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Class “Playbook:” Overview/Objectives/Assignments/Grading
> MKTG 534-301 – Fall 2015 – Exec MBA Program

Integrated Strategic Communications and Brand Management

Professor Ralph Oliva

(814) 865-5670 Office;  (814) 777-4111 Cell; roliva@psu.edu
www.ralpholiva.com

Course Overview:

Through your experience and Smeal Executive MBA, you’ve had the chance to learn quite a bit about how business works, and how to make it work better.  An essential part of any business is connecting to its publics, customers and markets in effective ways. 
This course is about tools, processes and practice in understanding and building brands; and planning for hard-hitting, effective, and profitable strategic communications programs.
From "Integrated Market Communications," to 






     "Integrated Strategic Communications"

This course is designed to move beyond the basic tools of "market communications" to include press relations, public affairs, and the mobilization of new "earned media," which we’ve expanded to “Integrated Strategic Communications.”  This course is not designed as a tactical "campaign planning" course, nor will we dwell in depth on media scheduling and media planning.  Designed for the second-year MBA class, its focus is on building a strategic and practical approach to communications, in direct support of driving profitable organic growth.
Research shows that the best strategic communications can have 10 times the effect of the least-effective communications. The tools we’ll learn in this class can seem deceptively simple, but can help your firm’s communications efforts to be much more effective.

Course Objectives – “What’s in it for You?”
Executive MBAs taking this course can add “Brand and Strategic Communications Coach” to their resume.   

You’ll learn important tools for better understanding, managing and building the value of Brands.  Often among a firm’s most valuable assets, brands are often surprisingly misunderstood, improperly managed, and not deployed to full effectiveness.  There are those who think that brands have lost their relevance in today’s “smart customer” environment. They are very wrong. Brands are taking on even more importance as consumers are faced with a blinding array of choices and an overload of information.
We’ll work to make you better able to coach your team on what brands mean, how they work, and how to better build and use them in business practice.  You’ll learn a framework for describing what you want a brand to mean – or assessing what a brand really means – the BrandScape. 
You’ll learn a proven, eight-step process for building more effective, efficient, and powerful Integrated Strategic Communications plans.  
You’ll become familiar with six selected practical tools for getting better results – to help your firm to get higher returns on what is often a poorly managed investment:  Strategic Communications and Branding.

You’ll connect to a stream of state-of-the-art research in Branding and Integrated Strategic Communications. Insights are brought to this course from the Institute for the Study of Business markets (ISBM) in the Smeal College, and communications professionals from a wide range of practice. We’ve included inputs and ideas from Dr. Bernie Jaworski of Claremont, Dr. Don Schultz from the Medill School of Journalism at Northwestern, Dr. Robert Lauterborn at the University of North Carolina at Chapel Hill, and Dr. Raj Srivastava at Singapore Management University.  Your instructor, Dr. Ralph Oliva brings over 40 years of communications and brand management experience to the class.  

There is no text assigned for this course – all readings and cases are provided for you in the course packet, or will be handed out in class. 
Assignments and Grading: 

Your grade will be based on:

1. "BrandScape Presentation" Assignment - 40%. 

2. Three "Case Insight" Assignments - 45%. 

3. One Creative Critique Individual Assignment - 15%. 

4. Class Participation/Impact (+/- 10%). 

Important Notes on Submitting Assignments Electronically:

· Send them to me by email to roliva@psu.edu, do not use Angel,  “Drop Box” or other method. PLEASE copy ALL team members on the send, so a “Reply All” will get grades and feedback to everyone on the team.
· IMPORTANT:  In the subject line of the email, and in the name of the Powerpoint or Word file, and IN THE FILES THEMSELVES be sure to include:
· The name of the assignment
· THE NAMES OF ANYONE NEEDING A GRADE submitting the assignment…
ONCE MORE - PLEASE:  Put your names on everything you’re submitting for a grade, and copy all team members as you submit work… 

1.  Assignment – BrandScape – 40% of Grade
As part of our work in this class, we’ll work together to probe beyond the normal experience of the brands in our life. We'll work to develop a "Clinical and Critical" understanding of brands, how they are constructed, and how they work as THE key integrating ingredient in the strategic communications process.

We’ll be introducing a set of tools for managing brands, which come to us from the consumer brand corporation Reckett and Colman (who manage the Lysol brands and others) and the renowned communications agency McCann-Erickson. We’ll be using a brand template and architecture built on their work, which we call a “BrandScape.” The BrandScape template includes four key brand components:
1. The Brand "Footprint," which is, in turn, made up of 3 sub-parts: 

· Brand Core Values: Short descriptions of the brands inner, driving priorities.
· Brand Personality: Traits that would describe the brand if it were a person. 
· Brand Essence: The essential point of the brand's relationship with the customer. How you want the customer to feel about THEMSELVES when they encounter or chose the brand.

2. Positioning: The brand in a competitive frame of reference: the unique, distinctive   benefits it intends to own relative to competition, in the mind of a well-understood customer. 

3. Brand Capsule: A simple phrase at the front of the customer’s mind, with one key idea, relevant to their needs, that describes the brand. (Often a “tagline” or “slogan” associated with the brand.
4. Brand Elements: The visual, auditory, and other ways the brand response is triggered.  This includes trademarks, logos, logotypes, colors, shapes, sounds, tastes, and all the ways the customer knows it’s connecting to this particular brand or source of an offering. 
We’ll cover each of these components in-depth in class. Teams will be asked to select a brand of their choice. It can be a business-to-business brand (selling products up the value chain, raw materials for a subsequent process - such as Dow Chemical, DuPont, Intel, etc.); or a consumer brand (Crest, Lysol, Tide, Miller, etc.). This should be a brand that one or more (ideally all) of the team members “own,” are familiar with and have some relationship with (good or bad). 
On days where BrandScapes are assigned, we’ll begin each class with a brief 25-30 minute presentation - where the team will dissect the brand, provide some history of the brand, and each of the key components of the BrandScape described above. We'll then discuss their opinions on how well the brand is being managed as the key element in the firm’s communications process, working from what students can find in public literature and on the web.

For the brand your team has selected, you should present:
· Some history and background on the brand – why you selected it…

· The Brand Footprint: (Discuss each of the three components - Personality, Core Values, Essence)
· Positioning: The brands distinctive difference relative to competition

· The “Capsule:”  Top of mind summary
· The Brand Element:  Visuals, Trademarks, Logos, etc. signaling the brand 
· How well this brand is being used as the key integrating element in communications and marketing? 
· What you have learned: About this brand, and brands in general? 
Each Team will be awarded a grade on their BrandScape presentation, which will contribute to 40% of their overall course grade.
Once your team has selected a brand, check with Professor Oliva before proceeding.  To keep us learning together, we won’t duplicate brands, and certain brands which we’ll be using as examples in class – or those discussed in the class cases – shouldn’t be used. These include Coke, Pepsi, Kodak, Fuji, and a few others.  This leaves thousands of brands to choose from.

Powerpoints used in the BrandScape Presentation (either with notes in the notes pages, or with a separate Word document supporting it) should be turned in with the BrandScape assignment. How you “turn in” the case is up to the team. 
2.  Team Assignment – Three Case Insights – 45% of Grade
As in any course with an emphasis on cases, please read each of the 5 cases assigned to be covered in class, before the session in which the case is discussed. 

Assignment: As 45% of your grade, working with your team, please select three of the five cases, and prepare a short e-mail on each of them to roliva@psu.edu with a brief write-up of the case. Note that “thought questions” are provided for each case. These can be helpful in guiding your learning on the case, and you may address them if you like, but be sure to cover these two key questions:
· The most important consideration in this case is:_______________________________ 
· The key question I would like to ask the management of this business is:___________ 

 (Note: The intent here is to enable good discussions in class, and “wring out” key insights. Please make your e-mail BRIEF: no more than 3-5 pages or so.)


***Case Insights are due any time before the case is to be discussed 


in class. Once we’ve discussed the case – too late…

Each Case Insight your team turns in will be graded. The top 3 grades will be selected for part of your final grade.  You may chose to omit one Case Insight assignment, but be sure to turn in at least 3 for your grade.

Grading for Case Insights will be based on a thoughtful analysis of the case, key issues, and the most important questions to be addressed to the management team in the core of the case.

Case Insights should be discussed and turned in as team projects… 

3.  Creative Critique –Individual Assignment – 15% of Grade:

For this (should be fun) individual assignment, select a piece of communications: Web Page, Press/PR coverage, print ad, TV or radio ad (try YouTube), direct mail piece, social media connection of some sort, outdoor billboard (if you can photograph and capture it) – and submit it with your assignment. Anything designed to communicate from a seller to an audience important to their success.  
Take a critical view of the piece:

· Tell us why you selected it

· Your view: Is it a “good” or “bad” piece of communications?

· Give it a FOCUS Score (to be covered in class) 

· Discuss how it might be made better/stronger

· Discuss how it is or should be part of an Integrated Strategic Communications program.

Include a Word or Powerpoint document with your critique, along with the piece you’re critiquing captured in some way.   

4.  Class Participation   +/- 10% of Grade.  

We’ll need to learn together – and will be looking for “insight” X  “airtime”.
Please use your name tents to help the process and be sure to add your insights, questions and texture to the class. This can be a “plus up”, neutral or knock down – so consider this in class…
Audio Grading:

I’ll be sending an MP3 email attachment on your key assignments which allows me to simply “speak” detailed feedback to you and your team. In audio mode, I’ll be able to provide deeper explanations and direction than I can in email form. This approach has been well received by previous classes - I’d welcome your feedback!  MP3 is a fairly universal format, and seems to work across a wide variety of computers with little problem. 

Grading Guidelines:
10/10:   “A”   Really outstanding. Totally new insights, frameworks for thinking, or tools for case analysis. Very Rarely given.
9.5/10:   Between “A-” and “A” – Excellent work, beyond Very Good 
9/10:     “A-”  (A minus) Very good work. Not unexpected from a Smeal Executive MBA! The “target grade” for this class: Most often given.
8.5/10:  Between “B+” and “A-” Almost there, could have gone farther in one or more spots…
8/10:   “ B+”  Solid work – generally OK/what was expected. Covers highlights, worked through most important issues.
7.5/10: “B”   Covers the fundamentals, minimums, some of the bases. 

7/10:   “B-” (B minus) Missed one or more of the key lessons to be learned in the case, didn't put in the effort, did not put the case presentation together effectively. Rare.

6/10 – “C”/“D” Shoddy work, cursorily covered the basics, didn't really bring anything new to the ballgame. (I’ve never given this grade.) 

“F”      Didn’t turn in the work at all – zero credit – (Never given this one to an Executive MBA either.  If you’re having an issue, please just discuss with me…) 
Principles of our work together…

(Note:  Rather than just repeat the required “boilerplate” here for the Executive MBA Program, I’ve tried to get to the essence of the situation..)

Your colleagues are suggesting that the following be attached to any work: 
“I/We ​​​______________________ have neither given, utilized, received, nor witnessed unauthorized data on this deliverable, and have completed this work honestly and in accordance to the professor’s guidelines.”
· Beyond the “Honor Code:”   As in business, we’re counting on us all to bring our own principles and moral compass to the world, and to class.  This is especially critical as we learn powerful tools for manipulating behavior, such as those you’ll be learning in this class. My assumption is that all Penn State Executive MBA’s bring very high standards to their practice now – and will do so in the future.

· We together will of course not tolerate any sort of discrimination or harassment.
· If you have any special needs or require any accommodations please see me directly or call me at 814-777-4111. We’ll do what we can to make our time together pleasant and productive.

Questions or feedback?

Please contact professor Ralph Oliva at roliva@psu.edu
Or call at (814) 865-5670; (814) 777-4111 (Cell) 

Thank You for selecting this class as part of your Executive MBA!

Please play an active part in the learning and “fieldwork.”
Class Case Overviews and Thought Questions to Consider:

Note:  Cases will be discussed in class – Please be sure to read all of them.  Questions below will help in thinking through the implications of each case, and in preparing “Case Insights.” Each team should turn in at least 3 Case Insights – if more are submitted, the best 3 grades will be selected as part of your final grade (45%)   

Case 1: (Saturday, 9/16/16) Harley-Davidson – “The Posse Ride”


    Harvard Business School Case No. 9-501-015.

A classic first “warm-up” case on how a powerhouse iconic brand mobilizes “community” and community events to build relationships with its customers, and powerful brand loyalty and equity. But community events are not without “tensions.” As the crowd gets bigger, logistics get more difficult, the crowd gets more diverse and the experience and the investment involved is changing. What should Harley’s next steps be? 

Questions to consider:  

1. Your recommendation to the Harley-Davidson management team:  Should Harley-Davidson continue to sponsor the Posse Ride?  Why or why not?  What role should the Posse Ride play in the HOG Events?

2. Do you see some “tensions” in a community event such as the Posse Ride? What are they? Can you think of ways to manage them? What links riders together? What can drive them apart?

3. What are the business/other risks in an event of this sort? How would you better manage them than Harley is now?

4. How should the Posse Ride be designed to maximize its effectiveness and profit potential, should you decide to keep it?

5. What is HOG’s role in developing community for the Harley-Davidson brand?

6. What is your opinion of Harley-Davidson’s strategy and performance in “getting close to its customers”?  Are there issues hiding in there?

Case 2: (Saturday 9/10/16)  “A Case for Brand Loyalty” 


    Harvard Business School, Case No. 9-598-023

Delves into the whole concept of “brand loyalty.” This case explores the relationships different people (and different segments) have with their brand of coffee. It explores the often deeply personal side of Customer-Based Brand Equity. Interesting insights and a chance to look at a qualitative, “ethnographic” study. (Since ethnography of this sort involves a “rich description’ of human behavior -- this case involves a lot of reading.) 
Note: This case is somewhat different in that it doesn’t invite one simple recommendation to the management team, but reflects on the nature of brand loyalty itself. It also provides the chance to draw insights from the anecdotal/ethnographic data often gathered in brand research. All informants in the study you’ll be reading were recruited using the same criteria: they firmly stated they were “loyal” to their brand of coffee. 

Reflect on the following questions: 

1. Is Tom brand loyal? Is Frank? Why or why not? 

2. Are Charles and Anne loyal to their brands?

3. How is Wendy’s loyalty different from Sarah’s, or Pamela’s, if at all?

4. If you were a brand manager in the coffee category, which of the seven informants would you want as a customer? Why this person?

5. After reviewing this case and considering these situations, how would you define brand loyalty?

6. What insights into the concept of brand loyalty do you obtain from studying these informants reactions, as well as the other brands in each informants usage portfolios?

Case 3: (Saturday 9/24/16)  “Ontela PicDeck (A & B)”
                Kellogg School of Management. HBS Case # KEL 450 and KEL 451, © 2009
Bores in on approaches for selecting an audience segment to focus resources for  Integrated Strategic Communications. At the time of the case, Ontela’s PicDeck offering is a novel technology service that 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 value proposition for their service, Ontela needs to identify the right target segments down the value chain within the wireless customer base, and sell to both the end user AND wireless providers.  Based on qualitative and quantitative data provided in the case, you'll be asked to select a target segment, and build a value proposition for their offering. 

  Key: Use some of the information and descriptions of target audience   
analysis in ISC Step 2 to think through which segment to target and 
in building the value proposition. 

Key questions to consider:

1. Based on the three customer personas outlined in the case, which customer segment would you suggest 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 more detailed cluster analysis data in “Part B” of the case, 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 statement 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 4: (Saturday, 10/8/16) Metabical: Positioning and Communication
              Strategy for a New Weight-Loss Drug
                Harvard Business Publishing "Brief Case" # 4240, July 22, 2010

An international healthcare company is launching a new breakthrough drug for weight loss. As with any pharmaceutical launch, there are many audiences to address, influencers, approvers, payers, etc.  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  drug launch (or similar Business-to-Business) situation.
Questions to consider:

1. Who is the ideal target customer 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 5: (Saturday 10/22/16) CTV NewsNet .






   (NOTE- this case is NOT in the course pack, but will be handed out 

   in class.) 
Richard Ivey School of Business, Case 9B00C027 

Crisis Management: Build an action plan to salvage a broad reach consumer brand when a crisis occurs. During a closed rehearsal a charismatic news anchor makes comments in the studio offending a variety of groups. Guess which tape gets played on the air?  Keys to effective, efficient, rapid action to try to rescue the brand.

Questions to consider:

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

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

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

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

5. Relevant Lessons for our times/our brand?
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