
 
  

  

Branding and Brand Management 
 

Course Module in Marketing Management 
 
Course Modules help instructors select and sequence material for use as part of a course. Each module 
represents the thinking of subject matter experts about the best materials to assign and how to organize 
them to facilitate learning. 
 
Each module recommends four to six items. Whenever possible at least one alternative item for each 
main recommendation is included, as well as suggested supplemental readings that may provide a 
broader conceptual context. Cases form the core of many modules but we also include readings from 
Harvard Business Review, background notes, and other course materials. 
 
1. Overview of suggested content (HBS case unless otherwise noted) 
 

Title Author Product 
Number 

Publication 
Year 

Pages Teaching Note 

1. Introduction  
Marketing Reading: Brands 
and Brand Equity  
(HBP Core Curriculum) 

Deshpande & 
Keinan 

8140 2014 33p 8142 

2. Brand Creation and Co-Creation 
(Product) Red (A)  Moon, Norton 

& Chen 
509013 2008 23p 509054 

Alternative: UnME Jeans: 
Branding in Web 2.0  

Steenburgh & 
Avery 

509035 2008 27p 509037 

3. Brand Extension 
Mountain Man Brewing Co.: 
Bringing the Brand to Light 
(HBP Brief case) 

Abelli 2069 2007 19p 2072 

Alternative: The Sure Thing 
that Flopped (HBR case) 

Zaltman & 
Zaltman 

R0807X 2008 10p R0807Z 

4. Brand Transition and Rejuvenation 
Manchester Products  
(HBP Brief case) 

Quelch & 
Beckham 

4043 2009 11p 4044 

Alternative 1: Terlatto Wines 
International: Managing 
Rutherford Hill Merlot in a 
Post-Sideways Market 
(Kellogg case) 

Tybout, 
Bennett, & 
Koenigs 

KEL357 2008 6p KEL358 

https://hbsp.harvard.edu/product/8140-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8140-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509013-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509035-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/2069-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0807X-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0807X-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4043-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/KEL357-PDF-ENG?itemFindingMethod=Search


 
  

  

Alternative 2: A Brand is 
Forever! A Framework for 
Revitalizing Declining and 
Dead Brands (BH article) 

Thomas & 
Kohli 

BH340 2009 10p -- 

5. Global Branding 
Colgate Max Fresh: Global 
Brand Roll-Out  

Quelch & 
Labatt-
Randle 

508009   2007  30p 508020 

Alternative: La Martina (A): 
“Pasion Argentina”  
(IMD case) 

Leleux, 
Turpin & 
Brochier 

IMD374 2009 26p IMD375 

6. Brand Value 
Disney Consumer Products: 
Marketing Nutrition to 
Children  

Bell & Winig 507006 2006 28p 508078 

Alternative: LeBron James  Elberse & 
McCall 

509050 2009 4p 510049 

7. Brand Evolution 
Dove: Evolution of a Brand  Deighton 508047 2007 13p 508109 

 
II. Rationale for selecting and sequencing the items in this module 
 
This module takes a wide-ranging approach to the topic and moves in a sequential manner, starting with 
overviews of branding basics and ending with a broad, historical view of the evolution of a brand over 
time.  
 
Brands and Brand Equity in Section 1 provides a comprehensive review of the fundamental concepts 
and theories in branding and introduces key concepts, issues and terminology related to creating, 
nurturing, managing, leveraging, and defending strong brands. Students will learn the many components 
that make up a brand, the value that brands provide for consumers and firms, how firms create brand 
equity, and the key decisions that brand managers must make and the challenges they face. The 
alternative note, Brands and Branding, shows how brands exist in a “brand culture” that is created by four 
factors: companies, popular culture, customers, and influencers (such as the opinions expressed in 
magazines and by experts). So while brands may begin with the initiative of a particular company, they 
soon become involved in a complicated cultural setting that brand managers must consider. 
 
Section 2 deals with a crucial question for marketers: how does one create a brand? The cases in this 
segment give students two very topical approaches to the subject. This first case, Product Red (A) looks 
at how to create, promote, and manage a brand over time. Its subject is a novel, social marketing 
campaign that was spurred by U2’s Bono, combining benefits for both non-profit and for-profit 
organizations. This case has been used both in the core marketing course at HBS as well as in a second-
year course on consumer marketing. The alternative selection, UnME Jeans, highlights a brand 
manager’s exploration of branding options in the vibrant but complex world of online social media. 
 

https://hbsp.harvard.edu/product/BH340-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/BH340-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/508009-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/IMD374-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/IMD374-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/507006-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509050-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/508047-PDF-ENG?itemFindingMethod=Search


 
  

  

The cases in Section 3 involve the management of established brands in dynamic markets. The 
Mountain Man Brewing case explores the questions: Should this old, established brand opt for an 
extension to the light beer category? What would be gained, and how might brand equity suffer? The 
alternative Harvard Business Review case, “The Sure Thing That Flopped” provides commentary from 
real-world practitioners. The case explores the failure of a brand to do well in the marketplace, despite 
extensive market research that had suggested just the opposite.  
 
The life of a brand often entails brand transitions and rejuvenations. In Section 4, Manchester Products 
looks at an office furniture company facing the challenge of branding the home furniture products of a 
recently acquired company. The issues explored in this case range from brand equity to channel 
management, as well as advertising. The first alternative, Terlatto Wines, describes the attempts of a 
vineyard to revive its brand after suffering setbacks from unexpected external influences: namely, a 
popular movie that denigrated drinking Merlot. The second alternative is a Business Horizons article, “A 
Brand is Forever!” that offers a framework for reviving brands on the brink of extinction. This represents a 
potentially huge cost-savings for firms that want to avoid the tremendous investments involved in creating 
new brands.  
 
As globalization of markets has become a staple of doing business, so has globalization of branding. 
Colgate Max Fresh in Section 5 is a case that follows Colgate as it launches a new toothpaste sub-brand 
in three distinct markets: the United States, China, and Mexico. Branding challenges are accentuated by 
organizational tensions between global, regional, and national management layers. The alternative La 
Martina looks at an Argentinean manufacturer of polo equipment. The case focuses on the company’s 
president as he examines the pros and cons of turning this global sports brand into an international 
lifestyle brand. 
 
The subtle but very important topic of maintaining and leveraging brand value is the focus of Section 6. 
Disney Consumer Products looks at the risks and potential rewards involved in using the Disney brand to 
introduce a broad line of child-oriented “better for you” foods. The alternative case, LeBron James, is 
short but explores many sophisticated issues that promise to spur a rich discussion about how superstar 
athletes and other celebrities can create and capture value from their brands as well as what role talent 
agencies and other intermediaries play in that process. The story follows LeBron’s business partner as he 
contemplates three competing endorsement opportunities.  
 
The module culminates in Section 7 on the topic of brand evolution with the case Dove: Evolution of a 
Brand.  It provides an overview of the Dove brand, focusing on the company’s most recent “Masterbrand” 
campaign called “The Dove Campaign for Real Beauty.” This took Dove from its decades-long role as a 
functional brand to positioning it as a brand with a point of view. The case also explores Dove’s use of 
new media, such as YouTube and blogs, in an attempt to modernize the brand. This case is included in 
the “Managing Brands” section of the Harvard Business School marketing syllabus. 
 
Additional Core Curriculum Readings concerning some related marketing contexts in which branding 
plays a role include Marketing Reading: Framework for Marketing Strategy Formation (#8153) and 
Marketing Reading: Global Marketing (#8182). 
 

https://hbsp.harvard.edu/product/8153-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8182-PDF-ENG?itemFindingMethod=Search

