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Weekend 1

Session 1:  Friday, September 9, 2016
Note: Pick Up Team BrandScape Presentation Date Assignment Sheet – Teams to Select Date
Topic:  

Class Introduction: 
· “Good Ad/Bad Ad?”

· Introduction/Institute for the Study of Business Markets
· Course Objectives
· Class Master Map - Assignments/Grading/Key Dates
· Honor Code and Ethical Issues in Market Communications and Branding

· A Scan of the Class
An Introduction to Brands and Branding
· History/Evolution of Brands
· The Importance of “Fieldwork” in this Class 

· Key definitions: Brand, Trademark
Read:  Course Packet – Marketing 534-301
· Course Packet Contents

· Course Master Timing Map

· Course “Playbook:” Overview/Objectives/Assignments/Grading
· Syllabus/Master Schedule/Topics Discussed
· BrandScape Presentation Date Signup Sheet

· “Build Your Brand as a Relationship,” by Mark Bonchek and Cara France,    Harvard Business Review, May 9, 2016; Reprint H02VNZ

Session 2:  Saturday, September 10, 2016
     Includes Case 1:

          Building Brand Community on the Harley-Davidson Posse Ride
Topic:

Key Definitions (Cont’d):

     Awareness (Aided/Unaided); Brand Equity; Preference Share

Brands as THE key “Integration Element:” The “BrandScape”
1. The Brand Footprint:

a. Personality

b. Core values

c. Essence

2. Position

3. Brand Capsule

4. Brand Elements

Read: 

Case 1 - “Building Brand Community on the Harley-Davidson Posse Ride,”


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

Reference Overview – The BrandScape: See MP4 “BrandScape” File on Angel

Session 3:  Saturday, September 10, 2016
     Includes Case 2:  A Case for Brand Loyalty
Topic:

Customer-Based Brand Equity: The “Brand Equity Pyramid”
Brand Portfolio and Brand Architecture – 




     Frameworks for thinking about brands/brand strategy

Read:
· “The Brand Relationship Spectrum,” David Aaker,  California Management           Review, Volume 42, No 4; Summer, 2000
Case 2: “A Case for Brand Loyalty”

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

Note: Date/Time Assignments for BrandScape presentations

should be complete by the end of this session.
As your team selects a brand to work with, please be

sure to clear your choice with Dr. Oliva to avoid duplication!


Weekend 2
Session 4:  Friday, September 23, 2016
     Includes BrandScape #1

Topic:

Introduction to Integrated Strategic Communications (ISC)

Introduction: 8-Step Planning Process; 6 Important Tools for ISC
Integrated Strategic Communications – Step 1:
     Situation Analysis
· Trends Analysis: Political, Economic, Social, Technological

· “4C’s” Analysis: Category, Competitor, Channel, Company
Integrated Strategic Communications – Step 2:

     Focus on Target Audience
Key Audiences: Points of Focus
· Customers and the “Target Buying Incentive”
· Demographics, Psychographics, Firmagraphics

· The “Values and Lifestyles” (VALS) System
Segmentation, Targeting and Positioning

Read:

· HBS Note: Market Segmentation, Target Market Selection, and Positioning, (April, 2006), HBS Reprint 9-506-019

Visit the SBI website and scan through the materials on “VALS” ("Value and Lifestyle System") see http://www.strategicbusinessinsights.com/vals/ustypes.shtml 

Illustrative Cases:  Read Through – Course Packet:

· An Illustrative Example/Mini-Case – “The IP Milk Carton Dilemma”, by       Dr. R. Lauterborn” – Class discussion only. Do not prepare a “Case Insight” on this reading.
· An Illustrative Example/Mini-Case – “The TI DSP Case”, by Dr. R. Oliva – Class discussion only.  Do not prepare a “Case Insight” on this reading.
Session 5: Saturday, September 24, 2016
     Includes BrandScape  # 2
Topic:

ISC – Step 3: Establish Communication Objectives/Strategies

· “Process” objectives versus “Outcome” objectives

· The Three Horizons/Paths of ISC ROI

· Track 1: Customer Brand Attitude Measures

· Track 2: Incremental Brand Sales (Baseline Understanding)
· Track 3: Future Period Expected Effects

Strategies and Key Selected Metrics
Communication Strategy Drivers/Approaches 

Read:
· “What are Your “Signature Stories?””  David and Jennifer Aaker, California Management Review, Vol 58. No. 3, Spring 2016; Harvard Product # CMR620


· “The Behavioral Timeline®,” by Bob Lauterborn


Session 6: Saturday, September 24, 2016
     Includes Case # 3: Ontela “PicDeck”

Topic:

ISC – Step 4:  Behavioral Timeline® Planning

·  “Demand/Decision Chain”

· The Behavioral Timeline® Template

· Influencers, specifiers, approvers

· The importance of internal as well as external audiences

· Behavioral targeting and timing

· Building a “Time Phased” Communications Campaign

Read:
Case 3:   “Ontela PicDeck A and B,” HBS Case Nos. KEL 450 and KEL 451, © 2009


Weekend 3
Session 7: Friday, October 7, 2016
     Includes BrandScape # 3
Topic:
ISC – Step 5: Develop Unique Value Proposition and Key Messages

“Positioning Your Brand” and “Value Proposition”
· Points of Parity, Difference, Contention

· Rational, Functional and Emotional Value

The Value Proposition/Positioning Template
Design Message to Target Audience – Key Principles; Schultz’s “5R’s of Contact; The Critical Importance of Testing

The “FOCUS” Process Framework - (GE)
Read:
· “The FOCUS Process Overview” – by Bob Pulver
· “Creativity in Advertising: When it Works and When it Doesn’t,” by Werner Reinartz and Peter Saffert, HBR, June 2013, Reprint # R1306H

·  “Customer Value Propositions in Business Markets” by James Anderson, James Narus, and Wouter van Rossum, Harvard Business Review “On Point” Reprint Product 3544 


Session 8: Saturday, October 8, 2016
     Includes BrandScape # 4
Topic:
ISC – Step 6: Select and Orchestrate Media Tactics (1):

     Prepare Agency Brief; “Paid Media”
Integrating Communication and Customer Experiences

The Agency “Brief:” Being a Great “Client”

Media Tactics – Communications Vehicles -Media Selection Highlights:

· Deploying Marketing Press Relations –

· “Paid,” “Owned,” and “Earned” Media – Paid Media Focus 

· Paid Media Scheduling: Continuous, Concentrated, Flighting
Read: 
·  “Why You Need a New Media Ringmaster,” By  Patrick Spenner, Harvard Business Review, December 2010, HBR Reprint # R1012E

· "Branding in the Digital Age: You're Spending Your Money in All the Wrong Places", by David C. Edelman, Harvard Business Review December 2010, HBR Reprint # R1012C-PGF-ENG

· "Branding in the Age of Social Media," by Douglas Holt, Harvard Business Review, March 2016, HBR Reprint # R1603B


Session 9: Saturday, October 8, 2016
     Includes Case 4:  "Metabical: Positioning and Communications Strategy  
for a New Weight-Loss Drug"

Note:  Creative Critiques Due by Last Class - Next Weekend






 (Saturday, October 22, 2016) 

ISC – Step 6: Select and Orchestrate Media Tactics (2):

               “Owned” and “Earned” Media
“Owned Media:” Web Properties/Strategies
“Earned Media:” Background/Definitions; Review of key alternatives – advantages and disadvantages

Read:

· “Tweet Me, Friend Me, Make Me Buy,” Barbara Giamanco and Kent Gregoire, Harvard Business Review, July-August 2012, HBR Reprint # R1207G

Case 4:  “Metabical: Positioning and Communication Strategy for a New Weight-


Loss Drug” HBS Brief Case # 4240, July 2010


NOTE: Pick up a copy of Case 5: “CTV NewsNet” From Dr. Oliva  for discussion in last class, October 22, 2016)


Weekend 4
Session 10:  Friday, October 21, 2016

     Includes BrandScape Presentation # 5 
Topic:

ISC – Step 7:  Build Budget and Execution Plan

· Budgeting/Planning and the Behavioral Timeline®

· Spectrum of budgeting approaches for ISC

· Investment modeling around Return On Investment

· Reaching threshold reach and frequency; Advertising response curves

· SRDS database – and access…

Planning for execution: basic templates/examples: B-to-B; B-to-C 

ISC – Step 8: Measure Results, Learn, and Iterate the Process

· Tie to Step 3 - Objectives

· Key measures and metrics – Three Pathways

· Customer Based Brand Equity

· Brand Sales

· Branded Business Value

· Building models

· Tracking studies

Read:
· “Planning for Integrated Marketing Communications,” from “Building a Marketing Plan,” by Ho Yin Wong, Kylie Radel, and Roshnee Ramsaran- Fowdar; Harvard Business Publishing Reprint BEP 122; January 31, 2011
· “Using Customer Franchise Value to Bridge Short-and Long-Term Investments in a Financial Context”, Pat LaPointe, Marketing NPV; Volume 4, Issue 1, Jan, 2007 (Reprinted with permission)
Session 11: Saturday, October 22, 2016
Note:  Creative Critique Assignment Due Today!

Special Presentation Class:
     Final BrandScape Presentations: #6; #7

Read:

· “How to Save Your Brand in the Face of Crisis,” by Gita Johar, Matthias Birk and Sabine Einwiller, Sloan Management Review, Summer 2010; Volume 51, No. 4, Reprint Number 51415
· “Marketing Myopia,” Theodore Levitt; HBR Classic, July-August, 2004, HBR Reprint # R0407L (A Classic!)


Session 12: Saturday, October 22, 2016

     Includes Case 5: “CTV NewsNet” (Handout)
Course Wrap-up
Ethical/Legal Issues

ISC “Dashboard”

Review of Key Concepts and Tools

Selected Examples
 ISC and Brand Management – Summary and Example Cases
Read:
Case 5:  “CTV-NewsNet,” Richard Ivey School of Business, Case 9B00C027
 (Class Handout – Not in Course Pack)
Go Forth, Build Strong Brands,
...and Get Better ROI on all Investments in Communication for 


your Firm!!
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The “BrandScape” Template





The Behavioral Timeline® is a registered trademark of Dr. Robert Lauterborn, USC
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