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W. PAUL STILLMAN SCHOOL OF BUSINESS

Our mission is to be the school of choice for business education in the state of New Jersey and to be known nationally as among the best business schools within a Catholic University.

DEPARTMENT OF MARKETING
www.shu.edu/academic/business/marketing/

BMKT 7640

Corporate Branding Strategy

Summer 2008
	Instructor:
	Prof. Mary P. Saladino
	Secretary:
	Mr. LeKyndric Blocker x 9207)

	Phone:
	973-761-9247
	Prerequisite:
	

	Office:
	634 Jubilee Hall 
	Email:
	saladima@shu.edu

	Office Hrs.:
	M, W 4:00-5:30

and by appt.


	Blackboard site:
	http://setonhall.blackboard.com


Course Objectives

1. Identify new trends and developments in marketing and appreciate their relationship to branding strategy.

2. Recognize the role consumers’ perception plays in formulating and shaping brand strategy.

3. Design a marketing model to build brand equity.

4. Understand the importance of integrated marketing communication in evaluating brand equity.

5. Measure the success of a brand’s equity sources by evaluating how and why consumers shop for brands and how they think about brands.

6. Examine how various international brands address CSR issues and incorporate their results into strategic planning and growth incentives.

7. Develop and critique methods of retaining brand identification.

8. Create a method to analyze brand equity measurement and management. 

9. Appreciate the components which make a brand become “legendary”.

10. Analyze the characteristics of cult brands, co-branding, emotional branding, and luxury branding and gauge their impact on strategy.

11. Examine the growth of global brands in developed and emerging markets.

Recommended Readings 
Tybout, Alice M. and Calkins, Tim. Kellogg on Branding. John Wiley and Sons, 2005

Gobe, Marc, Citizen Brand

Reis, The 22 Immutable Laws of Branding

Holt, How Brands Become Icons

Silverstein, Breakaway Brands

Competencies to be Developed

The course will enhance the students’ skills in the following areas:

1. Critical Thinking and Effective Communication.  A significant proportion of class time will be devoted to discussions and/or activities that require a critical application of the material, and will allow you to develop your skills in presenting your ideas to a medium-sized audience.  
2. Managing Change:  Marketing requires continuous monitoring and adjustment to changes in socio-cultural, economic, technological and legal environments, as well as product life cycles, retail life cycles, and other change forces. 

Course Requirements

	Nike and competition analysis 
	25%

	Project
	35%

	Participation/In class exercises
	10%





       Green Analysis


           30%

Policies

Grades. Grades for this course are based on the percentage system and assigned based on  the following cutoffs: A/94, A-/90, B+/87, B/84, B-/Eighty, C+/77, C/74, C-/70, D+/65, D/60.  All exam grades are rounded to two decimal places, then averaged together to create a single letter grade.  Your case write-up and participation grades are assigned  in letter grade format.  Your final grade for the course is calculated as a weighted average of the letter grades.    

E-communication.  I will only send e-mail to your Seton Hall account!  Students must have a Seton Hall e-mail account, and must access successfully our “Blackboard” site by the second week of the semester.   Blackboard exclusively will be used to distribute handouts, assignments, and important information concerning upcoming assignments.  Be sure to visit the Blackboard site at least a few times per week to stay on top of things. 

Submissions. All submissions must be typed using a word processing program.  Papers are due at the beginning of class. 
COURSE TOPICS

Due to the constantly evolving nature of the subject matter, the topic listing is subject to change. Articles and/or cases will periodically be placed on blackboard. It is the student’s responsibility to check the course site before each meeting.

I. The challenge of branding and building global brands.

II. Brand positioning.

III. Elements of brand design, meaning and extension.

IV. Brand portfolio strategy.

V. Building a brand driven organization.

VI. Measuring brand value.

VII. Brand equity drivers and marketing.

COURSE REQUIREMENTS
I. BRAND ANALYSIS PROJECT – DUE JUNE 30.

Students will be grouped into teams and are to research and  analyze one of Interbrand’s/Business Weeks top global brands. No duplication of brands is allowed. Therefore approval by the professor is mandatory in order to reserve your choice. Each paper is to be between 15-20 pages, double spaced and bound, and contain a complete works cited page. All information should be current and pertinent to the brand’s positioning.

The paper should include the following topics.

1. Identify all the brand elements
2. Identify the inherent attributes of the brand. (Including the 4P’s and marketing activities which differentiate the brand.

3. Chart the brand’s growth during the past 5 years. Are there any major geographical or product areas of concentration presently? What are the brand’s plans for the future?

4. Who are the brand’s major competitors? What are their POP and POD? (Include a positioning map)

5. How does each brand compare to your chosen brand?

6. Conduct an analysis of the company’s understanding of the consumer base.

7. Is the brand well positioned? Why?

8. What are the sources of brand equity for this brand? Does its stand on CSR enter?

9. What suggestions would you make to management to build and manage equity?

10. What successes/errors has the brand made? 

11. What did they learn or not learn from these occurrences? Is this knowledge industry specific or can it be applied to other industries?

12. What direction do you suggest management take to continue growth?

This is both a written and oral submission. On the due date, each group will give a presentation of their findings. The written project is to be professionally prepared and bound. A works cited page must be included.  In addition to the written work, a hard copy of the ppts as well as the executive summary must be submitted to the professor. Copies of each group’s executive summary should be distributed to the entire class.
II. BRAND COMMUNICATION COMPARISON – DUE JUNE 2

1. SELECT ONE OF NIKE’S COMPETING BRANDS.

2. DESCRIBE THE MAJOR TARGET MARKET OF EACH?

3. WHICH IS THE BIGGEST PRODUCT CATEGORY EACH OFFERS?

4. COMPARE PRODUCT OFFERINGS BY CATEGORIES, PRICING, STYLING, ETC.

5. DO NIKE’S BUZZ BRAND ATTRIBUTES APPLY TO YOUR BRAND? WHY OR WHY NOT?

6. EXAMINE THE BRANDS’ OFFERINGS AT A RETAIL STORE AND ON THE WEBSITE. IS YOUR COMPANY CREATING AN INTEGRATED MESSAGE?

7. DOES THE COMPANY MAKE A STRONGER STATEMENT IN EITHER VENUE?

8. COMPARE AND CONTRAST RECENT AD CAMPAIGNS OF YOUR CHOSEN BRAND AND NIKE. WHAT WERE THE STRENGTHS OF EACH? WHAT WAS THE COMMUNICATION GOAL OF EACH?

9. WHERE ARE THEIR MAJOR PLACES OF OPERATION AND GROWTH?

10. WHAT DIRECTION DO YOU FORSEE THE BRAND TAKING?

11. CREATE A SIMILAR COMPARISON CHART FOR YOUR CHOSEN BRAND.

THIS IS AN ORAL PRESENTATION. YOU WILL BE REQUIRED TO DELIVER A 15 MINUTE PPT PRESENTATION ADDRESSING THE ABOVE POINTS.

III. GREEN BRANDING –DUE JUNE 18

GREEN MARKETING IS SOMETHING ON EVERY COMPANY’S TO DO LIST.  ACCORDING TO THE ARTICLE POSTED ON BLACKBOARD,  NOT EVERYONE IS DOING IT IN AN ETHICAL MANNER.

SELECT A COMPANY AND ANALYZE THE FOLLOWING:

1. IDENTIFY THE COMPANY’S INDUSTRY.

2. IS THIS INDUSTRY MORE AVID IN THEIR CLAIMS TO ENVIRONMENTAL MARKETING THAN OTHERS? IF SO, HOW AND WHY?

3. WHAT SPECIFICALLY HAS YOUR SELECTED COMPANY DONE IN THIS VENUE? HOW DOES IT COMPARE TO THE ACTIONS OTHER COMPANIES HAVE TAKEN WITHIN THE INDUSTRY?

4. DO YOU FEEL YOUR COMPANY’S EFFORTS ARE FULL FLEDGED OR JUST BEING DONE TO “FIT INTO THE THROWS?”

5. HOW HAS THEIR GREENING EFFORTS SPECIFICALLY IMPACTED MARKETING STRATEGY?

6. HAVE THERE BEEN NOTICEABLE RESULTS ON SALES?

7. HAS THERE BEEN ANY BACKLASH TO THEIR ATTEMPTS? IS THERE ANY EVIDENCE OF GREENWASHING?

THIS IS AN ORAL AND WRITTEN REQUIREMENT. YOUR PAPER SHOULD BE BETWEEN 7-10 PAGES IN LENGTH. REQUIREMENTS ARE AS LISTED IN PROJECT I.







