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Strategic Brand Management

MKTG 532, Section 201; Fall 2017
 Professor Ralph Oliva, (814) 777 - 4111, roliva@psu.edu 
>>Course Syllabus/Master Schedule:

Monday, October 16, 2017
Session 1

Topic:
Introduction: Thinking and Experience on Brands

Course Objectives

“Five-Year Takeaways:”

· The “BrandScape Toolkit”

· The “Customer-Based Brand Equity Pyramid” 
Course Overview/Outline – 4 Key Course Components:

1. Brands – What they are, how they work – “BrandScapes,”

2. Customer-Based Brand Equity (CBBE): What it is, strategies for building it,
3. Measuring and Tracking Customer-Based Brand Equity, 
4. Managing Customer-Based Brand Equity. 

Course Components:

· Course Pack, “Fieldwork!”

· Cases, assignments, and grading:

1. BrandScape presentations – 40%

2. Two case insights – 20%

3. Case presentation – 40%

4. Class participation –important (plus/minus) – 10%

· Honor Code and It’s Importance in this Course
· Team Assembly/A scan of our class

Getting Started -- Brands: History, Definitions, Ownership, Provenance
Read - Before Class:

1. Course “Playbook: Objectives/Assignments/Grading/Administration
2. Course “Master Map”

3. Syllabus: Dates/Topics Covered

4. BrandScape Assignment Dates and Case Overeview/Selection/Assignments
Class Readings:

      5.  “Creating the Living Brand”, in course packet –

       Harvard Business Review, May 2005 – Reprint R0505G

6.  "Brands and Branding,” Douglas Holt, HBS Product # 9-503-045

Wednesday, October 18, 2017
Session 2      NOTE: Team Assignments Turned in by This Class!!

Topic:
Brands: Key Definitions and Concepts 

· The concept of Brand/Brand “Ownership”
· Trademarks – “Brand Elements,” “Brand Priming”
· Awareness (Unaided/Aided)

· Customer-Based Brand Equity – Equity Measures
· Brand “Signature Stories”

Read: 

7.  “Unlock the Mysteries of Your Customer Relationships,” by Jill Avery, Susan 
Fournier, and John Wittenbraker, HBS Product # R1407E-PDF_ENG

8.  “What Are Your Signature Stories?” by David and Jennifer Aaker, California 
Management Review, Vol. 58, No3, Spring 2017: HBS Reprint CMR 620    

Monday, October 23, 2017
Session 3        NOTE: Team Assignments To Be Complete by This Class!!

Topic:
“The BrandScape”: A Framework for Thinking about Brands and How They Work

· The Brand Footprint (Core Values, Personality, Essence/Brand “Mantra”)
· Positioning
· Capsule
· Brand “Elements”

“Desired” vs “Delivered” BrandScape; Key examples/Cases/Assignment
Read:
9. "Getting Brand Communities Right", Harvard Business Review, April 2009; 
Reprint R0904K

      10. “Competing on Social Purpose,” Vila and Bharadwaj, HBR,  Sept-Oct 2017,          
Reprint # R1705G

For review see the BrandScape Overview at: https://youtu.be/xWSz_4Xxfuo

Wednesday, October 25, 2017
Session 4
Includes Case No. 1: The Harley-Davidson Posse Ride

Topic:    Positioning and your brand
· Keys to positioning

· Implementing positioning strategy; Positioning “Templates”
· Points of Parity

· Points of Difference

· Six positioning strategies

· Positioning templates

· Examples

Read:
11. Case 1: “Building Brand Community on the Harley-Davidson Posse Ride,” 

HBS  Case # 9-501-015


Monday, October 30, 2017
Session 5
Includes BrandScape # 1
Topic:

Customer-Based Brand Equity - 1: A Model of the Power of Your Brand
Introduction -- Keller’s “Customer-Based Brand Equity Pyramid/Model”

· Salience

· Performance

· Imagery

· Judgments

· Feelings

· Resonance 

Read: 

12. “Branding in the Age of Social Media,” Douglas Holt, Harvard Business Review, 
March 2017; HBS Repring R1603B
      13.  "Why Your Customers’ Social Identities Matter,” Champniss, Wilson, 
Macdonald, HBR, Jan-Feb 2015, Reprint # R1501G


Wednesday, November 1, 2017
Session 6

Includes Case #2: “A Case for Brand Loyalty”
Topic:

Customer-Based Brand Equity – 2: Understanding Your Audience/Segment
Audience Segmentation Approaches
Audience Descriptors: Demographics, Psychographics, (VALS System), Generational, “Digital Natives’” Digital “Immigrants”
Read:

14. Case 2: “A Case for Brand Loyalty”                                                              
Harvard Business School Case No. 9-598-023
>Visit the SRI Consulting Business Intelligence Web Site, and study the  “VALS” Segmentation Scheme: http://www.strategicbusinessinsights.com/vals/ustypes.shtml
Monday, November 6, 2017
Session 7
Includes BrandScape  #  2
Topic:

\

Strategic Brand Management Process – Step-by-Step:

1. Identify and establish BrandScapes

2. Plan and implement brand marketing programs

3. Measure and interpret brand performance

4. Grow and sustain Brand Equity

Brand Elements:
· Brand Name/Principles/Functions
· Logo – and Principles of Good Logo Design
Trademarks and Trademark Law

Corporate Identity Strategy
Creating a New Brand
Read:

15. “In China? Pick Your Brand Name Carefully, Harvard Business Review, 
September, 2012, Reprint # F1209C
      16.  “When AI Becomes the New Face of Your Brand,” Wilson, Daugherty and 
Bianzino, HBR.ORG; June, 2017; HBS Reprint # H03QSP


Topic:
Creating a New Brand – Conditions/Reasons/Approach
Brand Portfolio Management

Brand Architecture – The Brand Relationship Spectrum

B2B Brand Architecture
Ingredient Brands

Read:  
17. Case 3:   “Mountain Man Brewing Company: Bringing the Brand to Light,” 
Harvard Business Publishing Reprint Number 2069 – Brief Cases

18. “The Brand Relationship Spectrum: The Key to the Brand Architecture 
Challenge,” by David A. Aaker, and Erich Joachimsthaler, California Mgmt Rev. 
Volume 42 No. 4, July 2000; Prod #: CMR177-PDF-ENG

Monday, November 13, 2017
Session 9

Includes BrandScape # 3

Topic:

Managing Brands Over Time:  Life Stages of a Brand

Managing Brand Crises

Adding New Brands/Brand Extensions

Brand Reinforcement Strategies

Read:  

     19. “Achieving the Ideal Brand Portfolio,” Hill, Ettenson, Tyson;  MIT Sloan 
Management Review,  Winter 2005,Vol 46 No 2, HBS Product # SMR 167

     20. “Why Companies Are Advertising Their Master Brand,” Denise Yohn, HBR.ORG 
March 2016, HBS Reprint # H02Q4F  


Wednesday, November 15, 2017

Session 10

Includes Case # 4: HEB Own Brands

Tracking/Measuring the BrandScape: Qualitative/Observational Techniques
Brand Equity Management System: 3 Steps

1. Develop your desired BrandScape; Communicate internally and externally 
2. Implement ongoing qualitative/quantitative measurement systems: descriptive information as to what is happening with your brand, as well as why.

3. Implementation of a total brand management system.
Brand Equity Measurement Systems

Read: 
     21.  Case 4:  H-E-B Own Brands” HBS Case #.9-502-053

ENJOY YOUR THANKSGIVING HOLIDAY!

 NO CLASSES MONDAY 11/20/17 OR WEDNESDAY 11/22/17
Monday, November 27, 2017

Session 11

Includes BrandScape # 4

Topic:

Tracking Customer-Based Brand Equity:  Quantitative Measures

Brand Equity- How do we:
· Measure it, Track it, Grow it, Use it
Managing and Tracking Systems: Professional Brand Management

Reckitt and Coleman: Brand Management Toolkit

· Key terms and tracking elements
Read:

> Skim the Y&R “BAV Bluebook” on Canvas

     22.  “Designing an Emotional Strategy: Strengthening Digital Channel Engagements,”  Straker and Wrigley, Business Horizons (2016) 59, 339-346; HBS Product # BH743 

     23. “The One Thing You Must Get Right When Building a Brand”, Barwise, Meehan; 
HBR, December 2010, Reprint  # R1012F-PDF-ENG
Wednesday, November 29, 2017

Session 12

Includes Case # 5:  Titan Raga: Evolving a Watch Brand 

for the Changing Customer 

Topic:

Designing and Building Brand Strategies

The Young and Rubicam (Y&R) Power Grid:

· Relevance

· Differentiation

· Esteem
· Knowledge

Brand Stature/ Brand Strength

Positions on the Power Grid

Read:  
> Skim the Y&R “BAV Bluebook” on Canvas
     24. Case 5:   “Titan Raga: Evolving a Watch Brand for the Changing Consumer,”

Ivey Publishing Case # W14796;  HBS Product # 9B14A076

     25.  “Revitalizing Your Business: A Brand Reinvention Framework,” Canada, Chen;     
Rotman Magazine, Fall 2011, HBS Product # ROT150

Monday, December 4, 2017
Session 13

Includes BrandScape # 5
Topic:

Managing Brands in the New Media Landscape

Managing Brands over Geography

Building a Category as Well as a Brand

Organizing for Global Brand Management

The Ten Commandments of Global Branding (Keller)

Organizing for Global Brand Management

Read:
26. “Global Brand Management: Best Practices and Learnings from Efforts to Build 
the Business ‘Over There,’” Kellogg Technical Note; KEL 696

27. “Brands Are Behaving Like Organized Religions,” Utpal Dholakia, HBR.org February 2016, HBR Reprint # H02031


Wednesday, December 6, 2017 EXAM DAY
Session 14
Includes BrandScape # 6
Includes Case # 6: Infosys: The Challenge of Global Branding  – 

Topic:

Course wrap up:

· Characteristics of strong brands

· Seven deadly sins of brand management

· Strategic brand management process

· Brand equity management system: three steps

Brand Stature/Brand Strength

Read:

28. Case 6: “Infosys: The Challenge of Global Branding,” Ivey Business School Case Number 905A01

29.  “Branding in the Digital Age: You're Spending Your Money in All the Wrong Places," by David C. Edelman, HBR December 2010, HBR Reprint # R1012F
Go Forward and Build/Manage Strong Brands!!!
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Wednesday, November 8, 2017


Session 8


Includes Case No. 3


“Mountain Man Brewing Company – 					Bringing the Brand to Light”
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