
































































































































































































































































































































































































































GROUP PROCESS AND THE

PROCESS OF DESIGN

Edith Berlow Gazzuolo

Minneapolis College of Art and Design

The design process is rarely a
solitary act. At the very least, a client
is involved. More complex projects, such
as industrial or theatrical design, are
collaborations from start to finish. Yet
what preparation are students given for
this lifetime of group interaction?

In our design program, students are
often assigned group projects. Sometimes
these efforts are models of creative
interaction, but more often problems arise
which have nothing to do with course
stbject matter or the project itself.
These are problems of communication, human
relations, and group dynamics.

Therefore, when asked to teach design
methodology, I decided to include some
basic skills in group process. Three
experiential sessions developed specifi-
cally for this course are described here.
Two are integrated presentations of design
methods (content) with group dynamics
(process). The third is a dedicated
structured experience in group design
decision making.

The first session, Session #2 in a
l6-week sequence, involves techniques for
interview and observation. Questioning
and listening skills are presented not
only as interview techniques, but also as
powerful communication tools. Alternate
role playing of subject, interviewer, and
observer helps develop sensitivity,
practical skills, and confidence as a
researcher. This session also serves as
an introduction to the course, setting the
tone for future sessions.

In Session #5, the methodological
content is semantic differential. The
group process focus is consensus building.
Small groups of five or six develop
semantic differential instruments by
consensus. Pairs of semantic opposites
are shared with the group which
collectively revises and refines them.
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The group chooses the ten best pairs, then
uses the resulting instrument to rate
three categorically similar objects such
as textile patterns. The data is then
collated and the results used to discuss
basic concepts in statistics.

Session #15 is a structured
experience of group design decision
making. Designer color pack papers are
used in a process of nonverbal consensus
building. First, random groups of three
are chosen. Each person then chooses
three colors and creates a composition by
overlapping the color sheets.

The group task is to reach consensus
on three such compositions using the
group's nine color cards in any
combination. Group members take turns
arranging the nine cards until all three
pass, signaling that consensus has been
reached. After collectively mounting
these compositions, the nonverbal process
18 resumed to arrange them on a single
board. When these have been mounted, the
entire class is asked to verbally reach
consensus in ranking the group boards for
color choice, composition, craftsmanship,
and overall quality.

. Throughout the course, debriefing
periods are included to verbalize the
feelings, problems, and insights which
have_been generated by the experiential
Seéssions. Debriefing standards are
followed which emphasize the individual's
responsibility for his or her own
feelings, and the sharing of these
feelings without accusations or
assumptions about others.

The standards themselves are
presented as techniques for sharing
information and resolving conflicts. They
can be used as the ground rules for any
intense verbal sharing among individuals.



COMPUTERIZED INDIVIDUAL PANT FIT

Eleanor M. Woodson

Texas Tech University

pantsBecause SO many women list fit of
tho Bogs one of thelr.apparel problems,
beon Y Graph Measuring Device which has
ors used successfully with bodices and
irts was adapted for pants.
ggoggam pant designs, vertical lines had
used w1_15ed other than CF and CB locations
com tltlfl the Body Graph. For
outpu erlzlng_lrregular shapes with
Bodeé compatlb}e to a printer, the Pant
expanraph required: (1) capacity to
vent: gr contréct both horizontally and
shapega ly to fit various body sizes and
devie ’ (?) numbering sequences on the
on'a e Whlch correspond with the spacing
recorgrénFer and Whlch can be read and
cec ute in coordinate numbers, and (3) a
irrg €r program to print coordinates for
gular shapes.

As with the Body Graph, the Pant
5?2% graph was made of strips printed
horizg Eumerlcal sygtem representing the
printeg al and vertical increments of a
such os The strips were assembled in
width way as to bg adjustable in both
coord'and length dimensions. The X
fron ;nates.were measured left and right
back atStialght 11“? located front and
v coord't € creaseline position while the
hiplin inates were measured from the
demel € and the crotch. A form was
on aOPed‘for measurements to be recorded
Ordgrng diagrams, front and back, in
programo reduce confus@on. A computer
with of was developed in BASIC for use
Serve tEePgnt Body Graph in order to
users., roadest number of computer
ang cgge Measuring device,.recording form
an ex apgter pProgram were introduced as
interg g.ed use of the computer in an
Seme edlate apparel design class Spring

Ster, 1986. Fourteen students were

In order to

133

measured. Time required for assembling
the Pant Body Graph, recording data and
removing the measuring device approximated
15 minutes per person. Students plotted
their measurements after adding required
ease, Output from the printer consisted
of points which needed to be connected.
Darts and curved areas needed to be trued
and seam allowances added. 1If the crotch
loop was short, the pattern was slashed in
back from hipline to crotchline and spread
to yield the recorded measurement plus
ease. For the figure types included, at
least one inch of ease was needed in the
back crotchline. Also, plotting the
location of the pant front dart (or darts)
was necessary for a good fit. The
students constructed muslin shells which
were worn to identify necessary
alterations.

The Pant Body Graph method of body
measuring proved successful in measuring a
variety of figure types encountered in
school settings and in custom design
applications. Since the pant pattern can
be plotted as the customary front and back
pieces or can be divided vertically into
four sections, a small printer is
adequate in width to produce most sizes.
The Pant Body Graph identifies
asymmetrical shapes so that problems can
be solved more easily.

For those wishing to do custom
designing, capital outlay and storage
requirements for client data would be
minimal since slopers could be stored on
discs and computer equipment would serve
the needs of the business. Use of such
aids could make custom designing more
pleasurable as well as profitable. Also,
computerization of individual body
measurements can increase opportunities
for the domestic apparel manufacturer to
serve a forgotten segment of the market.



TEXTILE SCIENCE AND CLOTHING CONSTRUCTION:

THE INTERRELATIONSHIPS

Sara Kadolph, Iowa State University

Ruth Marshall, Iowa State University

Most students majoring in textiles
and clothing are required to take at
least one course in textile science and
one course in basic clothing construction.
However, rarely are students exposed to
anything more than a brief discussion of
the interrelationships that exist between
these two subject matter areas. 1In
beginning textiles courses and textbooks,
clothing construction usually is mentioned
only in terms of care, matching plaids,
colorfastness of components, and fusible
interfacings. The textile components
discussed most often in basic construction
courses and textbooks are fiber content
and fabric construction (knit or woven).

The course described here examines
the interrelationships that exist between
textile characteristics and clothing
construction decisions. The course is
based on the belief that characteristics
other than fiber content and fabric
construction also are crucial when making
construction decisions.

Students select a fabric and identify
specific textile characteristics: fiber
content, yarn size and twist, fabric
construction, fabric weight, shrinkage
(after one and five laundering/drycleaning
cycles), change in appearance following
laundering or dry cleaning, bow and skew
{initially, then after one and five
laundering/drycleaning cycles), yarn
count, colorfastness to laundering or
dry cleaning, and any finishes identified
on the bolt. Students then experiment
with alternative seam types, interfacings,
and closures. Some variables identified
in seam construction are seam type,
thread type and size, needle type and
size, and stitch type and length. Curved
and straight seams as well as seams with
ease or fullness are examined. Interfac-
ing variables include fabric type,
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fusible or nonfusible, and application
method. Closure variables include type
(zipper, buttons, snaps) and application
method. Students judge the ease of
performing each task on the particular
fabric. Appearance of each sample 1S
evaluated before and after laundering or
dry cleaning. ,

During and following experimentation
students identify the fabric character-
istic that seems to have the greatest
influence on construction decisions.
Results to date indicate that yarn size
and count are the greatest determinants
when selecting appropriate construction
techniques.



A TEXTILE TESTING CENTER:

BASIS FOR DECISION MAKING

Mary Cotton, Mary Warnock and Jerry Kinnaird

University of Arkansas, Fayetteville, AR

_The Textile Testing Center became a
;ealle as a result of a recognized need
1den§1fied by a Governor's task force
appointed to study and make recommenda-
tions regarding the declining textile and
appargl industry in Arkansas. The greatest
contributor to the Textile Testing Center
1S Wal-Mart Stores, Inc., who needs infor-
mation for making decisions in implement-
ing their "Buy American" campaign.
Wal-Mart Stores, Inc. is one of the
largest discount chains in the United
States, having approximately 900 stores
ln operation in over 20 states. Apparel
buying offices and representatives are
located throughout the world. In 1985
Wal-Mart Stores, Inc. sold more than $6.4
bllllop in merchandise with approximately
40% being textile-related items.

1 The anter serves two major purposes:
to provide a service to the textile/
apparel'and merchandising industry, and
) to give students a hands-on experience
ln generating and analyzing information
ubPon which major decisions are made in the
industry. The center is funded by
manufacturers and retailers who want this
service.

Services rendered include: 1)
textile testing analyses of fiber content,
Yarn count, fabric weight, dimensional
Stabl}ity, colorfastness to laundering,
Peérspiration, crocking, bleaching and
light, resistance to breaking, abrasion,
Pilling, air and flame, and fabric
thlcgness; 2) preparation of Textile
Testing Reports so that apparel buying
decisions may be transmitted to the
different vendors; 3) preparation of
Summary Reports comparing like items
Produced by different manufacturers so
that the one best apparel item may be
Chosen for store stock.

The Center offers students the
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hands-on experience of actually assisting
with laboratory testing. Also, data
generated from tests are used in making
decisions during the manufacturing and
merchandising of apparel and other textile
products. Students have the opportunity

to analyze data from the textile tests and
write care labels based on the findings.

A "case study" type of situation allows
the students to make recommendations based
on decisions determined by the analysis of
data generated from the laboratory tests.
These data provide a criterion for
decision-making in specification or
private label buying of both imports and
domestically produced apparel.

The ability of graduates of Fashion
Merchandising to relate knowledge and
skills to the environment may be an
assessment of the value of our program.
Today when both business executives and
students are calling for more hands-on,
experimental exposure to the industry
sector in college courses, the Textile
Testing Center offers an additional
dimension to the internship program by
bringing the industry to the campus. Such
an emphasis is especially timely as the
United States strives to re-establish
a healthy textile and apparel base and
where the business sector offers numerous
job opportunities to our graduates.



RESEARCH AS A FOUNDATION FOR TEACHING:

CLOTHING DESIGNS FOR MASTECTOMEES

Nancy Ann Rudd, The Ohio State University (Columbus, OH 43210)

Norma D. Pitts and Esther Meacham, The Ohio State University (Columbus, OH 43210)

"Clothing Designs for Mastectomees,”
a research effort funded by the National
Endowment for the Arts, is an example of
how research can be used as a foundation
for classroom teaching and extension
programming. The objectives of the pro-
ject were as follows: conduct a needs
assessment: develop apparel design
sketches in four categories of clothing
(eveningwear, swimwear, sults and dresses)
to accommodate needs; construct prototype
garments of selected designs; adapt
ready-to-wear and patterns; evaluate gar-
ments using needs assessment criteria;
summarize and disseminate information to
target groups.

The NEA project involved several
different phases simultaneously. 1Initial
data gathered through interviews were
used to further develop an extensive
survey questionnaire; data were also used
by an undergraduate honor's student to
develop a design project to satisfy her
honor's program requirements. She
developed garment criteria for mastecto-
mees, designed ten garments to meet the
criteria, and draped one prototype
garment on a dress form made for a
radical mastectomee.

The design phase of the NEA project
incorporated original designs by one
researcher and one assoclate, as well as
designs adapted from students in two
courses. Fashlon deslgn and illustration
students were given research data and
specifications to identify specific needs
develop twenty sketches of appropriate ’
designs, and complete renderings of three
best designs accompanied by production
sketches showing detalls of fabrication,
construction, closures, and control of
ease. In a summer workshop on the needs
of mastectomees, each participant
designed a garment for one of three
specific "cases" involving physical
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needs, style preferences, and end use.
Approximately 80 students thus contributed
design ideas to the NEA project.

Data from the pilot study and the
survey questionnaire have and will be
further used to expand the client-
requested extension program, "A New
Beginning: Your Wardrobe and You,"
developed by Pitts and presented to over
500 mastectomees and support people in
eight Ohio locations. Program develop-—
ment included a resource kit dealing with
medical and coping aspects of breast
surgery, bra and prosthesis alternatives,
and specific clothing suggestions for
mastectomees. Survey findings have also
been included in a special needs unit of
"Clothing and Humanity," an introductory
course required of Textiles and Clothing
majors, and elected by students in
busigess, allied health, and consumer
services,

The statistics on breast cancer are
grim. Yet through research, service and
teaching we can help people accommodate
needs, and improve the quality of 1life
for women who have had mastectomies.



USE OF FASHION MUSIC VIDEOS AS AN

INNOVATIVE TEACHING TOOL

Mary Askim, University of North Dakota

Fashion videos have become one of the
new tools of the fashion business. De-
i;gners use the video to sell their season
thnes and to.present fashion information

rough'fashlon trend reports and video
gzisz les: Retailers use them as a
thecsagdlslng tool and traffic builder on
Videoa es.floor, to educate staff with
tas Seminars, and to educate and enter-
o n thg customer. As educators, we
vaggld }ncorpgrate as many of these inno-
‘ Ve ideas into learning opportunities
or the students as we can.
Merchiﬁdé Semester project for the Visual
merchand+s}ng and Display class, the
and a1 ising studepts planned, produced,
: rected a fgshlon music video showing
rs?gment of spring '86 fashions. The
glggch was a cgopergtive effort with a
municatp the University's School of Com-
from o ions. All aspects of production,
were tﬁnceptlon to the taping and editing,
© responsibility of the students.
were ihe objgctives of the video project
tuniti0 Provide the stgdents with oppor-
ative ei to.l) become involved in a cre-
oo erpténnlng process; 2) work in a
othgr atlve setting with retailers and
the cus udents; 3) make a statement about
betterr5§2§b§e§son's fashions; and 4) gain
COmmunity.l 1lity on campus and in the
o coihi Project took almost three months
Smallep ete, but can be adapted to a
ased tr t%me'frame. Class periods were
oot g ald'ln the Qevelopment of the pro-
esseﬂt'ui tlme.ogt51de the clgssroom was
useq tla - Initial Class periods were
ang toOdVJ.c_ew professional fashion videos
dents ec1de‘on the general theme. Stu-
nens 0workeg 1ndependgntly or with part-
outSidn their respective responsibilities
he Cle the classroom and then reported to
cight iss as a whole. Actual taping took
ours using three cameras from which
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30 hours were later spent editing the film
into a video over three minutes in length.
Grading for the project was based
upon 50% instructor/50% group evaluations
of individual student work commitment and
responsibilities. The three criteria
evaluated were 1) gquality of work, 2)
timing of work completion, and 3) fair
share/effort. All students were given

base points.

Many outcomes resulted from the video
project. It allowed the students to ex-
perience the commitment and responsibility
to others one has when working in a coop-
erative setting. The evaluation process
allowed each student to evaluate the per-
formance of others as well as themselves.
The video resulted in good public rela-
tions between the department, campus,
retail businesses, and the community. On
the day of the taping, the students were
featured on the local TV news. Although
the hours of work on the project were
many, the students and the instructor
experienced that high level of satisfac-
tion on producing a totally creative

product.



"QUICK RESPONSE" TO THE NEEDS OF THE U.S.

APPAREL INDUSTRY

Susan L. Davis, University of Rhode Island

The U.S. apparel industry is
currently engaged in a dramatic battle
for survival. Increasing numbers of
textile and apparel imports have had a
disastrous effect on the American
industry. Numerous individuals have
suggested solutions to the problem, but
the "call to arms" which seems to have
the most appeal is '"quick response',
The quick response technique has many
applications but basically it is
designed to radically reduce the long
cycle time of apparel manufacturing from
domestic textile manufacture to retail
marketing of goods. Many manufacturers
have implemented quick response through
modernization and technological develop-
ments and through improvements in
quality control procedures. Often the
apparel design area is one which is
passed over in the solicitation of
contributors to quick response, but
in fact design has much to contribute.

A major problem in the apparel
industry is the lack of communication
between the designer and the manu-
facturing facility. A large part of
this is due to geographical separation
of designer (New York) and the apparel
plant, but much of it is also due to a
lack of knowledge by the designers
themselves about manufacturing
capabilities. The senario is this:

(1) the designer designs garments/
possibly makes first pattern, (2) designs
sent to plant engineer or production
patternmaker who explores possibility
for production, and (3) designs are
discarded or changes are suggested due
to cost or lack of machinery to
accomplish construction procedure, sent
back for redesign. In many cases this
last action is followed by arguments
and/or temper tantrums by the "artistic"
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designer. The point is that all this
takes time, time that a knowledgeable,
more generally trained designer could
eliminate. A designer who understands
the plant where a garment will be
produced as well as how a completed
garment will be merchandised, can shave
time from the design-to-consumer
production chain by simply designing
garments more to specification.

Fashion creativity is an obvious
contributor to the quick response
system; if a garment is not perceived
as fresh and creative, it does not
matter how quick the chain of production
is. Quick response means responding
quickly with the right garments that the
marketplace demands and that requires
creativity, something that society
desires yet our educational system dis-
courages simply by its own assembly-line
style. We use the word creativity
constantly but with very little under-
standing of its meaning; students need
to be taught ways to deal with society's
inadvertent stifling of less overt forms
of the creative process.

This paper deals with the insti-
tution of these two contributors to
quick response into the apparel design
program at the University of Rhode
Island. Although the design program
at U.R.I, is admittedly limited,

conceptually the techniques apply to
programs of any size,.



A METHOD FOR EVALUATING BODY PROPORTIONS

Carol J.

Salusso-Deonier - Iowa State University*

Karen Lilevjen LaBat - University of Minnesota*¥*

Body form variation as a critical
fac?or in design, selection and interpre-
tation of the clothed body form must be
unde;stood by textiles and clothing pro-
fess1ongls. Many clothing selection and
aeSEhEFlCS courses include a body form
anailysis section in which proportions are
calculated in head length units. The
well-proportioned body form is a frame of
reference for this analysis.
head The authors have found that doing a

€ad length analysis of somatographs aids
Students in developing an ability to
Visually analyze body proportions. By
gﬁpialnlng body form variation in terms
relaidg balances and dominances with
stua e sex{ age, and ethnic trends,
VarieEFs gain a general appreciation of
a ation in body proportion. Students
ually discover their bodies are better
ErOportloned than society has led them to
elieve.
by HoLlass:.c texts such as that written
iliy En and Gurel (1981) provide an
Becas ration of head length analysis.
e use the authors found that students
oy unable to carry out the analysis with-
¢ a step-by-step demonstration, detailed
%?ldel}nes were developed. These guide-
(iggz)lnclude a modification of Douty's
and i ProceQure for taking somatographs
ang instructlons to establish head length
tem 1Ocate body parts. Head length unit
Vidﬁai?es are used to measure the indi-
whion S body lengths, widths, and depths
of samare then compared to the dimensions
bod fe sex standard_well—proportioned
dif%erQrms. Proportions of body parts
Visualing by .5 head length are considered
this 3 Y Obvious. Our goal is to have
under 231Y§ls result in an objective
Sionss indlng of pody proportions. Deci-
in about techniques to use in modify-
9 apparent body form through the design
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or selection of apparel can be based on
reality rather than misperceptions.

Douty, H. (1968). Visual somatometry
in health related research. Journal
of Alabama Academy of Science, 39,
1-13.

& Gurel, L.M. (1981). The

Horn, M.J.
skin. Houghton Mifflin:

second
Boston.

*Currently at Montana State University.
**Currently at Minneapolis College of
Art and Design.



MARKET EXPERIENCE WITHOUT RISK

STUDENT PARTICIPATION AT REGIONAL MARKETS FOR UNDERGRADUATE CREDIT

Teresa A. Summers, Louisiana State University

For many store buyers regional
apparel markets have become an important
alternative to New York City as sources
for all types of apparel lines. Many
store owners who can no longer afford to
send buyers to New York depend
exclusively on buying trips to regional
or local markets for clothing and
accessory lines for their stores.

A buyer's first experience at a
regional market can be overwhelming and
stressful. Entrusted with the store's
open-to-buy allowance for a season, a
new buyer at market has to make major
purchasing decisions and deal with the
chaos of a large, often bewildering,
regional apparel mart.

Students in fashion merchandising
frequently move directly into positions
as buyer trainees after graduation and
may go to market within a year of
beginning their positions. Providing
students with market experiences prior
to graduation can give them skills and
confidence that cannot be gained in the
classroom.

During market week at a regional
apparel mart, many sales representatives
hire temporary market assistants through
in-house employment agencies. These
agencies are usually very informal and
depend almost exclusively on "walk~ins"
{(individuals desiring to work at market)
to fill requests by sales
representatives for assistants. Once
hired, assistants are trained by the
sales representatives to perform
multiple functions during market ranging
from serving refreshments to buyers,
pPressing and hanging garments, to
modeling, showing, and selling the
lines. Salaries range from $40-75/day
depending on experience and dutieg
assigned. Even at local or small
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regional markets held in hotels or
convention centers, sales
representatives frequently hire
temporary market assistants to perform
many of the above described duties.
Merchandising students hired as
temporary market assistants can
experience all of the excitement,
confusion, and hard work of a market
and observe buyers performing many
aspects of the buying function with
none of the risks associated with a
buyer's job. Markets are almost always
scheduled around a weekend, thus
students miss few days of class. Local
and small regional markets are held in
hotels and convention centers in
hundreds of cities several times a
year. Regional apparel marts hold
women's and children's and men's
apparel markets five times a year.
With the construction of apparel marts
in many regions of the country, most
students now have reasonable access to
a8 mart. Since market experiences can
provide extremely valuable information
unavailable in classroom lectures oOr
textbooks, faculty may choose to grant
degree credit to students for these
experiences. Undergraduate credit can
be offered to students through courses
combining classroom instruction and
experiences at one or more markets.
Students can also receive credit .
through independent study courses which
can be structured to maximize student
work experiences with market .
opportunities available. Giving credit
for market experiences encourages
students to apply for temporary market
assistant positions. Market
Participation is a valuable resource
that can be utilized to enrich the
offerings of any merchandising program.



Classroom Application of the Perfect Information Frontier

To Price-Quality Product Evaluations

Pamela S. Norum, University of Missouri

_The relationship between product
%uallty and price is important to manu-—
tacturers, retailers and consumers. It
;zuémportant for fashion merchandising
e :gts to understand: 1) how to evalu-
Troms € quality of textile and apparel
g and 2) how to assess the relation-

1p between overall product quality and
§r§0e to_determine relative "value,"
cgvgizgtion of this type is frequently
e “bUYingncggiigzs?ommonly referred to

Generally speaking, quality assess-
gigﬁéhFatper than the price-quality rela-
courselp is empha51;ed_within these
bott, OE.thHowever, it is important for
cess to © ese facets of the purchase pro-—
rons lo e_lncorporgted into the class-
which eign}ng experience, One framework
Sis ofPthvz.des fgr thg systematic analy-
qualic ne relationship between price and
tier (g 1S the Perfect Information Fron-

IF) framework (Maynes, 1976).
searCESEOOE the PIF requires market re-
duot ohe obta}n ratings on specific pro-
in deter;gc?erlstlcs that are important
as the ining produgt quality, as well
that thgrlce of the item, This requires
isticy thstudent_determine the character-
qualic aF are important to overall
researghprlor to conducting actual market
ESSentiai Thus, product knowledge is an
overall component of the project. Aan
Weightedquallty score is developed as a
duct ona sum of the ratings on these pro-
tios andract.:erlstlcs. The characteris-
qualio weights used in determining
and teitggn be based on lecture material
dise (1 oks such as Know Your Merchan-
2Se ingate et al,, 1984).
formeghﬁ PéF for a given product is
on tho VZ t?Veloplpg a graph with price
horizont i 1cal axis and quality on the

inatig af axis. The price-quality com-

D Ior each item evaluated in the
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market research is plotted on the graph.
The PIF consists of those points that re-
present the lowest price for a given lev-
el of guality (Maynes, 1976). The pre-
sence of many points above the frontier
is evidence of price dispersion which re-
sults from a low correlation between
price and gqguality. In general, the
greater the amount of price dispersion,
the greater the payoff to the consumer
for searching for information before pur-
chase. It is important for the student
to determine the implications of the
graph for the consumer. They must con-
sider questions such as "Does price dis~
persion exist? Why or why not?" "How
might advertising influence the results?"
"What factors would influence the poten-
tial payoff to consumers from a search?"
Differences in the relationship between
price and quality due to factors such as
brand name, country of origin, store lo-
cation and store type also need to be
considered.

The use of the computer can be easi-
ly integrated into the classroom with
this project. Students would develop
guestionnaires for obtaining ratings on
relevant factors. Various PIF's can be
generated on the computer, although in-
terpretation is left to the student.
Further statistical analysis can be com-
puted and used for additional insight if
appropriate to the level of the class.

Decision-making

(1976) .
Macmillan.

New York:

Maynes, E. S.
for consumers.

Wingate, I. B., Gillespie, K. R., &

Barry, M. E. (1984}). Know your mer-
New York: McGraw-Hill,

chandise.



LIFESTAGE MARKET RESEARCH PROJECT

Jane M. Lamb

University of Delaware, Newark, DE 19716

Students majoring in fashion mer-
chandising or apparel design are required
to take an upper division course, Social
Psychological Aspects of Clothing.
Although students often found the content
interesting, some had expressed doubts
about its relevance to their career goals
in the apparel marketplace. Thus, the
term project has been restructured to
place greater emphasis on marketing im-
plications. The Lifestage Market
Research Project is designed to provide
an opportunity for these students to
apply social science concepts to analysis
of specific apparel market segments.

Each student is assigned to a small
research team responsible for analyzing
the clothing/adornment needed to accom-
modate physical conditions and facilitate
social adjustments for individuals at a
particular stage of the human life cycle.
The broadly defined markets include pre-
school children, elementary school chil-
dren, teenagers, young adults, expectant
mothers, overweight adults, physically
challenged adults, and older adults.
Students are assigned to these groups on
the basis of their ranked preferences;
all groups are the same size.

Independently, each student con-
ducts an investigation of some social
psychological factors related to the
clothing behavior of persons in the
target market. For example, sex role de-
velopment in young children, social com-
parison among teenagers, status sym-
bolism for young adults, and social
acceptance for overweight adults, might
be studied. All are required to collect
original data by experiment, survey, or
observations. The resulting findings
must be incorporated into a short re-
search paper, structured according to the
scientific method of inquiry.
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Collectively,research team members
prepare a 30-minute class presentation
which synthesizes the independent pro-
jects into a coherent, informative dis-
cussion. The presentation can take'any
form, so long as it serves to identify
key social psychological aspects of
clothing for the specific market.

Results of the project assignment
have been gratifying. Students seem
eager to collect their own data, often
expending considerable time and money to
distribute a questionnaire or to conduct
a field experiment. The class presen-
tation can be quite entertaining, espé-
cially when creatively developed as 2
television talk show, a buyer symposium,
an advertising campaign, or a magazine
proposal. .

Perhaps the most important benefit
derived from this project is the appre-
ciation students gain for the diversity
represented in apparel markets. Rather
than focusing on merchandise only 1D
terms of classifications such as chil-
dren's wear or maternity wear, students
develop an understanding of the consumers
whose needs might be addressed by such
merchandise. Thus, future buyers and
designers have been sensitized to eval-
uate apparel in terms of social psycho-
logical factors as well as the more
obvious physical aspects.



IMAGE MESSAGE FOR VISUAL MEDIA PRODUCTIONS

Marilyn Burns - Oklahoma State University

Tana Stufflebean - Oklahoma State University

One of the most effective means of
communicating information and ideas today
1s the visual media. The image message
1s poth verbal and visual. Past research
indicates that most learning takes place
Fthugh sound (11%) and sight (83%). An
individual's learning retention is in-
Creased by 20% of what is heard, and 30%
of what is seen to 50% if the information
18 both verbal and visual. This research
knowledge supports the fact that visual
media technology is an innovative and
effective method for teaching audiences
of all.ages with varied interests.

Visual media has become a widely
used forum for educating the public and
Eaklng.people aware of services provided

Y.Varlgus institutions, colleges and
Universities. There is increased in-
Xolyement of individuals in education,
aﬁglness and industry in videoconferences
2 te}ev151on productions (talk shows,

hterviews, commercials, and special
prograWS), The use of satellites to
transmit videoconferences, educational
ﬁrOQFamS, and a variety of other services

A4S intensified the need for projecting
a professional image. With a set cri-
teria, the novice involved in these media
Productions, can project a quality
Pre§enFation, and effectively captivate
a v1exlng audience.

. video tape "Image Message for
z;sual Media Productions" and g support-
Vigupgbllcgtlon, "Image Guidelines for
b Ca Medlg Productions” were developed
fgc 2operat1ve Extension and teaching
resu ty at Oklahoma State University in
to ponse to requests for advice on how
teapﬁt?pare for video appearances. The
gen: 1?9 resources were designed for the
quesié publlg or professionals who have
Toe lons on image projection. The

€0 and publication discusses
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guidelines for the following criteria that
can determine the success of the produc-
tion:
1) Analysis of physical attributes and
body language to project confidence

and authority.

2) Projection o% clear individual image
through clothing, grooming, and
general appearance.

3) Coordination of subject content in
relation to creating verbal and
visual consistency.

4) Development of production procedures
including a planning guide and
glossary for coordinating visual
media.

Public information professionals, TV
anchor persons, and production technicians
willingly contributed actual experience,
verified the information developed, and
evaluated the video, and publication. The
educational materials were evaluated
through an internal cooperative extension
and departmental review process. These
innovative teaching/learning references
are timely, effective tools for presenting
visual media productions.




USING FTILM CLIPS TO ENLIVEN THE STUDY OF HISTORIC DRESS

Anita Racine ~ Cornell University

Studying fashionable dress and the
ideals of beauty in any culture becomes
more meaningful when examined within the
context of the arts, world events,
technology and roles of people in various
social classes, Carefully selected
documentary and Hollywood films can be
used to supplement the traditional
teaching method of slide presentations
and historic garment analysis in costume
courses by providing an additional
valuable resource of visual material for
examining American dress and culture,

Easy-to-use video recorders and the
availability of excellent films make this
a worthwhile medium for the classroom
because they add depth and important
dimensions to the study of historic
dress. Consider the difficulty of
explaining concepts like drape, volume
and movement of 18th and 19th century
garments with only the use of
two-dimensional slides and frail historic
costumes resting lifelessly on tables and
the benefits derived from using film
clips to enhance presentations will be
evident as the luxury and opulence of
gowns interpreted from the 18th and 19th
centuries are enlivened with physical
movement and viewed in appropriate
historic settings. Two notable films
that pay exceptional attention to
historic costume details include Barry
Lyndon (1975) and Gone With the
Wind (1939), and are excellent for
classroom analysis.

Besides the appreciation of costumes
as fine art, clothing from the past can
communicate other messages through film,
For example, as students witness
restricted body motion and the distorted
posture and gait of women wearing
corsets, side hoops and crinolines, the
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roles of fashionably dressed women in
history become apparent. After
scrutinizing film clips, they are also
better able to develop an understanding
of garment construction and interpret how
shaping devices are used to achieve
various silhouettes. The military
styling of 1940's women's suits created
by prominent shoulder pads and snugly
contoured waists is clearly captured from
all angles in films like Cover Girl
(1944) and The Doughgirls (194l).

Film clips used as another method of
Style analysis and for observing current
ideals of beauty, make-up, hairstyles,
accessories and home furnishings are
important to help students appreciate the
meaning of fashion in the broad context.
Additionally, other pertinent themes
related to dress, including lifestyles,
etiquette, moral conduct and changing
roles of women, are all brought into
focus on film and give depth to the study
of historic costume.

My course on historic American dress
has been enriched by this visual teaching
ald. The course has grown into an
attractive elective for students outside
the field of Textiles and Clothing and is
enthusiastically received by our majors.



APPAREL CAREERS TAUGHT THROUGH VIDEOTAPED INTERVIEWS

Sharron J. Lennon, Indiana University, Bloomington, Indiana 47405

Videotaped interviews were planned
and developed over a two year period in
order to provide students in an apparel
industries course with information about
careers in apparel. The objectives of
the videotapes were (1) to provide
students with career options information
and expose them to various apparel pro-
f§551ona1s, (2) to familiarize students
with some of the situations handled on a
daily basis by apparel professionals, and
(3 to provide students with information
Tegarding the apparel professionals'
assessment of an optimal curriculum and a
recommended career path.

Before the videotapes were developed
appayel careers were covered in class by
reading about them. About twice per
semester it was possible to arrange for a
guest speaker to attend class, but it was
not always possible for apparel pro-
fess;onals to get time off from work nor
was it possible to pay them for their
time. Furthermore once a good speaker
was identified it was difficult to ask
the 1n@ividual to take off more time by
attending again the next semester. The
deyelopment of the videotapes was con-
ceived of as a way to develop a permanent
set of speakers, each of whom could
address a different apparel career and
who would not have to be asked to repeat
the interviews in subsequent semesters.

A proposal was written and submitted
to a campus agency for funding which
suppo¥ts the development of teaching
materials. 1In the first year the pro-
posal was funded for the taping of six
Interviews. These interviews took place
in a large on-campus video studio and
were set up with a question and answer
format. A producer was assigned through
the funding agency who provided
invaluable instruction, advice, and help-
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ful comments. At the end of the school
year the six videotapes included inter-
views with (1) a fashion designer, (2)
regional manager of a major apparel manu-
facturer, (3) owner of a specialty store,
(4) buyer for a major department store,
and (6) two fashion merchandising interms.
The following year another proposal was
written and funded, this time for five
interviews. These consisted of inter-
views with (1) an apparel entrepreneur
(2) a personnel director for a major
department store, (3) a personal shopper
for a major department store, and (5)
an apparel manufacturer's representative.
The interview with the personal shopper
included a seven-minute pre-taped in-
store segment which although it took 3%
hours to tape added something special to
the interview.

Benefits to the students are many.
A student interviewer was invited to
participate with the instructor as part
of the videotaped interview. Usually this
was possible. During each interview
session the apparel industries class was
invited to attend and students often
asked on camera questions at the close of
the interviews. The interviews are now
used each semester as part of the apparel
industries course and are scheduled
throughout the semester as the various
component parts of the apparel industries
are introduced. The value of these video-
tapes for a fashion merchandising program
should not be overlooked. The contact
with area businesses and businesspersons
has led to student jobs, internships,
offers by businesses to do more presen-
tations, and suggestions for credit
generating practicum experiences.



Ethical Issues Relatéd to Field Placements

P. Ashinger

Wayne State University

Merchandising majors in field train-
ing and/or career retail positions fre-
quently are faced with situations that
can be ethically troublesome and unpleas-
ant. Students enrolled in a field study
course at Wayne State researched ethical
issues that had appeared in trade publica-
tions, professional journals and the Wall
Street Journal.

As part of weekly class discussion
periods, students identified problems that
had occurred periodically in their work
situations. Once problem situations were
identified, they were grouped under cus-
tomer interaction (returns, pricing ob-
jections, etc.), peer interaction (sched-
uling, customer rotation, etc.) and
management interaction (operating proce-
dures, written communications, etc.).

The class members devised a question-
naire to determine attitudes of customers,
sales associates and managers concerning
these situations. Responses were to be
recorded using Likert scalin% of one to
five, with one representing "strongly
disagree' and five representing 'strongly
agree."

Each student interviewed customers,
salespeople and management personnel in
their field placement store, using the
above questionnaire. The total sample
represented ninety females evenly divided
between management, salespeople and con-
sumers. Over half of the management peo-
ple had worked in retail five years or
longer. Eighteen of the thirty sales
associates had worked less than two years.
Only customers who had never worked in
retail were used in the consumer group.
The majority of those interviewed were
white and under the age of thirty-five.

From these interviews the class com-
piled a table of data on attitudes of the
three groups. Fifteen attitude statements
were used. Listed below are three exam-
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ples with mean scores and standard devi-
ations:
Attitude Statement - Most retail stores

deal honestly with customers. (Mgt.:mean
4.0, s.d. 0.46; Sales:mean 3.6, s.d. 0.87;
Consumers:mean 3.3, s.d. 0.89).

Attitude Statement - Commissioned sales-
people tend to be more interested in ser-
ving customers than non-commissioned
salespeople. (Mgt.:mean 3.7, s.d. 1.16;
Sales:mean 3.4, s.d. 1.34; Consumers:mean
3.9, s.d. 0.98).

Attitude Statement - If an item is going
on sale soon, salespeople have an obliga-
tion to tell prospective customers. (Mgt.:
mean 3.3, s.d. 1.19; Sales:mean 3.6, s.d.
0.97; Consumers:mean 3.9, s.d. 0.78).

The findings were analyzed and dis-
cussed. Students listed possible reasons
for the varying attitudes of the groups.
Ideas included the extent and effective-
ness of written policies, communications,
short-term pressures for sales goals ver-
sus long range objectives of customer good
will, an understanding of the marketplace,
and disparit? between '"the customer is
always right" and the profit motive.

During the remainder of the field
study course, students noted such conflict
situations and analyzed how they could be
modified or avoided. Students were en-
couraged to share this information with
their supervisors when appropriate.

To effectively and appropriately
deal with ethical issues in the market-
place is important not only to businesses
but to the general public as well. This
class project helped students recognize
and deal with conflict situations and
dgveloP the confidence to minimize these
situations as part of the management teanm.




AFTER HOURS EDUCATION:

Holly Bastow-Shoop,

Helen Lunde,

Since 1980 departments within the
College of Home Economics at North Dakota
State University have offered intensive
short courses on weekends. The depart-
ment of Textiles and Clothing has
sponsored 12 weekend courses over the
past five years.

. Class format, which typically
includes sessions Friday evening and all
g;y Saturday, appeals to majors within

e department and other university stu-
denps as well as people from the com-
myn}ty and state. There are no prereq-
Ulsites to the short courses which may be
takgn for one quarter hour credit or
a?dlt, and are equivalent to ten 50-
Wlnute class periods. Lectures, panel
discussion, video and audio tapes, tele-
cgnferences, films and slide presenta-
tions are carefully ordered to provide
stiwulating learning experiences. Co-
ordlgators of the weekend courses are
cognizant of Bruner's recommendation to
eéducators that learning events be
Séquenced and paced for optimum student
COmp?ehension {Snelbacker, 1974). Eva-
103?19n of student learning may include
DESLtlon'papers, pre- and post-tests, and
other evidence of synthesis of concepts
taught.

Presenters may be nationally known
Professionals as well as local resource
zﬁrsons. Smith (1982) suggests that in

€ classroom a resource person becomes
:Ehgiknowledged expert or distinguished
e ar. Well-known "headliners" usually
1¢ulate enrollment as well as encourage
zed}a cove?age. Pre-class promotions
lzglially 1nclgde articles in campus,
meni ,.and regional newspapers, announce-
lett:rln the Cooperative Extension news-
,‘posters and flyers.
ang g:plcs vary in degree of specificity
recenteadth of appeal. Some titles of
weekend courses include:

PhD,

CURRENT TOPICS ON A WEEKEND

North Dakota State University
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North Dakota State University

International Trade: Issues and Alterna-
tives, Fashion Creation, Visual Merchan-
dising, Careers in Institutional Environ-
mental Services, Advancement Stategies

for Professionals, Update on Rayon Fibers,
and Marketing Yourself: Professional Image
and Attitudes.

Enrollment for the twelve weekend
courses has ranged from a low of 17 stu-
dents (1981) to a high of 92 (1986}. The
mean and median enrollment values are 60
and 70 respectively (N=12).

Textiles and clothing faculty expect
to continue offering weekend short courses
for the following reasons: (1) speaker
availability on weekends, (2) student
willingness to commit time to short
classes, (3) opportunities to focus on
topics of current interest, and (4) posi-
tive effect on credit hour production.
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THE CONSUMER SEGMENT PROMOTION PLAN

Nancy L. Cassill

North Texas State University

Demands on merchandising faculty to
prepare students for employment in an
increasingly competitive society are
intensifying. Two teaching strategies
designed to successfully meet this
challenge include the 1) assimilation and
2) direct application of course content
to apparel merchandising. Promotion, a
key marketing component, is a subject
area that is included in many merchan-
dising curriculums. The Consumer Segment
Promotion Plan provides an opportunity
to incorporate marketing and apparel
merchandising concepts into practical
business applications and can be adapted
for either merchandising graduate
students (students work individually) or
undergraduate students (students work in
2-3 member groups).

The purpose of the promotion plan is
to identify characteristics of a selected
consumer group and develop promotional
strategies to target this group.
Suggested segments include Career Women,
Over-55 Consumers, Large Size Consumers,
Contemporary Men, Adolescents, and
Children. The Consumer Segment Promotion
Plan for a selected segment is completed
in two phases: 1) The Consumer Segment
Analysis and 2) The Promotional Plan.

The Consumer Segment Analysis is
research aimed at identifying a segment's
current demographics and psychographics.
The research consists of a thorough
literature search of research, trade,
and consumer publications as well as
in-depth interviews and questionnaires
conducted with segment members. 1In
addition, a market analysis is conducted
to determine current offerings by apparel
manufacturers and retailers to meet the
needs of this segment. Based on the
demographic and psychographic research
and the market analysis, a specialty
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store or a department (within a
department store) is planned which
includes a physical store plan and an
inventory of store offerings. ]

Using the Consumer Segment Analysis
and promotion concepts, a Promotion Plan
is developed. This plan includes the
following: a special event, a visual
merchandising example, a newspaper
advertisement, a radio and/or television
script, a press release, and a direct
mail pamphlet.

Successful results of the assignment
have been evidenced by the creation of
videos, slide presentations, renderings
of store designs, pictorial illustrations
of advertisements and store displays,
television scripts, and direct mail
pamphlets which reflect the consumer
segment's demographics and psychographics.
The assignment increases the students'
understanding of the demographic and
psychographic trends, the implications
of these trends for apparel manufacturers
and retailers, and allows for actual
performance of skills that will be used
in apparel merchandising employment.

The culmination of the Consumer
Segment Promotion Plan has been the
submission of consumer segment articles
to trade and consumer publications
increasing students' understanding of
the publication arena.



USING THEATER TO COMMUNICATE THE CULTURE OF TEXTILES

Susan B. Hester - Cornell University

Students in textiles and apparel,
regardless of their concentration or
major, need to understand fundamental
social and economic concepts as they
relate to this industrial sector. One of
these basic ideas involves labor issues.
An appreciation and understanding of the
PGOPle who work in the textile industry,
their lives, history and culture, is
essgntial if students are to be effective
designers or managers or marketers of the
sector's products.

Communicating the culture of the
industry through lectures and readings
Was ineffective with students far removed
from textile production in geography and
life experiences. 1In an attempt to
correct this course weakness, I turned to
Cornell's Theater-in-the-Classroom
program. With the assistance of the
Tbeater's director, an assigned reading,
Hlllbilly Women by Kathy Kahn, was turned
into a play, which was produced and
performed by students in the theater
department.

The dramatization depicts the lives
of seven Appalachian women who work in
cotton mills. The women air their
grievances, sing, laugh, cry, and talk
about their husbands' work in the mines.
The play allows students to identify with
the people they have read about in their
textpooks. As the women share the
stories of their lives, the audience
gains insight into the ways that work in
the cotton mills impacts individuals and
families.
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Student evaluations were
overwhelmingly positive, and the play was
rewritten and produced the following
year. After the second presentation, the
play was videotaped so that it would be
available for other classes and _
institutions. The vehicle of theater
turned out to be an ideal way to
communicate critical industry labor
issues in a creative and innovative way.
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