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COURSE: MKTG 1120 – BRANDING CREDITS HOURS: 3 PREREQUISITES: N/A DESCRIPTION OF COURSE
MKTG 1120 provides the student with an overview of current and evolving branding trends and practice. The primary focus is on the importance of brands, their impact on corporate profitability, and effective principles of brand management. In addition, the course describes a disciplined process to create and implement effective brand design, identity and positioning.
COURSE INTRODUCTION
This course deals with brands, why they are important, what they represent to consumers, and what they represent to the firms that manage them as invaluable intangible assets. In this course we will study both theory and practice through textbook readings, course materials, case studies, exercises, and other assessments.
STUDENT LEARNING OUTCOMES
The course outcomes for Marketing Principles include the following competencies:
· Identify and apply the guidelines for creating a strong brand.
· Identify and apply brand identity fundamentals and brand terminology.
· Identify the factors that influence brand positioning including the selection of a target market, distinguishing between points of parity and points of difference, and identification of competition.
· Explain the basic concepts of brand valuation and how they add to a company's equity.
· Select the characteristics of an effective brand name or brand mark.
· Describe the process by which the creative design process begins i.e., the selection of color, typeface, logos, etc. Distinguish between the brand elements and the six criteria that are used to evaluate the elements.
· Identify the components of E-active marketing and its effects on brand management.
· Identify the environmental factors that influence global branding efforts, and the different branding approaches companies employ to enter global markets.
· Describe the nature of brand audits and how they are used to evaluate brand strategy.
INSTITUTIONAL LEARNING GOALS
Columbus State Community College's Institutional Learning Goals are an integral part of the curriculum and central to the mission of the college. The faculty at Columbus State has identified the following institutional learning goals:
· Critical Thinking
· Ethical Reasoning
· Quantitative Skills
· Scientific Literacy
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· Technological Competence
· Communication Competence
· Cultural and Social Awareness
· Professional & Life Skills

The Institutional Learning Goals specific to this course include:
· Critical Thinking
· Quantitative Skills
· Communication Competence

COURSE MATERIALS REQUIRED
Textbook Web access
TEXTBOOK, MANUALS, REFERENCES, AND OTHER READINGS
Brand Management: Co-creating Meaningful Brands, 3rd Edition, Beverland, Michael and Cankurtaran, Pinar, SAGE, ISBN: 978-1-5296-1697-2

GENERAL INSTRUCTIONAL METHODS
This is a web-based course that utilizes the required textbook (you can purchase a print version or ebook version of the textbook), class discussions, multimedia presentations, and class projects and assignments. Web-based courses should be accessed frequently in order to stay current with posted announcements and discussion board conversations. The topics covered in this course include:
· Classroom Discussion/Online Communication
· Lecture Notes
· Multimedia/Video Presentations
· Projects and Assignments
· Case Study Analysis
This course is organized into fifteen Modules.

LEARNING UNITS/LECTURE NOTES:
The lecture notes for each chapter include an overview of the chapter as well as additional material that you will be expected to know for exams and assignments. Please make sure you read all Lecture Notes, they are critical to your success in the course.
· Click on the OUR CLASSROOM button
· Click on the Module

· In each module unit, there are typically two links:
o VIDEO CASE STUDY o
LECTURE NOTES
STUDENT RESPONSIBILITIES
As a student in this course, it is your responsibility to:
1. Read all course materials and information including the course syllabus.
2. Meet the objectives of any prerequisite courses.
3. Complete all assignments and exams according to the course calendar.
4. Participate on the discussion board in timely fashion as required.
5. Login to the Web site periodically during the week to monitor class announcements.
6. Assignments must be submitted by the appropriate due date. There are no late assignments accepted for full or partial credit for any reason.
7. All work must be completed individually by the student registered for this course.

STANDARDS AND METHODS FOR EVALUATION
Exams:
There will be three Midterm Quizzes in this course. Each exam will only cover the materials for readings given prior to that exam. Having more exams over fewer chapters enhances student learning and ensures that students will not wait until the last possible moment to read assigned chapter materials. All exams are made available online to students until the last due date.

· Exams cover approximately four (4) chapters and consist of 50 objective questions worth varying points each.
· Each exam is worth 100 points.
· Students will have one hour and thirty minutes to complete the exam.

NOTE: Students will receive only ONE chance to take exams. Please do not click on exams until ready; however, do not procrastinate. The exam must be completed by the due date and time even if you have computer issues.

· Exams are on online in the Exam Folder of the Assignment Page.
· The objective questions on the exams will self-grade, and students will receive results. Essay questions will require grading by the instructor of this course.
· All Exams will be retained by the instructor and are the property of Columbus State Community College.

Assignments:
(NOTE: Late assignments are NOT accepted. Students are allowed to submit assignments early.)

Branding Assignments should be submitted using the following format:
· Please see assignment description for additional information

· 12pt font; 1 inch side margins
· Double Spaced
· Standard business English with fewer than 5 grammatical/punctuations errors
· MLA/APA acceptable; credible sources only
· Wikipedia is not a credible source
· Please submit assignments in .rtf, .doc, or .docx. PDF is also acceptable.
· The submission should include only one file, do not send multiple files or zip folders.

· Assignments are due on or before the last due date/time indicated on the calendar.
· Late Assignments will not be accepted or graded.
· If you are having any issues, you must contact me BEFORE the deadline; do not email me after the fact.
· All assignments will be submitted online in the assignment feature. Do not email your assignments. They will not be graded.
· All Assignments will be graded by the instructor and reviewed with students with comments sent via the assignment feature in a timely manner.
· All Assignments will be retained by the instructor and are the property of Columbus State Community College.
Extra Credit of 50 points can be earned for the completion of the Extra Credit Branding Assignment. Class Participation (In-Class Sections Only):
Class participation points will be awarded at the discretion of your instructor and for active
participation and contribution to class discussions. These are not attendance only points.

Discussion Board (Online Sections Only):
Discussion board postings must be completed and submitted by their respective due date. Each required posting is worth 10 points. Your responses should be respectful and substantive to receive credit. All discussion board postings are due at 11:59 pm EST on the due date. No late posts are accepted for any reason.

GRADING SCALE AND POINT DISTRIBUTION
Course grading is based on the total points earned of the total points possible (total points earned divided by total points possible equals percentage earned).

Category	Possible Points
Mid-Term Exam #1	100
Mid-Term Exam #2	100
Mid-Term Exam #3	100
Case Assignments 
· Good and Bad Brands	50

· Brand Elements	50
· Brand Names and Packaging	50
· Digital Marketing	50
· Global Branding	50
Brand Audit Research Project	100
Client Pitch (Ultra Classroom)	100
· Participation (In-class sections) or Discussion Board (Online sections)	50
Total	800


Grade

	Letter
	Percentage
	Points

	A
	90% - 100%
	720 - 800

	B
	80% - 89%
	640 - 719

	C
	70% - 79%
	560 – 639

	D
	60% - 69%
	480 - 559

	E
	Below 60%
	0 - 479



ONLINE GRADE BOOK
This course will utilize the online grade book. Assignments and exams will be graded by the instructor. The student is responsible for monitoring of grades. Any discrepancies or missing grades must be brought to the attention of the instructor within the earliest of either, three days after the grade posting, or five days after the due date of the respective assignment.

LATE ASSIGNMENT POLICY
No late assignments will be accepted for any reason. Any assignment completed, submitted, or posted after 11:59 pm EST on the due date will receive zero points. Not having the textbook or Internet access is not an acceptable excuse for not completing your assignments on time.

No extensions will be granted for assignments or exams for any reason.

ATTENDANCE POLICY
Attendance will be measured by the successful, timely completion of course assignments and exams.
Simply “showing up” or logging into Blackboard will not count as attendance.

INSTRUCTOR FEEDBACK AND AVAILABILITY
Grades for assignments and exams will be posted within one week of the due date for the assignments and exams. The instructor may periodically check e-mail during evening and weekend hours.

ARTIFICIAL INTELLEGENCE (AI) TOOL USE

Students may not use generative artificial intelligence (AI) or large language models (LLMs) for coursework unless explicitly permitted by the instructor. Instructors may establish specific course policies regarding these tools. Always consult the course syllabus and assignment instructions for additional guidance. These tools must be used transparently and with appropriate citations.

Columbus State faculty aim to develop students’ critical thinking skills and other institutional learning goals. Generative AI and LLMs have been developed that can assist students in the development of these skills, but they can also interfere with students’ ability to achieve these institutional learning outcomes when used inappropriately.

Students who use these tools outside of the specific guidelines listed in the course or in this policy may violate the CSCC Student Code of Conduct.

ADDITIONAL INFORMATION
Additional information, including the department and college syllabus statements and the course
calendar of assignments, may be found in “Course Information” online in your Blackboard course.
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