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Brand Management
Course outline
Chapter 1: Brands and Brand Management
What is brand?, Brand Elements, Brands versus Products, Why do brands matter?/ Roles that brands play, Can brand provide quality signal?, Can brand help in reduction of risk in decision making?, Can anything be branded?, Branding challenges and opportunities / Challenges to Brand Builders, Factors responsible for emerging new competitors, Factors Determining Brand Enduring Leadership, The brand equity concept, Strategic brand management process.
Chapter 2: Developing a Brand Strategy
Customer-Based Brand Equity, Marketing Advantages of Strong Brands, Brand Equity as a Bridge, Making a brand strong: Brand knowledge / associative network memory model, Source of brand equity, Strength of Brand Associations, Favorability of Brand Associations, Uniqueness of Brand Associations, Advantages of Brand Awareness, Establishing Brand Awareness, Basic concepts of identifying and establishing brand positioning, Behavioral segmentation, Funnel Stages and Transitions, Criteria for effective segmentation, Points-of-Parity and Points-of-Difference, Points-of-Parity versus Points-of-Difference, Positioning guidelines, Brand Mantras, Building a strong brand: The four stage of Brand Building, Attributes of brand performance, Intangible aspects of brand, Important aspects of brand judgement, Brand-building feeling, Dimensions of brand resonance, The brand value chain, Implications of brand value chain.
Chapter 3: Designing and Implementing Brand Marketing Programs
Criteria for Choosing Brand Elements, Global Branding Mishaps, Options and Tactics for Brand Elements, Critique of Brand Element Options, Naming Guidelines, Naming Procedures, Seven Crucial Naming Mistakes, New perspective on marketing, Integrating marketing,  Product strategy, Pricing strategy, why price stability is necessary?, Channel strategy, Four major marketing communication options, Brand amplifiers, Developing integrated marketing communication programs, Conceptualizing the leveraging process, Cobranding, Licensing, Celebrity Endorsement, Sporting, cultural and other events.
Chapter 4: Measuring and Interpreting Brand Performance
Return of marketing investment (ROMI), Conducting brand audits, Brand Positioning and the Supporting Marketing Program, Desingning brand tracking studies, How to Conduct Tracking Studies?, How to Interpret Tracking Studies?, Establishing a brand equity management system, Effective qualitative research techniques for tapping into consumer brand knowledge and effective quantitative research techniques for measuring brand awareness, image, responses, and relationships, Comprehensive models of consumer based brand equity, Developing a brand architecture strategy, Brand hierarchy, Levels of a Brand Hierarchy, Designing a Brand Hierarchy, Corporate Branding, Corporate Image Dimensions, Brand architecture guidelines.
Chapter 5: Introducing New Products and Brand Extension
New products and Brand Extensions, Advantages And Disadvantages Of Brand Extensions, Understanding How Consumers Evaluate Brand Extensions,  Evaluating Brand Extensions Opportunities, Success factor of brand extension, Brand Extension, Guidelines Based on Academic Research, Understanding the Long-Term Effects of Marketing Actions on Brand Equity, Reinforcing and Revitalizing Brands, Brand Portfolio, Adjustment to the Brand Portfolio, Brand Reinforcement Strategies,  Brand Revitalization Strategies, Understand the rationale for developing a global brand, Rationale for going international,  Advantages And Disadvantages Of Global Marketing Programs, Global Brand Strategy, Standardization versus Customization, Building global customer based brand equity, The seven deadly sins of brand management, Future Brand Priorities   
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