		August 30, 2008    
		8-23-11           16
McCombs School of Business	 				                 Fall 2011
The University of Texas at Austin			
05110
MARKETING 382

BRAND MANAGEMENT

MW 3:30-4:45  GSB 3.106
http://courses.utexas.edu
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Required Readings

Course Reading Packet (RP):  Required.  Available in GSB Copy Center.
Everyone must purchase his/her own copy of the packet.  Do not share copies of the packet as this is a violation of copyright.

Additional readings posted on course web site (BB) (http://courses.utexas.edu) 


Course Objectives
Some of a firm’s most valuable assets are the brands that it has invested in and developed over time. Although manufacturing processes can often be duplicated, brands (strongly held beliefs and attitudes established in consumers’ minds) cannot. This course provides students with a grounding in positioning (the most important step in brand development), with an understanding of the links between positioning and marketing programs and shareholder value, and with an overview of the tasks involved in brand management.  The course focuses on the application of concepts and on enhanced performance through team work.  Class sessions will include class discussion, team exercises, some lectures, guest speakers and student presentations of term projects.  The course content has relevance to students pursuing a variety of different career goals (marketing, consulting, entrepreneurship, etc.) in virtually any type of organization (public or private, large or small, product or service, profit or non-profit, etc.)

Class Format
To achieve breadth of coverage, in some class sessions students will read an article addressing a brand management concept and related, current business press items that will serve as “mini-cases” through which we will frame discussion of the tool or concept.  To achieve depth of analysis, other class sessions will focus on an in-depth case study of a particular brand management decision. 

Leadership and This Class
Consistent with the Texas MBA Program’s focus on developing leadership (knowledge and understanding, communication and collaboration, responsibility and integrity, worldview of business and society), this course will enhance your understanding of the process by which a firm develops profitable brand equity.  Through class discussion, in-class exercises and a marketing plan term project, you will enhance your communication and collaboration skills.  The readings provide examples of managers developing profitable brands effectively and with integrity.  Finally, many of the examples in assigned business press articles are set outside the US, affording you a global perspective on brand management.

Course Requirements and Grading

Case Application		  5%
Case Analyses			30
Class Participation		25
Term Project			40
			           100%

The resulting numerical score (rounded using conventional rounding rules) will be translated into a letter grade as follows:

93 - 100	= A			73 – 76	= C 
90 – 92	= A-		70 – 72	= C-
87 – 89       = B+		67 – 69	= D+
83 – 86	= B			63 – 66	= D
80 – 82	= B-		60 – 62	= D-
77 - 79       = C+		Below 60  = F

Re-grading.  Requests to have a grade reconsidered should be submitted in writing.  If you would like to submit a request, or if you would just like to discuss your grade in general, wait at least 48 hours after an assignment is returned to you.  This timing will facilitate a rational, objective discussion of the merits of the case.  No re-grading will be considered more than 10 days after the assignment is returned to you, unless it is a matter of a math error, which will always be cheerfully corrected.



Description of Requirements

Case Application (5% of course grade)
Case applications are one page, typed (single-spaced, 1” margins, 12-point type).  Hard copy is due at the beginning of class (no exceptions). 
	New Coke:  Assess original Coke’s brand equity using Keller’s CBBE pyramid
	

Case Analyses (30% of course grade)
A case analysis write-up is a two-page recommendation regarding the case decision.  The first page is single-spaced (1” margins, 12-point type) written case recommendation.  The second page is an appendix of pros and cons and supporting evidence and analyses.   Hard copy is due at the beginning of class (no exceptions).
ThoughtWorks  (A):  How should Guerrier position ThoughtWorks to target Type A firms?
Culinarian Cookware:  Should Cullinarian run a price promotion in 2007?
Terlato Wines:  Should Rutherford Hills create a new label, reduce price or advertise?

Case study questions and detailed instructions for case application and case analysis write-ups are attached as an appendix to this syllabus and are also posted on Blackboard. 

Case analyses will be graded on the basis of:

1.  Recommendations are tightly argued.  Bullet format is OK, so long as meaning is clear.
2.  Supporting evidence isn’t a simple restatement of case data.
3.  Supporting evidence does build from case data.  Crunch the numbers to support your points (e.g., sales have increased by X%, brand awareness has declined by Y%, your recommendation is 15% more profitable than alternative recommendations.)
4.  Potential objections are recognized and overcome.  

Case analyses are individual assignments and should be worked on independently (i.e., no outside help, no discussion with classmates.)

Class Participation (25% of course grade) 
In-class contribution is evaluated on the quality of your participation and its contribution to improving the learning experience of the class.  Note that quality is not necessarily a function of quantity.  You will be evaluated according the following guidelines.

Outstanding (3):  Contributions provided major insights as well as a fruitful direction for the class.  Arguments were well-supported and persuasively and concisely presented.  If this person were not a member of the class, the quality of the class discussion would have been significantly diminished.

Good (2):  Contributions were on-target, fairly well-supported, persuasive and concise.  If this person were not a member of the class, the quality of the discussion would have been slightly diminished.

Attending Non-participant (1):  Contributed nothing to the class discussion.  This can happen because the person attends class but is silent or because the person attends class and makes comments that are not clearly on-target, not well-supported and/or not persuasive.

Repetitive (0):  If a person’s class comments were repetitious and obvious and did not add value to the class.  That is, you will be penalized for taking “airtime” without adding value.

Unsatisfactory (-1):  A person whose comments are disrespectful or disruptive.  It is also unsatisfactory for a student, unprepared for class, to waste class time trying to make contributions which turns out to be irrelevant.  If this person were not a member of the class, the quality of the discussions would have been enhanced.

Absent (-1):  Each student gets two excused absences.  Any other class absences will result in a class participation score for that day of -1.

If you are late for class, you class participation score for that day will be dropped by 1 point.  That is, if you are late and you make outstanding contributions, your participation score for that day will be “2” instead of “3”, etc.

Converting Class Participation Evaluations into a Grade.
Individual class period participation scores will be averaged at the end of the semester and average participation grades will be graded on a curve

Term Project (40% of course grade)
Over the course of the semester your team will design a marketing plan (position, marketing mix and proposed extension) for a new tea made with Yaupon leaves.  As detailed in the reading, “Yaupon” from Dr. Matt Turner’s book Remarkable Plants of Texas, (posted on Blackboard for the first class session), Yaupon is the only native US plant whose leaves contain caffeine.  A tea made from a similar plant is the national drink of Argentina.
  
Each team will independently create a marketing plan for tea made from Yaupon.  As would be done in industry, for this project, your team’s ideas should be kept confidential.  Creativity will be rewarded. 

The project involves 5 steps:

	



Step 
	


Activity
	


Due Date
	% of Course Grade Based on this Step

	1
	ZMET Interviews
	Monday       9/12
	5%

	2
	Depth Interviews and Positioning Statement
	Monday        9/26
	10%

	3
	Marketing Mix
	Monday       10/24
	10%

	4
	Consumer Survey:  30 Consumers
	Wednesday  11/9
	5%

	5
	Final Project Report and Presentation
	Monday        11/21
	10%

	
	    Total Contribution of Project to Course Grade
	
	40%





Step 1:  ZMET Interviews 
Your marketing plan begins with in-depth ZMET interviews.  Each team member will conduct a ZMET depth interview.  (See “Mapping Consumers’ Mental Models with ZMET”, included in the readings for the second class period for an overview of this interview technique.  Detailed instructions for carrying out these interviews and documenting the findings are in the “Project Instructions” folder in “Course Documents” on Blackboard.)  To do this exercise, your team must first decide the category in which you will position the “NewBrand” you are developing and your team must also decide on the existing “CompetitorBrand” against which you plan to position your NewBrand.  Having determined the category, each team member must find a consumer who is highly involved in that category, and interview that consumer using the ZMET method.  In addition to the required write-up due Monday, 9/12, your team will report your findings to Professor McAlister in a 30 minute meeting on Thursday, 9/15 or Friday, 9/16.  All team members must be present at the meeting for the team to get full credit for this portion of the project.  Sign-up sheets for those meetings are posted on Professor McAlister’s door.  To be sure that your team gets the day/time that works for you, you should sign up for that meeting ASAP.

Step 2:  Depth Interviews and Positioning Statement
Your team’s depth interviews and positioning statement are due on Monday, 9/26.  (See readings for class periods 2-9 and the detailed instructions for presenting your depth interviews and positioning statement in the “Project Instructions” folder in “Course Documents” on Blackboard.  Note that this assignment includes the creation of a positioning statement for NewBrand and a positioning statement for CompetitorBrand.)  Once you have turned in your positioning statement for NewBrand, NewBrand’s position is set for the semester.  All other work that you do on this project will be evaluated relative to that positioning statement for NewBrand.  For this project, as in practice, penalties will be incurred for deviating from your stated positioning.  Your team has the option to adapt your positioning statement during the semester.  However, your final project grade will fall by 5 points for each change that you make to the positioning statement turned in Monday, 9/26.

Step 3:  Marketing Mix
Building from your positioning statement, create a marketing mix for NewBrand, due Monday, 10/24.  (See readings for class periods 11-17 and the detailed instructions for presenting your marketing mix in the “Project Instructions” folder in “Course Documents” on Blackboard.)  Your marketing mix should include:

	Element of the Marketing Mix
	Specific Items to be Included

	Product
	Brand name, product specifications, packaging, desired associations for NewBrand’s CBBE pyramid

	Price
	Observed market price of CompetitorBrand and proposed price of NewBrand

	Place
	Initial distribution channel for NewBrand

	Promotion
	NewBrand’s introductory marketing communication (the effectiveness of this communication will be tested in Step 4:  Customer Surveys)

	
	

	Though not required, you can also include other brand elements for NewBrand if you would like.
	URL, logo or symbol, character, slogan, jingle, spokesperson



The marketing mix that you propose for NewBrand will be evaluated relative to your positioning statement and relative to the information and guidelines covered in marketing mix class sessions (sessions 11-17).

Step 4:  Consumer Surveys
Your team will conduct at least 30 consumer surveys (surveys to be launched no later than Monday, 10/31) to determine the accuracy of the positioning statements you proposed for NewBrand and CompetitorBrand, consumers’ preferences for the two brands, and the effectiveness of your proposed marketing communication.  A template for your consumer survey is available on Qualtrics (www.mccombs.qualtrics.com).  Copy the template, adapt that copy to reflect your NewBrand, CompetitorBrand and your marketing communication, and then launch the survey.  At that point, Qualtrics will give you the URL for the location of your team’s survey.  Give that URL to your survey respondents and have them complete the survey online.  Qualtrics collects the data and makes it easy for you to analyze.  (See the detailed instructions for summarizing and presenting your survey results in the “Project Instructions” folder in “Course Documents” on Blackboard.)  Your 2 page write-up of survey results is due Wednesday, 11/9.  

At this point you have an option.  If the results of your consumer surveys are strong (i.e., if the results confirm that you accurately positioned NewBrand and CompetitorBrand and if your marketing communication increased desired perceptions of NewBrand and customer choice of NewBrand), then you can move on to the final step of the project without compromising your grade on the project.  However, if the consumer surveys provided you with insight that you think that you can use to improve NewBrand’s position (though, recall, any change in position reduces the project grade by 5 points) or improve some brand element or something about your marketing communication (there is no penalty for changing brand elements or marketing communications), then you can adapt your questionnaire and re-field it to another 30 consumers.  Results from the second questionnaire should be presented in the same format as were results for the first questionnaire.  Evidence of improved performance based on your revisions to NewBrand’s position, brand elements and/or marketing communication will be counted as extra credit on the final project grade.



Step 5:  Final Report
The final PowerPoint report will be due at the beginning of class on Monday, 11/21.  Any additional information that you would like to have considered along with a PowerPoint slide should be included in the comment section at the bottom of the slide.  Teams should turn in 3 hard copies of their presentation (printed so that comments are visible) and one electronic copy (by email to Prof. McAlister) by the beginning of class on 11/21.  	 

 You will present the marketing plan (positions, marketing mix, survey results, extension) for your NewBrand.  That presentation should include very brief industry background, but the presentation should focus on customer analysis, CompetitorBrand analysis (position, marketing mix), NewBrand position, NewBrand marketing mix and projected sales for NewBrand relative to those of CompetitorBrand (all topics that can be addressed based on earlier components of the project.)  In addition, your final report should propose an extension for NewBrand (remember that an extension will be evaluated relative to NewBrand’s position).

Presentations will be made in class on 11/21 and 11/28.  Three teams will present on 11/21, the remaining teams will present on 11/28.  (Teams will be randomly assigned to presentation days and times.)  Each team will have approximately 20 minutes to present their project.  All team members should participate in the presentation.  Presentation quality will be evaluated based on the extent to which the presentation is engaging, clear, compelling and professional.

The grade for this component of the project will be half on the content of the final report and half on the presentation.



McCombs Classroom Professionalism Policy

The highest professional standards are expected of all members of the McCombs community.  The collective class reputation and the value of the Texas MBA experience hinges on this.

Faculty are expected to be professional and prepared to deliver value for each and every class session.  Students are also expected to be professional in all repsects.  In particular:

1.  Students arrive on time.
2.  Students minimize unscheduled personal breaks.
3.  Students are fully prepared for each class.
4.  Students respect the views and opinions of their colleagues.
5.  Laptops are closed and put away.
6.  Phones and wireless devices are turned off.

Academic Dishonesty

The responsibilities for both students and faculty with regard to the Honor System are described on http://mba.mccombs.utexas.edu/students/academics/honor/index.asp.  The professor for this course agrees and observes all of the faculty responsibilities described therein.  All students are expected to comply with the Honor System.  If the application of the Honor System to this class and its assignments is unclear in any way, it is the student’s responsibility to ask the professor for clarification.

Students with Disabilities

Upon request, the University of Texas at Austin provides appropriate academic accommodations for qualified students with disabilities.  Services for Students with Disabilities (SSD) is housed in the Office of the Dean of Students, located on the fourth floor of the Student Services Building.  Information on how to register, downloadable forms, including guidelines for documentation, accommodation request letters, and releases of information are available online at http://deanofstudents.utexas.edu/ssd/index.php.  Please do not hesitate to contact SSD at (512) 471-6259, VP: (512) 232-2937 or via e-mail if you have any questions.


Class Web Sites and Student Privacy

A useful feature in Blackboard is a class e-mail roster that is available to both the instructor and the students in a class.  While this electronic class roster can facilitate collaboration it also raises some privacy concerns.  Below is the University’s policy on this matter:

“Password-protected class sites will be available for all accredited courses taught at The University.  Syllabi, handouts, assignments and other resources are types of information that may be available within these sites.  Site activities could include exchanging e-mail, engaging in class discussions and chats, and exchanging files.  In addition, class email rosters will be a component of the sites.  Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For information on restricting director information see:  http://www.utexas.edu/student/registrar/catalogs/gi04-05/app/appc09.html.”  



Course Schedule

	Class
	Day
	Date
	Topic
	Something Due Beyond Readings for Class Session

	Introduction
	
	

	1
	W
	24-Aug
	Brand Value Chain
	

	Customer Mindset
	
	

	2
	M
	29-Aug
	Segmentation Targeting and Positioning
	

	3
	W
	31-Aug
	CBBE Pyramid
	Project Teams and Seating Chart Finalized

	4
	M
	5-Sep
	Labor Day
	

	5
	W
	7-Sep
	Case:  New Coke
	Case Application

	6
	M
	12-Sep
	Guest Speaker:  Prof. Robert Freeman, Fine Arts
	Project: ZMET Interviews

	7
	W
	14-Sep
	Positioning
	

	
	Th/F
	15-16-Sep
	
	Teams meet with McAlister

	8
	M
	19-Sep
	Positioning
	

	9
	W
	21-Sep
	Case:  Thoughtworks
	Case Analysis

	10
	M
	26-Sep
	Guest Speaker:  Dr. Michele Grieshaber, VP Marketing and Communications, IBM
	Project:   Depth Interviews and Positioning Statement

	Marketing Programs
	

	11
	W
	28-Sep
	Brand Elements
	

	12
	M 
	3-Oct
	Pricing
	

	13
	W
	5-Oct
	Promotion
	

	14
	M
	10-Oct
	Case:  Culinarian Cookware
	Case Analysis

	15
	W
	12-Oct
	Channels
	

	16
	M
	17-Oct
	Communications
	

	17
	W
	19-Oct
	Case:  Terlato Wines
	Case Analysis

	18
	M 
	24-Oct
	Guest Speaker:  Tony Rogers, VP of Brand Marketing and Advertising, Walmart
	Project:  Marketing Mix

	Measuring Customer Mindset and Shareholder Value
	

	19
	W 
	26-Oct
	Measuring Customer Mindset
	

	20
	M
	31-Oct
	Measuring Brand Equity
	

	21
	W
	2-Nov
	Measuring Brand Equity
	

	22
	M
	7-Nov
	Habitat for Humanity
	Project:  Consumer Survey

	Managing Brands
	
	

	23
	W
	9-Nov
	Brand Extensions
	

	24
	M
	14-Nov
	Brand Portfolios
	

	25
	W
	16-Nov
	Mountain Man Brewing
	

	26
	M
	21-Nov
	Project Presentations
	Project:  Final Report

	27
	W
	23-Nov
	No Class
	

	
	Th
	24-Nov
	Thanksgiving
	

	28
	M
	28-Nov
	Project Presentations
	

	29
	W
	30-Nov
	Wrap Up
	



Assigned Readings and Study Questions

	[bookmark: RANGE!A1:E109]

	
	
	READINGS
	CLASS PREPARATION QUESTIONS

	Introduction
	
	

	1
	W
	24-Aug
	Brand Value Chain
	

	
	
	BB
	"How Do Brands Create Value"
	Be sure that you read these.

	
	
	RP
	"Yaupon"
	 

	Customer Mindset
	

	2
	M
	29-Aug
	Segmentation Targeting and Positioning
	

	
	
	RP
	"Market Segmentation, Target Market Selection, and Positioning"
	Choose a target for Gucci bags in Asia.  Write a positioning statement

	
	
	BB
	"Asian Consumers Propel Demand"
	 for Exadata.

	
	
	BB
	Exadata Ad
	

	
	
	BB
	"Mapping Consumers' Mental Models with ZMET"
	 

	3
	W
	31-Aug
	CBBE Pyramid
	

	
	
	BB
	"Building Customer-Based Brand Equity"
	For Huntsman, Motorola's Atrix and Duncan Donuts, identify

	
	
	BB
	"The Making of Brand Huntsman"
	associations at each level of the

	
	
	BB
	"Missteps Slow Motorola"
	CBBE pyramid and write positioning

	
	
	BB
	"Dunkin:  On the Road Again"
	statements.

	4
	M
	5-Sep
	Labor Day
	

	5
	W
	7-Sep
	New Coke
	

	
	
	RP
	"Introducing New Coke"
	See Case Appendix

	6
	M
	12-Sep
	Guest Speaker:  Prof. Robert Freeman, Fine Arts
	

	7
	W
	14-Sep
	Positioning
	

	
	
	RP
	"Brand Positioning"
	For high end coffee machines, Hair

	
	
	BB
	"Coffee Steeps in Value Marketing"
	Club and the "Death Race", identify

	
	
	BB
	"How I Built It:  Hair Club"
	associations at each level of the

	
	
	BB
	"Grueling Race Puts Up Obstacles"
	CBBE pyramid and write positioning

	
	
	 
	 
	statements.

	
	F
	16-Sep
	Meetings with Professor McAlister
	

	8
	M
	19-Sep
	Positioning
	

	
	
	RP
	"Three Questions You Need to Ask About Your Brand"
	For PepsiCo, Nintendo and Wal-Mart, identify associations at each

	
	
	BB
	"US Food Groups Step Up Healthy Eating Drive"
	level of the CBBE pyramid and write positioning statements.

	
	
	BB
	"Nintendo:  Apple's Latest Prey"
	

	
	
	BB
	"Wal-Mart Loses Edge"
	

	9
	W
	21-Sep
	Thoughtworks
	

	
	
	RP
	"ThoughtWorks [A]"
	See Case Appendix

	10
	M
	26-Sep
	Guest Speaker:  Dr. Michele Grieshaber, VP Marketing and Communications, IBM
	

	Marketing Programs

	11
	W
	28-Sep
	Brand Elements
	

	
	
	BB
	"Branding Shortcuts"
	Evaluate the brand elements

	
	
	BB
	"Little Packages, Small Problem"
	presented in the three articles.

	
	
	BB
	"McDonalds Adds Apples to Kids Meals"
	 

	
	
	BB
	"HTC Hit by Ruling Over Apple Patents"
	 

	12
	M 
	3-Oct
	Channels
	

	
	
	BB
	"How Apple Gets You to Buy"
	For each article, be prepared to

	
	
	BB
	"China Treads on New Turf"
	discuss the appropriateness of the

	
	
	BB
	"Sales of Luxury Bikes Accelerate in India"
	channel for the brand discussed. 

	13
	W
	5-Oct
	Pricing
	

	
	
	RP
	"Should You Take Your Brand to Where the Action Is?"
	For each article, be prepared to discuss the appropriateness of the

	
	
	BB
	"How to Manage the Transition to Quality"
	price and/or channel for the brand discussed.

	
	
	BB
	"Adversary's Clean Start with Wal-Mart"
	

	
	
	BB
	"Pandora Loses its Shine after Profits Warning"
	

	14
	M
	10-Oct
	Promo
	

	
	
	RP
	"If Brands Are Built over Years, Why Are They Managed over Quarters?"
	For each article, be prepared to discuss the implications of

	
	
	BB
	"P&G Chief Wages Offensive Against Rivals"
	price and promotion for the brand that is the focus of the article.

	
	
	BB
	"Retailers to Rein in Discounts"
	

	
	
	BB
	"Groupon's Boston Problem"
	

	15
	W
	12-Oct
	Culinarian Cookware
	

	
	
	RP
	"Culinarian Cookware:  Pondering Price Promotion"
	See Case Appendix

	16
	M
	17-Oct
	Communications
	

	
	
	RP
	"Building Brands Through Effective Advertising"
	For each article, be prepared to discuss the appropriateness of the

	
	
	BB
	"Chinese Brands in Hollywood Placement Push"
	advertising for the brand that is the focus of the article.

	
	
	BB
	"Sponsors Race for TV Exposure"
	

	
	
	BB
	"Kraft Spiffs Up Its Old Brands"
	

	17
	W
	19-Oct
	Terlato Wines
	

	
	
	RP
	"Terlato Wines International:  Managing Rutherford Hill Merlot in a Post-Sideways Market"
	See Case Appendix

	
	
	RP
	"Student Supplement:  Terlato Wines International"
	 

	18
	M 
	24-Oct
	Guest Speaker:  Tony Rogers, VP of Brand Marketing and Advertising, Walmart
	

	Measuring Customer Mindset and Shareholder Value

	19
	W 
	26-Oct
	Measuring Customer Mindset
	

	
	
	
	Guest Speakers
	

	20
	M
	31-Oct
	Measuring Brand Value
	

	
	
	RP
	"Measuring Brand Value"
	Which of the three valuation methods would you say was

	
	
	BB
	"Is His Company Worth $100B?"
	used by each of the 7 people

	
	
	 
	
	quoted in this article (Yang,

	
	
	 
	
	 Peterschmidt, Seghoian, Marini, Bott, Kerner and Hofstetter)?

	21
	W
	2-Nov
	Measuring Brand Equity
	

	
	
	BB
	"A Taxonomy of Brand Valuation Practice"
	How do demand drivers play into the valuation of Netflix, PVH and  

	
	
	BB
	"Netflix Warns Price Rise Will Clip Growth"
	Clorox?  Why is Ichan offering a premium for Clorox?  Why this 

	
	
	BB
	"Dressing Up PVH's Shares"
	premium? 

	
	
	BB
	"Ichan tries to spark bidding war for Clorox"
	

	22
	M
	7-Nov
	Habitat for Humanity
	

	
	
	RP
	"Habitat for Humanity International:  Brand Valuation"
	See Case Appendix

	Managing Brands

	23
	W
	9-Nov
	Brand Extentions
	

	
	
	RP
	"Brand Extensions"
	Evaluate the extensions of Angry

	
	
	BB
	"Angry Birds 'Spread Wings'"
	Birds, Hanes t-shirts and Harry

	
	
	BB
	"Hanes Tries on Fashion"
	Potter.

	
	
	BB
	"Potter Studio Tries to Keep Profits from Going Poof!"
	 

	
	
	BB
	"Notes on Extensions
	 

	24
	M
	14-Nov
	Brand Portfolios
	

	
	
	RP
	"Brand Portfolio Strategy"
	What role does Maybach play in

	
	
	BB
	"Maybach Faces Uncertain Path"
	Daimler's brand portfolio and how

	
	
	BB
	"UNC Makes Risky Online Bet"
	well does it play that role?  

	
	
	BB
	"Starbucks Logo Loses 'Coffee'"
	Evaluate UNC's extension.  Evaluate 

	
	
	 
	 
	Starbucks’ brand portfolio.

	25
	W
	16-Nov
	Mountain Man Brewing
	

	
	
	RP
	"Mountain Man Brewing Company:  Bringing the Brand to Light"
	See Case Appendix

	26
	M
	21-Nov
	Project Presentations
	

	27
	W
	23-Nov
	No Class
	

	
	Th
	24-Nov
	Thanksgiving
	

	28
	M
	28-Nov
	Project Presentations
	

	29
	W
	30-Nov
	Wrap Up
	

	
	
	BB
	"Campbell Soup Remodels Its Kitchen"
	Be prepared to discuss how the

	
	
	RP
	"The Future of Marketing"
	concepts developed this semester 

	
	
	 
	
	are illustrated in this article about

	
	
	 
	
	Campbell Soup.  We will also touch

	
	
	 
	
	on the McKinsey article on the

	
	
	 
	 
	future of marketing.








Case Appendix


Case Application:  Introducing New Coke

Question to Address in Write-Up:  Assess original Coke’s brand equity using Keller’s CBBE pyramid.  For each dimension of the pyramid, identify associations held by Coke and assess their strength, favorability and uniqueness.

Case Preparation Questions (to help you prepare for class discussion):
1.  What is Coke’s brand meaning?
2.  What was Coca-Cola’s brand building strategy?  How did the company build the world’s strongest brand?
3.  What was Pepsi’s branding game?  Did Coke properly respond to Pepsi Challenge?  Was Pepsi truly a threat to Coke?
4.  Why do consumers buy Coca-Cola?  How do these motives align with the brand strategy for New Coke?
5.  Coca-Cola invested $4 million researching the reformulation question.  Keough claimed that “all the time and money and skill poured into consumer research could not measure or reveal the deep and abiding emotional attachment to the original Coca-Cola.”  Do you agree?  What are the implications for practice of brand management?
6.  What should we learn from Coca-Cola’s mistakes?  Identify lessons for effective brand stewardship that can be derived from the case?



Case Analysis:   ThoughtWorks

Question to Address in Write-Up:  How should ThoughtWorks be positioned if their target is Type A enterprises?

Case Preparation Questions (to help you prepare for class discussion):
1.  What are the pluses and minuses of targeting Type A, Type B and Type C enterprises?
2.  What would ThoughtWorks’ point of difference be for each of the three potential targets?
3.  What would ThoughtWorks’ “reason to believe the point of difference” be for each of the three potential targets?
4.  Which target segment seems to hold the most potential for the future?
5.  What assumptions underlie the positioning that you propose for the target you selected?
6.  How could market research explore the validity of those assumptions?



Case Analysis:  Culinary Cookware

Question to Address in Write-Up:  Recommend whether Culinarian should or should not run a price promotion in 2007.  Your analysis must include an assessment of the profitability of the 2004 promotion as one component of your recommendation.

Case Preparation Questions (to help you prepare for class discussion):
1.  Describe consumer behavior in the cookware market.  How is cookware bought?  How is it sold?  What are the implications for Culinarian’s positioning and marketing strategy?
2.  What are the strengths and weaknesses of Culinarian?  Why has the company been successful?
3.  Was the 2004 price promotion profitable?  Calculate the profitability using Brown’s logic and then calculate profitability using the consultant’s model.  How would you calculate profitability?
4.  If Culinarian were to run a price promotion, what should the specifics be (e.g., product scope, discount rate, timing, communication)?
5.  Should Culinarian consider other types of promotions (e.g., manufacturer rebate program, gift with purchase, sweepstakes, product placement, etc.)?



Case Analysis:  Terlato Wines International

Question to Address in Write-Up:  Should Rutherford Hills create a new label at a lower price point, reduce the price of Rutherford Hills brand or use advertising to enhance the quality image of merlot in general and Rutherford Hill in particular?

Case Preparation Questions (to help you prepare for class discussion):
1.  What is the industry structure and competitive environment?
2.  What is the Terlato position in the wine market?  
3.  What is Rutherford Hills’ position in the wine market?
4.  How important are wine distributors to Rutherford Hills?
5.  Are brands important to Rutherford Hills and Terlato?  Why? 



Case Discussion:  Habitat for Humanity International (Skim pp. 1-8, Analyze pp. 9-14)

Focal Question:  Evaluate Interbrand’s valuation of Habitat for Humanity.

Case Preparation Questions (to help you prepare for class discussion):
1)  What are the brand drivers for Habitat for Humanity?
2)  Apply the Interbrand methodology to the Habitat brand.
	a)  How would you calculate the economic earnings attributable to the brand?
	b)  How would you estimate the role of the brand (see Exhibit 14)?
	c)  How would you develop the brand strength score, shown here to be 76/100?  
3)  Critique Habitat for Humanity on Interbrand’s 7 Dimensions of Brand Strength.
4)  Do you agree with Interbrand’s $1.8 Billion valuation of Habitat for Humanity International?



Case Discussion:  Mountain Man Brewing Company

Focal Question:  Should MMBC introduce a light beer?

Case Preparation Questions (to help you prepare for class discussion):
1.  What do you project MMBC’s sales will be for 2006-2010 if MMBC does nothing?
2.  What has made MMBC successful?  What distinguishes it from competitors?
3.  Why is MMBC such a strong brand?
4.  Why has MMBC declined despite the strength of its brand? 
  
Format for Case Analysis Write-Ups

Page 1:  (single spaced, 12-point type, 1” margins)

	1.  Decision Recommendation:  1-2 sentences (10%)

	2.  Rationale:  detailed justification (2-3 paragraphs) for recommended option 
	drawing on Page 2 appendix supporting evidence and analyses. (45%)


Page 2:  Appendix
Pros and Cons of Alternative Courses of Action (25%)
	Alternative Courses of Action
	Pros
	Cons

	Alternative 1
	* Pro 1
* Pro 2
* Pro 3, etc.
	* Con 1
* Con 2
* Con 3, etc.

	Alternative 2
	* Pro 1
* Pro 2
* Pro 3, etc.
	* Con 1
* Con 2
* Con 3, etc.

	Alternative 3, etc.
	* Pro 1
* Pro 2
* Pro 3, etc.
	* Con 1
* Con 2
* Con 3, etc.



Supporting Evidence and Analyses (20%)
