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Marketing 4330: Strategic Brand Management (Section 3) 
Tuesdays 6:30 – 9:20 PM, FALL 2021 
BLB 245  
 

Professor: Gregg M. Ellsworth, MBA 
Adjunct Professor of Marketing     

Office:  Business Leadership Building – 313A    
Email:  gregg.ellsworth@unt.edu       
Phone:  682.582.6388 (this is my mobile phone; texting is preferred)  
Office Hours: By Appointment:  Tuesdays 5:30 – 6:15 PM; also immediately after class. 
 
TEXTBOOK:  Strategic Brand Management: Building, Measuring, and Managing Brand Equity.  Fourth Edition, 
Prentice Hall, 2013.  Kevin Lane Keller. 
 

 
WELCOME TO STRATEGIC BRAND MARKETING!  I believe this will be one of the most energizing 
topics of your entire business education.  We are each engaged in some type of marketing... each one of us, every 
day, in one capacity or another.  Marketing is where science and art meet; where the left and right brains combine to 
make organizations successful. For some of you, these concepts will resonate deeply and will stay with you 
throughout your marketing career.  For others, this course will be a valuable component as you seek to round out 
your business education.  And for others, it may simply “check a box” towards graduation. Regardless of your 
approach or long-term goals, the concepts you learn in this course will benefit you throughout your entire career in 
any aspect of business management, whether you are a local entrepreneur or part of a large global organization.   
 
My goal is to enable you to fully grasp the idea that strategic marketing and brand management is absolutely essential 
to business success.  Your organization can (and should) have the sharpest financial minds possible keeping track of 
all the numbers; it should have the most critical thinkers in charge of operations and support; there should be 
inspirational leaders within an innovative team structure…  BUT, if your brand isn’t managed properly, the 
organization simply cannot survive. It really is that simple. (OK, truth be told: synergy can only happen when all 
entities work together, and each one truly is crucial to success; however, this is a brand management course, so we 
will preferentially flex a little marketing muscle!)    
    

 
CLASS OBJECTIVES: 
 
By engaging in and completing this course, you will:   

• Be able to identify a Brand Promise and understand why an organization must deliver on it in every interaction, 
both internal and external, in a way that adds measurable, sustainable, and meaningful value to the customer.  

• Understand that a brand is one of the most important assets of a firm; learn the basic concepts and 
techniques for strategically managing the brand and measuring its success.   

• Appreciate strategic brand management as a core business philosophy.  The best way to meet organizational 
objectives and achieve sustainable growth is by identifying, satisfying, and exceeding customer needs and 
expectations. 

• Recognize the importance of consistency and positive Customer-based Brand Equity for the development 
and continued success of a brand. See how to execute these principles across the entire organization.   

 
By the end of the course, you will be expected to have gained a clear understanding of strategic brand management 
and be able to analyze it with a certain degree of creativity, confidence, and professionalism. You should be able to 
define successful branding strategies as well as recommend and implement action plans for success. In summary, 
you should notice a robust improvement in your marketing capabilities (knowledge, ability, and attitude) that will 
enable you to launch more confidently into your career path with a rich awareness of brand management and 
practical marketing skills.   
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 COURSE FORMAT: 
 
The course consists of 15 sessions from 8/24/21 – 11/30/2021, with a final presentation on 12/7/2021. (Specific 
instructions regarding the final presentation will be discussed in class.) Fundamentally, my role is to be a consultant 
and assist in your learning process.  Classes will be in traditional “lecture-led” format; however, heavy discussion and 
participation is desired and expected.  We will use the text as the primary foundation for each class discussion but 
will also rely on case studies, videos, and group exercises. 
 
Much of the learning will be through your individual preparation outside of class, as evidenced by your personal 
chapter review assignments, as well as your work in applying the concepts to the group presentation, which will 
count as the final exam.  Please come to class ready to contribute.  I expect you to share your findings from the 
assigned readings as well as other external sources; I also encourage you to draw on your personal experience as 
consumers and share those insights with the class.  
 

Chapter Review Assignments 
At the end of each chapter, each student will submit an individual Chapter Review covering the concepts of that 
week’s reading assignment.  The purpose is to enable you to discover the marketing concepts that have the greatest 
impact on you individually and also find relevant parallels in the current marketplace. For each chapter in the 
textbook, the following items will be required and graded: 
 

✓ Identify 3 concepts that you find new or impactful.  (3 per chapter = 25 points each; 75 points total)   
o Document three concepts or brand examples that you found interesting and explain why.   

▪ Did this concept surprise you or “speak to you” in a particular way?  Did it teach you to think 
about business or marketing in a way you hadn’t considered before? 

▪ How does the concept impact success elsewhere in the organization?  Does it relate to anything 
you’ve learned in other another class?   

▪ Can you provide an example in today’s marketplace of how a business has executed on this 
concept?  Have they had successes or failures?   

▪ How would an awareness of this concept impact you as a brand manager or as a member of a 
marketing team in the future? 

NOTE: the questions above are meant to be “idea generators.” You are not required to 
address each point to receive full credit.  Quality and depth count more than quantity; 
however, there must be enough content to demonstrate that you have truly considered and 
analyzed the relevance and impact of the selected topic.   

 

✓ Presentation. (15 points). This is a marketing class. Your content must be visually accessible and interesting. 
This does not mean obnoxiously creative, but it should be visually inviting as well as easy to read and digest. 
You are free to choose the format you feel will be most compelling, i.e. Power Point, Word, etc.  I recommend 
incorporating graphics and imagery to make the document more visually impactful.     
 

✓ Basics. (10 points). For any professional document to be taken seriously and respected in a business setting, it 
must be free from grammatical errors or other mistakes.  Proofreading counts!    

 
This is not meant to be “busy work” or “proof that you read the chapter.”  On the contrary, the goal of the exercise 
is to give you an opportunity to document learnings and create relevant linkages to key marketing concepts.  Theory 
is good, but practical observation and application of the theories makes learning stick.  
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GROUP PROJECT:  Strategic Brand Audit  
 
This project is your opportunity to form a consulting group and apply the theories and concepts we discuss to an 
actual brand.  This is perhaps the most important aspect of the course, and more details and expectations will be 
presented in class.  Note: there is purposely not a formal template for the project.   

• The project will be done in groups of 5-6 students.   

• For the Mid-term, groups will be required to present a preliminary project outline, including a SWOT analysis.  
We will review the team plan together and make general course corrections as necessary.  This will be a graded 
step in the process, and additional information will be provided.   

• The project will be developed throughout the course with class time regularly dedicated to group meetings. 

• The final exam will be a written report and group presentation to be completed at the end of the course.  

• A confidential and individual Peer Evaluation will be part of the final submission. 
 
We will discuss elements of the project each week.  I recommend that project teams meet briefly following each 
class weekly to do the following: 

(i) Discuss key concepts from each section of the textbook and prioritize relevance to your project. 
(ii) Determine how to apply those concepts to your selected brand and identify next steps.   
(iii) Plan how to take action and best methods to analyze and document findings.   
(iv) Prepare to show the impact of implementing various concepts and how they yielded positive results.   

 
 

Grading for the Course:  
 

Course Elements: 
Chapter Reviews (13 @ 100 pts each) *         1300 
Written Mid-Term report                      200 
Final report and Peer Evaluation **                200 
Final presentation           100 
Class Participation***                                  200 
Total           2000 

Grading Scale: 
90% and above  A 
80%-89.9%  B 
70%-79.9%  C 
60%-69.9%  D 
59.9% and below  F 

 
* To pass the course you must have a passing average for all chapter reviews.    
 
** Peer Evaluations:  In order to avoid any “free-rider” scenarios, a peer evaluation will be incorporated into all 
group assignments.  You will submit your comments individually and will evaluate your peers’ work, contribution, 
and effort… not your own. The total evaluation by each student’s teammates will be highly considered to appropriately 
weight the group project grade assigned to each team member.  
 
*** Class participation: It is expected that you will display a positive and respectful attitude while making 
comments in class and while working with other group members.  I also expect that you will read the assigned 
textbook chapters and be prepared to contribute to class discussion each week.  Please arrive on time and be fully 
prepared for all classes; make it an absolute, personal, non-negotiable practice to meet all deadlines as presented 
during the course. I will bear in mind your attendance, the frequency and quality of your participation, the amount 
of interest shown in the course, and how much you enrich the class through your work and insights. 

0-60 points:   Does not attend regularly; does not participate when present. 
70 points:  Attends occasionnally but does not participate.    
80 points:  Attends regularly but very little participation.  
90 points:  Attends regularly and participates often.   
100 points:  Attends regularly, shows enthusiasm for the content, and brings external insights. 

 
Please note: there will be no penalties or deductions due to valid, University-approved absences.  It is possible to participate effectively and 
demonstrate enthusiasm for the material even if you are unable to attend every class. 


