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MKTG 532, Section 201, Fall 2017
Professor Ralph Oliva (814) 777- 4111,  roliva@psu.edu
Case Overview/Selection/Assignments

BrandScape Dates and Assignments

Because of the tight seven-week scheduling of this course, we need to arrange for teams and team assignments for both the BrandScape and Case Assignments right away.  To facilitate this process, the assignments and dates are outlined here. As soon as possible, please sign up for the BrandScape date as well as the case of your choice.
Please indicate your team by name, the (“official registered”) names of all team members, and your preferences with #1 (Most Desired) through and including - #5 (Least Desired.) If you’re not yet on a team, please let me know, along with your preferences.
I’ll try to accommodate preferences as much as I can. (On the other hand, I will need your forbearance, because it usually is not possible to give everyone their first choice.)

Team Name: _______________________________________________
Team Members:____________________________________________________
_____________________________________________________________

BrandScape Dates/Assignments.

(Be Sure to check the brand you select with Dr. Oliva)
BrandScape 1, Monday, October 30, 2017
Preference # _______(1Most Desired-5 Least)
BrandScape 2, Monday, November 6, 2017
Preference # _______
BrandScape 3, Monday, November 13, 2017 
Preference # _______
BrandScape 4, Monday, November 27, 2017 
Preference # _______
BrandScape 5, Monday December 4, 2017
Preference # _______

BrandScape 6, Wednesday, Dec. 6, 2017    
Preference # _______
(Exam Day 10:30-12:30)
Cases – Descriptions/Dates/Assignments:

Case 1:  Wednesday, October 25, 2017
  
Preference # ___________
“Building Brand Community on the Harley Davidson Posse Ride”, 
HBS Case # 9- 501-015

A classic first case on how an iconic powerhouse brand uses “community” and event marketing to build relationship with customers. …But – there are issues…Presenting Team: Be sure to pick up the video that goes with this case from Dr. Oliva.
Key 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 mix?

2) How should the Posse Ride be designed to maximize its effectiveness and profit making potential, should you decide to keep it?
3) Do you see some “tensions” that are inevitable if they continue the rides? What are they? How would you handle them?

4) What is your opinion of Harley Davidson strategy and performance in “getting close to its customers?”

5) What risks do you see in continuing this approach?

6) Are YOU on a “Posse Ride?” Thoughts?  

Case 2:  Wednesday, November 1, 2017


 Preference # _____(1-5)
“A Case for Brand Loyalty”, 
HBS Case # 9-598-023

An interesting discussion on the human side of brand loyalty, revealing the fact that “brand loyalty” is a complex concept – and definitions and interpretations can vary. This case explores the sorts of relationships different sorts of 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.
Note: This case is somewhat different in that it doesn’t invite one recommendation to the management team, but reflects on the nature of brand loyalty itself. All informants in the study you’ll be reading were recruited using the same criteria: They all stated that they were “brand loyal”. 

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 informant’s reactions, as well as the other brands in each informant’s usage portfolios?

Case 3:   Wednesday, November 8, 2017 

     Preference # __________(1-5)

“Mountain Man Brewing Company:  Bringing the Brand to Light”
HBS Publishing, Product # 2069, May 28, 2007

Explores the interesting and often risky “Brand Line Extension” situation.  “Mountain Man” Lager has a strong local following in the New River coal region of West Virginia.  It is a “Blue Collar,” “Working Man’s Brew” - well established, with a loyal following.  But sales are declining and competition is stiff. The Question:  Should they launch a light beer?

Questions to consider:

1) What has made Mountain Man Brewing Company Successful? What distinguishes it from its competitors?

2) What about these factors enabled Mountain Man to establish such a strong brand?

3) What has caused Mountain Man’s decline, despite their strong brand?

4) Does it make business sense for Mountain Man Brewing to launch a light beer? Why? Why not?

5) Should Mountain Man choose to launch a light beer, what are the sorts of business results they can expect?  

6) What other alternatives might Mountain Man explore to deal with their current business situation?

Case 4:  Wednesday, November 15, 2017

           
Preference # _____(1-5)
“H-E-B Own Brands”

HBS Case #. 9-502-053

Delves into the world of supermarket retailing and the important role of analysis in category management.  The role of private label brands and how they work with national brands is explored in a leading supermarket chain in Texas.  The category we’re considering is a most interesting one: water. 

Key questions:

1) What is your recommendation on Glacia?

2) How should “Own Brands” respond to competitive price promotions? When should they follow? What about national promotions?

3) What is the role of H-E-B and Hill Country Fare (HCF) as Own Brand labels? How should these be positioned with respect to other brands in the category?

4) What is the role of Own Brands in H-E-B overall corporate strategy? Why is it important? Should it be scaled up? Or scaled down? If so, in what products are in what product categories?

5) What are your overall recommendations to the HEB management team?

Case 5:  Wednesday, November 29, 2017


Preference # ______(1-5)

"Titan Raga: Evolving a Watch Brand for the Changing Consumer"
A real case from the Indian watch industry, building offerings for women, in a rapidly changing social environment. This case investigates how brand strategy must be crafted,   managed and aligned with evolving consumer profiles and needs. Investigates the use of a "brand ambassador" and keeping both the ambassador and the brand relevant to an ever-changing consumer profile. Will also investigate the benefits of using an "umbrella brand strategy" versus "a standalone brand strategy."

Key questions:

1. Is it time to change the brand imagery for the Titan Raga to make it more relevant to the growing subsegment of the contemporary, modern, young female professional?

2. Would a "more modern" brand ambassador help?
3. Should the design philosophy of the Titan Raga change, so that it tilts the balance away from the watch being perceived as "ornate jewelry?"

4. Would launching the Titan Raga as a standalone brand increase brand recall, stature, and sales?

5. Is there some other path you might suggest to Titan management as they navigate this crowded category?

Case 6:  (Exam Session, Wednesday, December 6, 2017)
Preference # ______(1-5)
Infosys: The Challenge Of Global Branding

Richard Ivey School of Business, HBS Product # 905A01

Exploring the world of information technology (IT) outsourcing – one of the emergent fast-growth industries in the global high-tech economy.  India is the leading country for IT outsourcing, and Infosys is the largest Indian company in this sector.  Explore and outline the pathway forward on the branding challenge Infosys faces: to leverage its reputation for predictable results for information technology (IT) outsourcing, to enable it to grow around the world, or and in other business sectors.

Questions to consider:

1. Characterize the outsourcing IT market and India’s role in the category.  Why is Indian dominance important for Infosys?

2. How has Infosys grown?  Which business models have sustained that growth and helps provide answers to the questions management needs to address?

3. Describe the changing customer behavior and expectations for IT outsourcing.

4. What is the opportunity to develop the Indian domestic market?  How do Indian companies compare with Japanese and Taiwanese models for global branding?

5. How can Infosys develop a global brand?  -- Outline a pathway forward…
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