterns based on the sketches, create the spec sheet, a production sample (if appropriate), 
and any specific manufacturing instructions for the new product to provide to the factory for 
production.  
 
Merchandising role (sourcing): 
The merchandiser role is responsible for sourcing the materials necessary and for determining where 
the product will be manufactured. The merchandisers will work in conjunction with the designer to 
determine costs and quantities. If applicable, the merchandisers will obtain the materials needed to 
manufacturer the product in the appropriate quantities. If so, all students in the group are 
responsible for paying for the supplies! In that case, the merchandisers will deliver the materials to 
the factory to begin production.  
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For this section, the merchandiser will prepare an item cost sheet for the product(s). Even if you are 
not creating a full product sample, the merchandising team is responsible for doing research on which 
country to manufacture products, explain why, discuss any sustainability issues, determine the costs 
of production and how that will impact the bottom line. If you are actually selling any garments within 
the semester, the merchandisers will also prepare a four-week plan containing information about 
predicted sales and costs for each week. The merchandiser section should contain justifications for 
the material costs and product quality and quantities. 
 
Marketing role: 
The marketing team is responsible for creating a marketing plan for the product. The marketers need 
to develop an advertising and promotional campaign for the item directed at members of the target 
market. The marketing plan should detail what will be done, where it will be done, when it will be done, 
and how. The marketing team should work with the retail operations team to coordinate visual 
merchandising efforts in the store (e.g., packaging, signage). The marketing and retail roles may work 
together to conduct consumer research or feedback about the products. 
 
For this section, the marketers will submit this plan, along with justifications for their decisions in one 
section of the group project. The product marketers should include photos, mockups, logos, ads, or 
anything else associated with the marketing plan, and detail how these approaches are designed to 
reach the target market. 
 
Retail operations role: 
The retail operations team is responsible for planning merchandise assortment, setting retail prices, 
store layouts, promotions, estimating sales, preparing a six-month merch plan, preparing an open-to-
buy plan (budget), markdown schedule, collecting payments for sales (if applicable), and collecting 
unsold merchandise from the store at the end of the selling period.  
 
For this section, the retail team should discuss the types of retail channels that will be used, justify the 
reasons for pricing strategies and the merchandise plan. How much space and resources will be 
assigned to your brand/line/collection in store? How will online sales be promoted, addressed, and 
conducted? What about customer service issues? 
 
Note: If anything is actually sold during the semester, all students in the group should receive payment 
for the sales of the merchandise. The retail operations team should collect information from the 
potential/actual buyers to compare to the information about the target market prepared by the design 
team. In this case, the retail section of the report should document the difference between the 
predicted and actual sales, and the predicted and actual customers. 

 
Presentation (15%) 
Each group will prepare a presentation to show the class (and probably industry professionals) their 
product, projections, plans, and lessons learned from the experience. If you do not attend this session, you 
will be given a zero for presentation grade. 
 
In-class/homework assignments and readings (20%) 
A series of individual assignments or in-class activities will also be completed throughout the semester. Any 
handouts detailing these assignments will be distributed separately. 
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Attendance (15%) 
Because a good portion of your group work will be done in class, attendance and participation are required. 
Your grade will be significantly impacted or I will drop you if you miss class more than three times. 
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TENTATIVE CLASS SCHEDULE 
(Subject to change) 

 
 

 Date Topics Readings / Assignments 
    

Week 1 Tues., January 15  No class this week – Dr. K. is out of town!  

 Thurs., January 17    

    

Week 2 Tues., January 22  Course overview and requirements 
Discussion about case study and final project 
guidelines 
 

 

 Thurs., January 24 Team meeting and group contracts Teams should be finalized on 
Canvas 

    

Week 3 Tues., January 29  Becoming an innovator  

 Thurs., January 31   Guest speaker: Gary Simmons  

    

Week 4 Tues., February 5 New product opportunity recognition  

 Thurs., February 7 Getting creative – and what the heck is a 
brouillon? 

 

    
    

Week 5 Tues., February 12 Finding creative business solutions  

 Thurs., February 14     Group work  
    

    

Week 6 Tues., February 19   Merchandising — planning, sourcing, and 
costing 

 

 Thurs., February 21    New product development in the 
international market  

    
    

Week 7 Tues., February 26   
 
Thurs., February 28 

The retail landscape today 
 
Fashion forecasting 

 
 
 

 
Rough drafts/reports due today 

     

Week 8 
   

Tues., March 5 Spring Break: NO CLASSES J  
    

 Thurs., March 7    
    

Week 9 Tues., March 12  
 

Branding in today’s marketplace 
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Thurs., March 14  Brand transformation 
    

    

Week 10 Tues., March 19   Factory visit 
  

 

 Thurs., March 21    Group work 
 

 

    

Week 11 
Tues., March 26 Another topic TBD 

 
 

 

  

Thurs., March 28 
 

CARS Advising Day – no class 

 

  
   

 
  

Week 12 

 

Tues., April 2    
 

 

Thurs., April 4 

 

Guest speaker 
 
 

Group work 

 

 
 
 

    

   Week 13 Tues., April 9 PROJECTS DUE!  

 Thurs., April 11  In-class activity  
    

Week 14 Tues., April 16  Price and customer value  

 Thurs., April 18  Group work Finalize presentations/ 
poster boards. Practice. 

    

Week 15 Tues., April 23  CARS Industry Summit! (required!) Be prepared to present your 
work! 

 Thurs., April 25 Recap/feedback  
 

Week 16 

 

Tues., April 30  
 

 

TBD 
 

Last day of class! J 

 

 

   

 
  

 


