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Course Overview

In this course, you will explore multiple forms of marketing communications media and messages, including the hidden power of word-of-mouth
marketing and the expanding media of the Internet. You will also explore the communication-saturated nature of the marketplace for its practical
significance in focusing brand identity and selecting marketing communications.

Course Competencies

To successfully complete this course, you will be expected to:

Course Prerequisites

Prerequisite(s): BUS3030. 

Examine the principles of brand strategy.1

Create a brand vision.2

Create organizational value through brand strategy.3

Use the elements of brand asset management to support a premium price strategy.4

Design potential metrics that measure the return on an enterprise's brand investment.5



Syllabus  Course Materials

Required

The materials listed below are required to complete the learning activities in this course.

Integrated Materials

Many of your required books are available via the VitalSource Bookshelf link in the courseroom, located in your Course Tools. Registered learners in a
Resource Kit program can access these materials using the courseroom link on the Friday before the course start date. Some materials are available
only in hard-copy format or by using an access code. For these materials, you will receive an email with further instructions for access. Visit the Course
Materials page on Campus for more information.

Book

Keller, K. L. (2012). Strategic brand management (4th ed.). Upper Saddle River, NJ: Prentice Hall. ISBN: 9780132664257.

Library

The following required readings are provided in the Capella University Library or linked directly in this course. To find specific readings by journal or book
title, use Journal and Book Locator. Refer to the Journal and Book Locator library guide to learn how to use this tool.

• Campbell, D. (2010). What's your social media strategy? Black Enterprise, 41(4), 74–76.
• Fabiano, K. (2010). Using social media to inspire brand loyalty. Dealerscope, 52(1), 40.
• Neff, J. (2010). Once skeptics, brands drink the Facebook kool-aid. Advertising Age, 81(8), 40.

External Resource

Please note that URLs change frequently. While the URLs were current when this course was designed, some may no longer be valid. If you cannot
access a specific link, contact your instructor for an alternative URL. Permissions for the following links have been either granted or deemed appropriate
for educational use at the time of course publication.

• Bradshaw, T. (2010). Big names are all a-Twitter over Facebook. Financial Times. Retrieved from http://www.ft.com/cms/s/0/33394106-50ca-11df-
bc86-00144feab49a,dwp_uuid=795275ac-9134-11dc-9590-0000779fd2ac.html#axzz16HlEtxNT

• Frederiksen, L. (2016). A 10 step brand development strategy for your professional services firm. Retrieved
from https://hingemarketing.com/blog/story/a_10_step_brand_development_strategy_for_your_professional_services_firm

• Marketwire. (2010). Sue Bostrom discusses Cisco's brand strategy. Retrieved from http://www.marketwire.com/press-release/Social-Media-
Release-Cisco-Presents-the-Human-Network-Effect-Campaign-NASDAQ-CSCO-904840.htm



• Middleton, S. (2010). Brand strategy guru. Retrieved from http://brandstrategyguru.com/tvandvideo
• Nike. (n.d.). Retrieved from http://www.nike.com/
• Professional Academy. (n.d.). Marketing theories – Boston Consulting Group matrix. Retrieved from https://www.professionalacademy.com/blogs-

and-advice/marketing-theories---boston-consulting-group-matrix

Suggested

The following materials are recommended to provide you with a better understanding of the topics in this course. These materials are not required to
complete the course, but they are aligned to course activities and assessments and are highly recommended for your use.

Optional

The following optional materials are offered to provide you with a better understanding of the topics in this course. These materials are not required to
complete the course.

Projects

Project  Brand Architecture

Project Overview

This is an exciting opportunity for you to summarize a company and a brand in a unique course project. You will have the opportunity to lay out proposed
brand architecture. As you know from your readings, some examples of brand architecture can include a master brand, a branded house, and a hybrid
brand. The selection of architecture sets the direction for a company and is extremely important. Use your imagination and set that direction. You will use
this information again and again.

Let’s start this project and get going! Now is the time to select a company that you are going to investigate. A strong recommendation to you is to choose
a well-known company that you like because they will have lots of information that you can use as examples. You may however choose any company
you like, but know that references are required.

Now comes an opportunity to create a framework or model for your project. Look critically at the company of your choice and think:

• What critical decisions has this company made in the past? Look at financial decisions, brand decisions, and think about the array of products that
the company has.

• Is this the company you really want to profile?

The brand positioning statement is a critical part of the project. You now have the opportunity to develop a statement that will quickly, succinctly, and
strongly represent the brand and architecture you are trying to create. Is your company aggressive or conservative, financially strong or weak? A brand
positioning statement should not be more than about a paragraph, but that statement needs to be the representative of everything you are trying to
do. This is hard; sell your statement to friends, family, and your colleagues. Get insight, and drive the statement to be the best that it can be. If you still
need help, ask your instructor.

A SWOT analysis might sound dry but it is actually a chance to be creative. Think carefully about the SWOT (strengths, weaknesses, opportunities, and
threats) analysis. Where does your company stand? Do not mistake opportunities for strengths. Many companies have tremendous opportunities, and
converting them to strengths may take resources they do not have. Position weaknesses in terms of 1 year, 5 year, and 10 year plans. It is always good
to think in timeframes of 1 year, 5 year, and 10 years when thinking about business.

Now is your to follow what you have read and learned in this course as you create a brand strategy and a brand architecture. Be sure to consider the
Frederiksen reading assigned in Unit 1 as a potential guide for your finished strategy. This is a unique strategy for developing a brand. Many major
theories about marketing have been developed by people like Frederiksen, Maslow, Herzberg, the Boston Consulting Group, and more. It is not
necessary that you agree with all of these theories, but it is a very good idea to become familiar with them, especially Frederiksen, which is required for
this course.

Your brand architecture and brand strategy are complementary and should mesh.

As you write, please be certain that you cover the following as part of your synopsis and strategy:

• Brand portfolio: Identify the brands and sub-brands in your new brand portfolio. This is a powerful opportunity. How do you people to see your
sub-brands? Do you want people to know that a sub-brand is part of your company? Some companies do, and some companies do not. For



example, Starbucks closed its Teavana stores. Did you know that Teavana even belonged to Starbucks? Most did not, and Starbucks preferred it
that way.

• Portfolio and product and market context roles: An excellent resource to help you here is the Brand Matrix from the Boston Consulting
Group. This was developed by Bruce Henderson at the Boston Consulting Group in 1970 and is still viable. Many companies have brands that are
in some sort of transition. For example, the Amazon Echo (Alexa) might be terms a dog because it was a huge investment with still unknown gain.
A brand that might be considered a question mark is the Microsoft Surface Pro. 4K UHD TV might be considered a rising star as people and
markets continue to adapt to it. Finally, Tide detergent is a cash cow that has been rebranded at least 30 times since its inception. Every time a new
feature is added it gets rebranded as New Tide, which means it brings in enormous profits for not-so-large investments. These should give you
ideas on how to categorize your own company's brands.

• Resources: What level of resources will your brands receive based on their new roles? Should they receive higher, the same, or lower resources
than they receive now? Note that if two or more companies are integrated into one brand, their combined resources represent the current level of
funding. So, how will you now allocate those ever-scarce marketing dollars? It is up to you to decide who gets the funding increases, and what
products receive annual cuts to their budgets.

• Brand structure: Create a brand hierarchy tree. There are many examples of trees in your readings and on the Web. Use a tree that represents as
much as you can think of about your brand. Remember, a brand hierarchy tree should clearly represent you, and the brand you are managing.

To successfully complete this project, you will be expected to:

• Conduct business analysis that links brand architecture to the business strategy. You have many examples in your readings and with
Frederiksen and the Boston Consulting Group. What is important is that your brands and the assessment and structure of your brands clearly
match the strategy for the business. How embarrassing if the CEO says we are going to drive Product X this year only to find out you have cut the
budget for Product X.

• Create a brand vision and positioning statement. Above we have discussed both vision and strategy. Again, think 1-year, 5-year, and 10-year in
your visions. Think carefully where you want your brand to be positioned.

• Develop recommendations for brand vision, brand positioning, and brand architecture. When you write the brand tree, you are essentially
completing this task. Think about products that can rise, and also think carefully about products to cut. It is said, that when a major company cuts a
product, it could be more than 5 years until that happens. Your recommendations may have enormous repercussions for the brand.

• Create a business analysis matrix and industry competitive map. You have examples from the Boston Consulting Group Matrix. Your map
could easily show your brand juxtaposed with those of competitors. Try to use one map to represent this task.

Project Requirements
To achieve a successful project experience and outcome, you are expected to meet the following requirements.

Paper requirements. Your paper must include the following information:

• A two or three paragraph summation of what you believe the present branding situation is. Think about competition as you write this. What are your
major goals for the brand portfolio in the company you have chosen? Try to be succinct.

• A brand vision, business analysis matrix, and industry competitive map. You should have gained or will gain substantial information in your
readings. Create a matrix for people to review. Provide information about the matrix: include a thorough explanation of why you have chosen to
make the points that you did.

• A brand positioning statement. There is a thorough discussion above about a brand positioning statement. Think carefully and ask others about
their opinion.

• A SWOT analysis, which must include the strengths, weaknesses, opportunities, and threats for the company. Try to list four or five attributes in
each section and state why you made the selection that you did.

• Recommended brand architecture for your chosen company that includes a chart of the brand portfolio structure. Remember, this is a critical
choice, but hopefully by this step, the selection is evident.

• A summary of your paper. In a relatively short wrap up, talk about your choices, sell your reader on your choices and push for approval. Remember,
the recommendations are yours and these recommendations now represent you. In your summary and in your paper try to avoid statements like,
"In my view," or "in my opinion." You are the one writing the paper, so the opinions and ideas must indeed be yours.

• Title page, table of contents, and a solid reference page. References are critical for a paper like this. Be sure that you follow APA guidelines. APA is
the selected formatting structure for Capella University. There are other formatting guides, but APA has been selected by Capella. Visit Capella's
APA Style and Format page for more information.

• At least 5 properly formatted references.

The length of the paper should be between 7–12 double-spaced pages. Paper length does not include reference page, table of contents, or reference
pages.

Project Components

Activity Grade
Weight
(%)



Unit 1  Aspects of the Brand

u01s1 - Studies

u01s2 - Project - Preparation

u01a1 - Brand Positioning, Vision, and Loyalty

Activity Grade
Weight
(%)

u09a1 - Brand Architecture 25

Introduction

This unit provides a framework for understanding and managing a brand as a corporate asset. This approach requires companies to manage the brand
as a profit driver rather than a marketing program or tactic. In this approach, senior management and other functional areas drive brand management,
unlike the traditional model, in which brand management is solely the responsibility of the marketing department.

When a brand is viewed as a business asset, the brand vision takes on characteristics similar to a business mission and is used to help guide and shape
a company's business strategy. In this unit, you will work with the elements of a brand vision. The readings for this unit describe the elements of a brand
vision and how they relate to business strategy.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 1, "Brands and Brand Management." This chapter focuses on what a brand is and how it
differs from a product. Other topics in this chapter include explaining why a brand matters, branding challenges and opportunities, and the strategic brand
management process. Pay close attention to the strategic brand management process, as this is the primary focus of this course.

Read the following description to learn more about the Boston Consulting Group's brand matrix, a common tool still used today:

• Professional Academy. (n.d.). Marketing theories – Boston Consulting Group matrix. Retrieved from https://www.professionalacademy.com/blogs-
and-advice/marketing-theories---boston-consulting-group-matrix

You will analyze a company's brand strategy and vision in your course project, which starts in Unit 7. It is recommended at this time to review the Brand
Architecture course project description to get to know the requirements of the project.

As you learned in your studies for this unit, many a time, consumers prefer to use one brand of a product over another one. There could be many reasons
for this, such as price, quality, trust, or recognition of the brand.

There are two parts to this assignment. First, you will interview three people about their favorite brands. Second, you will evaluate the information you
gathered from the interviews.

Part 1
Ask three people (the consumers) about their brand loyalties in various product categories, such as toothpaste, dishwashing soap, shampoo, deodorant,
toilet tissue, soda, salsa, ice cream, cereal, potato chips, jeans, running shoes, and socks. Here are some questions you may ask:

• What are your primary or favorite brands?



u01d1 - What Do Brands Mean to You

u01d2 - Ranking Brands

• Are there brands or categories for which consumer loyalty is relatively high? Why?
• Explain why you are loyal to these brands.
• Explain why you do not have loyalty to specific brands.

Part 2
• Considering all the three people you asked, are there brands or categories for which consumer loyalty is relatively high? Identify and explain.
• How did the consumers explain their loyalties or lack of loyalties?
• How do consumer attitude and behavior patterns affect marketing strategies? Alternatively, how should they be affected?

Prior to submitting your assignment, review the Brand Positioning and Vision Scoring Guide to ensure you have met the requirements of the assignment.

Your readings for this unit looked at what brands are and the differences between a brand and a product, as well as introduced the brand management
strategy. For the assignment, you were asked to interview three consumers and get their reactions and understand their loyalties to various brands. In
this discussion, you are asked to evaluate brands on a personal level. Answer the following:

• What do brands mean to you?
• What are your favorite brands and why?

Read the Discussion Participation Scoring Guide prior to submitting your post to ensure you have met the criteria for this discussion. This is the
requirement for each discussion within this course.

Response Guidelines
Read the posts of your peers and respond to two. In your response, consider the following:

• How do your brand perceptions differ from your peer's?
• What were the similarities between you and your peer's loyalty to brands?

Course Resources

When you think of a specific product—facial tissues, fabric softener, or clothes—what are the brands that come to your mind? This simple exercise
shows the power brands can have in the marketplace. In this discussion, think about companies that have the strongest brands. Next, answer the
following:

• What are those brands?
• How would you rank those brands?
• How have the rankings changed over time?
• Which brands seem to be the strongest, and why are they so strong?
• What other comments do you have about the brands you chose to evaluate for this discussion?

Note: Each of you may look at this question in a different way. For example, you may decide to look at specific retailers or specific manufacturers. In
addition, you may chose to rank the brands by quality, price, or by some other criteria. How you choose to look at this discussion is up to you.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Undergraduate Discussion Participation Scoring Guide



Unit 2  Brand Image

u02s1 - Studies

u02a1 - Brand Image

Response Guidelines
Read the posts of your peers and respond to two. Assess how you relate to the brands that your peer identified. Is the peer's vision same as yours? How
are they different? Explain.

Course Resources

Introduction

Different consulting groups and brand consultants use various terms to describe the overall brand identity. This can be illustrated through the brand
picture.

The brand picture requires three tasks:

1. Understanding the brand's image.
2. Understanding the brand contract, which comprises the promises it makes to customers.
3. Developing a customer model.

This unit focuses on the brand image and brand contract. The first task is to determine the brand image by analyzing a company's brand associations
and brand personality. Once a company understands its brand image, it can select strategies to build on its strengths or change the image for the better.

Learning Activities

Readings
Use your Strategic Brand Management text to complete the following:

• Read Chapter 2, "Customer-Based Brand Equity and Brand Positioning," up to but not including "Identifying and Establishing Brand Positioning" on
page 51. As you read through this chapter, focus on the sources of brand equity, the steps of brand building, and how to create customer value. All
these concepts will be important as you move through this course.

• Read Chapter 3, "Brand Resonance and the Brand Value Chain."
• Read Chapter 4, "Choosing Brand Elements to Build Brand Equity." This chapter will bring you a step closer in being ready for your course project,

which you will start in Unit 7. Pay particular attention to the options and tactics for brand elements.

Use the Internet to review the Nike Web site.

Multimedia
View the presentation Building a Strong Brand. As you watch this presentation, think about how the four steps work together to successfully build a
brand, and how a successful brand affects its consumers.

In this assignment, you are asked to explore the Nike brand and compare it to its greatest competitor. The purpose of doing this is to examine what
makes a brand more powerful than another. Start this assignment by reviewing the Nike Web site, then respond to the following:

• Who are the major competitors for Nike?

Undergraduate Discussion Participation Scoring Guide



u02d1 - Pick a Brand

u02d2 - Brand Element Comparison

• Of those competitors, choose one that you believe presents the greatest threat. Describe the characteristics that comprise the competitor's current
persona.

• Refer to Figure 3-4 on pages 95 and 96 of your text. Fill out this chart as it relates to Nike and the competitor you chose. Note that you do not have
to answer every question in the figure, though you do have to complete each section.

• Evaluate Nike's brand image and make recommendations on how it can maximize the brand further.

Hint: Use the Nike Web site, competitors' Web sites, Capella University Library, and industry information to help complete this assignment.

Submit your chart and evaluation in the assignment area. Prior to submitting, review the Brand Image Scoring Guide to ensure you have met all the
criteria for this assignment.

Course Resources

Brands have positions and ranks in a consumer's mind. These impressions help us determine what brands we will choose to purchase over others. For
this discussion, pick and identify a brand, and then attempt to identify its sources of brand equity. Assess its level of brand awareness and the strength,
favorability, and uniqueness of its associations.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. For your response, evaluate how your peer answered, and complete the following:

• Do you believe your peer identified the correct sources of brand equity for the brand selected? Explain.
• Do you believe your peer assessed the level of brand awareness of the brand selected? Explain.
• What other thoughts do you have as it relates to this discussion?

Course Resources

Every time you go shopping, you compare brands. Ultimately, you choose the brand that is best for you at that particular time. For this discussion, pick
two brands and compare their brand elements in terms of their memorability, protectability, adaptability, meaningfulness, and transferability. You can use
a pair from the list below or you can choose your own pair to compare:

• Haagen-Dazs versus Ben & Jerry's ice cream.
• Aquafina versus Dasani water.
• Michelin versus Goodyear tires.
• Holiday Inn versus Comfort Inn motels.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Consider the comparison your peer presented. Compare your perspective with your peer's. Are they
similar or different? Explain.

Course Resources

Nike

Undergraduate Discussion Participation Scoring Guide



Unit 3  Customer Model and Positioning for Brand Success

u03s1 - Studies

u03a1 - Business Analysis Matrix

Introduction

This unit deals in greater detail with brand positioning and the key role it plays in creating positive brand equity. Positioning refers to the place the brand
occupies in consumers' minds. The positioning strategy a marketer adopts for a brand will influence the knowledge structures consumers develop.

In this unit, you will look at how ideal or desired brand knowledge structures can be defined with respect to brand positioning. This involves selecting a
target market, segmenting the market, and evaluating the competition. With respect to competition, positioning the brand with points of parity and points
of difference is also discussed. Points of difference are characteristics unique to the brand that help distinguish it from the competition, while points of
parity may be shared by other brands in a given category.

You will also explore the brand-based customer model in this unit. The customer model provides insight into three important brand issues:

1. Customers' brand selection.
2. Competitive advantage.
3. Opportunities for future growth.

All of these play a role in the chosen brand strategy of a product or service.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 2, "Customer-Based Brand Equity and Brand Positioning," starting with "Identifying and
Establishing Brand Positioning" on page 51. This chapter focuses on brand positioning and brand mantras. Pay close attention to these concepts as well
as the positioning guidelines.

Positioning: 
A Core 
Element of 
Your Brand

Launch Presentation | Transcript

Multimedia
Click Launch Presentation to view Positioning: A Core Element of Your Brand. This video will help you understand what brand positioning is and why it
is so important to a brand.

Course Resources

One aspect of analyzing a brand is to also look at the competitors. In this assignment, you are asked to create a competitive map so that you can visually
compare one brand to its competitors.

Undergraduate Discussion Participation Scoring Guide

Positioning: A Core Element of Your Brand



u03a2 - Positioning

u03d1 - Brand Positioning

You will analyze the airline industry in this assignment. Complete the following:

• Select one primary airline and three competing airlines of your choice.
• Complete the business analysis matrix on the airline industry using the template given in the Resources section.

It should be possible to rank the attributes chosen in order of importance, such as the degree of customization versus standard, or high-priced compared
to low-priced.

Refer to the Business Analysis Matrix Scoring Guide prior to submitting to ensure you have met all the criteria for this assignment.

There are five main factors that go into defining a brand position and you are asked to analyze each of these factors for a particular company. To do so,
select a company and identify its brand position and brand vision. Then, you will break down its position and vision based on the following criteria.

• Brand attributes: What the brand delivers through features and benefits to consumers.
• Consumer expectations: What consumers expect to receive from the brand.
• Competitor attributes: What the other brands in the market offer through features and benefits to consumers.
• Price: This is an easily quantifiable factor. This should simply be the chosen brand's prices versus its competitors' prices.
• Consumer perceptions: The perceived quality and value of your brand in consumers' minds. For example, does your brand offer the cheap

solution, the good-value-for-money solution, or the high-price tag solution?

Create a thorough picture of the current market and how the brand you selected fits in the market to determine your brand's current position. You can do
this assignment in a Word document or as a PowerPoint presentation.

Prior to submitting, look at the Positioning Scoring Guide to ensure you have met all the criteria for this assignment.

As a consumer, you consistently compare brands. The company who manufactures or sells the products do the same thing. It compares its own brand
with others to determine how it wants to position its product within the market—which products it wants to compete with versus which products it prefers
not to compete with. For example, while McDonald's and Burger King may compete to be the number one hamburger place in America, Taco Bell
chooses to focus on a different market.

For this discussion, pick a category that is primarily dominated by two main brands (for example, HP computers and Apple computers). Keeping those
two brands in mind, complete the following:

• Evaluate the positioning of each brand you selected.
• What are their target markets?
• What are their main points of similarity and points of difference?
• Have they defined their positioning correctly?
• How might it be improved?
• What are the strengths and weaknesses of the positioning strategies of these brands?

Make sure you identify and briefly describe the category and brands selected within your post.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Review the category your peer selected and the analysis of it. Do you agree with your peer's analysis?
Explain.

Course Resources



Unit 4  Brand Relationships

u04s1 - Studies

u04a1 - Brand Weaknesses

u04d1 - Quantitative Measures

Introduction

The next two units cover the relationships between brands and brand architecture. You will focus on the brand relationship spectrum, including how to
identify the types and roles of brands and sub-brands in brand architecture. In this unit, you will learn about brand architecture, including how to assess
and manage one. A well-designed brand architecture builds synergies and efficiencies between brands.

An important element of building a solid brand architecture is to decide when to extend an existing brand rather than create a new brand, when to
endorse a brand, and when to use a sub-brand. Brands must be viewed as assets in a portfolio. Each brand plays a role relative to the other brands in
the portfolio. A particular brand, for instance, could be the focal point of a firm's future growth and play a "strategic brand" role. As such, the brand should
be funded adequately to perform the role.

Learning Activities

Use your Strategic Brand Management text to complete the following:

• Read Chapter 8, "Developing a Brand Equity Measurement and Management System." In this chapter, you will explore the brand value chain,
designing brand tracking studies, and establishing a brand equity management system.

• Read Chapter 9, "Measuring Sources of Brand Equity." This chapter will investigate the customer mindset as it relates to brands. Pay particular
attention to the various qualitative and quantitative research techniques. In addition, consider the comprehensive models of consumer-based brand
equity presented in the book. Think about how these models work in the marketing and consumer world.

• Read Chapter 10, "Measuring Outcomes of Brand Equity." The main focus of this chapter is understanding how the market is performing. You will
be introduced to two types of methods in capturing performance—comparative methods and holistic methods.

All brands have strengths and weaknesses. In this assignment, you will analyze the weaknesses of brands and determine strategies to improve them:

• Identify brands that are market leaders in their categories, but that are weak on some of the five dimensions as described in the Interbrand Brand
Valuation Methodology on pages 348–350 of your text.

• Analyze the reasons for the weaknesses and describe strategies for overcoming them.

Examples of product categories might include motels, computers, sunglasses, automobiles, ski equipment, and airlines.

Review the Brand Weaknesses Scoring Guide to ensure you have met all the criteria for this assignment.

Having a well-known brand is a great advantage for a company, so spending time building a strong brand is important. In addition, building a strong brand
leads not only to making a profit, but also to strong loyalty from consumers. In this discussion, pick a brand and explain how you would best profile
consumers' brand knowledge structures? How would you use quantitative measures?

Make sure you identify and briefly explain the brand you selected.

Undergraduate Discussion Participation Scoring Guide



u04d2 - Brand Relationship

Unit 5  Integrated Communications Planning

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Consider the following while reviewing the brand your peer selected:

• Do you agree with the profile selected? Explain.
• Do you agree with how the quantitative measures can be used? Explain.
• What ideas and comments do you have to improve the profile or measures?

Course Resources

Though there are distinct advantages to having a well-known brand, there are always weaknesses to any brand. Hence, learning the value of a brand
and building brand loyalty is critical to its success.

In this discussion, pick a well-known company that has many brands; for example, Proctor & Gamble. Next, identify the strengths and weaknesses of the
company using the following possible brand relationship types.

• Branded house.
• Sub-brands.
• Endorsed brands.
• House of brands.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Consider how the different brand relationships build value for the company and consumer loyalty. Offer
your own insights to your peer's chosen brands.

Course Resources

Introduction

Brand management goes beyond communications. It includes the business decisions the company makes and how those decisions align with the brand
vision, brand picture, and brand positioning. Branding includes creating the best brand-based, integrated communications strategy to implement the
vision and positioning and to meet the overall goals and objectives of the company's brand asset management. The primary goal of the communication
strategy is to increase the value of the company's brands.

Brand-based communications should strive to create or improve a company's relationship with the customer and close the sale. The steps in creating
goals for an integrated communications strategy include determining:

• The target audience.
• The best communication methods and tools to reach the target.
• How to build a brand:

◦ Awareness.
◦ Understanding.

Undergraduate Discussion Participation Scoring Guide

Undergraduate Discussion Participation Scoring Guide



u05s1 - Studies

u05a1 - Target Audience Matrix

◦ Trial.
◦ Preference.
◦ Loyalty.

Components of a communication strategy can be judged for their ability to achieve the desired brand knowledge structures and elicit the differential
response from consumers that creates brand equity. Six success factors for advertising are identified as follows:

• Consumer targeting.
• Ad creative.
• Consumer understanding.
• Brand positioning.
• Consumer motivation.
• Ad memorability.

A flexible marketing program is one that contributes to brand equity in a number of different ways. This unit explores how a brand is communicated to its
various target markets. To help you relate to the concepts, you may find it helpful to think of how brands communicate with you.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 6, "Integrating Marketing Communications to Build Brand Equity." This chapter focuses on
investigating the new media environment, understanding marketing communication options, and developing integrated marketing communication
strategies.

Use the library to complete the following:

• Read Neff's 2010 article, "Once Skeptics, Brands Drink the Facebook Kool-Aid," from Advertising Age, volume 81, issue 8, page 40.
• Read Fabiano's 2010 article, "Using Social Media to Inspire Brand Loyalty," from Dealerscope, volume 52, issue 1, page 40.
• Read Campbell's 2010 article, "What's Your Social Media Strategy?" from Black Enterprise, volume 41, issue 4, pages 74–76.

Use the Internet to read Tim Bradshaw's 2010 article, "Big Names Are All a-Twitter Over Facebook," from Financial Times.

These articles focus on the use of advertising brands on social networking sites.

Optional – Web Sites
Though optional, the video "Christopher Barger on Social Media at General Motors" is a good resource to understand how social networking sites can
benefit companies. The interview focuses on how General Motors monitors blog, Twitter, and other social networking sites in order to find opportunities to
use these sites for marketing.

Note: If this link is broken, feel free to search for the video in YouTube or in Google by the title.

Create a matrix for General Motors. This matrix should represent all brands. Once complete, provide a written interpretation of the chart.

• Vertical axis - list all GM worldwide brands.
• Horizontal axis - list:

Include:

• Audiences—Who is GM selling to? Perhaps list incomes, gender, age, et cetera.
• Outcomes—Once target audience is determined, what is desired outcome? What other outcomes might GM desire?
• Media Tools—A brand sells to many different age/social groups. What avenues might you consider?
• Percent of Resources you would allocate. Each brand is part of the advertising that GM spends. What percentage of available dollars would you

spend on each brand?
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Once the matrix is completed, answer the following:

1. Which three audiences, of the target audiences chosen, are most critical to the brand? Why did you make the selections? Be certain to evaluate
your findings.

2. What will be the next things that you will do sell to the brand? Personal contact, mailings, et cetera? Be sure that you reach the audience!
3. What are the top three GM brands, based on the percentages you selected for advertising? In each of those brands, what is the number one vehicle?

Support your conclusions in an analysis of 800–1000 words.

Social networking has made a huge impact on how companies market and manage their brands. For this discussion, pick your favorite social networking
site and explore the fan pages of three brands. Identify the brands you selected and explain the following:

• How does the company use the social networking site to communicate its brand?
• How does it promote its brand?
• Gather demographic information on the people who view these pages. What demographic information can be gathered about the people who use

the social networking site selected?
• What brand strategies do you see?
• How does the company's page in the social networking site differ from the company Web site?
• What recommendations and overall comments do you have about these pages?

Note which social networking site you used and, if possible, provide the link to each fan page or advertisement.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. What similarities and differences do you see between the companies who use social networking sites
to advertise? Consider how they advertise, what they advertise, the demographics on which they focus, the brand strategies they use, and so on. What
other observations did you identify? Explain.

If possible, select one peer who evaluated the same social networking site and one peer who used a different social networking site. This will allow you a
chance to see how various companies use various sites.

Course Resources

For this discussion, you are asked to compare and contrast the various communication strategies you learned about in this unit. To do so, complete the
following:

• Identify two competing brands and compare the communications strategies for them based on the following factors:
◦ Pull versus push.
◦ Mass versus direct media.
◦ Advertising versus consumer promotions.
◦ Traditional versus nontraditional options.
◦ Broadcast versus print.

• Next, answer the following about the two brands you identified:
◦ What are the reasons for the similarities and differences?
◦ Which brand's strategy do you believe is more effective? Explain.

Undergraduate Discussion Participation Scoring Guide
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Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Do you agree or disagree with your peer's assessment on the competing brands identified? Explain.

Course Resources

Introduction

The power shifts in the consumer market have changed rapidly over the past decade. Retail outlets have consolidated into chains, such as Wal-Mart and
Home Depot. Growth in the use of the e-commerce and other direct marketing methods also has changed channel dynamics dramatically. These
changes in channel influence and power present both threats and opportunities to manufacturers and service providers.

The stronger the brand and the higher the loyalty to it, the more likely a provider can control the channel dynamics. The strength of the brand sets the
stage for how a company distributes its products, either in current channels, through them, or around them.

Brand-based pricing enables a company to leverage the power of a brand to command a premium price. Customers usually accept paying more for
products and services with a premium brand position.

Pricing is the last step in creating a brand asset management strategy, according to Davis (2000). Pricing is "positioned last because to fully realize
pricing and margin benefits your brand provides, you have to know what positioning you will adopt for your brand, as well as the innovation,
communications and channel strategies that you plan to execute as part of your overall strategy."

In this unit, you will explore the role of pricing and setting the proper pricing strategy. Price is often the most dominant factor in consumer decision
making, so assuring your price strategy fits your target audience is critical.

Reference

Davis, S. M. (2000). Brand asset management: Driving profitable growth through your brands. San Francisco, CA: Jossey-Bass.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 5, "Designing Marketing Programs to Build Brand Equity." This chapter focuses on the new
perspectives of marketing. As you read through this chapter, not only should you think about how these perspectives affect the current market, but also
note the various product, pricing, and channel strategies that are introduced. As a consumer, can you think of any situations in which you have seen the
outcome of these strategies?

As you learned in this unit's readings, pricing of a brand is one of the important element used to entice consumers to purchase it. A company does not
randomly choose a price for its brands, but instead uses pricing strategies to find the right price. The other type of strategy you read about in this unit is
product strategy. Examples of product strategies include perceived quality and perceived value. In this assignment, you are asked to investigate both. To
do so, complete the following:

Undergraduate Discussion Participation Scoring Guide
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• Choose a product category, such as health and beauty.
• Profile at least three brands within the category, based on:

◦ Pricing strategies (complementary pricing, targeted pricing).
◦ Perceived value (a product strategy).

• Review the brands' pricing histories and answer the following:
◦ Explain the pricing history. If you are unable to find the pricing history, explain that and what you did to try to find it.
◦ How were the prices originally set?
◦ Have these prices been adjusted properly for current demand?
◦ What would you do differently?

Note: If you are unable to review the brands' pricing histories, answer the following instead:

• Explain that and what you did to try to find it.
• Are the prices set properly for current demand?
• What would you do differently?

Review the Brand Pricing Scoring Guide prior to submitting your assignment.

The channels that a brand uses can change over time; consider direct and indirect channels. So it is important to evaluate the channels and identify new
opportunities for additional market share, to make sure the brand is not missing out on new outlets, and to make sure channels that are not profitable are
identified and can be shut down.

For this assignment, you will research brand channels. Complete the following:

• Find an article that applies to the reading on brand channels from this unit's readings and analyze the situation. Examples include channel
changes, channel design, indirect channels, direct channels, and Internet strategies. Include a summary of the article in the assignment.

• Analyze the decisions the company made within the channel strategy. For example, what were they and why were these strategies used? Include
any other information that will show your analysis clearly.

• Recommend ways that can be used to improve the channel strategies that are being used.

Hint: Page 171 of your text may help you with this question. In addition, make sure to cite your sources of information.

Prior to submitting, review the Channel Strategies Scoring Guide to ensure you have met all the criteria for this assignment.

Have you had any experience with a brand that has done a great job with relationship marketing, permission marketing, experiential marketing, or one-to-
one marketing? What did the company do? Why was it effective? Could others learn from that?

For this discussion, answer the questions above and provide a personal experience example for each type of marketing identified.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Compare your experiences with your peer's. What are the similarities and differences? What additional
comments do you have to share with your peer?

Course Resources

Undergraduate Discussion Participation Scoring Guide
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Over the past several years, Internet shopping has become more and more popular. Many companies who used to sell their products only through a
store now sell their products online. In addition, new companies have been founded that sell their products only on the Internet.

For this discussion, find a brand whose sole or primary distribution channel is the Internet. Explain the likely reasons for the brand's highly focused
strategy. Include the positive and negative consequences of the strategy. Provide the URL for the site and brand.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Review the brand your peer selected, its Web site, and the post. Do you agree or disagree with your
peer's assessment about the brand, strategy, and the consequences? Explain.

Course Resources

Introduction

The brand architecture defines both brand boundaries and brand complexity. The brand-product matrix is a graphical representation of all the products a
firm sells. Each row of the matrix is labeled with a brand name, while each column represents a product. Thus, the rows of the matrix correspond to brand
lines (all the products sold under a particular brand name) while the columns correspond to product lines (all the brands marketed in particular product
categories). Note that product lines are also known as brand portfolios. For example, see Figure 11-1 on page 434 of your text.

A firm's branding strategy can be characterized according to its breadth, which refers to the number and nature of products that bear the same brand
name, and its depth, which refers to the number and nature of brands in the same product category. Marketers can use the brand-product matrix to
determine whether and where to make connections across products and brands.

The choice of branding strategy depends upon a number of different factors, including corporate objectives and capabilities, consumer behavior, and
competitive approaches. Consequently, strategies differ significantly between firms and even across products within firms. In addition to designating the
optimal hierarchy, a company must also design marketing support programs that create the desired awareness and associations at each level. In
general, associations for a higher-level brand should be relevant to as many brands below it as possible, while brands at the same level should be as
differentiated as possible. In this unit, you will explore the foundations of a brand strategy and identify why it is necessary to build a road map for action
within an organization's family of brands.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 11, "Designing and Implementing Brand Architecture Strategies." The topics in this chapter
include brand architecture, brand hierarchy, designing a brand strategy, and using cause marketing to build brand equity. As you go through these topics,
think about how they relate and connect to the information you learned thus far. How can the information on these topics help you in your course project?
How can they help you in the real-world—both as a consumer and as a business partner?

Use the Internet to complete the following:

• Read Frederiksen's, "A 10 Step Brand Development Strategy for Your Professional Services Firm." This model looks at the factors that make up
brand architecture. You will find this presentation useful as you prepare for your course project in this unit.

Undergraduate Discussion Participation Scoring Guide
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• Go to the Brand Strategy Guru Web site and view the following videos:
◦ "What's in a Brand?" This video focuses on the meaning of a brand.
◦ "Strategy and Planning." This video looks at the importance of strategy and planning, which are not the same thing.

These videos, presented by Simon Middleton, the Brand Strategy Guru, will help you better understand brand strategy.

• Watch the video "Sue Bostrom Discusses Cisco's Brand Strategy." This video, which is the first one located at this site, is a good resource of
understanding how marketing and brand strategy is actually used within a well-known company.

Note: If this link is broken, feel free to search for the video in Marketwire or in Google by the title.

In your course project, you are asked to recommend an appropriate brand architecture for a company. This project will combine the skills you have
learned within this course. Prior to starting, read the Brand Architecture course project description, the "A 10 Step Brand Development Strategy for Your
Professional Services Firm," and the instructions below to complete the project:

Steps to Complete the Course Project
1. Select a company in which to do your analysis and to provide recommendations. It is recommended to select a well-known company as it is easier to

find information on it. However, the choice is yours.
2. Review the company's history on its brand, products, financial and historical actions in terms of its brands, and past decisions and strategies.
3. Create a brand positioning statement for the company.
4. Complete a SWOT analysis on the company. Include specific strengths, weaknesses, opportunities, and threats the selected company's business

faces.
5. Create a new brand strategy and architecture based on the chosen brand vision. Use branding principles learned in the readings and previously

completed assignments to create the new brand architecture. Use "A 10 Step Brand Development Strategy for Your Professional Services Firm" as
a guide, and be sure you cover each of these in your project deliverables:

◦ Brand portfolio: Identify the brands and sub-brands in your new brand portfolio. If a business is incorporated into another company, it does
not necessarily need to retain a brand. Indicate which companies will be incorporated into a brand or sub-brand.

◦ Portfolio and product and market context roles: Identify which brands are strategic brands, potential linchpin brands (if any exist), silver-
bullet brands, or cash-cow brands. Identify the driver brands, benefit brands, endorser or sub-brands, brands, and co-brands.

◦ Resources: What level of resources these brands should receive based on their new roles? Should they receive higher, the same, or lower
resources than they receive now? Note that if two or more companies are integrated into one brand, their combined resources represent
the current level of funding.

◦ Brand structure: Portray the brand portfolio structure by using a brand hierarchy tree. Show the brand portfolio, the roles each brand play,
and the market segments they serve.

Contents Required Within the Project
The following must be included in your final project:

• A one-paragraph summary of the current branding situation that identifies the current issues the company faces and the major goals of a new brand
architecture.

• A brand vision, business analysis matrix, and industry competitive map. Hint: These are the items you completed in Units 1 through 4.
• A brand positioning statement.
• A SWOT analysis, which must include the strengths, weaknesses, opportunities, and threats of and for the company. List at least five items for each

section of the SWOT, and include a summary of the analyses.
• A brand portfolio, portfolio context roles, product and market context roles, resources, and brand structure.
• A recommended brand architecture for your chosen company that includes a chart of the brand portfolio structure.
• A description of each new and current brand. This description should set out:

◦ The companies that are part of the new brand.
◦ Its brand role and product and market context roles.
◦ Whether or not the brand should receive higher, lower, or the same level of funding and management time in the future. Be sure to explain

why.

• Any other items as outlined in the Brand Architecture course project description.
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Your final project is due in Unit 9. Prior to that point you are not asked to submit any work on the project to your instructor. However, due to the amount of
work required to complete this project, you should start work on the project immediately. To help pace, it is recommended to complete steps 1 through 3
in this unit.

Course Resources

We have studied brands and brand portfolios. We are going to study Procter & Gamble.

To be successful:

1. Write 300–500 words to outline the brand strategy of Procter & Gamble.
◦ Why does P&G exist?
◦ Are they a sustainable corporation?
◦ Are they a house of brands?

2. Create a brand portfolio. Use the scoring guide to be sure you have met the requirements. Discuss major divisions of P&G. Section 11-1, "The
Science of Branding," on page 359 of your text will help. Use the scoring guide to make sure that you provide the role of the target markets.

3. Choose at least 5 brands. P&G has Tide, Pampers, Dawn, Cascade, et cetera.
◦ Why has P&G chosen to position the brands the way they have?
◦ Is positioning correct? Why or why not?

4. Produce a hierarchy tree for each of the 5 brands. List major sub brands in the list. Discuss target market of sub brand and positioning of that sub
brand.

5. Write the brand strategy that P&G is using for each of the five brands. Use proper references and citations. Use the scoring guide as a model.

In this discussion, you are asked to investigate brand portfolios and brand hierarchies in more detail. Begin this discussion by picking a company and, as
completely as possible, characterize its brand portfolio and brand hierarchy. Next, explain how you would improve the company's branding strategies.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Compare and contrast the characterizations of the brand portfolio and brand hierarchy of the company
you selected with your peer's. Explain the reasons for the similarities and differences you see. What other observations did you make during your
comparison?

Course Resources

A 10 Step Brand Development Strategy for Your Professional Services Firm

Undergraduate Discussion Participation Scoring Guide
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Section 11-3, "Branding Brief" on page 382 of your text looks at the companies with the best corporate reputations in 2010. The reputations are based on
the following:

• Quality of management.
• Quality of products or services.
• Innovativeness.
• Long-term investment value.
• Financial soundness.
• Ability to attract, develop, and keep talented people.
• Responsibility to the community and environment.
• Wise use of corporate assets.
• Global competitiveness.

In this discussion, you are asked to look at two of the top companies listed in the "Branding Brief" and determine why they are considered to have such a
strong corporate reputation. In other words, explain how they meet each of the criteria listed above. Hint: You will need to go to the companies' Web sites
and possibly find articles to help you complete this discussion. Include resources in your post.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers. Try to select one peer that researched at least one of the same companies as you and one peer who selected different
companies.

For the peer who selected the same company:

• Compare your analysis with your peer's. What are the similarities and differences in the analysis?
• In your opinion, what are the reasons for the differences in the analysis?

For the peer who selected a different company:

• Review the information your peer posted. Based on this information, does it make sense to you why the company was listed in as having a strong
corporate reputation? Explain.

• What questions and comments do you have for your peer as it relates to the company and each of the categories listed above?

Course Resources

Introduction

The health and well-being of a brand can be significantly affected by both external forces (related to consumer behavior, channel structure and power,
competitive intensity and strategy, government regulation, and other facets of the marketing environment) and internal forces (related to a company's
commitment to and stewardship of a brand). In this unit, you will examine how best to manage equity over time in the face of external and internal
pressures on a brand.

If a brand loses its luster, a revitalization strategy may be required to return it to prominence. This entails either taking a brand back to its roots to
recapture lost sources of equity, or identifying and establishing new sources of equity. Sometimes a brand's misfortunes arise from a lack of breadth in
consumer awareness levels caused by a tendency of consumers to think of it in very narrow ways. In such cases, marketers can identify ways to use the
brand more frequently, use more of the brand when it is consumed, or use the brand in more ways.

The popularity of brand extensions, which apply an established brand name to a new product in the same product category (line extension) or in a
different product category (category extension), has been fueled in part by the rising cost of introducing new brands and by the growing realization
among companies that their brand investments can be leveraged.

Brand extensions can facilitate new product acceptance by reducing consumers' perceived risk, raising the probability of gaining distribution and trial,
increasing the efficiency of promotional expenditures, lowering the costs of marketing programs, eliminating new brand development costs, allowing for
packaging and labeling efficiencies, and permitting consumer variety seeking. They can provide feedback benefits to the parent brand by clarifying the

Undergraduate Discussion Participation Scoring Guide
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u08s2 - Brand Architecture Project - Step 2
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meaning of a brand, enhancing the parent brand image, attracting new customers to the brand franchise, and thereby expanding market coverage,
revitalizing the brand, and facilitating subsequent extensions. In this unit, you will explore the whys and hows of maximizing a brand's strengths and
power in order to capitalize on the brand within the marketplace.

Learning Activities

Readings
Use your Strategic Brand Management text to complete the following:

• Read Chapter 12, "Introducing and Naming New Products and Brand Extensions." As you read through this chapter, pay particular attention to the
advantages of brand extensions, such as lower costs, and disadvantages of brand extensions, such as confusion for consumers.

• Read Chapter 13, "Managing Brands Over Time." As you know, some brands survive the challenge of time, others do not. This chapter focuses on
what it takes to manage a brand over time—such as reinforcing and revitalizing a brand.

Your course project is due in next unit. It is recommended to finish Steps 1 through 3 and to work on Steps 4 and 5 (see list below) in this unit. Review the
Brand Architecture course project description for information on the project.

Steps to Complete the Course Project
1. Select a company in which to do your analysis and to provide recommendations. It is recommended to select a well-known company as it is easier to

find information on it. However, the choice is yours.
2. Review the company's history on its brand, products, financial and historical actions in terms of its brands, and past decisions and strategies.
3. Create a brand positioning statement for the company.
4. Complete a SWOT analysis on the company. Include specific strengths, weaknesses, opportunities, and threats the selected company's business

faces.
5. Create a new brand strategy and architecture based on the chosen brand vision. Use branding principles learned in the readings and previously

completed assignments to create the new brand architecture. Use "A 10 Step Brand Development Strategy for Your Professional Services Firm" as
a guide, and be sure you cover each of the following in your project deliverables:

◦ Brand portfolio: Identify the brands and sub-brands in your new brand portfolio. If a business is incorporated into another company, it does
not necessarily need to retain a brand. Indicate which companies will be incorporated into a brand or sub-brand.

◦ Portfolio and product and market context roles: Identify which brands are strategic brands, potential linchpin brands (if any exist), silver-
bullet brands, or cash-cow brands. Identify the driver brands, benefit brands, endorser or sub-brands, brands, and co-brands.

◦ Resources: What level of resources these brands should receive based on their new roles? Should they receive higher, the same, or lower
resources than they receive now? Note that if two or more companies are integrated into one brand, their combined resources represent
the current level of funding.

◦ Brand structure: Portray the brand portfolio structure by using a brand hierarchy tree. Show the brand portfolio, the roles each brand
plays, and the market segments they serve.

Course Resources

Brand extensions are critical. Tide has been extended many times. The brand is extended when Downy or Febreeze or bleach is added.

For this assignment we are going to do a brand analysis of Pepsi.

A 10 Step Brand Development Strategy for Your Professional Services Firm
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1. Think worldwide. Pepsi markets on every continent.
2. Use Brand Analysis Matrix in the Resources Section. The document is on page 404 of your textbook. Discuss recommendations to improve the

brand. See Criteria 1 in the Scoring Guide.
3. List products according to the matrix. See criteria 2 in scoring guide. What makes sense for Pepsi? A new fruit drink for the Asian market? Purchase

of a well-known product? How will this affect Pepsi? What are some of the potential brand extensions for Pepsi?
4. It is not enough to turn in only a matrix, take time write your thoughts. And explain why you wrote what you did on paper. Spend a page summation of

the chart. Important: Be sure to mention that in the case of the new products, what is strategy to meet new markets? Be sure that you address the
potential new strategy. Is this new thinking relevant to the target market?

Be sure to review the Brand Analysis Scoring Guide.

As described in your text, a brand extension is a new product launched from a current well-established brand. For this discussion, you are asked to
examine the brand extensions of the following companies:

1. Harley-Davidson.
2. Monster.
3. Calvin Klein.
4. Ben & Jerry's.
5. Netflix.
6. U.S. Marines.
7. Grey Goose Vodka.
8. Victoria's Secret.
9. Blackberry.

Complete this discussion from the view of a consumer and be detailed about the extendibility of each company. Review the Discussion Participation
Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Do you agree or disagree with your peer's assessment of the companies and the brand extensions?
Explain.

Course Resources

Brands come and go, and it is a matter of understanding why a brand may disappear from the marketplace. For this discussion, identify a brand that is
fading from the marketplace.

• Explain what the brand is, including the company that makes it.
• What suggestions can you offer to revitalize its brand equity?
• Try to apply the different approaches suggested in Chapter 13 of your text. Which strategies would seem to work best? Explain why.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Response Guidelines
Read the posts of your peers and respond to two. Compare your suggestions to revitalize a brand to your peer's. What are the similarities and
differences? Are the differences primarily based on the differences between the brand you selected and the brand your peer selected? Or are there other
factors involved? Explain.

Undergraduate Discussion Participation Scoring Guide
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Course Resources

Introduction

This unit addresses the way in which secondary associations can be leveraged to build brand equity. Secondary associations are those related to other
entities to which a brand is linked, such as the parent company, country of origin, channels of distribution, spokespeople, events, characters, other
brands, and third-party sources. The link may lead consumers to assume or infer that beliefs, attitudes and perceptions they have for the external source
also hold for the brand. This ability to "borrow" equity from the people, places, or things associated with the brand creates additional leverage for
marketers beyond that brand elements and marketing programs generate.

Leverage can only occur when consumers are familiar with the external source and associations for the source are relevant to the brand. The leveraged
associations are most likely to be considered in brand choice decisions when consumers have low interest or knowledge levels. Three criteria for
evaluating the extent of leverage resulting from brand linkage to another entity are the following::

• Awareness of knowledge of entity.
• Meaningfulness of the entity's knowledge.
• Transferability of the entity's knowledge.

In this unit, you will explore the needs of creating brand equity and then how it can be capitalized upon in a global marketplace.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 7, "Leveraging Secondary Brand Associations to Build Brand Equity." This chapter focuses
on how brand equity can built through leveraging secondary brand associations. Pay particular attention to what a brand association is and how each
type can affect the brand equity.

In this assignment, you are asked to complete your course project. Review the Brand Architecture course project description for the requirements of the
project.

In this unit, you were introduced to secondary associations and how they can be leveraged to build brand equity. For this discussion, you are asked to
use this knowledge and evaluate how a brand of your choice leverages secondary associations. Once you have picked a brand and evaluated how it
leverages secondary associations, think about any ways in which the brand could more effectively leverage secondary brand knowledge.

Review the Discussion Participation Scoring Guide prior to submitting your post.

Undergraduate Discussion Participation Scoring Guide
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Response Guidelines
Read the posts of your peers and respond to two. Consider your analysis of how a brand leverages secondary associations to your peer's. From brand to
brand, what are the similarities and differences in leveraging secondary associations? Explain.

Course Resources

Introduction

As companies search for ways to achieve economies of scale, maximize growth and profit, diversify risk, and satisfy the needs and wants of increasingly
mobile consumers, more and more firms are defining the marketplace in global, rather than domestic, terms. Global marketing programs are attractive
because they allow economies of scale in production and distribution, result in lower marketing costs, convey expertise and credibility, communicate a
consistent brand image, permit quick and efficient leverage of good ideas, and enhance the uniformity and control of marketing practices worldwide.

Development of a global marketing program requires that a company decides the following:

• Which markets are most attractive in terms of their fit with corporate objectives and marketing capabilities?
• Which is the best way to enter a given market—by exporting established brands, acquiring another company's brands in the local market, or

forming a strategic alliance with a local market firm?
• What should be the balance between standardization or globalization and adaptation or localization in the marketing effort?
• Should the marketing organization be centralized in the headquarters country, decentralized in the local market, or reflect a mix of the two?

To build global customer-based brand equity, brand awareness and a positive brand image must be created in each country in which the brand is
marketed. This entails balancing the degree of standardization or globalization and adaptation or localization in the choice of branding elements, design
of the supporting marketing plan, and leverage of secondary brand associations. This unit examines the importance of reaching the global marketplace
and why it continues to grow as part of a branding strategy.

Learning Activities

Readings
Use your Strategic Brand Management text to read Chapter 14, "Managing Brands Over Geographic Boundaries and Market Segments." This chapter
focuses on the challenges and benefits of managing brands across global market segments. Pay particular attention to how the challenges are managed
and how the benefits are maintained.

Up to this point, you focused on brands and marketing of brands within the United States. In this discussion, you are asked to think about brands that are
marketed internationally. For this discussion, pick a brand that is marketed in more than one country, and answer the following:

• How does the company communicate its brand in various countries?
• What is your assessment on the extent to which the brand is marketed on a standardized versus customized basis?
• Do you have any recommendations or suggestions on how the brand could be maximized?

Review the Discussion Participation Scoring Guide prior to submitting your post.
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Response Guidelines
Read the posts of your peers and respond to two. Consider how the marketing of the brand you chose differ from the brand your peer chose:

• What are the differences? What are the reasons for these differences?
• What are the similarities between how each company communicates their brand internationally?
• What other interesting insights did you gain when comparing how one brand is communicated in the international marketplace with the other?

Course Resources

In this course, you learned about brand strategies, brand architecture, and how to create a brand portfolio. For this discussion, post your final project and
think about what you learned while working on the project and other activities within the course. Here are some questions to get you started on your
reflections:

• What did you learn while working on your project?
• During the process of creating a brand portfolio, what did you find challenging? What was the most interesting about working on the project?
• Now that you have completed this course, do you look differently at what a brand is and how companies market a brand? Explain.
• What other observations, questions, and comments do you have about the course and brand strategies?

Response Guidelines
Responses to the posts of your peers are optional.

Course Resources
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