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Qihui Chen, Assistant Professor in Marketing
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Strategic Brand Management (5th edition) by Kevin Lane Keller and Vanitha
Textbook Swaminathan

You can access the digital copy of this book by:
https://Ibdiscover.ust.hk/bib/991013216159603412

L1: Tuesdays and Thursdays, 15:00-16:20, LSK1001

Class Meetings L2: Tuesdays and Thursdays, 10:30-11:50, LSK1005

T1 & T2: Thursdays, 19:00-19:50 (Only for quizzes, Location will be
announced later)

Office Hours By appointment (please make an appointment via email)

TA Kouta Castillo Ono (email: koutaono@ust.hk)

This Course at a Glance

MARK 4450 is a basic-level course about brand management. It is an elective course designed to
help you develop a comprehensive understanding of the concepts, rules, and tools of brand
management strategies. By the end of the semester, students will be able to assess critical aspects of
brand management, including how to design brand positioning, generate brand resonance, choose
brand elements, leverage secondary brand associations, and manage a brand over time and across
various geographical markets.

Method of Instruction

Class meetings will involve lectures, case studies, video presentations, and in-class activities, such as
case discussions and experiential exercises. Besides class meetings, to engage students in proactive
learning outside of class, students are expected to participate in a group project on brand audit.
Details of this course will be introduced in the following section.

This Course in Detail

Due

Week Date Course Content (Proportion in Your Grade)

1 4-Feb Introduction
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6-Feb

Brands and Brand Management

2 11-Feb | Customer-Based Brand Equity
13-Feb | Brand Positioning (I)
3 18-Feb | Brand Positioning (II)
20-Feb Brand Resonance
4 25-Feb | Brand Elements
27-Feb Case Study + Group Discussion (I) Group Discussion 1 (5%)
5 4-Mar Secondary Brand Associations (I)
6-Mar Secondary Brand Associations (1I)
6 11-Mar | Brand Architecture
13-Mar | Quiz I (19:00-19:50) Quiz I (20%)
7 18-Mar | Brand Extension (I)
20-Mar | Brand Extension (II)
8 25-Mar | Case Study + Group Discussion (II) Group Discussion IT (5%)
27-Mar | Brand Audit Project Clarification
9 1-Apr
3-Apr
10 8-Apr Managing Brands Over Time
10-Apr | Managing Brands Over Geographic
Boundaries
11 15-Apr | Case Study + Group Discussion (IIT) | Group Discussion 111 (5%)
17-Apr | Course Wrap-Up
12 22-Apr | Brand Audit Project In-Class
Consultation
24-Apr | Quiz II (19:00-19:50) Quiz IT (20%)
13 29-Apt Project Report (14%)
1-May
14 6-May Group Project Presentations I Presentation (14%)
8-May Group Project Presentations II Peer Evaluation (7%)

Other Credits

Research Participation (2%)

Attendance & Participation (8%)

Total

100%

Grading & Course Policies

Final grades depend on performance in the following aspects:

Coursework

Group Discussions

Quiz 1

Quiz II

Group Project: Written Report
Group Project: Presentation
Group Project: Peer Evaluation

% of final grade
15%
20%
20%
14%
14%

7%
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Class Attendance & Participation 8%
Research Participation 2%

Class Attendance & Participation

e Attendance is expected. In grading class attendance and participation, absences are marked as
“excused” or “unexcused.” Unexcused absences will negatively impact your grade. Absences for
personal reasons, including personal commitments (e.g., travel, attending a wedding, internship
interviews), are considered unexcused. I do understand that occasionally you may have
important reasons to be absent. For this reason, I will allow one unexcused absence; beyond
this, unexcused absences will negatively affect your participation grade.

e DPlease speak up in class. Your participation will be evaluated based on the guality and frequency of
your comments during class. Your constructive participation will be evaluated and recorded by
the TA. While voluntary responses are always encouraged, I may also “warm” call on students to
answer some questions.

e We will start class on time, so please be punctual. Lateness will be looked upon unfavorably and
penalized should these instances of lateness become chronic or disruptive.

e Name Tag Policy: Please pick up your name tag from the TA at the beginning of class and
return it to the T'A at the end. The TA will use your name tag to record your attendance and
participation as objectively as possible.

Group Discussion

The course includes three case study and group discussion assignments. Each discussion will take
place in one class session. Please check the “This Course in Detail” section for specific dates. During
each session, a brand management case will be introduced, and you will be required to discuss it with
your group members and write a one-page report. At the end of the class, you will submit the report
to the TA. Both the TA and I will read and grade your report.

Three HBS cases, including Crocs, Oatly, and HK Tram, will be used for group discussion. For
copyright protection, you will need to purchase the coursepack individually at a cost of USD$14.85.
Here is the link for putrchasing: https://hbsp.harvard.edu/import/1264959.

Quizzes

The course has two quizzes, which will include multiple-choice questions and short essay questions.
Quiz questions can cover materials addressed in the textbook, cases, or during class discussions.
Details will be announced later. Quizzes will be during tutorial time. Please see the course
schedule for the specifics. The two quizzes are weighted differently using a 30:10 ratio such that the
quiz in which you perform better will be given more weight.

Please note: 1f you cannot attend a quiz for a legitimate reason, including religious observances;
physical health conditions of you or an immediate family member; and compelling circumstances
beyond your control (e.g., death in the family, required court appearance), you can apply for having a
makeup quiz. To receive accommodation:

1. You must notify me in a timely manner.
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2. You must provide appropriate documentation of the absence. The documentation must be
provided in writing to me.

e For health-related reasons, you may provide documentation from a health care provider
to verify an absence. The documentation should specify the dates of treatment or the
time frame that you are unable to meet academic responsibilities but may not include
diagnostic information.

e For all other reasons, you must provide verifiable documentation upon request (e.g.,
religious calendar, court summons, death announcement, etc.).

Group Project

You are expected to form groups at the beginning of the semester. Groups are meant to last the
entire semester. Teammates must invest appropriate time and effort in group assignments. Any
dispute should be handled amicably and among yourselves.

Your group will pick a brand and conduct a brand audit project. Each group must analyze a different
brand. Brands are assigned on a first-come, first-serve basis.

The brand audit project will allow you to apply what you have learned in the course, identify specific
branding problems, generate recommendations based on sound analysis, and learn how to
communicate clearly and professionally. More details about the structure/components of the project
will be provided later in class.

Final Report: The page limit of the final report is 10 pages, double-spaced, 12-point, Times New
Roman. In addition, you are allowed to insert five exhibits (e.g., charts and tables), each of which
will take one page. Thus, 15 pages in total maximum. References will 707 be counted toward the page
limit and should be included at the end of the report. Please cite all your sources.

Final Presentation: I will ask you to make a formal presentation to the class. The presentation will be

graded based on both the contents and the delivery of your presentation. Details will be given later.

Peer Evaluation: For group assignments, everyone in the group will receive the same grade. Though

I expect every team member to invest appropriate time and effort, I realize that it may not always be
the case. Hence, I have devised a peer-review system that will give you the opportunity to evaluate
your teammates’ contributions throughout the semester. Grades received from each member will be
averaged and incorporated into a student’s final course grade.

Al Disclosure: When preparing group project reports and presentations, you are required to disclose
any use of artificial intelligence (Al) tools in your work. This includes, but is not limited to, Al-
generated content, data analysis, or any other assistance that contributed to the final product. In
your report or presentation, please include a section that clearly outlines how Al was utilized,
specifying the tools used and the nature of their contributions. This transparency is essential for
maintaining academic integrity and ensuring that all members of the group are appropriately credited
for their efforts. Failure to disclose Al usage may result in academic penalties, so please adhere to
this requirement diligently.

Research Participation
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In accordance with HKUST’s research mission, students in all marketing courses are expected to
satisfy a research requirement. The purpose of this assignment is to give you a brief acquaintance
with the type of research conducted in behavioral sciences. You can fulfill this requirement in 1 of 2
ways. First, by signing up for 2 hours’ worth of marketing experiments (information will follow later
in the semester). Second, by writing two 2-page critiques of academic research articles. Email me if
you’d rather choose the second option.

Academic Integrity

Plagiarism and cheating are taken very seriously and can result in a failing grade. Plagiarism involves
copying something verbatim from a previously published source (e.g., a book, article, or the web)
without citing it. Cheating involves giving or receiving help on an assignment or quiz that is
supposed to be your own. I am sure you will not give me a reason to complain, but please be aware
of the University rules regarding this.

Please note that when you are working on your brand audit project, it is understandable that you will
be relying on sources from the web. But cutting and pasting large sections of this without
paraphrasing or citing is considered plagiarism.

In addition, please do not discuss any details of written assignments or quizzes with students in
other sections until after these assignments have been returned to you with grades. Since students in
other sections of this course may have the same or highly similar assignments and quizzes, sharing
information between a student from one section who has completed an assignment or quiz and a
student in another section who has not yet completed it will be considered a violation of academic
integrity.

Special Note on Al Tools: You are allowed to use artificial intelligence (Al) to aid your learning.
This is because living in a modern and changing world, the ability to learn to use technology-driven
tools to facilitate our learning and researching is essential.

But you are not expected to “plagiarize” from Al, which means directly copying and pasting or
simply paraphrasing contents generated by Al Put it simply, Al should be a tool to aid you but not a
god to lead you. Your originality and independent thinking are highly valued.

Please note: (1) you must GIVE PROPER CREDIT for any use of Al; and (2) too much reliance on
Al may NEGATIVELY INFLUENCE your grades on assignments (see detail on tools used to
detect Al-generative text: https://cel.hkust.edu.hk/en-hk/news/turnitins-ai-detection-capabilities).

Special Note on Intellectual Property: HKUST places tremendous value on intellectual property,
defined as “any product of the human intellect that the law protects from unauthorized use by
others.” It is prohibited to record, screenshot, photocopy, scan, or otherwise unlawfully obtain
course quizzes. Additionally, distributing intellectual property without authorization is not allowed,
including uploading slides, assignments, and quizzes to external websites or sharing these materials
with future students.
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