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Title: Brand Management 

 

Type of Course: Elective (Marketing) 

 

Cohort for which it is compulsory: NA 

 

Cohort for which it is Elective: MBA (II Year) 

 

No. of Credits:  2 

 

Attendance: 80 % attendance is mandatory  

 

Semester and Year Offered: Semester IV (Slot I) January 8, 2017 to March 31, 2017 

 

Course Coordinator and Team: Kartik Dave 

 

Email of course coordinator: kartik@aud.ac.in 

 

Pre-requisites: Marketing Management 

 

Aim: The objective of the course is to develop an understanding of concepts associated with 

building brand equity, and managing brand identity. 

  

Brief Description of Modules/ Main Modules 

 

Unit 1:Introduction to Brand and Brand Management: (6 hours) 

Brand equity; Brand positioning and brand elements 

 

Unit 2: Leveraging Secondary Brand Associations (6 hours) 

Place/country of origin, distribution; Co-branding, licensing, celebrity, events 

 

Unit 3:Brand Equity Measurement System (4 hours) 

Brand value chain; Tracking studies; Brand management tools, PBM exercises 

 

Unit 4: Measuring Sources of Brand Equity (4 hours) 

Research techniques; Brand valuation; Aaker’s brand equity model; Interbrand method 

 

Unit 5: Designing and Implementing Branding Strategies (6 hours) 

Brand architecture; Brand hierarchy, designing strategy; Corporate branding 

 

Unit 6: Managing Brands over Time (6 hours) 

Brand extension; Revitalizing brands 
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Assessment Details with weights: 

 

Assessment Weightage 

Case analysis and presentations 20 % 

Mid Term  30 % 

Project 20% 

End Term 30% 
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