Consumer Markets and Brand Strategies

MKT 591A
Trimester 2  

2008 

Class meeting time: 10:10 – noon MW (BA 296)

Instructor:  Dr. Beth Walker


Office Hours:
9:00-10:00am, 12:00-2:00 MW,
Office:  
BAC 483




and by appointment

Phone:  
965-6242 (office)









965-3621 (assistance)


E-mail:
mailto:beth.walker@asu.edu
Course Objectives:
Increasingly, organizations worldwide are recognizing that comprehensive understanding of and responsiveness to their customer is critical to their long-term success.  With the evolution of computer and communications technology, customers don’t only respond to a firm’s sales and promotions strategies, but initiate the business transaction.  Rather than being at the end of the value chain, the customer is often at the beginning of the value chain.  Organizations must respond to this new reality by developing strategies that encourage customer relationships over the long-term.  Of course, within the firm, marketing assumes the dominant role in crafting mutually beneficial relationships with customers by defining, creating, and meeting their needs.  Thus, a clear understanding of the consumer is essential for effectively building customer relationships, and more broadly, managing in the marketing function.

The purpose of this course is to provide an overview of the concepts that are fundamental to understanding and managing the consumer.  Typically, we will adopt the perspective of the marketing manager who needs knowledge of consumer behavior in order to develop, evaluate, and implement effective marketing strategies.  Adopting Kaplan and Norton’s (2003) framework for customer management, the course is organized around four important processes related to managing the customer:  customer selection, customer acquisition, customer retention and customer growth.  Because of its dominant role in the customer management process, special attention will be given to addressing the brand strategies that are used to both acquire, retain and grow the customer base.  In addition, to complement your other more quantitatively–oriented courses in the marketing curriculum, this course will also introduce you to a variety of qualitative methodologies that are especially useful for attaining a deep understanding of the customer.

My goals are for you to a) appreciate the importance of customer-focused management, b) develop the skills necessary for managing customer relationships, and c) creatively apply theoretical knowledge about the consumer to developing effective marketing strategies.

Course Material:
Required.  Readings and cases (Innovation at 3M, Launching the BMW Z3 Roadster, A Case for Brand Loyalty, Black and Decker) will be available from XanEdu (Open the XanEdu "Login/Register" page at:http://www.xanedu.com/login.shtml?PackId=289906). 

Complete instructions for accessing the course pack are available on Blackboard under “Announcements.”  Supplementary readings will be distributed in class.

Grading:
First Written Group Assignment

7.5%


Second Written Group Assignment 
7.5%


Individual Case Assignment

 10%


Class Contributions and Participation
25%



Mid-term Exam
 


20%

Team Project 



30%



Final grades will be calculated using the plus/minus grading system:

97%-100%  
A+
80%-82.99%
B-

93%-96.99% 
A
77%-79.99%  
C+

90%-92.99%
A- 
70%-76.99% 
C

87%-89.99%  
B+
60%-69.99%
D

83%-86.99% 
B
Below 60%  
E

Written Group Assignments:  Two written group exercises will be completed during the course of the term.   The first exercise centers on using qualitative research methods to develop a new product positioning for shampoo, while the second exercise is a live case focused on developing a name for an interesting new application of an existing product.  Students can work in teams of three to five students.  The details of both written assignments are described in the “Case Questions and Exercises” document.  Each of the assignments constitutes 7.5% of the course grade.

Individual Case Assignment:  We will discuss four cases during the trimester.  You are required to prepare one (1) case write-up, following the questions that are outlined in the “Case Questions and Exercises” document.  The case write-up will be worth 10% of your grade.  As a guide, a two-three page single spaced write-up (exclusive of tables, spreadsheets, and exhibits – which may be integrated into the text) should allow you to adequately address the questions in the appropriate degree of detail. Use 11-point font or higher and one-inch margins all around.  The case questions are included in the “Case Assignments” document that is posted on BlackBoard under “Assignments.”  

In terms of criteria for evaluating case analyses, I look for (1) comprehensive treatment of case questions, (2) ability to draw on specific case facts to support stated positions, and, when relevant, (3) consistency across questions of a case so that answers support (rather than contradict) each other, and (4) a specific set of recommendations that are actionable by management if relevant for the case.  
Mid-term Exam:  The mid-term exam will consist of essay questions that cover the key content areas that were addressed over the course of the trimester up to the date of the mid-term.  The mid-term is an open-note exam.  If you must miss the exam for a valid reason, see me prior to exam time to make other arrangements.

Class Contributions and Participation: Class sessions will be very interactive, consisting of case discussions, lectures, and active learning exercises.  Given this interactive approach, in-class learning is a shared responsibility.  Students’ class contributions will be judged on the basis of the quality of commentary offered, and its role in the process of collective learning in the classroom.   For each case, I have developed a set of specific questions to help direct your case analysis to the appropriate level of detail.  To insure that you are prepared for case discussions, I highly recommend that you prepare notes for the assigned cases.  Class contributions and participation represent 25% of the final grade.
Your class participation should: 

1. show evidence of careful preparation of cases and readings 

2. provide clear and concise comments and recommendations 

3. use convincing analyses to support your viewpoint

In-class contribution will be assessed based on the quality and consistency of participation on a weekly basis. When evaluating your contribution to the case and class discussions, factors such as the following are considered:  

· Do comments develop from evidence in the assignment, or are they based on what everyone already knows?

· Are comments accurate, reflecting case facts but not merely restating them?

· Do comments add insight to our understanding of the problem or situation, or are others left with a “so what” feeling?

· Are comments timely and do they advance the comments recently made by others?

· Do comments generate discussion by yielding a new perspective?

· Do comments reflect concern for maintaining a constructive and comfortable classroom atmosphere?

Using these criteria as a foundation, the following scale will be used to assess participation for each class session:

0 – Not present in class

1 –Contributions to class discussion are absent or minimal in terms of quality and consistency.  

2 – Contributions to class discussion are moderate in terms of quality and consistency.  Comments often reflect a solid understanding of the assigned cases or readings, or offer thoughtful additions to an in-class discussion.

3 – Contributions to class discussion demonstrate outstanding preparation and insight.  Comments often reflect a level of understanding that extends beyond the obvious. 

Please try to make the classroom atmosphere as congenial as possible to assist all of our colleagues in the class participation process.  This does not, however, mean that you must agree with every comment offered by your classmates (i.e., it’s ok to disagree).  Students are also encouraged to meet regularly outside of class to discuss assignments before the scheduled class activity.  This will help students in the overall preparation of class material and give students more confidence in contributing in class.

Team Project:  The team project assigned in this class is an original research project for Allviant, a start-up firm in the health care space that is developing a new service for consumers.   Using qualitative research methods, each self-selected team (3-5 members) your challenge is to study Allviant, and their new service in-depth, developing a strong understanding of the “mental model” that consumers have for the new brand.  Based on this understanding, you must develop a strategy for “re-engineering” the mental model to build brand equity by creating brand associations that are strong, positive, unique, and relevant to consumers.  Specifically, what new ideas would you like to see in the mental model six months from now as the result of your strategic recommendations?  Strategies may center on making a product/service change, focusing on the design and execution of the communication strategy, identifying a new set of target consumers, or competing more effectively with a competitor’s brand.  Details are provided in the Team Project Guidelines.  The team project and the project presentation constitute 25% of the grade.  Both the project and presentation will be due at the end of the term.  The grade of an individual team member grades may be modified by peer evaluations of each member’s relative contribution to a team's overall performance. Evaluations are due on the last day of class. Evaluations are strictly confidential.

COURSE OUTLINE
I.   Introduction to Consumer Markets and Brand Strategies

11-10
Consumer Behavior: An Overview



Readings:              Customer Management (HBR B0305A)




 Silo Busting: How to Execute on the Promise of Customer Focus (HBR 50705F)

II. Customer Selection Processes


Who is the Customer?
11-12
Segmenting Consumer Markets

Readings:
Crowned at Last (The Economist)

The Fortune at the Bottom of the Pyramid (Strategy + Business 2106) 

11-17
Getting Close to the Customer: Qualitative Research Methods





Readings:        Spark Innovation Through Empathic Design (HBR 97606) 


In-class: 
Psychographic Self-Analysis
11-19               Getting Close to the Customer: Qualitative Research Methods
Readings:
Creating Breakthroughs at 3M (HBR 99510)


Customers as Innovators (HBR R0204F)


CASE DISCUSSION:  INNOVATION AT 3M (HBS 699102)

11-24
Connecting with the Customer: Understanding What Motivates Consumers to Buy Brands 
Readings 

The Sure thing that Flopped (HBS R0807X) 

Seeing the Voice of the Customer: Metaphor-Based Advertising Research (Journal of Advertising)

          
Mysteries of the Mind (US News and World Reports)


Metaphor Marketing (Fast Company)

Ancillary Readings:
Interpreting Consumer Perceptions of Advertising: An Application of the Zaltman Metaphor Elicitation Technique (Journal of Advertising, class)


Storytelling:  A New Way to get Close to Your Customer  (Fortune, http://www.olsonzaltman.com/, articles, Fortune)

Exercise 1  Due:
“Storytelling”
11-26             Thanksgiving Holiday - Due: Team Project Write-up: Allviant (by email)

III. Customer Acquisition Processes

12-01

Decisions, Decisions, Decisions:  Motivating the Consumer to Choose Your 
Brand 


In-class Consumer Behavior Exercise (distributed in class)

12 - 03

Road Trip: Allviant (Tentative)

Visit to the Corporate Offices at Skysong

12-08               Cultivating Brand Equity 


Readings:              Brands and Branding (HBS 99411)




    What High-Tech Managers Need to Know About Brands (HBR 99411)





Three Questions You Need to Ask About Your Brand (HBR R0209F)





Measuring Brand Health to Improve Top-line Growth (SMR 49113)





Building Strong Services Brands (BH 230)

Link:


http://www.interbrand.com/surveys.asp (For Top Global Brands 2008)      
12-10
Mid-term Exam (tentative date)
12-15               What’s in a Name?  Frameworks for Guiding the Selection of Brand Names
                        Readings: Creating a Corporate Identity for Lucent Technologies (DM1001)

Creating Effective Brand Names: A Study of the Naming Process (Journal of Advertising)
Got Slogan?  Guidelines for Creating Effective Slogans (BH 249)

Ancillary Readings: Corporate Rebranding and Name Changes (Strategic Brand Management, class). 
 
LIVE CASE DISCUSSION: !9th Hole Marketing 
Guest Presenter:  Michael White, CE0, 19th Hole Marketing (http://www.19thholemarketing.com/)
12-17              No Class – 19th Hole Marketing Naming Project
1-21                Exercise 2 Due: Naming the Refreshment Carts   
Group Presentations

1-26
Building Brands through Traditional Channels 


Readings: 
Building Strong Services Brands (BH 230) 



Understanding the Customer Experience (HBR R0702G)

1-28
No Class – Allviant Project Day
2-2                  Building Brands through Non-Traditional Channels 

Readings: Building Brands without Mass Media (HBR 97107)
Controlled Infection: Spreading the Brand Message through Viral   Marketing (HBS BH118) 
How Valuable is Your Word of Mouth (HBS R0710J)

    

    Buzz Marketing (Business Week)

Link: 
Product Placements (Brandchannel.com)

http://www.brandchannel.com/brandcameo_brands.asp
CASE DISCUSSION:  LAUNCHING THE BMW Z3 ROADSTER (HBS 9-597-002)

2-4
Building Brands through Non-Traditional Channels and through Brand Elements

                 Brand Strategies for Building Loyalty
                        Readings:
Your Loyalty Program is Betraying You (HBR R0604H) 





Do Customer Reward Programs Really Work? (SMR 3846)

CASE DISCUSSION: A CASE FOR BRAND LOYALTY (HBS N9- 598-023)

IV. Customer Retention Processes

2-9                  Brand Strategies for Building Loyalty
                        Readings:
Your Loyalty Program is Betraying You (HBR R0604H) 





Do Customer Reward Programs Really Work? (SMR 3846)

Link:

(Ziff Davis CIO Insight magazine) http://www.cioinsight.com/article2/0,1540,2052818,00.asp
V. Customer Growth Strategies


2-11                Extending the Brand
                         Readings:              Should You Take Your Brand Where the Action Is 





(HBR 91501)





Brand Leverage Power: The Critical Role of Brand Balance




(Business Horizons BH 003)

CASE DISCUSSION:  BLACK AND DECKER (A): The Power Tools Division  (HBS 9-595-057) 
2-16
Team Project Presentations: Allviant
2-18
Final Projects Due by 5:00 (email to Diane.a.davis@asu.edu or BAC 400)
1

