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Course Syllabus

Instructor_________Dr. Jamie Pleasant; Ph. D.______________________________________________

	Office Hours
	Note that office hours will be announced in class and posted on office door.
OFFICE HOURS: M.W.F. 12-1pm, Wed. 2-5pm, Fri. 2-6pm
Other times by appointment based on individual needs

	Office Location
	OFFICE:  Clement Hall, Room 231

	Office Telephone
	404-880-6359

	Email
	jpleasant@cau.edu



	Course
Number/Sect
	Course Title
	Credit
Hours
	Semester
	Time
	Level
(U/G)

	SB6218
	01
	Brand Management
	3
	Spr 10
	       T/Th
3:05-4:20 pm
	G

	Brief Description
	
A Comprehensive study of Brand Mgt. 	

	Prerequisites
if applicable
	Marketing Management (Graduate level)



	Course Description: This course has been designed to introduce you to the discipline of Brand Mgt.  The understanding of different brand problems that can occur and a logical approach to solving these problems will be developed during this course.  
			



	Course Objectives:  To understand how to plan and execute brand decisions that exist in a dynamic real world market place.




Learning Outcomes:
More specifically, upon successful completion of this course, a student will be able to:
1. Understand the role of brand management
2. Recognize marketing problems and develop a plan of action to resolve such problems
3. Learn the strategic brand marketing process and various strategies used in certain cases
4. Develop workable plans of action through problem solving and presentations 
5. Execute sound and feasible brand marketing recommendations

	ASSESSMENT: Learning outcomes will be assessed according to the following:

	Outcome
	Activity/Instrument

	1.
	Exam 1, chapters 1-6

	2.
	Exam 1, chapter 3  

	3.
	Exam 2, team assignment computer simulation 

	4.
	Chapters 5-22,     

	5.
	Final presentations, class periodic presentations

	 
	  








	Teaching/Learning Methods: (lectures, videos, outside speakers, etc.)

Extensive use of case studies and lecture series will provide the basic learning experience. The course will cover communications, ethics, buyer behavior and steps in strategic marketing. Students will be required to apply theories and concepts learned through case studies and simulation scenarios.  This is an experiential, highly participatory course. You are required to interact during each class session.  Passive involvement will undoubtedly result in poor learning, performance and grade.

EXAMINATIONS/ASSIGNMENTS
Several case assignments and readings from the text as well as internet exercises will be required.  Cases must be prepared in advance of classroom discussion.  Students who fail to prepare for case discussions will receive an “F’ for that class period.  Late written assignments will not be accepted.  There will be two exams on chapter assignments, lectures, guest speakers, and other reading assignments.  These will be a combination of multiple choice and short essay. Cases are officially late 5 minutes after class begins.

Case & Group Presentations  
The class will be divided into groups that will work together on various case and group presentations.    A final presentation with a specific outline will be given at the end of the semester.  The groups will have to (1) make a presentation accompanied with a (2) typed document written in business form concerning the project and (3) copy of actual presentation being given.  Please note that each team member will evaluate each other on participation and preparation of work.  I will provide the scoring sheet to each member of the group for this.  I will then average the ratings and it will count 30% of the individual grade of the team project component for each person. Thus, you will receive a team grade (70%) and a personal grade (30%) to determine overall grade per person. Other group presentations will be assigned throughout the year.



 
In-class mini Case discussions:
In-class mini cases will be given during the class with time to look at the case and prepare responses. This portion of the class meets the participation requirements and helps the student sharpen his/her case analyses skills. 

Written Cases:
Cases will be assigned and questions will be provided that must be answered thoroughly. The cases are to be typed and written in business writing only and due at the beginning of class.  The format for the cases are as follows based on the Harvard Case Method:
I. Executive Summary
II. Statement of the problem
III. Recommendations
IV. Implementation Strategies
V. Next Steps

	Grading and other policies and expectations:
GRADING:  Calculation of your final grade will be as follows: 

	Exams 1&2			                           40%
	Cases				                           10%
	Presentations & Homework    	                          15%
            Final Exam		                                       35%
				                                       100%
ATTENDANCE: No more than 5 unexcused absences will be allowed. Students not meeting this requirement may receive a failing grade.

HONESTY AND INTEGRITY: University and School policies regarding academic honesty will be strictly enforced.  Students found in violation of these policies will suffer swift and severe consequences.
Plagiarism, in particular, will not be tolerated. Your professor has attended a workshop on how to run plagiarism scans.  Please be advised that any written assignment may be subjected to online plagiarism detection resources. Violations may result in a warning, rewriting, or rejecting the assignment, and receiving a failing grade. My advice to you: Don’t even try it!  

INCOMPLETE GRADE: “I” grade must be removed no later than one year from the end of the semester in which “I” was assigned. A student cannot register for a course in which he/she has an “I” grade or enroll in the course where an “I” graded course is a prerequisite.  An “F” grade will be assigned by the Registrar if time limit for Incomplete Grade removal has expired.

	



	Required Readings:

REQUIRED TEXTS: (1)“Kellogg on Branding”, Alice M. Tybout and Tim Calkins; Wiley Publishing, ISBN 0-471-69016-3. 
(2) “Prayers That Open Heaven”, Pleasant, Jamie T.; Biblion Publishing, ISBN 978-1449541408
(This book will be used for Brand Project only, not theology or religious teachings) available in CAU bookstore

 	




	Course Outline and Schedule: (dates, weeks, topics)

READING AND EXAM ASSIGNMENTS
 
WEEK I
1/11	             INTRODUCTION , Overview Of Syllabus & Chapter 1 

WEEK II
1/18                   No class 1/16, CHAPTER 1 on p1/18 
                         
WEEK III
1/25                  CHAPTER 2 , Case #1 assigned 
 
WEEK IV			
 2/1                   CHAPTER 3, Case #1 due   
                         
WEEK V			
2/8	            CHAPTER 3
						 
WEEK VI                 
2/15                  Chp. 3 Exam #1
                                   
WEEK VII                
2/22                  Chp. 4, Presentations Assigned

WEEK VIII		
3/ 1	             Presentations

WEEK IX
3/ 8                   Spring Break

WEEK X			 
3/15                 Chp. 4, Case #2 assigned
 
WEEK XI
3/22                 Chp. 5,  case #2 due

WEEK XII
3/29                 Chp. 6, Exam #2

WEEK XIII
4/5                   Chp. 7, case #3 assigned

WEEK XIV   
4/12                 Chp. 8, case #3 due, Final Presentations Assigned


	           
WEEK XV 		
4/19                 Chp 9.     

WEEK XVI 
4/26                 final group presentations, review for finals             		 	
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