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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
Successful implementation of a differentiation strategy requires that differentiated products be branded so that the equity built by a differentiated product or service can be harnessed to support future growth.  Of course brand managers need to understand branding tools, but so do entrepreneurs, investment bankers, consultants, corporate financiers and General Managers.  The course will prepare Brand Managers to build, leverage and defend strong brands and will help entrepreneurs effectively “position” (who is going to buy, and why) a product/service and build programs to support that position.  Investment Bankers, Corporate Financiers and General Managers will develop an understanding of branding tools which contribute significantly to firm value.  (On average, brands contribute up to 59% of all publicly traded firms’ market value and up to 65% of US firms’ market value.)  Strategic Management Consultants deal primarily with the marketing function and branding is a significant component of that work.  The class begins with three primary branding models, and then moves on to positioning, marketing programs to support positions and techniques for establishing the value of brands.  

Class Format
To achieve breadth of coverage, in some class sessions students will read an article addressing a branding 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 branding 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 strategic branding.

Course Requirements and Grading

Class Participation		40
In-Class Exercises		20
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

Class Participation (40% 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 demonstrated deep understanding of the material and 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 .5 point.  That is, if you are late and you make outstanding contributions, your participation score for that day will be “2.5” 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

In-Class Exercises (20% of course grade)
Exercises will be done in teams during class sessions.  Exercises will build from and reinforce the concepts covered in the associated class session.  Exercises will be graded on a 10 point scale.  Exercise grades will be averaged at the end of the semester and the distribution of average exercise 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 brand extension) for a new brand that you choose. 

The project involves 7 steps:




	



Step 
	


Activity
	


Due Date
	% of Course Grade Based on this Step

	1
	Select New Brand for Project
	Wed      9/12
	0%*

	2
	ZMET Interviews
	Mon       9/24
	5%

	3
	Meet with McAlister to Discuss Position
	Th/F      9/27-28
	0%*

	4
	Depth Interviews and Positioning Statement
	Wed       10/3
	10%

	5
	CBBE Pyramid and Marketing Mix
	Wed       10/31
	10%

	6
	Consumer Survey:  30 Consumers
	Mon       11/19
	5%

	7
	Final Project Report and Presentation
	Wed        11/28
	10%

	
	    Total Contribution of Project to Course Grade
	
	40%


* These components, if completed on time, do not effect course grade.  However, if these components are not completed on time, the project grade will be reduced.  Note that completing step 3 (Meeting with McAlister) requires that the whole team show up for the meeting in order to avoid penalty.


Step 1:  Select a new brand to be the focus of your project.
This can be a brand you dreamed up, a brand in a business that you are developing, an actual new brand in the market, or some other alternative.  Feel free to talk with Professor McAlister about the brand you are considering so that you end up selecting a brand that will allow you to showcase what you have learned in the class (which is how the project grade will be determined.)  Brand choice must be finalized by the beginning of class, W 9/12.

Step 2:  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 sixth class period for an overview of this interview technique.  In addition to the ZMET interview that will occur in class on M 9/17, 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.  The required write-up is due at the beginning of class on Monday, 9/24.

Step 3:  Meet with McAlister to Discuss Position
Your team will discuss your positioning statement with Professor McAlister in a 30 minute meeting on Thursday, 9/27 or Friday, 9/28.  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 4:  Depth Interviews and Positioning Statement
Your team’s depth interviews and positioning statement are due at the beginning of class on Wednesday, 10/3.  (See 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, 10/3. 

Step 5:  CBBE Pyramid and Marketing Mix
Building from your positioning statement, create a CBBE Pyramid and marketing mix for NewBrand, due at the beginning of class Wednesday, 10/31.  (See 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.



Step 6:  Consumer Surveys
Your team will conduct at least 30 consumer surveys (surveys to be launched no later than Monday, 11/12) 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.)  You should launch your survey no later than Monday, 11/12.  Your 2 page write-up of survey results is due at the beginning of class on Monday 11/19.  

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 7:  Final Report
The final PowerPoint report will be due at the beginning of class on Wednesday 11/28.  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 11/28.  	 

 You will present the marketing plan (CBBE pyramid, positions, marketing mix, survey results, extension) for your NewBrand.  That presentation should include very brief industry background, but focus on customer analysis, CompetitorBrand analysis (position, marketing mix), NewBrand position (including CBBEpyramid that indicates how you plan to build salience, the performance and image associations you plan to build, the judgments and feelings that you expect to result from your performance and image associations, and how resonance will be demonstrated), 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 (including a positioning statement for the extension and an evaluation of the extension according to criteria from the readings).

Presentations will be made in class on 11/28 and 12/3. (Teams will be randomly assigned to presentation days and times.)  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 respects.  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

Academic dishonesty is not acceptable.  Any such behavior will be addressed appropriately.

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.”  



Strategic Branding Course Schedule

	Class
	Day
	Date
	Topic
	Due

	Introduction
	
	

	1
	W
	29-Aug
	Introduction
	

	2
	M
	3-Sep
	Labor Day
	

	Strategic Brand Models
	
	

	3
	W
	5-Sep
	How a brand creates value
	Project Teams and Seating Chart Finalized

	4
	M
	10-Sep
	Brand Position
	

	5
	W
	12-Sep
	CBBE Pyramid
	Brand for Project Due

	Customer Mindset
	
	

	6
	M
	17-Sep
	ZMET Interview in class
	

	7
	W
	19-Sep
	Case:  New Coke
	

	8
	M
	24-Sep
	Guest Speaker:  Rich Armstrong
	ZMET Interviews Due

	Brand Position
	
	

	9
	W
	26-Sep
	Case:  Nano (A)
	

	
	Th F
	27 and 28-Sep
	Teams Meet with McAlister to discuss Position
	

	10
	M
	1-Oct
	Guest Speaker:  Verts (Stein, Heyne, Knoche)
	

	11
	W
	3-Oct
	Case:  Thoughtworks (A)
	Depth Interviews and Position Due

	Marketing Mix
	
	

	12
	M 
	8-Oct
	Brand Elements
	

	13
	W
	10-Oct
	Price
	

	14
	M
	15-Oct
	Case:  Culinarian Cookwear
	

	15
	W
	17-Oct
	Channels
	

	16
	M
	22-Oct
	Case:  Renova TP 
	

	17
	W
	24-Oct
	Communication
	

	18
	M 
	29-Oct
	Case:  World of Warfare
	

	Brand Families
	
	

	19
	W 
	31-Oct
	Brand Extensions
	CBBE Pyramid,Marketing Mix Due

	20
	M
	5-Nov
	Case:  Mountain Man Brewing
	

	21
	W
	7-Nov
	Brand Portfolio
	

	22
	M
	12-Nov
	Case:  Terlato Wines
	Launch Questionnaire by this date

	Brand Valuation
	
	

	23
	W
	14-Nov
	Brand Valuation I
	

	24
	M
	19-Nov
	Case:  Habitat for Humanity
	Results of Questionnaire Due

	25
	W
	21-Nov
	No Class (Thanksgiving)
	

	26
	M
	26-Nov
	Brand Valuation II
	

	Course Overview
	
	

	27
	W
	28-Nov
	Project Presentations
	Projects Due

	28
	M
	3-Dec
	Project Presentations
	

	29
	W
	5-Dec
	Wrap Up
	



	
	
	              Reading Assignments

	Class
	Day
	Date
	Location
	Title

	3
	W
	5-Sep
	BB
	How do brands create value?

	
	
	
	BB
	Big war over small fruit

	4
	M
	10-Sep
	RP
	Brand Positioning

	
	
	
	BB
	Coffee Steeps in Value Marketing

	
	
	
	BB
	Hello 'Mansome'

	
	
	
	BB
	What are they drinking in NYC?

	6
	M
	17-Sep
	BB
	Mapping Consumers' Mental Models with ZMET

	7
	W
	19-Sep
	RP
	Introducing New Coke

	9
	W
	26-Sep
	RP
	Nano [A]

	11
	W
	3-Oct
	RP
	ThoughtWorks [A]

	12
	M
	8-Oct
	BB
	Branding Shortcuts

	
	
	
	BB
	Design Flair for Least Stylish Devices

	
	
	
	BB
	Knights, Pirates, Trees Flock to Facebook

	
	
	
	BB
	Coke and McDonalds Sponsor Olympics

	13
	W
	10-Oct
	RP
	Should You Take Your Brand to Where the Action Is?

	
	
	
	BB
	Club Med Warns of Slower Bookings

	
	
	
	BB
	The 'Near Luxury' Car Buyer

	
	
	
	BB
	Luxury Firms Fret Over Price Disparity

	14
	M
	15-Oct
	RP
	Culinarian Cookware:  Pondering Price Promotion

	15
	W
	17-Oct
	BB
	How Apple Gets You to Buy

	
	
	
	BB
	Sales of Luxury Bikes Accelerate in India

	
	
	
	BB
	China Treads on New Turf

	16
	M
	22-Oct
	RP
	Renova Toilet Paper

	17
	W
	24-Oct
	RP
	Building Brands Through Effective Advertising

	
	
	
	BB
	 % @ #! and other Trends for 2012

	
	
	
	BB
	Jimmy Kimmel Walks Web Tightrope

	
	
	
	BB
	Google Warms to Advertising

	18
	M
	29-Oct
	RP
	World of Warcraft

	19
	W
	31-Oct
	RP
	Brand Extensions

	
	
	
	BB
	More Than Squeaking By

	
	
	
	BB
	Angry Birds Spreads Wings

	
	
	
	BB
	Tupperware's Beautiful Plan

	20
	M
	5-Nov
	RP
	Mountain Man Brewing Company:  Bringing the Brand to Light

	21
	W
	7-Nov
	RP
	Brand Portfolio Strategy

	
	
	
	BB
	Nike to sell Cole Hahn, Umbro

	
	
	
	BB
	AOL Chief Displays Fighting Spirit

	
	
	
	BB
	Verizon Sees Margin Hit

	22
	M
	12-Nov
	RP
	Terlato Wines International:  Managing Rutherford Hill Merlot

	22
	M
	12-Nov
	RP
	Student Supplement:  Terlato Wines International

	23
	W
	14-Nov
	RP
	Excerpt from Measuring Brand Value

	
	
	
	BB
	IKEA Discloses an $11 Billion Secret

	24
	M
	19-Nov
	RP
	Habitat for Humanity International:  Brand Valuation

	26
	M
	26-Nov
	BB
	A Taxonomy of Brand Valuation

	
	
	
	RP
	Excerpt from "How to Better Value Branded Businesses"

	
	
	
	BB
	Is His Company Worth $100 Billion?



Case Preparation Questions


Introducing New Coke
Case Preparation Questions:
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?


Nano (A)
Case Preparation Questions:
1.  What sales goal for the Nano will you recommend?
2.  How will you position the Nano to achieve that goal?
3.  Why is the recommended positioning strategy superior to other positioning strategies that might reasonably be considered?



ThoughtWorks (A)
Case Preparation Questions:
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?


Culinarian Cookware
Case Preparation Questions:
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.)?


Renova TP
Case Preparation Questions 
1.  Analyze the toilet paper (TP) category from the end consumer’s point of view.  How do people choose what toilet paper to buy?  What is the shopping experience like?  What is the role of brands and why are private labels so successful?
2.  Analyze the structure of the TP market.  Who are the biggest competitors?  What is the role of retailers?  What are the trends in this category and what could the future look like?
3.  Analyze the Renova company.  Does it have any unique capabilities?  How about the Renova b
rand?  What are the goals and aspirations of Renova’s management and owners?  




World of Warfare
Case Preparation Questions:
1.  Describe the WOW and Farmville users.  Who are they, and what motivates their playing electronic games (consider when, where, and why they play)?
2.  Describe the strategies used by Activision Blizzard and Zynga to grow their user communities.  Why is Farmville’s rate of growth and decline more rapid than it is for WOW?  In answering this question, examine the motivational devices used by each to attract and sustain users.
3.  Describe the process by which WOW and FarmVille have used traditional mass media such as TV and magazines versus social media such as Facebook to promote use of their electronic games.


Mountain Man Brewing Company
Case Preparation Questions:
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? 


Terlato Wines International
Case Preparation Questions:
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? 


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



  
