COURSE DESCRIPTION

	Course code
	Course group 
	Volume in ECTS credits
	Course valid from 
	Course valid to

	MAV4003
	C
	6
	2022 04 15
	2025 02 01


	Course type (compulsory or optional)
	Compulsory

	Course level (study cycle)
	First cycle 

	Semester the course is delivered
	7

	Face-to-face, distance or blended studies
	Face-to-face / Distance


	Course title in Lithuanian
PREKĖS ŽENKLO VALDYMAS


Course title in English
	BRAND MANAGEMENT


Short course annotation in Lithuanian (up to 500 characters) 

	Dalyko paskirtis – studijuoti teorinius ir praktinius prekės ženklo valdymo pagrindus, susipažinti su naujausiomis prekės ženklų valdymo tendencijomis. Baigę kursą studentai įgis prekės ženklo valdymo žinių ir įgūdžių, gebės kurti prekės ženklo vertę, parinkti prekės ženklo elementus, praktiškai taikyti prekės ženklo strategijas, komunikuoti prekės ženklo vertę. Studijų dalykas apima paskaitas, realių probleminių atvejų analizę ir individualius bei grupinius viešus savarankiško darbo pristatymus.


Short course annotation in English (up to 500 characters) 

	The aim of the course is to study theoretical and practical fundamentals of brand management, get acquainted with the latest tendencies of brand management. In this course students will gain basic knowledge and skills of brand management, will be able to create customer based brand equity, select brand elements, practically apply brand strategies, communicate brand value. The course includes lectures, case studies and individual/group public presentations of independent work.


 Prerequisites for entering the course
	Marketing principles


Course aim
	To provide students with theoretical knowledge and practical skills of brand management that can be applied for the long-term competitive advantage of products and services development in a competitive marketplace.


Links among study programme outcomes, course outcomes, content, study and assessment methods
	Study programme: Marketing 

Programme outcomes
	Course outcomes
	Content (topics)
	Study methods
	Assessment methods

	1. 2. To apply modern knowledge when analysing, assessing the main phenomenon’s, activities 

of marketing.
	1. To recognize and explain theoretical concepts of brand management.
	1. Brand concept

2. Meaningful difference of brands

3. Customer-based brand equity and its sources 

4. Creation of brands

5. Brand positioning
	Teaching methods: Provision of information (explanation, illustration), using visual aids; explanation of cases in lectures; formulation, explanation and analysis of problem-oriented cases, issues and practical tasks; moderation of discussion and discussions; execution of practical tasks; analysis of written cases and examples; group discussion of seminar tasks; consulting.
Learning methods: searching for and analysis of information in scientific literature, textbooks, periodicals, etc.; case-study analysis; analysis of problem-based examples; preparing practical tasks; students’ work when preparing seminar tasks and independent work; discussion; consultation; oral self-reflection.
	Written assessment (during the colloquium and examination); assessment of the oral presentation of seminar tasks; assessment of the independent work preparation and the oral presentation.

Assessment of case analyses and problem-oriented examples analyses. 


	
	2. To recognize and explain the content of brand management activities.
	6. Criteria for selection of brand elements 

7. Brand elements and using tactics

8. Stealth marketing possibilities for brands promotion
9. Leveraging secondary brand associations to build brand equity  
10. Designing and implementing brand architecture strategies
	
	

	
	3. To apply the main brand management innovations, with regard to contemporary marketing tendencies, particularities of business organizations and products.
	10. Designing and implementing brand architecture strategies 

11. Brand extensions
12. Managing brands over time: reinforcing and revitalizing brands
	
	

	2. 3. To apply modern theoretical innovations and practical achievements, tendencies, and 

peculiarities of modern (domestic and international) business environment, as well as 

different business contexts to the analysis of marketing situations.
	4. To apply the knowledge of brand management for the analysis of organizational situation.
	5. Brand positioning 

6. Criteria for selection of brand elements 

7. Brand elements and using tactics

9. Leveraging secondary brand associations to build brand equity  
10. Designing and implementing brand architecture strategies 11. Brand extensions

12. Managing brands over time: reinforcing and revitalizing brands
	
	

	6. To assess marketing issues and substantiate their relevance when analysing the impact of the different, changing business environment factors.
	5. To prepare the plan for brand introduction into the market and its management.
	3. Customer-based brand equity and its sources 

4. Creation of brands

5. Brand positioning
6. Criteria for selection of brand elements 

7. Brand elements and using tactics

9. Leveraging secondary brand associations to build brand equity  
10. Designing and implementing brand architecture strategies 11. Brand extensions

12. Managing brands over time: reinforcing and revitalizing brands
	
	

	7. To demonstrate skills of oral and written effective communication, using professional Lithuanian, international business, marketing terminology properly.
	6. Demonstrate the ability to communicate orally and in writing using terms, presenting the results of tasks and proposed solutions, writing reports.
	
	
	

	8. To demonstrate group work skills: the ability to communicate and discuss with others, organize team work, share work, take responsibility for the quality of their own work and team‘s activities, etc.
	7. Demonstrate the ability to work in a group, discuss, organize work, take responsibility for prepared reports.
	
	
	

	9. To demonstrate skills of working individually and responsibly, making ethical, innovative, and creative decisions in marketing, taking responsibility for the decisions made and its effect on the society and the environment and, continuous formal and informal learning.
	8. Demonstrate the ability to work individually, to responsibly make decisions, and to take responsibility for the prepared reports.
	
	
	


Criteria of learning achievement evaluation 

	1. Student demonstrates minimally sufficient ability to recognize and describe at least half of the theoretical provisions of brand management.

2. Student demonstrates minimally sufficient ability to identify and describe at least half of the submitted brand management activities.

3. Student demonstrates minimally sufficient ability to identify and describe at least half of the presented brand management innovations, linking them to modern marketing trends, business organizations and product features.

4. Student recognizes and evaluates the situation of the organization by answering at least half of the questions provided for the analysis.

5. Student demonstrates minimally sufficient knowledge and skills to prepare a plan for brand introduction into the market and its management.

6. Student, together with other members of the group, prepares an oral presentation of the plan for brand introduction into the market and its management, which meets at least half of the requirements.

7. Student is able to formulate his/ her opinion and answer at least half of the formulated questions about the brand introduction into the market and its management plan.

8. Student works with other members of the group, communicates with them and takes responsibility for their personal results.


Distribution of workload for students (contact and individual work hours)

	Study forms
	Hours in face-to-face studies
	Hours in online studies

	Lectures
	30 hours
	30 hours

	Seminars
	30 hours
	30 hours

	Contact work hours in total 
	60 hours

	Individual student work
	100 hours

	Total:
	160 hours


Structure of cumulative score and value of its constituent parts
	Mid-term – 20%, individual work – 50%, еxam – 30%

	Recommended reference materials

No


	Publication year
	Authors and title of publication (e-source) 
	Number of copies in University libraries or link to e-source

	Basic materials

	1.
	2018
	Beverland, M. Brand Management: Co-creating Meaningful Brands. 
	1

	2.
	2018
	Rosenbaum-Elliott, R., Percy, L., Pervan, S. Strategic Brand Management. 
	1

	3.
	2017
	Chernev, A. Strategic Brand management. 
	1

	4.
	2012
	Keller, K.L., Aperia, T., Georgson, M. Strategic Brand Management: A European Perspective
	1

	5.
	2012
	Kapferer, J., N. The New Strategic Brand Management: advanced insights and strategic thinking
	1

	6.
	2017
	Wheeler, A., Millman, D. Designing Brand Identity: An Essential Guide for the Whole Branding Team 
	https://ebookcentral-proquest-com.ezproxy.vdu.lt:2443/lib/vmulib-ebooks/detail.action?docID=918218 

	7.
	2011
	Chernatony, L. From Brand Vision to Brand Evaluation
	1

	Supplementary materials

	1.
	2017
	Chernatony, L., McDonald, M., Wallace, M. Creating powerful brands
	1

	2.
	2016
	Slade-Brooking, C. Creating a brand identity: A guide for designers
	https://ebookcentral-proquest-com.ezproxy.vdu.lt:2443/lib/vmulib-ebooks/detail.action?docID=4536969

	3.
	2014
	Johansson, J.K., Carlson, K.A.  Contemporary Brand Management. 
	1

	4.
	2016
	Park, C.W., MacInnis, D.J., Eisingerich, A.B., Weiss, A.M. Brand Admiration: Building a business people love
	https://ebookcentral-proquest-com.ezproxy.vdu.lt:2443/lib/vmulib-ebooks/detail.action?docID=4691474 

	5.
	2013
	Kahn, B.E. Global brand power: leveraging brand for long-term growth
	https://ebookcentral-proquest-com.ezproxy.vdu.lt:2443/lib/vmulib-ebooks/detail.action?docID=5482542 


Course description designed by
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