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Explanatory note

A brand helps to distinguish the goods o f  one producer from those of others. 
It plays a significant role in strategic marketing nowadays and is often referred as 
one of strategic assets that can provide a company long-lasting competitive 
advantage.

Understanding the consumers and their wants is crucial in today's highly 
competitive world. Global branding creates a stronger competitive advantage for 
companies. Once a company is able to successfully compete locally, or even within 
a nation, it makes sense to expand globally. Global marketing allows customers 
worldwide to be better-in formed and more focused on the products and services a 
company oi lers.

The course "Global Brand Management" offers undergraduates the 
opportunity to get acquainted with the fundamental marketing strategies in brand 
management. It focuses on exploring the role of branding and the development o f a 
brand in strategic marketing field and highlights the performance of a brand in 
competition on local and global markets.

The purpose of the discipline is to form the systematic knowledge and 
practical skills in the sphere of global brand management in order to develop 
professional competences of master students.

The main objectives of the course are to provide the undergraduates with the 
conceptual framework of brand management and to strengthen the students' skills 
and decision-making abilities in brand management.

Lectures are a mix of theory and practical exercises (cases study) used 
to increase undergraduates’ involvement and work capacities. Workshops 
include written exercises (storytelling), group projects on brand elements 
creation, oral individual and group presentations, case study.

As a result o f studying the discipline, the master student must
know: the essence, basic concepts and categories o f  branding; the main 

stages of a strong brand building; key marketing strategies for a brand building; 
the concept of brand identity, brand value; the concept o f  brand equity; the concept 
of brand loyalty; the concept of brand architecture; Key brand Performance 
Indicators (KPI); peculiarities o f integrated marketing communications for brand 
equity building usage; peculiarities of a global brand building.

be able to: develop brand strategies, brand architecture; identify target 
audiences; analyze the company’s brand competitive position; measure and track 
brand performance; establish the strategies and develop brand positioning at the 
international level.

possess: the knowledge of theoretical and practical foundations of global 
brand management; skills to develop and implement the concept o f  global brand 
management in organizations of various product specifics; the practice o f 
evaluating the effectiveness of branding strategy implementation.

As a result o f studying the academic discipline "Global Brand Management" 
the master student must have the following competencies: SK-6: apply in practice



various branding tools, assess brand equity, form a brand portfolio and model the 
brand image of a company.

The discipline "Global Brand Management" is closely related to such 
disciplines as Strategic Marketing, International Marketing, Relationship 
Marketing, etc.

For "International Marketing" profilization (in English).
Full-time form of education. The study program for the discipline "Global 

brand management" consists o f 108 hours, o f them classroom hours total 36 hours, 
including 18 hours o f lectures, 18 hours o f  practical lessons.

The assessment method is a credit.



CONTENT OF EDUCATIONAL 
MATERIAL

Topic 1. What is a Brand? Key Branding Concepts

The essence of a brand. Trademark. The difference between a trademark and 
a brand. The role o f  brands. Brand objectives. Brand elements.

Brand identity. Steps o f  a brand identity creation. The brand triangle.
Brand value. How to create a brand value. How to calculate a brand value. 

Brand equity. The difference between brand value and brand equity.
Branding: the essence, types.

Topic 2. Creating the Brand: Name, Slogan, Logo, Symbols, Corporate  
Hero

Brand name. How to choose a brand name. Qualities o f  an effective name. 
The brand naming process. Types of brand names. Methods for a brand 
name creation. Branding techniques. Topology of brand marks.

Logo. How to design a logo. Types o f logos. Slogan. Taglines. Do’s and 
don'ts o f using a slogan. Shapes, colors, forms o f  brand marks. The meaning 
behind logo colors and shapes. Brand graphics. Sounds, movements, smells, tastes 
as components o f a brand. Corporate hero. How to use the hero story in corporate 
communications.

Topic 3. Marketing Strategies for a Brand Building

The essense of a marketing strategy. Types of marketing strategies. The 
process o f a brand strategy building. Defining short and long-term company’s 
goals. Mission and vision of a brand. Target market.

Consumer analysis: trends, motivation, perceptions, needs, behavior. 
Consumer markets segmenting: demographic, geographic, behavioral and 
psychographic segmentation. Defining a niche. Target market research. The 
consumer decision journey.

Competitive analysis. SWOT analysis. Porter’s five forces. Strategic group 
analysis. Growth share matrix. Perceptual mapping. Company analysis.

Topic 4. Brand Positioning. Brand Ethics

The essense of a brand positioning. The role o f  a brand positioning. Brand 
positioning strategies. Points-of-difference and points-of-parity. Brand positioning 
buliseye. The key competitive advantages o f  a company. Rational and emotional 
components o f a brand positioning.

1'he process o f brand positioning. Emotional branding. Storytelling. Brand



repositioning. Benchmarking. Cobranding.
Brand positioning for large and small businesses: the differences and 

peculiarities.
The ethical backlash of corporate branding. Corporate social responsibility.

Topic 5. Integrating marketing communications to build brand equity

The essense of brand equity. Components of brand equity. Building brand 
equity. Measuring brand equity.

The communications process models. Macromodel o f the communications 
process. Micromodel o f consumer responses. Communications objectives 
determination. Steps of an effective communications development.

Communications channels. Marketing communications mix. Customer 
interaction.

Personal communications channels: direct marketing, word-of-mouth 
marketing, personal selling, interactive marketing. Nonpersonal communications 
channels: advertising, sales promotion, events and experiences, public relations.

Integrated marketing communications. Marketing communications budget 
creation. Main factors which influence the choice of communications mix: type of 
product market, consumer readiness to make a purchase, stage in the product life 
cycle.. Measuring the effectiveness of the marketing communications mix.

Topic 6. Brand Architecture

The essence of brand architecture. Brand architecture models. Company’s 
port folio of brands. Sub-brands. Types of brand architecture. Branded house and 
house o f brands. Endorsed brand architecture. Hybrid brand architecture. Roles and 
the nature of relationships between brands.

The benefits of a clear brand architecture. Ways to create brand architecture. 
Factors to consider when creating brand architecture.

Topic 7. Brand Awareness and Brand Loyalty. Measuring and Tracking 
Brand Performance

The essense o f  brand awareness. Importance o f  brand awareness. Ways to 
establish a solid brand awareness. Measuring brand awareness. Quantitative brand 
awareness measures. Qualitative brand awareness measures.

Brand association. Brand perceived quality.
The essense of a brand loyalty. Ways to build brand loyalty. Main types of 

customer loyalty. Stages of customer loyalty. The ladder o f customer loyalty, 
l ifestyle and premium branding.

Brand tracking: the essence. Brand performance metrics: awareness, 
familiarity, consideration, purchase, advocacy. Brand Key Performance Indicators 
(KPls).



Topic 8. Global Branding

Global branding: the essence, advantages and disadvantages. Building a 
global brand. Global brand strategies. Limits o f global marketing. The 
internationalization of a brand. Differences between local and international 
brands. The national image of global brands. The most common mistakes 
companies make with global branding. Global brand metrics and assessment 
system.
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1--
---

---
--

---
---

---
- 

Ï
N

um
be

r 
of 

se
ct

io
n,

 t
op

ic
1

...
...

...
...

..1

Name o f  section, topic

L
ec

tu
re

s

. 
i

О
Pr

ac
tic

al
 

1 с
 »

le
ss

on
s 

. 5 <3
'

o f  class

СЛ
rte

'p
ССЛ

1 д
 

1 ®
La

bo
ra

to
ry

 
cl

as
se

s 
j | I?

Q
ua

nt
ity

 
of

 C
on

- 
11

 
tro

lle
d 

Se
lf

- 
E

du
ca

tio
na

l 
P

ra
c­

tic
e

O
th

er
* 

! 1
Fo

rm
 

of 
kn

ow
le

dg
e 

co
nt

ro
l

L P/S

1 2 3 4 5 6 7 8 9 10

1 W hat is a Brand? Key Branding Concepts 2 - - - - - [1,2,5]

2
Creating the Brand: N am e, Slogan. Sym bols, Corporate Hero 2 4 [1.4,5] G roup

project
presentation

->J Marketing Strategies for a Brand Building 2 2 - - - - [1,2,3,51 Test

4 Brand Positioning. Brand Ethics 2 2 - - - - 11Л5] Case study

5
Integrating m arketing com m unications to build brand equity 4 4 [1,2,5] G roup

project
presentation

6 Brand A rchitecture 2 2 - - - - [1.2,5] Debate

7 Brand Awareness and Brand Loyalty. Measuring and Tracking Brand 
Performance

2 2 - - - - [1.2,5] Test

8 Global Branding 2 2 - - - - 11.2.3,5] Case study

H o u rs  in to ta l 18 18 - - - - C re d it



METHODICAL RECOM MENDATIONS FOR THE  
STUDY OF DISCIPLINE

In mastering the knowledge of the discipline an important step is the 
independent work o f  students. We recommend a budget o f  time for independent 
work on average 2-2.5 hours for a 2-hour classroom.

The main areas o f  independent master’s student work are:
• first-hand view of the study program;

first-hand view of the list o f recommended literature, selection of 
additional literature;

• preparation for practical lessons on specially developed plans with the 
study o f basic and additional literature;

preparation for the implementation of diagnostic forms o f control (tests, 
colloquiums, examinations, etc.);

• work on the implementation o f  abstracts and essays;
case study on the example of world famous brands;
fulfillment o f individual assignments, preparation of group projects;
credit preparation.
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The study program coordination protocol to other study disciplines of
the specialization
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coordination
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o f the department
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study program 
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by the Department 
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