	Course title
	Brand Management

	Lecturer
	dr hab. prof. UE Ryszard Kłeczek, dr Monika Hajdas

	Level
	bachelor

	Length
	30 / L: 15, W: 15

	Type
	major course

	Form
	lecture and workshop 

	Content
	1. Introduction to brand management. Consumer based brand equity. The effects of business and marketing activities on brand equity.  Effects of brand equity on firm’s financial performance. 

	
	2. Brand identity – key concepts and tools. How to develop brand identity? Academic perspective vs consulting perspective.

	
	3. Developing brand identity. Brand mission based on market insights and product attributes. Selecting brand values. Brand archetypes. 

	
	4. Brand verbal elements: name, language and tone of voice. Strategic, semiotic and phonetic issues. 

	
	5. Brand visual elements: logo and visual identity system. Strategic, semiotic and aesthetic issues. 

	
	6. Brand strategy based on competitive position.  Creating, managing and optimizing brand portfolio. Developing brand architecture.  

	
	7. Presentations of students projects – brand identity concepts.  

	
	8. Brand extensions: measuring and managing the “fit” problem.

	
	9. How corporate brand influences consumer’s reaction to product brand.

	
	10. Experiential elements of brand image: measuring and management. Case of retailing brands.

	
	11. Brand management of financial products. How to brand products that are difficult to understand.

	
	12. The concept testing. Prototype and new product testing: procedure and questioning. Testing of functional vs experiential product attributes. How the way of testing influence the testing result. Concept testing. 

	
	13. Financial consequences of branding decision: how current product modification vs brand extension contribute to business value. 

	
	14. Presentations of students projects: experiments’ results.

	
	15. Test. feedback on final projects. Summary of the course.

	Prerequisites
	•
English language proficiency

	
	· completing courses “principles of management and “principles of marketing” preferred but not required

	Learning outcomes

Three outcomes in total
	Knowledge: Students know brand management process, key terms and concepts connected with brand management and general branding principles

	
	Skills: Students are able  to create and develop brand concepts, test them and improve them based on testing results 

	
	Competences: problem-solving through branding tools, public speaking

	Selected literature
	1. K.L. Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, Prentice Hall, Chicago 2012

	
	2. Aaker,  D.A.,  Building  Strong  Brands,  The  Free  Press,  New York 1996

	
	3. Aaker,  D.A.  &    Joachimsthaler,  E.,  Brand  Leadership,  The Free Press, New York 1999

	Teaching tools
	Lecture, case studies, class discussions, individual project

	Form of examination
	Individual project, written test


