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Syllabus

Knight School of Communication
Master of Arts in Communication

COM 664 Organizational Identity and Brand

Credits: 3

Instructor: Renee Cowan 
Email: cowanr@queens.edu

Cell: 512-680-8841 
Skype: renee_cowan1 
Virtual O�ce Hours: Friday 2:00pm - 3:00 pmEST

Important Dates

Classes begin Aug 28
Labor Day Holiday Sep 4
Last Day to ADD/DROP a class Sep 5
Last day to WITHDRAW Sep 22
Classes End Oct 20
Exam period Oct 16-20

mailto:cowanr@queens.edu


Course Description
This course explores the ways organizations today craft and communicate an authentic brand
identity. As the marketplace changes, organizations are challenged to �nd ways to differentiate
and gain the competitive edge. Connecting with stakeholders through a clear and consistent
identity that aligns with organizational values and mission can increase pro�ts as well as
customer and employee loyalty. This course highlights the most effective ways to craft brand
identity through authentic, strategic messages and visual presentation disseminated through
both traditional and mediated platforms. The course also investigates how social networks have
changed and challenged efforts to craft organizational identity and brand, as well as the ways
employees' personal identities are ultimately interdependent with organizational identity.



Required Text and Materials
Textbook/Readings
Yohn, D. L. (2014). What great brands do: The seven brand-building principles that separate the
best from the rest. San Francisco: Jossey-Bass. 
ISBN-10: 111861125X 
ISBN-13: 978-1118611258

Solis, B. (2013). What's the future of business: Changing the way businesses create experiences.
Hoboken, NJ: Wiley. 
ISBN-10: 111845653X 
ISBN-13: 978-1118456538

Conley, L. (2009). Obsessive branding disorder: The business of illusion and the illusion of
business (Reprint edition). New York: Public Affairs. 
ISBN-10: 1586487043 
ISBN-13: 978-1586487041

Conley, D. (2010). Elsewhere USA (3.7.2010 edition). New York: Pantheon Books. (preface, pp. 1-
84; pp. 156-171).
ISBN-10: 140007679X 
ISBN-13: 978-1400076796

Software/Applications
MS O�ce: Word and PowerPoint 
WordPress 
Soundcloud and Audacity



Course Objectives
The speci�c objectives of this course are to:

Articulate the need and challenges for building and sustaining a clear and coherent
organizational identity in today's economy.
Identify multiple effective strategies for communicating organizational identity and brand in
today's marketplace.
Critically analyze the effects of organizational branding and identi�cation efforts on
individuals, particularly employees.
Identify and describe acts of employee resistance to organizational identi�cation strategies.
Identify and evaluate various strategies for building, sustaining, and communicating a
coherent and marketable personal identity and create an identity and branding plan for
oneself.



Course Requirements
Readings/Videos - Each week there will be textbook and/or article readings required. In some
weeks there will be additional videos to watch.

There is a signi�cant amount of reading for this course. The intent is to increase your
knowledge of this subject by providing you with materials that expose you to the vast amount
of research and practice surrounding the topic of organizational and employee identity and
brand. Since this is not an exam-based course, you should not read for details. Rather, we
suggest that you read for broad concepts, key points, and an appreciation for the variety of
approaches and perspectives on this topic.

As you move through a particular reading, ask yourself the following questions:

What main argument is this author conveying?
What is the main thesis of this article?
How can this reading illuminate and further extend our knowledge about organizational
and employee identity and brand strategies, practices, and effects?
What is the key takeaway for our exploration of organizational and employee identity and
brand?

The Optional Readings provide context for our exploration of this topic. We encourage you to
survey them.

Discussions - During the course, you will actively participate in an assigned discussion in the
weekly discussion forum. Discussions are designed to provide students with an opportunity
to explore course concepts with greater depth, apply course material to their personal and
professional lives, and synthesize learning to enhance course assignments. All posts should
be substantive and demonstrate an understanding of the class reading and discussion. Posts
also must demonstrate some analysis and critical thinking skills.

Organizational Identity & Brand Project - The Organizational Identity & Brand Project is
designed to provide students with an opportunity to gain familiarity with organizational
identity and branding literature (both academic research and practical literature), as well as
explore effective organizational identity and branding practices.

The assignment includes two parts: (1) a traditional academic paper that includes an
introduction to the topic, a review of literature on current branding practices, and a chosen
theoretical framing of this topic, and (2) a blog post written to a general audience of
practitioners that outlines best practices for communicating organizational identity and brand.

Employee Identi�cation Podcast - The Employee Identi�cation Podcast assignment is
designed to provide students with an opportunity to critically examine the effects of
organizational identi�cation efforts on employees.

Students will interview three employees to ascertain their experiences with organizational
identi�cation and to reveal their opinion of the effects of these practices on their ability to
construct and maintain a coherent and self-satisfying personal identity. Then, students will
create and narrate a podcast that summarizes these effects and critically evaluates the ways
organizations encourage employee identi�cation.

Brand YOU Re�ection Paper & Professional Identity Plan - The Brand YOU Re�ection Paper
& Professional Identity Plan assignment provides students with an opportunity to re�ect on
revelations they experienced from this course about how organizational identity and



identi�cation practices affect their own ability to construct and maintain a coherent,
marketable personal identity.

The assignment includes two parts. First, students will draft a re�ection paper in which they
re�ect on things such as the changing notion of "career," their preferred social contract with
their employers, and strategies to stay current and maintain a coherent identity as a worker in
today's economy. Second, students will create a professional identity plan that outlines
action points for developing a marketable personal brand and achieving career goals.



Program Requirements
Discussion Participation
Discussions will take place in discussions forums each week.

All posts - whether initial posts or responses to classmates' posts - should be substantive and
demonstrate an understanding of the class reading and discussion. The posts also must
demonstrate some analysis and critical thinking skills.

Though courses may have additional discussion requirements provided for students each week,
student postings are expected to meet the following criteria. They should

1. Employ speci�c course material from the respective week to illuminate the topic and/or
support your argument.

2. Provide relevant and practical examples to support your ideas.
3. End with a question to classmates.

Unless otherwise noted, initial discussion forum postings are due on Wednesday of the week by
11:55pm Eastern time. Discussions will conclude on Sunday at 11:55 pm Eastern time, with the
exception of Week 8 which ends on Friday at 11:55 p.m. Eastern time.

Written Assignments
Format and submit assignments according to the guidelines on this syllabus and on the
assignment description.

Assignments should be uploaded into the appropriate drop boxes or other designated location by
the due dates provided in the assignment instructions. Due dates are also available on the course
calendar.

Unless otherwise speci�ed, submit any written assignments as MS Word documents (not a PDF)
with your �rst and last name listed at the beginning of the title of the document. The instructor
will assess your assignment according to a rubric, but he/she also may directly embed
comments in the assignment itself and return it to you via the course web site or email.

NOTE: Assignments not turned in on time will receive a full grade deduction. For each calendar
day beyond the assigned due date, a full grade will be deducted. Late work will not be
accepted after one week passed the due date (and will earn a grade of zero) unless an
extension is granted from a documented medical situation.

Writing
As students in a graduate program, your writing should be clear, coherent, professional, and error
free. Points will be deducted for spelling, grammar, and syntax errors, as well as lack of clarity.

Unless otherwise speci�ed, all written assignments (including blog posts) should include:

An introduction (contextualization, main thesis/argument, and preview)
Supporting paragraphs (each beginning with a topic sentence and followed by supporting
examples and/or explanation)
A conclusion that articulates the implications of your �ndings/argument (Why are your
thoughts or these concepts important?)

Follow APA style format, particularly for in-text citations, references, headings, and page setup
(when applicable). For example, assignments should be typed in 12-point font size, Times New
Roman, double-spaced, with one-inch margins.



The Queens Center for Student Success can answer your questions or provide you with
resources (704.688.2849; http://www.queens.edu/Academics-and-Schools/Student-
Success/The-Center-for-Student-Success.html).

http://www.queens.edu/Academics-and-Schools/Student-Success/The-Center-for-Student-Success.html


Assessments
Grading
Following is an overview of course assignments and their weight in calculating the �nal course
grade. When viewing your grades as you progress through the course, the point values are
accurate based on the assignments that have been graded. The percentage displayed is only
accurate at the end of the course when all assignments have been graded.

Assignments Points Percentage

Discussions (8 @ 20 points each) 160 25%

Organizational Identity & Brand Project 200 25%

Academic Paper - 100 points    

Blog Post - 100 points    

Employee Identi�cation Podcast 100 25%

Brand YOU Re�ection Paper & Professional Identity Plan 100 25%

Total 560 100%

Students must complete all assignments to pass the course.



Grading System
Grade Interpretation Table

Assignment Grading System

Grade Assessment Numerical
Weight

A+

Excellent. Superior work. Creative.

100

A 95

A- 92

B+
Satisfactory. Good work. Writing could improve in one of these areas:
argument, organization, or grammar/punctuation.

88

B 85

B- 82

C+
Passing but marginal. Writing could improve in two of these areas:
argument, organization, or grammar/punctuation.

78

C 85

C- 72

D+
Substandard work. Writing needs improvement in several areas, including
argument, organization, and grammar/punctuation.

68

D 65

D- 62

F Failure - Student failed to demonstrate an adequate understanding of
course concepts. Unacceptable level of skill or commitment. 50

  Work not submitted by deadline.  0



Institutional Policies
Grading
Graduate programs at Queens University of Charlotte assign these whole letter grades. Please
review the current Queens University of Charlotte Academic Catalog for information on
University-wide Grading policies.  http://www.queens.edu/Registrars-O�ce.html

Grade Quality Points Interpretation

A 4.000 Excellent

B 3.000 Satisfactory

C 2.000 Poor

F 0.000 Failing

P 0.000 Passing

Con�dentiality
Con�dentiality on all papers and projects will be honored. The names of people or organizations
may be changed for your coursework. Please ask your instructor if you have any questions or
con�dentiality concerns.

Honor Code & Plagiarism
The Honor Code is binding on all members of the Queens University of Charlotte community and
applies to all phases of life at the University. The student's signature on the application for
admission to the University indicates understanding and acceptance of the Honor Code.

Honor Code: As a member of the Queens community, I will endeavor to create a spirit of integrity
and honor for its own sake at Queens University of Charlotte.

Academic Pledge: I pledge truthfulness and honesty in the performance of all academic work.

Community Pledge: I pledge to be truthful at all times, to treat others with respect, to respect the
property of others, and to adhere to University policies. Accepting both the privileges and
responsibilities of living by this code of honor, I resolve to uphold this code and not to tolerate any
violations of its spirit or principles.

Plagiarism is representing another's words or thoughts as one's own, and it is a clear violation of
Queens' Honor Code. It can take many forms, including word-for-word plagiarism or paraphrasing
without providing proper citation of source. To learn more, visit the Queens Center for Student
Success website at http://www.queens.edu/Academics-and-Schools/Student-Success/The-
Center-for-Student-Success.html

or the following website: http://www.plagiarism.org/. Please contact your instructor if you have
any questions or believe a violation of the Honor Code has occurred.

Institutional Review Board
Students must gain approval from the Queens University of Charlotte IRB in advance for any
research that directly involves human subjects. Research review regulations are a federally
mandated process that seeks to protect human subjects from physical or emotional harm, as
well as deceptive or exploitative research. IRB regulations at academic institutions also help

http://www.queens.edu/Registrars-Office.html
http://www.queens.edu/Academics-and-Schools/Student-Success/The-Center-for-Student-Success.html
http://www.plagiarism.org/


protect researchers and their institutions from legal and reputational risks. Retroactive approvals
are not possible. For more information and the necessary forms, visit
MyQueens http://portal.queens.edu/Pages/Default.aspx and see shared documents (left side
bar).

Intellectual Property Policy
Queens' Intellectual Property Policy applies to Queens's faculty, staff and students. The policy is
available at the following link: http://www.queens.edu/News-and-Information/Policies-and-
Procedures/Copyright-and-Intellectual-Property.html

Disability Accommodations
Queens University of Charlotte is committed to making reasonable accommodations to assist
students with learning health and sensory disabilities. If you have a disability that may impact
your performance, attendance, or grades in this course and require accommodations, please
contact the o�ce of Student Disability Services (SDS). The steps for receiving accommodations
are located on the SDS web site and must be completed before a letter of accommodation can
be written. Accommodations cannot be provided retroactively. Karen Franklin, is the director of
SDS and is happy to talk to you about receiving accommodations. She can be contacted by
phone at 704-337-2508 or by email at franklink@queens.edu.

http://portal.queens.edu/Pages/Default.aspx
http://www.queens.edu/News-and-Information/Policies-and-Procedures/Copyright-and-Intellectual-Property.html
http://www.queens.edu/Life-on-Campus/Student-Disability-Services/Requesting-Accommodations.html
mailto:franklink@queens.edu


Course Schedule
Please review the Course Calendar in your online course for all assignment due dates.

Date Class Topic Assignments Due

Week
1

Organizational Identity in the Modern World 

The Experience Economy in a  
Networked Society 
Emotional Branding  
Brand as Business 

Theoretical Framing: Social Capital

Student Lounge Forum Introductions 

COMM 664 Blog tab set up  

Discussion Forum

Week
2

Organizational Identity & Branding Part 1: 
Brand Authenticity & Brand A�nity

Brand Authenticity 
Brand A�nity  

Theoretical Framing: Social Identity Theory

Discussion Forum

Week
3

Organizational Identity & Branding Part 2: 
Customer Experience & Brand Consistency

Brand Identity through Customer Experience 
The Psychology of Social Commerce 
Dialogue & Engagement Storytelling 

Brand Consistency  

Theoretical framing: Narrative

Discussion Forum

Week
4

Organizational Identity & Branding Part 3: 
Branding through the Senses, Lifestyle
Marketing

Communicating Identity through the Senses
(Sound, Taste, Scent & Sight) 

Visual Storytelling, Logos, Design &
Packaging 

Lifestyle Marketing

Organizational Identity & Brand Project
Due

Discussion Forum



Week
5

Organizational Identity & Branding Part 4:
Pivot & Brand Crisis; Organizational
Identi�cation: Consumer Culture & Anti-
branding

Organizational Identity & Branding 
When to Innovate & Pivot 
Organizational Identity Crisis 

Organizational Identi�cation 
Consumer Culture & the Anti- 
branding Movement 

Theoretical Framing: Cheney's Organizational
Identi�cation

Discussion Forum  

Technical set up for Podcast
assignment (due Week 7) should be
complete (i.e., �le created and tutorials
reviewed)

Week
6

Employee Identi�cation: Brand
Ambassadors, Identity Work, The New Social
Contract 

Employees as Brand Ambassadors 
Employee Identity Work 
The New Social Contract 

Theoretical Framing: Symbolic Interactionism,
Modern, Postmodern & Postpositivist Realism
Identity Perspectives

Discussion Forum

Week
7

Employee Identity Work & Resistance

Employer Social Monitoring 
Professional vs. Private Spheres 
Resistance

Employee Identi�cation Podcast Due 

Discussion Forum

Week
8

Brand YOU: Constructing a Coherent Identity
in the 21st century 

New notions of career 
Self as Pastiche 
Building Your Personal Brand 
Brand vs. Being

Brand YOU Re�ection Paper &
Professional Identity Plan Due 

Discussion Forum


