Comprehensive Case Paper. 10-12 pages, APA, 0” Indent and Spacing 
Required Content Outline
Below are the Content Outlines to follow for each of the Case Studies. Please choose ONE for your comprehensive paper submission.

Under Armour (UA):  Creating and Growing a New Consumer Brand
Synopsis
Case Study of how to launch and sustain a consumer brand even in the face of its third-party manufacturing approach, which gives its apparel no patentable design or fabric technologies. The case uses UA’s brand and advertising development as a backdrop for the current pivotal issue of how to target women to sustain growth.

Content Outline
Primary Theme---Highlight the importance of leveraging brand heritage and historical differentiation while respecting key nuances when extending into new markets i.e. moving from predominantly male-driven audience to female. Explore how to use consumer insight and broader cultural attitudes and trends to support extending a position into new markets
How is UA positioning its brand specifically targeting women? How does this positioning differ from its competitive set?
Evaluate the drivers of UA’s initial brand-building success.
Discuss UA’s previous “shrink and pink” approach from a product perspective and a brand perspective.
Provide a short overview of UA’s “brand story”. Do you feel that story will resonate with women OR must UA alter its brand positioning to effectively target women?
UA may have stubbled a bit on the product side in trying to target women, but its campaigns have all spoken clearly to its brand positioning.  How so?  What have they leveraged?
Discuss 3-5 examples of how UA has shown relentless consistency in building a consumer brand.






Dollar Shave Club (DSC):  Disrupting the shaving industry 
Synopsis
Case describes how DSC caused a disruptive change in the shaving industry.  It did so without a single patent to its name and with a direct-to-consumer subscription and customer engagement model that was new to the shaving industry-----but not to consumer products at large.  Prior to DSC, the shaving industry was dominated by brand “king”, Gillette.
Content Outline
Primary Themes---Impact of Gillette’s success, business model and value proposition scoping over 100 years.  How does DSC’s business model and value proposition prove to be disruptive to Gillette and the industry at large?  
DSC is clearly offering new and different elements of value that have not been offered by Gillette or its competitors.  How does DSC leverage that value proposition?
At the time of the case, segmentation in the razor industry was NOT consumer focused.  How did DSC build in consumer insight into its business/branding model?  
Emerging segments are served by competitors such as Bevel and Harry’s (interestingly founded by one of the Warby Parker founders, Jeff Raider).  How can DSC capitalize on shaving and grooming needs and behaviors?
How does DSC pivot from Gillette’s brand messaging focused on performance with a hint of aspiration i.e. The Best a Man Can Get.
Instead of focusing on R&D around product development, DSC gained a competitive advantage through its direct customer data through diverse interactions with their customers.  Explain.
How were marketing vehicles like The Bathroom Minutes magazine important to building brand equity and loyalty?
How can DSC claim they are an “experience company” from a branding perspective?  What are the reasons to believe that support that position?  How do they sustain that position?








Cracking the Egg Industry:  Hampton Creek Tries a Vegan Take on Classic Mayo
Synopsis 
This case provides a narrative of the shifting frameworks and values within the mayonnaise industry from the perspective of Unilever, owner of the country’s oldest mayonnaise brands----specifically regarding its Hellmann’s brand. It demonstrates the tension that exists when encouraging innovation and progress while protecting an entrenched source of revenue from a new market entrant.
Content Outline
Primary Theme--How did California start-up Hampton Creek’s “Just Mayo” utilize new technology and destabilize the traditional mayonnaise brand Hellmann’s---a market dominant product by Unilever?  The effect of the millennial generation’s tastes i.e. vegan and vegetarian food products which gave Hampton Creek a strategic advantage which entering a competitive (undisturbed) industry. 
How did Hampton Creek’s Josh Tetrick utilize creativity and ingenuity to develop/brand this sustainable food product? 
What market dynamics gave Hampton Creek a strategic advantage for entering the mayonnaise industry?  Analyze this perspective through walking through a Threat vs. Opportunity assessment.
This case demonstrates how a small competitive brand can pose an existential threat to an industry giant.  Explain how Unilever tackled the challenge.
How did “sustainability” agendas factor into this case?
What key insights did you gain from this case regarding managing new brand introductions and R&D development?







