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Course Layout and Overview 

► Ten units 
► Unit One: The Principles of Strategic Brand Management 
► Unit Two: Consumer Choice: Loyalty, Preference and Brand Equity
► Unit Three: The Brand Audit: Asset Development
► Unit Four: Brand Portfolio Management
► Unit Five: Sustainable Competitive Advantage
► Unit Six: Brand Research and Macro Trends
► Unit Seven: The Study of Brand Positioning Using Integrated Marketing 

Communications
► Unit Eight: Consumer Relationship Management (CRM)
► Unit Nine: User Experience (UX)
► Unit Ten: Impact of Technology on Brand Management

[Brand Management] Saylor.org 2



Unit Seven Learning Outcomes 

► Evaluate the impact of a brand's integrated marketing 
communications in building brand equity

► Explain results of a brand exploratory analysis from a brand 
equity/consumer perception listening study

► Analyze consumer sentiment through social listening 
techniques to identify shifts in consumer perceptions 

► Analyze collected data from available website and public 
sources to determine consumer sentiment 

► Evaluate the consumer response to a brand positioning 
relaunch strategy to determine impact on sales 
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Why are Learning Outcomes Important?

► Every learning outcome ties back to course materials and content. 

► Assessments are tied to each learning outcome.

► Test preparation 

[Brand Management] Saylor.org 4



Unit Seven Overview Topics

► Integrated marketing communications
► Brand exploratory analysis
► Consumer sentiment and perceptions
► Website and public sources that determine consumer 

sentiment 
► Brand positioning and impact on sales
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Brand Positioning Vocabulary

Ø Brand exploratory analysis
Ø Brand positioning relaunch strategy
Ø Consumer sentiment
Ø Integrated marketing communications
Ø Perception listening study
Ø Social listening techniques
Ø Social media
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Integrated Marketing Communications

► Why do I need an integrated marketing communication 
strategy? 

► Brand communication alignment 
► Better consumer communication 
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Brand Exploratory Analysis

► Brand exploratory analysis 
► determine consumer insights 

► Benefits of a perception listening study
► consumer perceived benefits 
► potential purchasing barriers
► attitudes about a product
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Consumer Sentiment and Perceptions

► Consumer sentiment may include
► attitudes
► values
► behaviors
► motivations

► Social listening technique
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Consumer Sentiment Examples 
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Website and Public Sources that 
Determine Consumer Sentiment

► Use social media to determine consumer sentiment
► Public sources that may also be used

► government websites
► website reviews
► comments consumers make about products
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Brand Positioning and Impact on Sales

► Why is brand positioning needed? 
► Conducting a brand positioning relaunch strategy
► WaFed example 
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Employer’s that Re-Brand 

The next slide demonstrates why it is important for 
employers to rebrand 
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Conclusion

► Unit Seven Learning Outcomes
► Evaluate the impact of a brand's integrated marketing 

communications in building brand equity
► Explain results of a brand exploratory analysis from a brand 

equity/consumer perception listening study
► Analyze consumer sentiment through social listening techniques to 

identify shifts in consumer perceptions 
► Analyze collected data from available website and public sources to 

determine consumer sentiment 
► Evaluate the consumer response to a brand positioning relaunch 

strategy to determine impact on sales 
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What’s Next?

Unit Eight: Consumer Relationship Management (CRM)

[Brand Management] Saylor.org 16


