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	1. Course Title


	Brand Management


	2. Course Code


	BMR3164

	3. Course Status


	Elective

	4. Stage


	Degree

	5.  Version
	Date of Current Version: December 2005



	6. Credit Hours

    LAN’s Credit Hours Equivalent


	3



	
	3

42 hours lectures (3 hours per week x 14 weeks)


	7. Pre-requisite


	BMK1014 Marketing Management



	8. Teaching Staff


	Pn Zaharah bt Bakar; BSc (SIU, Illinois), MBA (St Louis)

	9. Semester


	Third (Delta) Year, Trimester 1

	10. Objective of subject
	Branding is a fascinating topic that has received much attention.  The objective of this subject is to help students to interpret the branding development by applying the concepts and ideas presented in this course to the current events or any of  the more detailed branding issues or case studies..  



	11. Learning Outcome of Subject


	At the completion of the subject, students should be able to :

· develop an understanding the role of brands, the concept of brand equity, and the advantages of creating strong brands.

· build brand equity by properly choosing brand elements, designing supporting marketing programs, and leveraging secondary associations.

· apply different approaches to measure brand equity and how to implement  a brand equity measurement system.

· develop alternative branding strategies and how to devise brand hierarchies and brand portfolio.

· develop an understanding about the role of corporate branding, family brands, individual brands, and brand modifiers, and how they can be combined into sub-brands.

· develop a skill in adjusting branding strategies over time and geographic boundaries to maximize brand equity.



	12. Synopsis of subject
	This course is structured around a framework that provides a definition of brand equity, identifies sources and outcomes of brand equity, and provides tactical guidelines as to how to build, measure, and manage brand equity.  Recognizing the general  importance of consumers and customers to marketing (i.e., the necessity of understanding and satisfying their needs and wants), this framework approaches branding from the perspective of the consumer and is referred to as customer-based brand equity.



	
	Kursus ini distrukturkan menurut rangka kerja yang memberi definisi kepada equiti jenama, mengenalpasti sumber dan hasil equiti jenama, dan member garis panduan taktikal mengenai bagaimana untuk membina, mengukur and mengurus equiti jenama.  Dengan mengambil kira kepentingan pengguna dan pelanggan dalam pemasaran (iaitu kepentingan memahami dan memuaskan keperluan dan permintaan pengguna), rangka kerja ini mendekati penjenamaan dari perspektif pengguna dan ini dikenali sebagai equiti jenama berasaskan pelanggan.



	13.  Assessment Scheme
	Course Work   
	· Group Assignment

· Group project – Brand Management
	30%

	
	Test/ Quiz
	· Written Exam
	20%

	
	Final Exam      
	· Written Exam
	50%

	14. Details of subject
	Topics Covered


	Lecture
	Tutorial

	1
	PART 1:  Brands and Brand Management  


	3
	

	2
	PART 2: Identifying and Establishing Brand Positioning and Values  

Customer-based Brand Equity

Brand Positioning and Values


	6
	

	3
	PART 3: Planning and Implementing Brand Marketing Programs

Choosing Brand Elements to Build Brand Equity

Designing Marketing Programs to Build Brand Equity

Integrating Marketing Communications to Build Brand Equity

Leveraging Secondary Brand Knowledge to Build Brand Equity


	12
	

	4
	PART 4:  Measuring and Interpreting Brand Performance  

Developing a Brand Equity Measurement and Management System

Measuring Sources of Brand Equity

Measuring Outcomes of Brand Equity


	9
	

	5
	PART 5:  Growing and Sustaining Brand Equity

Designing and Implementing Branding Strategies

Introducing and Naming New Products and Brand Extensions

Managing Brands over Time


	9
	

	6
	Managing Brands Over Geographic Boundaries and Market Segments


	3
	

	
	Total Contact Hours 
	42
	

	
	Equivalent to LAN’s Credit Hours 
	3
	

	
	Total Credit Hours
	3

	15.  Teaching and Learning Activities
	This subject will be delivered using the following means:

· Lecture, case discussion and analysis = 42 hours

· Total Contact hours = 42 hours



	16.  Reading Material 
	Text book
	 Keller, Kevin Lane, Strategic Brand Management, Building, Measuring, and Managing Brand Equity, 2nd Edition (2003), Prentice Hall.


	
	References
	Riezebos, Rik, Brand Management, A Theoretical and Practical Approach, 2003, Prentice-Hall.
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