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INTRODUCTION
Brand Management is an ever green as well as a hot topic in marketing and management.  One reason is that the brand management approach has general applicability, and the relevance of the concept is not restricted to traditional consumer markets, but may prove equally important in services and industrial markets.  Another reason is that brand management explicitly deals with how to differentiate a company’s offering from its competitors, and consequently brand management is a key feature in corporate strategy.  A third reason is the provision of value to both consumers and firms that stem from brand equity.
This course focuses on the concept of brand equity including different components such as brand awareness and brand associations.  Furthermore, different brand strategies are addressed and discussed.

Brand Management is organized around the product and brand management decisions that must be made to build, measure, and manage brand equity.  
COURSE OBJECTIVES
The course has three main objectives; 
1. to present students with central concepts and approaches in brand management,  
2. to develop students' ability to analyze a firm’s brand equity, and  
3. to familiarize students with methodological tools useful for brand management. 
Readings, lectures, and videos will be used to accomplish the course objective. The course is founded on basic marketing principles with particular emphasis on psychological principles in consumer behavior.


TEACHING METHODOLOGY

Multiple teaching methods will be employed:

· lectures, 
· video screenings,
· quizzes
· guest speakers’ series, and 
· assignments.  


Suggested web sites worth reviewing: 

· BrandChannel (by Interbrand): brandchannel.com 
· BrandForward: brandforward.com 
· McKinsey & Company (McKinsey Quarterly): mckinseyquarterly.com 
· Prophet Strategy: prophet.com 
· BuildingBrands: buildingbrands.com 
· Brand Keys Research: brandkeys.com 
· Upshaw Brand Consulting site: brandbuilding.com 
· Brand Republic: brandrepublic.com 
· BrandSynario, Pakistan

Suggested supplementary reading (not required, but helpful for those interested in pursuing brand management): 

· Journal of Brand Management (accessible through UNCG library) 
· Brand Portfolio Management by David Aaker (Free Press, 2004) 
· Building Strong Brands by David Aaker (Free Press, 1996) 
· The Infinite Asset by Sam Hill and Chris Lederer (HBS Press, 2001) 
· The Masterbrand Mandate by Lynn Upshaw and Earl Taylor (John Wiley, 2000) 
· Uncommon Practice, edited by Andy Milligan and Shaun Smith (FT Prentice Hall, 2002) 
· Brand Asset Management by Scott Davis (Jossey-Bass, 2000) 
· Marketing Aesthetics by Bernd Schmitt and Alex Simonson (Free Press, 1997) 
· Building Brand Identity by Lynn Upshaw (John Wiley, 1995) 









LECTURE PLANNER


LEC 1
Introduction to Branding						
LEC 2
Choosing Brand Elements to Build Brand Equity			
Visual and Verbal Identity						
LEC 3
Marketing Imagination & the Passionpoint				
LEC 4
Creating Passionbrands						
Just Another Brand or a Passionbrand?				
LEC 5
From Identity to Reality						
Corner No.1: Ideology						
LEC 6
Why Brands Need Belief?						
Brand Experience							
LEC 7
Brand Positioning and Brand Creation				
Corner No.2: Capability						
LEC 8
Brand Positioning and Brand Creation
Corner No.4: Environment						
LEC 9
Brand Positioning and Brand Creation
Corner No.4: Environment
LEC 10
Designing Marketing Programs to Build Brand Equity		
LEC 11
Branding Strategies							
LEC 12
Brand Extensions							
LEC 13
Managing Brands Over Time						
LEC 14
Managing Brands Over Market Segments				
LEC 15
Brand Equity								
LEC 16
Brand Knowledge Structures						
LEC 17
Measuring Sources of Brand Equity					
LEC 18
Brand Equity Measurement System					
LEC 19
Measuring Sources of Brand Equity					
LEC 20
Brand Equity Measurement System					
LEC 21
Brand Valuation							
LEC22
IMC to Build Brand Equity						
LEC 23
Brands and Branding							
LEC 24
Building Brand Value							
LEC 25
[bookmark: _GoBack]Customer-Based Brand Equity
LEC 26
Brand Personality
LEC 27
Emotional Branding
LEC 28
Brand Footprinting
LEC 29
The IBC Strategy							
LEC 30
The IBC Strategy
LEC 31
The IBC Strategy

Good Luck! I hope you find the course enjoyable and interesting!!!
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