
● Indian Institute of Banking & Finance. (2017). Introduction to Financial Planning. Delhi, 
India: Taxmann Publication. 

● Keown A.J. (2018). Personal Finance. New York, United States: Pearson. 
● Pandit, A. (2014). The Only Financial Planning Book that You Will Ever Need. Mumbai, India: 

Network 18 Publications Ltd., 
● Sinha, M. (2017). Financial Planning: A Ready Reckoner. Delhi, India: McGraw Hill 

Education. 
● Tripathi, V. (2019). Fundamentals of Investment. Delhi, India: Taxmann Publication. 

 
Note: Suggested readings will be updated by the Department of Commerce and uploaded on 
the Department's website. 
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Learning Objectives 

The course aims to make students aware of brands, their evolution, extensions, simple brand 
management strategies and its practical implications for business. The course shall focus on 
developing skills to devise success actions for brand positioning and equity in the market. 

 
Learning outcomes 

After completion of the course, learners will be able to: 

1. Comprehend the conceptual framework of brands. 
2. Analyse various success actions of popular brands. 
3. Describe the brand extensions. 
4. Explore the life stages of a brand. 
5. Apply brand management success actions to real life products. 

. 
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SYLLABUS OF GE 4.3 

Unit I : Introduction (9 hours) 

Introduction to Brands and Brand Management, Concept of a Brand, Evolution of a Brand, 
Challenges and Opportunities, Brand Identity, Brands and Consumers, IMC: Evolution and 
Growth. 

Unit II: Brand Positioning (9 hours) 

Brand Building, Identifying and Establishing Brand Positioning and Values, Brand Repositioning, 
Life Stages of a Brand, Brand Personality, Brand Image. 

 
Unit III: Designing Marketing Program (11 hours) 

Brand Management Process, Designing And Implementing Brand Actions, Brand Extensions, 
Brand Reinforcement Strategies, 

Unit IV: Brand Equity & Performance (11 hours) 

Customer-based Brand Equity, Understanding Brand Performance: Brand Equity Management 
System, New Media Environment, Growing and Sustaining Brand Equity. 

Unit V: Recent Issues in Branding (5 hours) 

Managing Strong Brands, Managing Brands in the Digital Era. Contemporary Scene: storytelling, 
Internet and Social Media, Brands amplifiers, Legal and Ethical aspects in Brand Management. 

Note: Real-life examples may be discussed in every unit, where ever possible to supplement the 
subject matter. 

Exercises: 

The learners are required to: 
1. Choose popular brands and analyse the life-cycle of select brands. 
2. Discuss suggestive strategies for brand positioning. 
3. Use appeals for advertising and branding of products. 
4. Understand the rationale behind a brand story. 
5. Develop a brand story for a unique product idea. 

Suggested Readings: 

● Aaker, D. (2009). Brand Leadership. (UK Ed), United Kingdom: Simon & Schuster. 
● Beverland, M. (2018). Brand Management: Co-creating Meaningful Brands. United 

Kingdom: SAGE Publications. 
● Chernev, A. (2015). Strategic Brand Management. Illinois, United States: Cerebellum 

Press. 
● Cowley, D. (1991). Understanding Brands. India: Kogan Page Ltd. 
● John, D. R. (2017). Strategic Brand Management: Lessons for Winning Brands in 

Globalized Markets. Delhi, India: Oxford University Press. 
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● Keller, K. L., Swaminathan V., Parameswaran, A. M. G., & Jacob, I. C. (2019). Strategic 
Brand Management: Building, Measuring and Managing Brand Equity. India: Pearson 
Education. 

● Miller, D. (2017). Building a Story Brand: Clarify Your Message So Customers Will 
Listen. India: HarperCollins Publishers. 

● Temporal, P. (2011). Advanced Brand Management. Singapore: John Wiley and Sons. 
● Parameshwaran, M.G. (2006). Building Brand Value. India: McGraw Hill Education. 

 
Note: Suggested readings will be updated by the Department of Commerce and uploaded on 
the Department's website. 
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Learning Objectives 

The course aims to enable students to acquire knowledge of concepts, methods and various 
techniques of accounting for the purpose of managerial planning, control and decision making. 

Learning outcomes 

After completion of the course, learners will be able to: 

1. Examine the fundamentals of accounting and its branches. 
2. Apply financial statements and analyse their use in managerial decision making. 
3. Evaluate the budgetary control system as a tool of managerial planning and control. 
4. Analyse the concept of cost-volume-profit analysis for use in short-term decision making. 
5. Determine the relevant cost and make decisions related to different business situations using 

General Elective Course- 4.4 (GE-4.4): Accounting for Managerial 
Decision Making 
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