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Course Outcomes:

CO1

Examine the implications of the core concepts in branding and strategic brand
management.

CcO2

Formulate strategies for building brand equity.

CO3

Measuring and interpreting brand performance.

CO4

Evaluate brand strategies for growing and sustaining brand equity.
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Sr. No.

Mecdule

Description

CO

Marks

Hours

Branding & Brand Management:
e What is Brand, Branding & Brand Management?
e Why Do Brands Matter?

e (Can Anything Be Branded?

¢ Branding Challenges and Opportunities

e Strategic Brand Management Process (Overview)

Brand Equity Models and Brand Positioning:

e Brand Equity models (Brand Asset Valuator (BAV),
Brandz, CBBE)

® Sources of Brand Equity & Building Strong Brand

e Identifying and Establishing Brand Positioning,

Positioning Guidelines, Defining a Brand Mantra

10

II

Choosing Brand Elements to Build Brand Equity:

e Criteria for Choosing Brand Elements

e Options and Tactics for Brand Elements

Designing Marketing Programs to Build Brand Equity:

* Product, Price, Place, Promotion strategies

Leveraging Secondary Brand Associations to Build Brand
Equity:

e Conceptualizing the Leveraging Process

¢ Sources of secondary Brand Associations

15

12

Measuring and Interpreting Brand Performance:

e Brand Audits

® Designing Brand Tracking Studies

e Brand Valuation (Interbrand Model)

Capturing Customer Mind-Set:

e Qualitative Research Techniques

» Quantitative Research Techniques

3,4

15

12
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Designing and Implementing Branding Strategies:

e Brand Architecture

e Brand Portfolio

¢ Brand Hierarchy

e Brand Extension

Managing Brands over Time:

e Revitalization

¢ Reinforcing Brands

¢ Adjustments to the Brand Portfolio

Managing Brand Equity over Geographic Markets:

Regional Market Segmentsi

Other Demographic and Cultural Segments

Rational for going International

Standardization versus Customization

Global Branding Strategies

Building Global Customer—l);sed Brand Equity
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