DISCIPLINE SPECIFIC ELECTIVE - MARKETING (DSE-5)

DSE 5: BRAND MANAGEMENT

Credit distribution, Eligibility and Pre-requisites of the Course

Course title & Code Credits Credit distribution of the Eligibility Pre-requisite of
course criteria the course
Lecture Tutori Practica (if any)
al I/
Practice
Brand Management 4 3 1 0 Class XII Basics of
(DSE 5) marketing

Learning Objectives
e To attain a comprehensive knowledge on the subject of brands, brand equity and brand
management
e Develop understanding of design and implementation of marketing programs to build and
manage brand equity.

Learning Outcomes
On successful completion of the course the learner will be able to:

Understand the process and importance of brand management
Define the main concepts and explain the purpose of branding

Develop brand elements and brand associations to build brand equity.

Design effective branding strategies for products/services.

SYLLABUS OF DSE 5

Unit 1: Introduction to Brand Management (12 Hours)

Brand —Meaning, Definition, Evolution of Brands, Functions of Brand for a consumer, Role of
Brand- Advantages of a Brand, Brand Versus Product, Branding- Meaning, Creation of Brands
through goods, services, people, organization, retail stores, places, online, entertainment, ideas.
Branding Challenges and Opportunities, Brand Management — Meaning & Definition. Strategic
Brand Management Process — Steps in Brand Management Process.

Unit 2: Developing Brand Equity (9 Hours)

Customer Based Brand Equity, Brand Equity: Meaning and Sources, Steps in Building Brands,
Brand building blocks-Resonance, Judgments, Feelings, performance, imagery, salience- Brand
Building Implications. Positioning, Dimensions of brand identity, Brand identity prism, Brand
positioning — Meaning, Point of parity & Point of difference, Positioning guidelines Brand Value:
Definition, Core Brand values, Brand mantras, Internal branding.
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Unit 3: Developing Brand Elements (9 Hours)
Choosing Brand Elements to Build Brand Equity: Criteria for choosing brand elements, options
& tactics for brand elements - Brand name, Naming guidelines, Naming procedure, Awareness,
Brand Associations, Logos & Symbols & their benefits, Characters & Benefits, Slogans &
jingles, Packaging. Designing Marketing Programs to build Brand Equity: New perspectives on
Marketing, Product Strategy, Pricing Strategy and Channel Strategy. Leveraging Secondary
Brand Associations to build Brand Equity: Conceptualising the leveraging Concept, Company,
Country of Origin, Channels of Distribution, Co-Branding, Licensing, Celebrity Endorsements,
Sporting, Cultural and Other Events.

Unit 4: Managing Brand Overtime (12 Hours)

Brand Extension: Meaning, Types, Needs, Advantages & Disadvantages. Consumer — brand
relationships Understanding how consumers evaluate brand extensions, evaluating brand extension
opportunities. Strategic alliances, brand portfolios, global branding: Geographic extension, sources
of opportunities for global brand, single name to global brand, consumers & globalization,
condition and brand repositioning/revitalization.

Essential/recommended Readings (latest edition of readings to be used)

1. Keller, K.L., Parameswaran, Ambi M.G., & Jacob, L. (2016). Strategic Brand Management,
Building, Measuring & Managing Brand Equity. 4th edition. Pearson.

2. Verma, H. V. (2007). Brand Management: Text and Cases. 2nd edition. Excel Books
India.

3. Kapferer, J.N. The New Strategic Brand Management —Advanced Insights and
StrategicThinking. (5th ed.). London: Kogan Page.

4. Sengupta, S. (2004). Brand Positioning: Strategies for Competitive Advantage. 2nd
edition. McGrawHill Higher Education.

Suggestive Readings (latest edition of readings to be used)
1. Kapferer, J. (2012). The New Strategic Brand Management: Advanced Insights and
Strategic Thinking. 5th edition. Kogan Page Publishers

Note: Examination scheme and mode shall be as prescribed by the Examination Branch,
University of Delhi, from time to time.
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