MKTG 534-101 ISC – Case/Campaign Outlines Assignment Options– Spring, 2017
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Case Overview/Selection/Assignments

Campaign Outline Dates and Assignments

   Integrated Strategic Communications

Marketing 534-101, Spring 2017, Professor Ralph Oliva

We need to arrange for the dates for the Case and Campaign Outline presentations right away. To facilitate this process, the assignments and dates are outlined here.

As soon as possible, please indicate your team’s preference for a Case Presentation as well as a date preference for your team’s Campaign Outline assignment.
Please indicate your team, and your preferences with a

 # 1 (Want Most) - # 5 (Want Least) . 

I’ll try to accommodate your preferences as much as I possibly can. (On the other hand, as usual, I will need your indulgence, because it usually is not possible to give everyone their first choice.)

Team Name: _______________________________________________
Team Members:____________________________________________________
_____________________________________________________________

Campaign Outline Dates/Assignments.






            Preference #






  1 = Want MOST, 5 = Want Least

Campaign Outline 1, Wednesday, February 15, 2017       Preference # _______

Campaign Outline 2, Wednesday, February 15, 2017
Preference # _______

Campaign Outline 3, Monday, February 20, 2017 
Preference # _______
Campaign Outline 4, Monday, February 20, 2017
Preference # _______
Campaign Outline 5, Wednesday, February 22, 2017
Preference # ________(If Needed)
Campaign Outline 6, Wednesday February 22, 2017 
Preference # ________ (If Needed)
Cases – Descriptions/Dates/Assignments:

Case 1:  Friday, January 20, 2017 (Session 4)
Preference # ______(1-5)
(MLK Makeup Day)
“Ontela PicDeck (A & B)”
Kellogg School of Management Case # KEL 450 and KEL 451, © 2009
A good warm-up on how to select an audience segment and focus on it in building Integrated Strategic Communications. Ontela’s PicDeck offering is a technology service which allows wireless subscribers to seamlessly transfer pictures from their mobile devices to their computers, e-mail inbox, and other networking devices and services.  To develop a compelling strategy for their service, they need to identify the right target segments within the wireless customer base.  Based on qualitative and quantitative data provided in the case, you'll be asked to select segment, and build a value proposition for their offering, and outline message approaches.. 
Key – Use some of the information and descriptions of target audience analysis in ISC Step 2 to think through how to target the best audience(s). 

Key questions to consider:

1) Based on the three customer personas outlined in the case, which customer segment should Ontela target?

2) Create a value proposition for your chosen target.
3) What are the risks of using qualitative personas to select target customer segments?

4) Reviewing the cluster analysis data, which preference related variables are most useful for segmentation identification and evaluation?

5) Based on the quantitative data, which segments would you recommend as a target for PicDeck?  Build a value proposition for your selected segment.

Note: this case contains assignment questions which ask for additional work, please focus on the scope of the questions outlined above. (However if the team wants to cover all of the questions -- or simply use the questions as a guideline for working their view of the case -- your option.)

Case 2: Monday, January 23, 2016, (Session 5)    

Preference # ________(1-5)
Metabical: Positioning and Communication Strategy for a New Weight-Loss Drug,
Harvard Business Publishing, July 2010,  "Brief Case" # 4240
An international healthcare company is launching a new breakthrough drug for weight loss. As with any pharmaceutical launch, there are many audiences to address, including “influencers,” prescribing doctors, pharmacies, approvers, payers, and the patient.  This Is a Chance to Use the "Behavioral Timeline®” tool in building a plan to address the key needs of the multiple audiences involved in a real drug launch situation.
Questions to consider:

1. Who is the ideal target end-customer (patient) for their offering?

2. How should each participant in the decision-making process be addressed?

3. How could these participants’ best be reached?

4. What was the appropriate message to convey to each of them?

5. What would a rollout schedule for key marketing communications activities look like?

Case 3:  Wednesday, January 25, 2017 (Session 6)          Preference # __________(1-5)
“Kraft Foods Canada: Targeting the Millennials,”  June 6, 2016, Ivey Publishing Case # W16335
For decades, Kraft "Singles" cheese slices have been a staple for Canadian families. Kraft now wants to market this item to a new segment: Canadian millennial moms (born between 1980 and 2000.) In 2014 Canada reached the tipping point: millennial's outnumbered baby boomers and Gen Xers. The company needs to develop a marketing plan aimed at attracting millennial moms, while not alienating their previous audience. This is a communications challenge you will face during your practice: just how different are millennial moms – really? Will the message need to be especially formulated for them, an update on the previous message, or the same as before? How would you decide? 
Key Questions to Consider:
1. Develop a focused value proposition for Kraft Singles targeting Canadian millennial moms
2. How should Kraft Canada make the brand messaging of Kraft singles compelling to Canadian millennial moms?
3. Which media will be most important as Kraft Canada moves forward – which channels should they focus on?
4. What product innovation(s) should the company bring to Kraft singles, coinciding with new messaging?
5. How should Kraft Canada ensure that, in pursuing Canadian millennial moms, it will not alienate their traditional customer groups – established Canadian families?
Case 4:  Monday, January 30, 2017  (Session 7)   
                Preference # _______(1-5)
"Capital One: Launching a Mass Media Campaign,"  HBS 906-pdf-eng

At the end of March, 2005, Capital One (the credit card company) was planning to launch its first mass media campaign in Canada.  In this case, significant information is given on the challenge they were facing, audience they needed to reach, media available to them at the time.  The team will examine the case, and prepare an "Agency Brief" for their agency to help them set the stage for the campaign.  The team doing this case will provide an example of how the creative brief mobilizes the first few elements of our "eight step planning process” in providing creative agencies stronger, more on target, more successful direction. 

Key questions to consider:
1. What are the biggest challenges Capital One faces in addressing this market?

2. How should Capital One's business situation and strategy affect the choice of advertising vehicles?

3. What is the role of the creative brief in the selection of advertising execution?

4. Develop an “Agency Brief” for Capital One.

5. What are the most difficult parts of the creative brief to prepare?  What are the key challenges in getting it right?

6. Who is best to prepare the “Agency Brief?”  The client?  The agency?  Some combination?  Your thoughts on how to best do this job?

7. Any other lessons to share with the class?
Case 5:  Wednesday, February 1, 2017  (Session 8)         Preference # _______(1-5)

“Mountain Equipment CO-OP: Digital Strategy.”                                                         IVEY Publishing 9B13A019, HBS Reprint W13265

You are called in to advise the VP of marketing and communications at Mountain Equipment Co-op, as he examines his marketing strategy following the decision to stop producing their physical catalog.  Mountain Equipment Co-op (MEC) is a retailer of outdoor sporting goods.  It wants to broaden its reach beyond its hard-core group of outdoor-focused customers, and develop its on-line sales and outreach programs.  But… its first efforts are disappointing, and they need to rethink their strategy.

Key questions to consider:
1. Assess Mountain Equipment’s (MEC’s) performance thus far in terms of digital properties.  Where have they succeeded?  Where are their opportunities for improvement?

2. Summarize the VPs digital marketing challenges.  What should he focus on and why?  What should be his next steps?

3. Outline an approach to a digital strategy that addresses these key issues:
· Better integration – How to expand the role of traditional marketing to integrate digital marketing initiatives, so that these efforts are not treated as an afterthought?
· Assets: What assets does MEC have?  Which can leverage?  Which might they deemphasize?

· Content: Should MEC use in-house or user generated content sourced from their customers?

· Engagement: How can MEC be relevant to two different audiences, without diffusing the message?

Case 6:  Monday, February 6, 2017  (Session 9) 
         Preference # _____(1-5)
“CTV-NewsNet,” Richard Ivey School of Business, Case 9B00C027

A case in Brand Crisis Management: Building action plans to salvage a broad reach consumer brand when a crisis occurs, and they are at fault.  Keys to effective, efficient, rapid action in time of crisis.

Key questions to consider:

1. As Henry Kowalsky, what are the options available to you, and their implications?

2. Which option would you choose?
3.  Prepare a brief press release articulating your position.

4. Create Henry’s communications plan for Monday morning.

5. Overall recommendation for CTV-NewsNet for this situation – future situations?
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