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BMGT 458A – Strategic Design and Innovation in Marketing Fellows 
 
 
 
 
 
 
 
 
 
Class time and location: 
FP01  T Th  5 – 6:15  VMH 1314 
 
Prerequisites of the course:  BMGT 350 (can be taken concurrently with 458A) 
 
Description of the course: 

Design in Marketing is the survey course in the Strategic Design and Innovation in Marketing Fellows program 
where we explore the role design plays in marketing strategy. Marketers and designers must work together in 
the marketplace, both offering different but complementary creative skills and perspective to create a 
sustainable competitive advantage for the firm or organization. This course brings those two worlds 
together.  Students will examine how individual and corporate interests can be served through the effective use 
of design in the following disciplines: products, packaging, graphic, interactive (web), retail, workplace, service, 
ecological, infographics, presentation, fashion, automotive and wayfinding. 

Learning objectives of the course: 
1. To understand how to effectively and efficiently manage the creative process 
2. To expand visual literacy as well as current and historical design literacy 
3. To understand the opportunities in various career paths for those individuals interested in design, 

marketing and branding 
4. To further develop leadership, teamwork and communication skills. 
5. To nurture creativity and critical thinking skills. 
6. To understand and be able to articulate the strategic role that design plays in business 

 

Professor: Office Hours: 
Mary Harms Tuesday-Thursday   2 - 3 p.m. 
3462 Van Munching Hall  
E-Mail: Office Phone Number: 
mharms@rhsmith.umd.edu 301-467-3992 



Exams: 
The exam will be comprehensive covering the readings, guest speakers, videos and class notes. The final 
will be an online portfolio to be used for personal and professional branding of the individual SDF student. 
 
To be excused from the exam, you must submit either a doctor’s note for an illness or a note from a university 
authority documenting participation in a university-sponsored activity.  You will only be able to reschedule one 
exam during the semester.  You must e-mail me at mharms@rhsmith.umd.edu  or call 301-467-3992 (leave 
message) before missing the exam. 
 
Please consult the University’s undergraduate student conduct policies at 
http://www.ugst.umd.edu/courserelatedpolicies.html for additional policies. 
 
Course Evaluation of the Student’s Performance in the Class 
Percentage  

  
  

 
Letter grades based on weighted total scores will be assigned as follows: 

A+    97-100 B+ 87-89  C+ 77-79  D+ 67-69    
A    93-96  B 83-86  C 73-76  D 63-66 
A-    90-92  B- 80-82  C- 70-72  D- 60-62   
         F <60 

Respect in the classroom: 
I expect that you will be polite and respectful of your classmates and the instructor.  By that, I expect you to 
arrive on time to class, be quiet in class, and be honest in all our communications.  When we have speakers, I 
expect you to be polite, listen attentively, and ask insightful questions.  Outside speakers have contributed 
their time to share their experiences with you.  Please show your appreciation of their interest in your education 
by being engaged in their presentation and asking questions. 
No laptops can be used in the classroom for personal reasons during class other than for note taking.  Violation 
of this policy will result in significant reduction in attendance and participation grade. 
 
Directions for accessing course notes: 
Course notes will be available on Canvas before each class meets. 
 
Feedback to the Professor 
I welcome your comments and appreciate your suggestions.  If you would like to provide feedback to me on a 
specific topic or how you think the course is going in general, please feel free to see me during office hours, 
before or after class, or send me an email. 
 
What's Expected 
1. What you put into the class will determine what you get out of it -- and what others get out of it.  Develop 
 confidence in participating.  Some people have good ideas but are hesitant to speak up.  Good ideas are 
 lost if they are not shared.  If you have a question, it is likely that others will as well.  If you are not confident 
 about participating, seize this opportunity to develop in that area. 
 

     
  05  
  30 

   Peer evaluation  
   Retail business plan 

  10    Critique of workplace 
  25    Exam 
  20     Final (online portfolio) 
  10    Attendance and participation 
100    TOTAL 



2. You are expected to come to class on time.  Late arrivals disturb everyone and hinder your understanding 
 of what is going on in the course. 
 
3. All written assignments are due on the scheduled dates at the time designated on the assignment 

guidelines.  Late submissions of assignments will be penalized.  Please use Chicago-style for your written 
paper formatting. 

 
4. I will not give make-up exams or assignments unless required to do so under University policy.  Any 

requests for make-up exams or assignments must be justified with supporting documentation. 
 
5. For team assignments, you are required to evaluate the contributions of your peers. Failure to make 

equitable contributions to group work will be penalized with lower individual grades. 
 
6. You will use your laptop in class only to take notes or to look up information that pertains to the topics 

being discussed.  You cannot use your smart phone during class.  Please keep it in your pocket or purse or 
turned facedown on your desk/table.  Violation of this policy will result in significant reduction in 
attendance and participation grade. 

 
7. Please keep up with the assignments.  It will make the class more interesting and more valuable to you in 

the time ahead.  There is quite a bit of work-- but it is manageable if you do it along the way. 
 
CourseEvalUM Fall 2018 
Your participation in the evaluation of courses through CourseEvalUM is a responsibility you hold as a student 
member of our academic community.  Your feedback is confidential and important to the improvement of 
teaching and learning at the University as well as to the tenure and promotion process.  Please go directly to 
the website (www.courseevalum.umd.edu) to complete your evaluations.  By completing all of your evaluations 
each semester, you will have the privilege of accessing online, at Testudo, the evaluation reports for the 
thousands of courses for which 70% or more students submitted their evaluations. 
 
Religious Observances: 
Students will not be penalized because of observances of their religious beliefs; students shall be given an 
opportunity, whenever feasible, to make up within a reasonable time any academic assignment that is missed 
due to individual participation in religious observances. 
 
Students with disabilities: 
Please inform me of your needs at the beginning of the semester.  I will then consult with the 
department chair and the Disability Support Service in order to determine and implement appropriate 
academic accommodations. 
 
In this course, I will expect you to strive for excellence in meeting these six standards in your contributions to 
class discussions and your written work. You should expect both myself and your classmates to push you to 
meet these standards.  For example, in a class discussion, please fully explain your point and how it relates to 
the question that was posed to the class. Describe the evidence on which you base your claims. Be open to 
feedback about where you can do more to meet these standards. 
 
Academic Integrity:   
 "The University's Code of Academic Integrity is designed to ensure students are expected to adhere 
to this Code.  The Smith School does not tolerate academic dishonesty.  All acts of academic dishonesty will be 
dealt with in accordance with the provisions of this code.  Please visit the following website for more 
information on the University's Code of Academic Integrity: 
http://www.inform.umd.edu/CampusInfo/Departments/JPO/AcInteg/code_acinteg2a.html 
 



 The University’s Code of Academic Integrity prohibits academic dishonesty.  In this course, academic 
dishonesty includes cheating and fabrication.  Cheating is defined as intentionally using or attempting to use 
unauthorized materials, information, or study aids in any test or in the final project.  This includes copying as 
little as ONE SENTENCE from any publication or another student’s work unless it is cited with an endnote or 
footnote.  Violations of academic integrity will be prosecuted in accordance with University policy. 
 

The University of Maryland, College Park has a nationally recognized Code of Academic Integrity, 
administered by the Student Honor Council. This Code sets standards for academic integrity at Maryland for all 

undergraduate and graduate students.  As a student you are responsible 
for upholding these standards for this course.  It is very important for you to be aware of the consequences of 

cheating, fabrication, facilitation, and plagiarism. For more information on the  
Code of Academic Integrity or the Student Honor Council, please visit http://www.shc.umd.edu. 

 
Critical Thinking Standards   
Intellectual excellence is one of the key pillars of the undergraduate program at the Robert H. Smith School of 
Business.  At Smith and in your professional life after Smith, you will need to excel at meeting the following six 
critical thinking standards, which are hallmarks of rigorous and evidence-based decision making: 

• Clarity:  Use words that are easy to understand (not overly complex or full of jargon) and provide an 
orderly, logical structure for the argument. 

• Accuracy:  Apply concepts and frameworks correctly. Support claims with compelling evidence. 
• Precision:  Provide sufficient detail to fully flesh out the idea. 
• Relevance:  Distinguish between high and low priority issues. Explicitly link points back to the focal 

issues and make connections between related concepts. 
• Depth:  Identify root causes.  Uncover underlying complexity, anticipating and addressing objections. 
• Breadth:  Consider multiple viewpoints (e.g., views of multiple stakeholders) and multiple responses to  

the problem. Situate the discussion within the broader context and acknowledge other factors. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



About the faculty 
 
Mary Harms joined University of Maryland in 2001.  She is an Associate Clinical Professor in the department of 
marketing, the program champion for the Strategic Design and Innovation in Marketing Undergraduate 
Fellows, founder of the Young Alumni Marketing Council, Academic Coordinator for marketing internships and 
was the founding faculty advisor of MasTERPiece, the Smith School’s fashion organization for undergraduates.  
 
Throughout her academic career, she has also taught courses in services marketing, integrated marketing 
communications, sales management, personal sales, principles of marketing, retail, global marketing and an 
honors seminar on creativity and leadership in business. 
 
In the past 8 years, she has lead undergraduate business students abroad in the following courses:  The 
Business of British Design and Culture, The Business of French and Dutch Design and Culture and the Business 
of Italian Design and Culture.  In 2014 and 2015, she accompanied Smith students to Australia where she 
taught Global Marketing and coordinated their Australian internship experiences. 
 
In the Fall of 2008, she and Design Professor Ruth Lozner created the Design and Innovation in Marketing 
Undergraduate Fellows Program.  Each year, 30-35 marketing and design students are chosen by a juried 
selection process to enter the 2-year program where they learn and collaboratively work on projects in courses 
tailored for the program. Students learn about product and packaging, interactive, green, universal, retail store 
and display, workplace, corporate and non-profit, graphic, presentation, information and wayfinding design.  
For more information about the program, go to http://www.strategicdesigninbusiness.com. 
 
Harms also focuses on helping undergraduates secure internships and entry-level positions.  She has created a 
marketing career guide for undergraduates that is available at http://www.marketingjobsforterps.com and 
sends out email blasts throughout the year with internship, competitions, and full-time employment 
opportunities for Smith marketing undergrads. 
 
She was awarded the Krowe Award for Teaching Effectiveness in 2006 and 2010, the Phillip Merrill Faculty 
Mentor Award in 2006 and 2011 and was the runnerup for the Smith School’s Krowe/Legg Mason Teaching 
Enhancement Award in 2005. 
 
She served as the undergraduate AMA faculty advisor from 2004 - 2015.  Under her tenure, the organization 
won awards at the International Undergraduate Marketing Conference for 10 consecutive years.  The chapter 
has also received significant honors during that time from SUSA.  From 2007-2015, she shared her 
responsibilities as faculty advisor with Professor Rosellina Ferraro. 
 
For 20 years, she was involved in several entrepreneurial ventures ranging from a vertically-integrated chain of 
active sportswear stores to a collection of four decorative home accessories boutiques.  Both she and her late 
husband were recognized for their entrepreneurial accomplishments. Before that, she worked as an interior 
designer in Madison, Wisconsin for two years and as a graphic designer for an advertising agency in Phoenix. 
 
On weekends, Harms gives tours at the National Gallery of Art on Italian Renaissance, 18th and 19th C. French 
art, American art as well as modern and contemporary art. 

 
 
 
 
 
 
 
 



 
 
 

Marketing Elective - Extra Credit Opportunity 
Research Experience 
In order for you to understand the role of academic research in marketing, you will have the opportunity to 
participate in one of two extra credit research sessions during the course of the semester, each lasting 1 hour.  
 
You may participate in one session for each of your marketing elective courses for a maximum of 1% extra 
credit in your elective course.  If you are enrolled in another marketing elective course then you may participate 
in a second session to obtain an additional 1% extra credit in that course. (Note: Two credits cannot be 
assigned towards the same course.) 
 
Research sessions will be conducted over two separate weeks during the semester, during which several 
appointment times will be available. You may participate only once during each round.   
 
SESSION DATES * 
ROUND 1: October 22-26 
ROUND 2: November 26-30 
*All research sessions will be held in the Smith Behavioral Lab (VMH 3518). 
 
HOW TO REGISTER 
 
To sign up for research sessions, you must first go to http://rhsmith-umd.sona-systems.com/ and create an 
account by clicking the “New Participant” link.  Only create one account for all of your courses which require 
research participation.  When creating your account make sure to select your correct course and section 
number.  If you are currently enrolled in two or more  marketing elective courses and need to select multiple 
courses, please hold down the CTRL (PC) or Command (Mac) key while selecting.  Once you have successfully 
logged-in you will be able to view studies and sign-up online.  Sign-ups will begin approximately one week 
prior to the start date of each round. 
 
If you choose to participate in a research session, your responses will be confidential. That is, your name will 
not be associated with your responses to the study questions at any time. All data you provide will be grouped 
with data others provide for purposes of reporting and presentation. 
 
If you do not wish to participate in a research session, you may substitute an alternative assignment: preparing 
a summary and critical analysis of a recent marketing research article. To access the assignments and articles, 
you will also need to sign up online at http://rhsmith-umd.sona-systems.com/.  To receive the 1% credit, the 
alternative assignment must be submitted to the email address provided on the website by the due date. 
 
If you have any questions about the research experience or have difficulty signing up for lab sessions please 
contact Antonio Tyson, Smith Behavioral Lab Manager at participate@rhsmith.umd 
 
 
 
 
 
 
 
 
 
 



 
 
 
PROPOSED SCHEDULE FOR THE CLASS 
 

Day, 
month 
and 
date 
 

Topic Material to cover/Assignment to 
finish before class meets  

Class Activity and/or Assignment 

T   
Aug 28 
 

Visual intelligence, 
strategic use of 
design 
 
Creativity, 
brainstorming, 
hierarchy of needs 

Watch videos: 
Dieter Rams Design (6:20 min) at 
At 
https://www.youtube.com/watch?v
=-
N5aQyCzm4l&index=32&list=PL10
D22388A30A8D8C 
 
Objectified (1:15:41 min) at 
https://www.youtube.com/watch?v
=e52fYCYiPok 
 
How to Translate Strategy to 
Design (33:53 min) at 
https://www.youtube.com/watch?v
=TpcaCW85eI0 
 
Watch video: 
John Cleese on Creativity at 
https://www.youtube.com/watch?v
=DMpdPrm6Ul4 
 

Watch Design Is… video at 
http://www.iirusa.com/fuse/home.xml 
 
Discussion of course and topics 
 
Gensler’s Design Forecast 2016 
 
Hand out Dieter Ram’s Principles of 
Design 
 
The Designful Company discussion 
 
 

TH 
August 
30 

How to maximize 
your professional 
experiences while 
still in college 
 

Create a ME PP slide that reflects 
who you are. 
 

Senior Design Fellows share their 
internship experience: 
Gina-Gail Auslander, Juliette Carnevale, 
Chloe Jones, Sammy Marcus, Mia 
McIntyre, Mariah McKenzie, Jordan 
Metzman, Amanda Tang, Kevin Li 
 

T 
Sept 4 

Getting to know 
each other 
 

 Presentation of ME slides 
 

TH 
Sept 6 

Getting to know 
each other 
 
Design principles 
 

 Review of design principles. 
 
Design Thinking 

T 
Sept 11 

The Creative Brief  Presentation by Wunderman associates, 
Hannah Tahara and Delaney Gilman 

T 
Sept 11 

Networking in 
Design 

 Networking event with DC and Baltimore 
SDF alumni, 6:30 – 8:30 Location MilkBoy 
Art House, upper level 



TH 
Sept 13 

Color, Branding and 
Creativity 

 Presentation by professor 
Class activity 

T 
Sept 18 

RETAIL STORE 
DESIGN and the 
customer 
experience 

Watch Retail Design Videos:  
Creating the Ultimate Customer 
Experience in Retail (10:01 min) at 
https://www.youtube.com/watch?v
=yyXXi_AbxjQ 
 
 
 

Heidi Guerard, retail store designer, will 
guest speak 

TH 
Sept 
20 

RETAIL STORE 
DESIGN and the 
customer 
experience 
 

 Presentation on: 
Retail Best practices 
Trends in Retail 
Resources for Retail Design 
Meet with your team members  

T 
Sept 25 

Portfolio – How to 
create one?  What 
portfolio 
characteristics get 
results? 

 Panel: 
Karen Killian, President, LMD agency 
Scott Van Der Meid, Design Director, LMD 
agency 
 
 
 

TH 
Sept 27 

RETAIL STORE 
DESIGN and the 
customer 
experience 
 

 
 

In class workshop with team members 

T 
Oct 
2 
 

Exploration of 
historical design 
periods and 
influences: 
Renaissance 
Wedgwood 
Industrial Revolution 
World’s Fairs 
Thonet 
Art Nouveau 
Arts and Crafts 
Aesthetics 
 

 Exercises in designing current products to 
reflect historical periods 

TH 
Oct 4 

Exploration of 
historical design 
periods and 
influences: 
Art Deco 
Bauhaus 
Streamline 
Corporate Design 
Organic Design 
Modernism 
Pop Art 
Postmodernism 

 Exercises in designing current products to 
reflect historical periods 



Minimalism 
High Tech 
Ecological Design 
 

T 
Oct 9 
 

PACKAGE DESIGN Watch Packaging Design in 7 
Minutes at 
https://www.youtube.com/watch?v
=7Shwzu0VpQg 
 

Presentation on Packaging 
Best practices 
Trends in Packaging 
Resources for Packaging Design 
Hands-on activity – designing packaging 
 

TH 
Oct 11 
 

Design Principles 
Using PRODUCT 
DESIGN 

Review presentation on Design 
Principles 
 
Watch Don Norman:  The ways that 
good design makes you happy  
(12:41 min) at 
https://www.youtube.com/watch?v
=RlQEoJaLQRA 
 

Presentation on: 
Product Design Best Practices 
Trends in Product Design 
 
 

T 
Oct 16 

RETAIL STORE 
DESIGN and the 
customer 
experience 
 

 In-class workshop on retail store design  

TH 
Oct 18 

WEBSITE DESIGN 
and UX DESIGN 

Watch UX Design 1: How To 
Design a Website: Site Audit (29:49 
min) at 
https://www.youtube.com/watch?v
=vSx2wayTk0g&index=2&list=PLzK
Ji2Gjpk 
 
Watch Web Development Basics of 
Web Design Process and Theory 
(38:21 min) at 
https://www.youtube.com/watch?v
=P29yPw02_ks 
 
Watch 2016 Web Design Trends to 
Boost Conversions  (5:27 min) at 
https://www.youtube.com/watch?v
=RG4APMen1w4 
 
Watch How Giant Websites Design 
For You (and a billion others, too) 
(13:01 min) at 
https://www.youtube.com/watch?v
=quJdL9ggETI 
 

 
 

T  
Oct 23 

WORKPLACE 
DESIGN 

Read Gensler’s 2016 Workplace 
Survey found in course files 
 
Read Gensler’s blog posting A 

Presentation on: 
Best practices in Workplace Design 
Trends in Workplace Design 
 



Workplace Designed for the 
Innovation Economy at 
http://www.gensleron.com/work/20
16/7/8/a-workplace-designed-for-
the-innovation-economy.html 
 
Read 4 Ways Your Office Is 
Crushing Your Creativity at 
http://www.fastcodesign.com/3061
932/4-ways-your-office-is-crushing-
your-creativity 
 
Read Today’s Workplace Is A 
Stage, Not An Office at 
http://www.fastcodesign.com/3060
752/todays-workplace-is-a-stage-
not-an-office 
 
Read 8 Keys to Creating An Office 
Where Ideas Flow at 
http://www.fastcodesign.com/1664
545/8-keys-to-creating-an-office-
where-ideas-flow 
 

 
 

TH 
Oct 25 
 

  NO CLASS – NYC trip 
Agency visits, alumni event 
 

T 
October 
30 

UX and WEBSITE 
DESIGN 

 Guest speaker 

TH 
Nov 1 

  Retail design in-class workshop 

T 
Nov 6 

PRESENTATION 
DESIGN 
 

Watch Make a Presentation Like 
Steve Jobs  (6:54 min) at 
https://www.youtube.com/watch?v
=RHX-xnP_G5s 
 
Read 11 Design Tips for Beautiful 
Presentations at 
https://visage.co/11-design-tipes-
beautiful-presentations/ 
 
Read Presentation 101:  How to 
Build Presentations that Actually 
Engage at 
https://designschool.canva.com/blo
g/presentation-design-101 
 
Read 20 Great Examples of 
PowerPoint Presentation Design at 
http://www.blog.hubspot.com/blog
/tabid/6307/bid/6012/17-

 
Best practices 
Trends in presentation design 
 
Workshop for team project presentation 



Examples-of-Great-Presentation-
Design.aspx - 
sm.000017br69ppseitvw41cu1mkzh
me 
 
 

TH 
Nov 8 

 Fine-tune your Retail Challenge 
Business Plan 
 

Workshop for team project presentation 
 

M 
Nov 12 

 Retail Challenge business plan due 
TODAY 
 

By 11:59 p.m. 
 

T 
Nov 13 

WAYFINDING 
DESIGN 

Watch Navigation with way-finding 
graphics (5:33 min) at 
https://www.youtube.com/watch?v
=TL3-LpMSKbQ  
 
Watch Margaret Calvert:  It’s about 
knowing who you are designing for 
(5:15 min) at 
https://www.youtube.com/watch?v
=pyBrrmDw6-k 
 
Watch 10 Common Mistakes in 
Wayfinding Design (8:30 min) at 
https://www.youtube.com/watch?v
=6kRhn3R655A 
 
View Top 20 Wayfinding Designs 
since 2000 at https://segd.org/top-
20-wayfinding-designs-2000 
 

Speaker from SEGD 
 
Presentation of: 
Best Practices in Wayfinding 
Trends in Wayfinding Design 

 

W 
Nov 14 

 Retail Challenge Slide Deck due by 
5:00 p.m. 

  

TH 
Nov 15 

  TEAM PRESENTATIONS -  
Pitch in front of judges 

T 
Nov 20 
 

  Interview a design professional 
 
Retail challenge peer evaluation due by 
11:59 p.m. 

TH 
Nov 22 

 THANKSGIVING  - NO CLASS  

T 
Nov 27 

INFOGRAPHICS 
 
 
 
 

Read What are infographics and 
how can they be used? at 
https://www.placenorthwest.co.uk/r
esources/what-are-infographics-
and-how-can-they-be-used/ 
 
Review 10 free tools for creating 
infographics at 
http://www.creativebloq.com/infog
raphic/tools-2131971 

Presentation of: 
Best Practices 
Trends in Infographics 
 
Hands on evaluation of infographics 
 
 
 
 
 



 
Read 10 Steps to Designing An 
Amazing Infographic at 
http://www.fastcodesign.com/1670
019/10-steps-to-designing-an-
amazing-infographic 
 
Review the Cool Infographics blog 
at http://www.coolinfographics.com 
 
Read How to Get Top Publishers to 
Feature Your Infographics at 
http://www.business2community.co
m/strategy/get-top-publishers-
feature-infographics-01611673 - 
QO5TwuQwqxelis3r.97 
 
Read Why Infographics Are 
Essential to a Successful SEO 
Campaign at 
http://www.business2community.co
m/seo/infographics-essential-
successful-seo-campaign-01616360 
- 4WLtz2l6ri7JUcQK.97 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

TH 
Nov 29 

FASHION DESIGN 
 
 

 Discussion of Historical Fashion Design – 
 

FRI 
Nov 30 

  Online portfolio due at 11:59 p.m. 

T 
Dec 4 

 
 
 
 
 

The Next Black – A film about the 
Future of Clothing at 
https://LWrfE4Y  46:55 min 
 
 

Best Practices in Fashion Design 
Trends in Fashion 
 
Hands-on exercise:  Designing a women’s 
or men’s garment based on 
accommodating a handicap due to illness 
or age 
 

TH 
Dec 6 

AUTOMOBILE 
DESIGN 

Watch How to draw a car – 
designing the Lexus LF-SA  at 
https://www.youtube.com/watch?v
=LZM10CsSrMg 4:00 min. 
 
Chris Bangle:  Great cars are Art at 
https://www.youtube.com/watch?v
=teV6Oa6mVPE 21:55 min. 
 

Presentation on: 
Best Practices in Auto Design 
Trends in Auto Design 

MON 
Dec 17 

FINAL EXAM  Comprehensive final exam 

 
 
 
 
 



Creative Brief 
Retail Team Project – BMGT 458A – Fall 2018 
 
Project: Create a bricks and mortar or clicks and mortar retail concept. It cannot be a pop-up but you 
could use a pop-up for market research capabilities.  A mobile facility could be used such as a food 
truck. 
 
Location should be within the College Park/UMD Discovery District. 
Designate location and give rationale for choosing the EXACT location within the area, on the street 
and on which side of the street. Be sure to provide photos of the exact location and surrounding 
businesses. 
 
Primary and secondary research should be performed. Include demographic and lifestyle 
characteristics of the surrounding population and/or visitors to that particular area of the city.  Be 
sure to look at trends. 
 
Define primary and secondary target markets for the goods and/or services. Use Mintel, 
Euromonitor, ibisworld.com and other databases available through lib.umd.edu to give data on 
industry, demand, trends, costs of doing business, etc. 
 
Create 3-4 personas that represent the target audiences served by this retailer. 
 
Drawing upon the research, the team will then create a concept with an identity program, interior 
and exterior renderings of the store, store layout, cash flow projections, and promotional campaign. 
 
Timeline: 
PLAN – 2 points 
Due:  Friday, September 28 at 11:59 p.m. 
Submission of the initial project plan that addresses: 
the strategic window of opportunity/problem to be solved and reasoning 
why your concept will succeed when others have failed or never tried 
the project scope 
questions you explored in primary and secondary research 
target customers identified 
 
RESEARCH – 4 points 
Due:  Friday, October 5th at 11:59 p.m. 
Submission of secondary research findings 
Primary research: Survey or focus group questions and/or plans for ethnographic 
research, details on how this research was completed 
 
IDEATE – 2 points 
Due: Friday, October 12thth at 11:59 p.m. 
Submission of your ideations for the concept (brainstorming, etc.) 
What techniques were used and critique their effectiveness 
Name and brand identity for the concept 



Mission statement for the venture 
 
PROTOTYPE 
Due:  Friday, October 19th at 11:59 p.m. -  5 points 
Conceptual store design with realistic, accurate layout, renderings of interior and exterior, color and 
fabric swatches 
Rough outline of budget and pro forma financials 
Example of merchandise/service mix 
 
Due:  Friday, November 2nd at 11:59 p.m. – 4 points 
Advertising and promotional plan using traditional and online advertising, sales promotion, PR, sales.  
Fine-tuned financials 
 
FINAL WRITTEN SUBMISSION 
Due:  Sunday, November 11th at 11:59 p.m. – 5 points 
The Submission should include: 
1. Name of the business, team members and logo on cover page 
2. Table of contents 
3. Description of concept, including brand identity and mission statement 
4. Target consumer(s) and market(s) – include personas 
5. Summary of research findings  
6. Conceptual store design  
7. Pro forma financials 
8. Advertising/marketing plan 
 
FINAL SLIDE DECK FOR PRESENTATION – 2 points 
Due:  Tuesday, November 13th at 11:59 p.m.  
 
FINAL PITCH – 6 points 
Thursday, November 15th at 5:00 p.m.   
Presentations will be a 20-minute pitch to a panel of real estate developers and store design 
professionals with 10 minutes of Q& A.   
Business plan may not exceed 40 pages, single-spaced, and would include the cover page, table of 
contents, pages for exhibits, appendices, illustrations, etc. 
Professor will provide judges with the final paper and slide deck for each team. 
 
PEER EVALUATION – 5 points Due Friday, November 16th at 11:59 p.m. via Canvas 

 
 
 
 



Creative Brief for 
BMGT 458A Portfolio Final - Fall 2018 
Challenge:  To demonstrate to potential employers your potential as an intern and/or full-time 
employee 
 
Deliverable:  Online portfolio that tells the personality of your professional brand through the use 
of storytelling and visuals plus two personas representative of potential employers based on your 
majors 
 
Due:  November 30 at 11:59 p.m. via Canvas 
Worth 20% of final grade in course. 
 
Deliverable should contain: 
1. Homepage that conveys your brand personality and brand proposition and entices the 
 recruiter to explore your site 
 
2. About Me or My Story page 
 Discuss:  Your background 
   When you discovered your passion(s) 
   How you fuel your passion(s) 
   How you've developed your skill sets 
 For designers, demonstrate your grasp of business terminology and strategies 
 For business students, demonstrate your grasp of design principles and how it 
  can be used strategically 
 Written with insight.  Humor can be used. 
 
3. Work/internships 
 Employer, dates, location, your job title 
 Job description 
 What you liked about the experience 
 What you learned about yourself 
 Transferrable skills that you developed - leadership, time management, teamwork, 
 Be sure to list proficiency levels of various software and platforms that you used 
 
4. Your resume 
 
5. Your education - UMD, Smith School, Major(s), ranking of School 
  Courses you've taken that have prepared you for your career with description 
  Sample of writing 
  Description of Design Fellows program and link to website. 
 
6. Portfolio of your work 
  Set up your samples as case studies:  Problem, challenges, what you did to overcome 
    the challenges, outcome 



  May include creative or design brief in its entirety or a partial 
  Explain your role and responsibilities in team projects 
 
7. Blog - 3 posts 
 1. How you have used design thinking to solve a problem  
 2. Reflections on the New York trip, guest speaker in class, interview with a design 
   professional 
 3. Narrative with a couple of graphics and information about a period of design 
   history, design trends in product, packaging, information, websites, 
   retail, workplace, service,..... 
 
8. Contact page 
 
9. Site map 
 
Can use Sketch, Wix, Weebly, SquareSpace, ..... 
 

Rubric for this project: 
Points  Topic 
10  Brand personality 
  Did you build a professional, memorable brand personality? 
  Was it conveyed consistently throughout the site with content, colors, fonts, graphics? 
 
10  Communication 
  Did you demonstrate a strong grasp of visual and written communication? 
 
15  Critical thinking 
  Did you demonstrate your understanding of strategic thinking, problem solving,  
  data analysis, design thinking? 
 
10  Cross functionality 
  Did you demonstrate flexibility, understanding of both design and business? 
 
10  Curiosity 
  Did you demonstrate  your passion for learning about varied topics?  Certifications? 
  Reading offline and/or online?  Travel?  Museums you frequent?  Participation in  
  activities outside your comfort zone? 
 
15  Career Experience 
  School projects, internships, freelance 
 
5  Currency  
  LinkedIn profile, links to Instagram, FB, Twitter, Pinterest, Snapchat 
 
5  Creativity 
 



5  Contribution - volunteering 
 
15  UX/UI of the site - Design of the site 
  Fonts, colors, active white space 
  Download time 
  No typos 
  Chunked text, concisely written 
  Professional, yet creative content 
 


