Savod  MKTG 4330.501_1258
Strategic Brand Management
Fall 2025  M/W  9:00-10:20  (FRLD 300)
Professor: Michael Savod MBA, Email: Michael.Savod@unt.edu or misavo@aol.                              Phone: (925) 413-3435 
Required Text: Keller “Strategic Brand Management” 5th Edition, Pearson 
Learning Objectives: • To understand that a brand is one of the most important assets of a firm. • To understand strategic brand management as a business philosophy that maintains that the best way to reach company objectives is by satisfying consumer needs. • To understand the importance of consistency for the development of a brand. • To learn the basic concepts and techniques for strategically managing a brand. • To define branding strategies and make decisions. By the end of the course, you are expected to have a clear understanding of brand management and to be able to analyze it with a certain degree of creativity and professional marketing skill. You should be able to define successful branding strategies and make and implement action plans based on a strategic marketing orientation. In summary, you should improve your marketing capabilities to prepare you as a marketing professional.
Course Procedures: Textbook chapters will be assigned to be read by all students prior to class meetings. Professor will review KEY POINTS for each chapter in the first part of each week’s session. Assigned team(s) will prepare assigned “Branding Briefs or Science” from appropriate chapter(s) in the second part of each week’s session and present the following week (to be discussed) followed by open discussions. There will be 2 Exams (Midterm and Final) 
Course Schedule:  
CLASS
WEEK 1  Intros, Review Course Procedures, Team Assignments  Target Market Presentation (Prof. Savod)  
WEEK 2  Target Marketing Presentation (Assigned Teams) / Ch. 1 Presentation (Prof. Savod)
WEEK 3  Labor Day (No Class)   Ch. 2 Presentations (Prof. Savod) Ch.1 Branding Brief Presentations (Assigned Teams)
WEEK 4  Ch. 3 Presentations (Prof. Savod) Ch. 2 Branding Brief Presentations (Assigned Teams)
WEEK 5  Ch. 4 and 5 Presentations (Prof. Savod) Ch. 3 Branding Brief Presentations (Assigned Teams) 
WEEK 6  Ch. 6 and IMC/MPR Presentation (Prof. Savod) Ch. 4 and 5 Branding Brief Presentations (Assigned Teams)
WEEK 7  Ch.7 Presentation (Prof. Savod)  IMC/MPR Presentations (Assigned Teams)
WEEK 8    MIDTERM EXAM (Ch. 1-7 plus IMC/MPR)
WEEK 9  Ch. 8 -9 Presentation (Prof. Savod) Ch. 7 Brand Brief Presentations (Assigned Teams)
WEEK 10 Ch.10 Presentation (Prof. Savod) Ch. 8 and 9 Brand Brief Presentations(Assigned Teams)
WEEK 11 Ch.11-12 Presentation (Prof. Savod) Ch.10 Brand Brief Presentations (Assigned Teams)  
WEEK 12 Ch.13-14 Presentation (Prof. Savod) Ch.11 and 12 Brand Brief Presentations (Assigned Teams)  
WEEK 13  Ch.15 Presentation (Prof. Savod) Ch.13 and 14 Brand Brief Presentations (Assigned Teams)
WEEK 14 Ch.16 Presentation (Prof. Savod) Ch.15 Brand Brief Presentations (Assigned Teams)
WEEK 15   THANKSGIVING  (NO CLASS)
WEEK 16  Cause Marketing Presentation (Prof. Savod)
WEEK 17      FINAL EXAM  (Ch. 8-16)
                      Course Grading (to be discussed in first class meeting)
Team Branding Brief Presentations (11) 3 Points each.   Total 33 Points. 
Midterm Exam  30 Points.  Final Exam 30 Points.  Total 60 Points.
Participation (attendance) 7 Points. (.5 per class not including exams)
TOTAL 100 Points   Grading Scale: 90% + A   80%-89.9% B   70%-79.9%  C 60%-69.9%  D  59.9% and below F

OTHER: Department and University General Policies:  Academic Misconduct.  All work performed in this class must be your own. Violation of this policy will result in a grade of "F" for the course and notification of appropriate university officials for disciplinary action. Academic Misconduct consists of, but is not limited to, the use of notes or other memory aids during exams, obtaining/passing answers or other information from/to others during exams, plagiarism, passing copies of exams to others, and obtaining copies of exams from others. You should familiarize yourself with the University’s disciplinary rules and regulations available in - http://vpaa.unt.edu/academic-integrity.htm. 
Americans with Disabilities Act:  The College of Business Administration complies with the Americans with Disabilities Act in making reasonable accommodation for qualified students with disabilities. If you have an established disability as defined in the Act and would like to request accommodation, please see me as soon as possible. Please note: University policy requires that students notify their instructor within the first week of class that an accommodation will be needed. Please do not hesitate to contact me now or in the future if you have a question or if I can be of assistance. 
Grade Appeals:  Any student who believes a grade has been inequitably awarded should first contact the instructor who awarded the grade to discuss the issue and attempt to resolve the differences.  Any instructor no longer associated with UNT at the time of the appeal will be represented in these proceedings by the chair of the department in question.  A student not in residence the semester following the awarding of the grade or a resident student who is unable to resolve the differences with the instructor has 30 days following the first day of the succeeding semester to file a written appeal.
NOTE: Prof. Savod has the right to revise this syllabus at any time.
