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JOHNS HOPKINS

CAREY BUSINESS SCHOOL




Branding and Marketing Communications 

2 Credits

BU.430.710.XX (including section number) (Note:  each section must have a separate syllabus.)

Class Day/Time & Start/End date

Semester

Class Location

Instructor

Full Name
Contact Information

Phone Number: (###)###-####
E-mail Address: 
Office Hours
Day/s      Times


	


Required Textbook
Kevin Lane Keller (2012), Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 4th Edition, ISBN 10: 0-13-266425-9 
Additional Required Materials 

1. Harvard Business Review (HBR) readings and case studies required for this class must be purchased by all students. Electronic copies of cases can be obtained at Harvard Business Publishing using the following link: INSERT customer course pack link
2. Electronic copies of additional assigned articles are available on Blackboard under the e-Reserves tab. 

NOTE: A complete list of additional required reading materials and case studies appears on the last page of the syllabus. Students are strongly advised to purchase these materials in advance of the first class. 

Blackboard Site
A Blackboard course site is set up for this course. Each student is expected to check the site throughout the semester as Blackboard will be the primary venue for outside classroom communications between the instructors and the students. Students can access the course site at https://blackboard.jhu.edu. Support for Blackboard is available at 1-866-669-6138.
Course Evaluation
As a research and learning community, the Carey Business School is committed to continuous improvement. The faculty strongly encourages students to provide complete and honest feedback for this course. Please take this activity seriously because we depend on your feedback to help us improve so you and your colleagues will benefit. Information on how to complete the evaluation will be provided towards the end of the course.
Disability Services
Johns Hopkins University and the Carey Business School are committed to making all academic programs, support services, and facilities accessible. To determine eligibility for accommodations, please contact the Carey Disability Services Office at time of admission and allow at least four weeks prior to the beginning of the first class meeting. Students should contact Rachel Hall in the Disability Services office by phone at 410-234-9243, by fax at 443-529-1552, or email: carey.disability@jhu.edu. 

Important Academic Policies and Services
· Honor Code
· Statement of Diversity and Inclusion

· Tutoring

· Carey Writing Center

· Inclement Weather Policy
Students are strongly encouraged to consult the Johns Hopkins Carey Business School Student Handbook and Academic Catalog and the School website http://carey.jhu.edu/syllabus_policies for detailed information regarding the above items.
Course Description and Overview
A brand is a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods and services of one seller or group of sellers and to differentiate those of the competition. The essence of formulating competitive strategy is relating a brand to its environment. Although the relevant environment is very broad, encompassing social as well as economic forces, the key aspect of the brand’s environment is the industry or industries in which it competes. Therefore, the goal of competitive strategy for a brand is to find a position in the industry where the brand can: 1) articulate a compelling value proposition, 2) defend itself against competitive forces and influence them in its favor and 3) leverage communication resources to sell the brand message and build brand equity. 
In this course, students examine how a favorable brand and memorable brand experiences can influence a firm’s ability to withstand competitive pressures and thrive in dynamic market conditions. They will study brand management from the consumer perspective to highlight the importance of customer perceptions in bringing brands to life and the role of brand knowledge in building brand equity. Students will become acquainted with cutting-edge frameworks, concepts and tools that have been adopted across industries and around the globe to build lucrative brand franchises. Additionally, students will consider the role of marketing communication vehicles and platforms in effective brand management. 
Student Learning Objectives for This Course
All Carey graduates are expected to demonstrate competence on four Learning Goals, operationalized in eight Learning Objectives. These learning goals and objectives are supported by the courses Carey offers. For a complete list of Carey learning goals and objectives, please refer to the website http://carey.jhu.edu/LearningAtCarey/LGO/index.html.

The learning objectives for this course are to have students: 

1. Develop a consumer-centric approach to building, measuring and evaluating strategies that build brand equity for new and existing brands. 
2. Identify important issues related to planning and implementing brand strategies for a diverse group of marketing offerings (e.g., products, services, industrial goods, non-profits, etc.). 
3. Learn how to identify brand meaning and to measure brand strength for any particular market offering. 

4. Apply branding principles and marketing communication concepts and frameworks to achieve brand management goals and improve marketing performance.
Evaluation
Students should provide a hard copy of assignments submitted for grading at the beginning of class. Due dates are strictly followed, therefore students should note due dates listed in the syllabus and plan accordingly. Late assignments will not be accepted. However, early submission of completed assignments is encouraged whenever an assignment due date conflicts with other professional or personal priorities.  
Assignments were intentionally given a strict page limit. As such, content appearing on pages that exceed the stipulated page limit will not be read or graded. In most cases, following instructions, re-writing assignments several times and editing the final document will help students easily satisfy the page limit requirements.
Important notes about grading policy:

The grade for good performance in a course will be a B+/B. The grade of A- will only be awarded for excellent performance. The grade of A will be reserved for those who demonstrate extraordinarily excellent performance. *The grades of D+, D, and D- are not awarded at the graduate level. Grade appeals will ONLY be considered in the case of a documented clerical error. 
ASSIGNMENTS

	Assignment
	Learning Outcome
	Weight

	Attendance and Participation 
	1, 2, 3, 4
	10%

	Team Case Analysis 
	2, 3, 4
	15%

	Individual Field Assignment
	2, 4
	20%

	Exam 
	1, 2
	20%

	Brand Audit Report and Presentation
	3, 4
	35%


Attendance and Participation (10%)
Student performance is evaluated weekly based on attendance and active in-class participation. Regular attendance is the minimum requirement for successful completion of this course. While excessive absences will significantly impact a student’s learning, it will indeed have greater consequences for one’s final grade. Additionally, students must demonstrate active involvement and meaningful contributions to class discussions and the learning process. Toward this end, students are strongly encouraged to complete assigned readings prior to class, raise important questions or issues regarding branding and marketing communications, share current examples of branding “in action” or offer unique views that challenge conventional thinking and ideas.  
Case discussion is the other critical aspect of class participation. Students will analyze five cases for class discussion, creating numerous opportunities for them to individually impact the group learning experience. The cases selected for this course provide enduring lessons about branding principles, marketing communications and strategic decision making. Though written case analyses are not required, students are encouraged to produce a one-page response to case discussion questions and to be prepared to share their insights when called upon.
Case Analysis (15%) 

Working in teams, students will present one of the assigned cases. Each case team is expected to provide a rigorous analysis, wage a compelling defense for its strategic recommendations and address strong counterarguments presented by fellow students. Teams have 30-minutes to present the case analysis, including a Q&A session. Presentations should effectively incorporate any tools, audio visuals, props or learning supplements that underscore the nature of the branding problems and characterize the business context. A general guideline for preparing the case presentation and the grading rubric will be posted in Blackboard.  
Case Analysis Deliverable: An electronic and hard copy of the presentation outline/deck should be submitted at the beginning of the class period in which the presentation is scheduled. An appendix containing documents supportive of the team’s analysis and recommendations (e.g., SWOT analysis, quantitative results, financial analysis, etc.) may be stapled to the presentation outline. The presentation appendix has a 5-page limit. 

Individual Assignment (20%)
Students will develop a two-page written assessment of a luxury brand based on results from a field assignment. Students can select any brand of personal interest for the assignment (brands of a sexual, political or religious nature are deemed unacceptable). Brands selected for this assignment must be approved by the professor on a first-come basis. Duplicate requests will not be allowed, no exceptions. Students must notify the professor of their brand preference for this assignment by Week 2.  
NOTE: The brand selected for this assignment cannot be used in the Brand Audit Project.

Luxury Brand Voice Guideline
Consistency is the hallmark of successful brand management. Unfortunately, attaining a consistent look, feel, tone and content across the numerous customer touch points defining the customer experience (e.g., websites, customer interactions, advertising, packaging, social networks, etc.) is nearly impossible. Further, brand messaging can be fragmented and confusing due to the sheer number of communication outlets and creative tactics used in brand building.  Unfortunately, ensuring the brand elements and messaging actually enhance rather than undermine the brand voice across platforms is often left to chance. 
There is an easy fix for what ails brand voice management: it is a written document that outlines the name, logo, visual style of the brand and communicates concise parameters about how to present and speak about the brand. When properly designed, this document will be used to mitigate marketing practices that confuse brand meaning and undermine brand consistency. 
For this assignment, students will select a luxury brand for which they will produce the necessary brand voice guidelines. The information below provides instructions for preparing the 2-page written report. 

1. Brand Voice Guideline: students will identify and interpret the (1) brand personality and (2) visual style.  The investigation should include the name, logo, slogan/taglines, colors, images and other elements that characterize the brand in the marketplace. Students should think about how to creatively use the limited space allotted for communicating the Brand Voice Guidelines. Follow The Written Expression of the Intel Brand Personality as a template for this assignment (refer to pp. 1-18 only). (1 single-spaced typewritten page)  
2. Marketing Communications Sampling: students will identify a sample of brand communications across multiple communication vehicles currently in use and evaluate their effectiveness in supporting the brand voice. Drawing on Dolan’s (2000) discussion of major communication vehicles, students will recommend actions to correct major discrepancies between the newly compiled Brand Voice Guideline and actual brand messaging activities. The Dolan (2000) article, Integrated Marketing Communications, is contained in the HBR course pack. (1 single-spaced typewritten page)  
3. An appendix containing summary descriptive or visual content is permitted. (5-page max)
Exam (20%)
An exam is scheduled for Week 7. The closed book/closed computer exam is cumulative and covers material from readings, lectures, cases and in-class discussions. The exam will consist of short answer and essay questions pertaining to conceptual, managerial and analytical topics. Students are expected to demonstrate knowledge of branding concepts, frameworks and measures, identify branding best practices and discuss lessons learned through case discussions.  
Brand Audit Project (35%)
This project experientially integrates the material presented in lectures and cases. Working in teams (size depends on class size), students will immerse themselves in an extensive analysis of consumers of a specific brand as well as conduct research and analysis of the brand, the company that owns it and its competitors. An example of a completed brand audit appears in the Keller text (p. 280). 
The team’s first challenge is to identify two brands of mutual interest to the team. Teams are encouraged to select a brand for which public information is readily available, one that is a member of a well-known category and one whose consumers are readily accessible for research or observation purposes. DO NOT choose a brand that is known to be outstanding already (e.g., Apple, Coca-Cola) in that there is neither much challenge to nor excitement in documenting existing success. Brands that have been covered in assigned readings or case studies are also excluded from this assignment, as are brands of a sexual, political or religious nature. Refer to the index in the Keller book to avoid selecting brands already discussed by the author. 

As documented in the outline appearing on the next page, there are multiple components to this research project.
1. Secondary research regarding the history of the brand/company, its current standing (SWOT analysis) and present positioning provides the foundational knowledge essential for conducting further research about the brand, its customers and its overall performance will provide the foundation of the brand audit. 
2. Additional secondary research focusing on specific aspects of the brand’s DNA, marketing programs and brand elements will be conducted to develop a comprehensive brand inventory. 
3. The brand exploratory phase entails conducting further analysis to examine think, feel and react towards the brand from multiple perspectives. While information in this section is also compiled from existing secondary sources, teams will conduct primary research to delve into how others use and relate to the brand. 
4. Integration of secondary and primary research should help students produce solid strategic and tactical recommendations proposing next steps to management for creating a competitive brand and enhancing brand equity. Recommendations might also include specific tactics outlining how these next steps may be accomplished.

NOTE: Brand managers, research managers and C-level executives are the target audience for the brand audit report. Thus, recommendations should outline important risks-reward tradeoffs and provide significant evidence to support important strategic and resource allocation decisions. 
Brand Audit Outline
I. Brand History and Overview 

Summarize the evolution of the brand, including its past and present positioning. The summary should briefly describe the brand/organizational values, company/brand heritage and a company/brand SWOT analysis (1 page maximum)
II. Key Challenges Facing Brand 

Explain the key challenges facing the brand and lay the foundation for the brand audit focus and outcomes. The challenges should relate to specific aspects of the brand such as brand value, brand architecture, brand portfolio, brand extension, brand revitalization, repositioning, etc. 
III. Brand Inventory 
Provides a comprehensive assessment of the current brand strategy and strategy elements used to support the brand franchise 

a. Construct the brand architecture 

i. 
Graphically represent the brand hierarchy 

ii. 
Discuss the roles of brands in the portfolio. Focus on your brand and others deemed 
important to your brand.
iii. Discuss the hierarchy of the brand.  

b. Analyze the firm’s branding and marketing programs. How do they contribute to brand knowledge? Evaluate the consistency of the programs over time. Is there consistency between the brand and the marketing elements? Describe and evaluate the impact of any observed discrepancies. 
i. Analyze the brand aesthetics (logos, name, packaging, colors)

ii. 
Analyze past and current advertising campaigns across medium.

iii. Analyze the marketing mix for the brand.
c. 
Profile direct and indirect competitors and the market situation. 
IV. Brand Exploratory 

Offers a detailed analysis of consumers’ brand knowledge structures based on the customer-based brand equity framework.
a. 
Assess brand associations at each level of the consumer-based brand equity pyramid. Critique the customer-based brand equity. What meanings are strong and dominant? Which are unique from the competition? Which are positive and negative? What meanings resonate with the target market? 

b. 
Construct a behavioral profile of extreme users, if any, and discuss the influence of consumer emotions during the brand purchase or consumption experience.
c. 
Develop a consensus map to capture relevant images and metaphors associated with the brand using the ZMET technique described in the Keller text (pp 302-304).The ZMET study should include interviews from six different research participants. Documentation of ZMET research participants’ identity, research procedure, images/materials from research participants, an original mental map and other images generated during the research process must be included in an appendix. 
d. 
Discuss key observations obtained from the ZMET study and identify key issues and opportunities to reinforce brand equity anywhere along the brand pyramid. 
V. Reflections and Recommendations  

Integrate research findings from the above research activities to generate marketing recommendations that address specific branding issues 


Develop specific strategic and tactical recommendations that improve brand management and brand communication over the short term (i.e., 18-24 month period). Recommendations should be closely integrated to reassure brand image, awareness and equity are maximized.
VI. Bibliography 
All secondary information sources such as journals, magazine articles, websites and industry reports must be properly acknowledged and formatted with in-text citations of the original source and an organized list of references. Please strictly adhere to APA guidelines  for properly documenting information sources used in the final brand audit report. 
NOTE: Instances of plagiarism are not governed by these bibliography guidelines, but instead will be treated as academic misconduct and handled according to JHU academic misconduct policies. 
VII. Appendices 
 A separate appendix is required for supporting documents, including (a) visual images, copies of brand materials, links to branded multi-media materials, (b) copy of all ZMET research materials (should be condensed and organized) and (c) reports summarizing research findings.  
Brand Audit Deliverables

Written Report. The Brand Audit report is a 10-page single-spaced paper. Teams must submit two copies of the brand report – a hard copy is due at the beginning of class and an electronic copy is due prior to class via Blackboard in Week 8.
The final report must conform to the following: must include a title page, table of contents, bibliography and appendices (as described above). Standard formatting must also include: 

· Typewritten, single-space, numbered pages

· 1-inch margins on all four sides

· 12-point classic font 
· Stapled report, with cover page containing names of all team members. 
Team Presentation. In Week 8, teams will deliver a 15-minute presentation, followed by a 5-minute Q&A. Please submit both a hard and electronic copy of the presentation prior to class. Presentations should succinctly communicate the present situation, describe the brand challenges, discuss the goal of the primary research, summarize pre-test research findings and explain proposed branding recommendations. 
Please refer to next page for Tentative Course Calendar
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Copyright Statement

Unless explicitly allowed by the instructor, course materials, class discussions, and examinations are created for and expected to be used by class participants only.  The recording and rebroadcasting of such material, by any means, is forbidden.  Violations are subject to sanctions under the Honor Code.
TENTATIVE COURSE CALENDAR*
	
	Class Content
	Reading/Assignments+

	Week 
1


	· Introductions 
· Review of brand management and brand leadership ideas
· Review branding and the marketing mix 
· Marketing communications overview  


	READ: Keller, Chapter 1 
READ: Integrated Marketing Communications (HBR)

	Week 
2


	· Understanding customer-cased brand equity
· Building strong brands 


	READ: Chapters 2-3
READ: “Discover the Blind Spots” (MM)
DUE: CASE 1 (Warby Parker, HBR)

DUE: Team designations & brand selections


	Week 
3
	· Developing marketing and communication programs for brands
· Leveraging brand associations 
· Social Media and the branded customer Experience

	READ: Chapters 4-5-6-7
READ: “The Specificity of Luxury” (BM) and “Branding in the Digital Age” (HBR) 
DUE:  CASE 2 (Sephora Direct, HBR)


	Week 
4
	· Measuring brand performance 

· Introducing the brand audit 

· Understanding the role of emotion and affect in brand building


	READ: Chapters 8
READ: “Getting Emotional about Brands” (Gallup) and “Extreme Consumers” 2010  (HBR) 
DUE: CASE 3 (Harley-Davidson, HBR) 

DUE: Individual Assignment 


	Week
5
	· Branding research and brand measurement

	READ: Chapters 9-10 
DUE: CASE 4 (Ford Fiesta, HBR)
DUE: ZMET Research Procedure

	Week 
6
	· Brand design and structures

· Brand extensions 
· Managing brand equity for long-term success 


	READ: Chapters 11-12-13
READ: “Viewing Brands in Multiple Dimensions” and “What Becomes an Iconic Brand” 2003 (Sloan)
DUE: Case 5   (Vibhava Chemicals, HBR)


	Week 
7
	EXAM
· ZMET Analysis Workshop 

· Emerging topics, guest speakers

	

	Week 
8
	Team Presentations
	Brand Audit Projects




* The professor reserves the right to alter course content to accommodate class size.
+ Case discussion questions will appear on Blackboard.
	Required Case Studies 



	ID Number
	Title
	Author/Year/Source 


	9-413-051 
	“Warby Parker: Vision of a ‘Good Fashion Brand’” 
	Marquis and Villa, 2012

	9-511-137
	Sephora Direct: Investing in Social Media, Video, and Mobile
	Ofek and Wagonfeld, 2012

	9-501-015
	“Building Brand Community on the Harley-Davidson Posse Ride”
	Fournier, 2000

	9-511-117
	“The Ford Fiesta” 
	Deighton and Kornfeld, 2012

	W12904
	“Vibhava Chemicals: Pursuit of a Cleaner Space”
	Ramesh and Barnabus, 2012


	Additional Readings+

	Week Assigned
	Title
	Author/Year/Source
	Topic 


	Week 1 
	Integrated Marketing Communications 
	Dolan, 2000 (HBS) 
	Overview of marketing communication principles

	Week 2
	“Discover the Blind Spots in Your Brand Vision”
	Farquhar, 2003, Marketing Management (MM) 
	

	Week 3

Individual Assignment 


	“The Specificity of Luxury Management: Turning Marketing Upside Down”
	Kapferer and Bastein 2009, Brand Management (BM)
	Establishes the domain of luxury brands and describes related luxury concepts and best practices

	
	“Branding in the Digital Age: You’re Spending Your Money in all the Wrong Places”
	Edelman, 2010
	

	Week 4

Individual Assignment 


	“Intel Voice: The Written Expression of the Intel Brand Personality”
	Intel, 2002
	Provides written guidelines for creating a consistent brand expression and persona

	
	“Behold the Extreme Consumers and Learn to Embrace Them”  
	Eisingerich, Bhardwaj, Miyamoto, and  Dykman, 2010 (HBR)
	Describes the small but influential market segment of the “extreme” customer

	Week 4
	“Getting Brand Communities Right” 
	Fournier and Lee, 2009,  (HBR)
	Updated insights on managing communities as a means of business, marketing and corporate strategy

	Week 5
	“Seeing the Voice of the Customer: Metaphor-Based Advertising Research”
	Zaltman and Coulter (1995)
	Provides an overview of the ZMET research technique

	Week 6
	“What Becomes an Icon Most?” 
	Holt, 2003 (HBR)
	Discusses the role of cultural relevance and symbolism to brand success

	Week 6
	“Viewing Brands in Multiple Dimensions”
	Berthon, Holbrook, Hulbert and Pitt, 2007 (HBR)
	Discusses the intersection of products, brands and cultures in building brand equity 

	Follow the e-Reserves link on Blackboard to access readings not included the HBS course pack.



