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COURSE-SPECIFIC INFORMATION 

 

1. STAFF CONTACT DETAILS 
 

Course coordinator:  Dr. Gary Gregory 
Office:    Quad Bld Room 3023A 
Consultation times:  Fri 10:00am-12:00noon (or by appointment) 
Telephone:   9385-3389 
Email:    g.gregory@unsw.edu.au 

 
 Tutor:   Theresa Teo 
 Office:   TBA 
 Consultation times: by appointment 
 Telephone:  9385-3615 
 Email:    t.teo@unsw.edu.au  
 
If you need to meet with the course coordinator outside consultation hours, please call and 
make an appointment. Alternatively feel free to email. An attempt to get back to you within 
24-48 hours will be made. Additionally, you can post general course enquires relating to any 
aspect of coursework on the discussion board of the Moodle site for this course. Again, I will 
attempt to address all enquiries within 24-48 hours. 
 
 

2. COURSE DETAILS 
 

2.1   Teaching Times and Locations 
 
Lecture:  Fri 2:00pm – 5:00pm (Weeks 1, 5, 11-12) and 
 Fri 2:00pm – 3:30pm (Weeks 2-4, 6-10) all in Central Lecture Block 2 (CLB2) 
 
Tutorials: Fri 3:30pm – 5:00pm (Weeks 2-4, 6-10) in  
 Quad Building G053 
 Central Lecture Block (CLB) 2  
 

2.2   Units of Credit 
 
This course is worth 6 credits. There is no parallel teaching in this course  
 

2.3  Summary of Course 
 
Brands are one of the most important assets of a company or organization. In this course you 
will learn how brands are viewed, built, managed, and measured to ensure firms’ superiority 
and sustainability in profits. The course will begin by looking at brand components and then 
focus on building brand equity. This will be achieved by examining how firms manage the 
relationship with the consumer and create a sustainable advantage over competitors. Finally, 
the course investigates various aspects in developing, implementing and measuring brand 
performance metrics with an emphasis on how firms can sustain a competitive advantage in 
their national and global markets. 
 
 
 

mailto:g.gregory@unsw.edu.au
mailto:t.teo@unsw.edu.au
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2.4 Course Aims and Relationship to Other Courses 

 
The course’s aims are to: 

• Provide an understanding of the meaning of brand and how it is viewed in contemporary 
marketing theory and practice. 

• Provide a foundation for brand management through appropriate concepts, theories and 
techniques related to the important issues in brand management operations. 

• Enhance students’ ability to apply creative and critical strategies and tactics involved in 
developing, positioning, leveraging, and managing a brand, and measuring its value. 

 
Pre-requisites 
  
You must have completed (or currently enrolled in) MARK5700 (Elements of Marketing) or 
MARK5800 Customer Behaviour. Ideally, you should also have studied MARK5810 Marketing 
Communication and Promotion. The course draws on knowledge from the fields of consumer 
behaviour and marketing communications.  
 
Synergies 
 
You are encouraged to make linkages with previous studies, particularly marketing 
communications, consumer behaviour and marketing research. Your learning is likely to be 
more effective when prior experiences and prior knowledge are explicitly recognised and built 
upon.  
 

2.5 Student Learning Outcomes  

 
The Course Learning Outcomes are what you should be able to DO by the end of this course 
if you participate fully in learning activities and successfully complete the assessment items. 
By the end of this course, you should be able to:  

1. Explain the key components of a brand’s identity and how these components work 
together in creating brand equity.  

2. Describe the advantages of an aligned brand and marketing mix strategy and how it 
delivers value to the organisation. 

3. Apply various methodologies, processes and tools a marketing manager may use in 
order to critically evaluate a brand and its products 

4. Undertake a brand audit and to use the information for brand planning; 

5. Understand and anticipate factors that influence the success or failure of a proposed 
strategic direction. 
 

6. Analyse a range of emerging issues and challenges facing brand management and 
product development. 

The Course Learning Outcomes are what you should be able to DO by the end of this course 
if you participate fully in learning activities and successfully complete the assessment items.  

The Learning Outcomes in this course also help you to achieve some of the overall Program 
Learning Goals and Outcomes for all postgraduate coursework students in the Faculty. 
Program Learning Goals are what we want you to BE or HAVE by the time you successfully 
complete your degree (e.g. ‘be an effective team player’). You demonstrate this by achieving 
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specific Program Learning Outcomes - what you are able to DO by the end of your degree 
(e.g. ‘participate collaboratively and responsibly in teams’).  

For more information on Program Learning Goals and Outcomes, see the School’s Course 
Outlines Policies webpage available at https://www.business.unsw.edu.au/degrees-
courses/course-outlines/policies 
 
The following table shows how your Course Learning Outcomes relate to the overall Program 
Learning Goals and Outcomes, and indicates where these are assessed (they may also be 
developed in tutorials and other activities): 
 

Program Learning 
Goals and Outcomes 

Course Learning Outcomes Course Assessment 
Item 

This course helps you to 
achieve the following 
learning goals for all 
postgraduate coursework 
students: 

On successful completion of the course, 
you should be able to: 

This learning outcome 
will be assessed in the 
following items: 

1 
Knowledge 1. Explain the key components of a 

brand’s identity and how these 
components work together in creating 
brand equity.  

2. Describe the advantages of an aligned 
brand and product development strategy 
and how it delivers value to the 
organisation. 

Group Project, Tutorials, 
Individual Assignment, 
and Final Exam 

2 Critical thinking 
and problem 
solving 

3. Apply various methodologies, 
processes and tools a marketing manager 
may use in order to critically evaluate a 
brand and its products.  
5. Understand and anticipate factors that 
influence the success or failure of a 
proposed strategic direction. 
6. Analyse a range of emerging issues 
and challenges facing brand management 
and product development. 

Group Project, Individual 
Assignment, Tutorials, 
and Final Exam 

3a Written 
communication 

4. Undertake a brand audit and to use the 
information for brand planning  
 

Group Project, Individual 
Assignment, and Final 
Exam 

3b Oral 
communication 

Not specifically addressed in this course. Not specifically 
addressed in this course 

4 
Teamwork  

Undertake a brand audit and to use the 
information for brand planning  

Group Project 

5a.   Ethical, 
environmental and 
sustainability 
responsibility 

6. Analyse a range of emerging issues 
and challenges facing brand management 
and product development  

Not specifically assessed 
in this course. 

5b. Social and cultural 
awareness 

Analyse a range of emerging issues and 
challenges facing brand management and 
product development 

Not specifically assessed 
in this course. 

6 Leadership Not specifically addressed in this course. Not specifically assessed 
in this course. 

 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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3 LEARNING AND TEACHING ACTIVITIES 

 

3.1 Approach to Learning and Teaching in the Course 

In practice, decisions are based on a deep understanding of the brand, the consumer and 
the competitors. Critical to any decision is:  

• Teamwork and alignment (across key stakeholders internal and external). 

• The gathering, analysis and the presentation of information. 

• The formulation of strategy to provide a direction for product development and all 
other marketing activities. 

• The measurement and scrutiny of the brand and product health. 
 
This course has been constructed with these critical factors in mind. You will be introduced 
to a range of tools and concepts used by brand leaders and are given the opportunity to 
apply these through the assessment tasks. The course components are designed to help 
you build a greater understanding of the current theory and practice of brand and product 
management. 
 

3.2 Learning Activities and Teaching Strategies 

This course will be conducted on a discussion and lecture basis. It will draw upon the 
experience we have as consumers and as marketers. While there is no text book for this 
course, you will read and review of cases, readings and research papers as it will form much 
of the basis of our discussion. 
  
Therefore the class room time will consist of an open discussion in which you will be 
encouraged to participate through contributing: 

• Theoretical insights you have read. 

• Practical examples you have come across. 

• Your own experiences in the work place. 
 

4 ASSESSMENT 

4.1 Formal Requirements 

In order to pass this course, you must: 

• achieve a composite mark of at least 50%; and 

• achieve at least 50% of final exam mark. 
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4.2 Assessment Details 

 
TABLE 4.2. Details for Course Assessments 

 

Assessment Task Weighting Length Due Date 

1. Tutorials 20% 2-3 typed pages 
per case* 

Each week (wks 2-4, 
6-10) 

2. Individual 
Assignment (Brand 
Audit) 

20% 1200 words 
August 25  Friday  
(12 noon) via Turnitin 

3. Group project – final 
report (Brand 
Strategy) 

30% 20 pages 
excluding title 
page, Table of 
contents, 
appendices and 
references 

Oct 13 Friday (12 
noon)  

4.    Final Exam 30% 2 hours Final Exam Week 

 
* A detailed list of cases are provided in Moodle in Week 1 
 
 
4.2.1. Tutorials (20%) 
 
Tutorials are designed to allow students to work on specific cases/assignments/readings in 
designated groups, and to interact with other classmates and the lecturer/tutor. This will 
enhance group dynamics, and allow students to engage in critical thinking and problem 
solving relating to brand management. Each week students will be expected to have read the 
assigned case/materials and the corresponding questions and prepare typed answers as a 
basis for discussion prior to attending the tutorial (as per tutorial schedule/questions on 
Moodle).   
 
During the tutorial, students may be called upon to answer questions, lead discussion and 
debate case related issues. What you get from this course will depend largely on what you 
put in – not just in terms of your reading and analysis of the articles and cases, but your 
willingness to question and to seek alternate perspectives, to be clear about your own 
position, and to work in group forums to discuss alternative approaches.  
 
 
A Guide to Article Analysis and Guide to Case Analysis are provided below to assist in 
your preparation of tutorial notes. 
 
Guide to Article Analysis. The following set of questions is provided to guide your 
analysis of the readings assigned in this course. 
 

1. What is the purpose of this article? What problem or issue does it address?  
2. What are the basic assumptions/assertions of this reading?  
3. What is the basic argument?  
4. What is the nature of the evidence presented in support of the argument?  
5. What are the major contributions? How does it contribute to your overall 

understanding of brand strategy? 
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Guide to Case Analysis.  
 
Preparation for a case discussion should: 
 

1. Begin with a rapid reading of the assigned case and other materials. 
2. Then, it is worthwhile to review the discussion questions provided for clues as to what 

issues require special attention. Questions will be distributed either in-class or online 
one week before each case discussion. 

3. The next step is normally to re-read the case carefully, taking notes that sort 
information, facts, and observations under a number of relevant headings. Push 
yourself to reach definitive conclusions before you come to class backed up or 
supported by information in the case. 

4. All students are encouraged to perform analyses, “crunching” whatever numbers are 
available. It is also very important to provide quantitative support wherever possible. 

5. Finally, preparation of clear and concise set answers to case questions should be done 
which can be used to guide your contribution in class discussions. 

 
Preparation Notes (15%) 
 
It is expected that you will make brief notes or outlines before coming to tutorials. It is 
required to prepare notes (2-3 pages) for each case study which will be discussed in that 
week. You should rely on these notes when contributing to the class discussion and submit 
them to lecturer/tutor at the end of tutorials. A total of six (6) notes will be collected (weeks 2, 
3, 4, 6, 7 and 8). A list of tutorial questions will be provided in advance (see Tutorial 
Schedule/Questions on Moodle) and students must submit in the tutorial their typed 
responses to these questions. Your submitted work should list your name, student number, 
the date, the article/case discussed that day, and responses to the assigned questions. Your 
work should include detailed responses to the questions; however, students are encouraged 
to use bullet points of major information/analysis/conclusions where appropriate.  
 
Please note: No tutorial work will be accepted late (after tutorial), nor can they be 
submitted (in writing or electronically) prior to class if student plans on missing class.  
 
 
Participation Reports (5%) 
 
Your overall commitment and attitude toward this course, and your daily active verbal 
participation in tutorial discussions, will be closely monitored. In assessing student 
participation, I will look at both the quantity and quality of your tutorial contributions. 
 
At the end of each tutorial, students who actively participated in the discussion and/or group 
work should turn in a Participation Report (copy provided on Moodle). Please make sure and 
print off and bring to class a copy this Participation Report for each tutorial (8 copies, one for 
each tutorial). These reports should list your name, the date, the case or topic discussed that 
day, and a synopsis of your contributions during that day’s discussion. I will also ask that 
each student provide a rating of their own participation that day. The Participation Reports 
will be used in combination with the lecturer’s/tutor’s own daily evaluations to determine your 
participation grade for the day. 
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Attendance  
 
The readings and cases are a critical part of the course learning and mandates full 
attendance and participation, as both are used in determining assessment of tutorial marks.  
It is a course requirement that all students attend a minimum of 80% of the tutorials 
(i.e. 7 out of 8 tutorials) to pass this component of the course. Attendance records will 
be recorded on the day of each tutorial.  
 
ALL TUTORIAL MATERIALS WILL BE AVAILABLE ON MOODLE IN WEEK 1  
 
 
4.2.2. Individual Assignment – Brand Audit (20%) 
 
To demonstrate your understanding of brand concepts, you are required to conduct a brand 
audit on a chosen brand.  
 
A brand audit enables the organisation to know what factors are contributing to a brand’s 
performance. An audit gathers and evaluates information about the brand and competing 
brands. It can be used to answer questions such as: What is my brand? What is the core 
proposition of my brand? What do my customers/clients/employees think about my brand? 
Who are the competing brands and what are they doing? What opportunities are emerging 
and what can threaten the brand? 
 
To assist you, the assignment is divided into two different parts; 
 
1. Market and Consumer review 

• A review of each brand's heritage, the marketing environment and the competitive 
dynamics within the category. 

• Evaluate each brand's positioning. How does this affect your chosen brand? 
How is each brand trying to grow / stay relevant? 

• Better answers will evaluate and synthesise information from a variety of 
sources. 

 

• Provide a description of the consumer. What are their needs and desired benefits? 
What do they think and feel for each brand in the category?  

• Understanding the Means-end chains of consumers will assist with this. 
 

2.   Brand review 

• Identify the sources of brand equity for each brand. More specifically you will need to 
understand the strength, favourability, and uniqueness of the associations each brand 
has. 
 

• Identify in depth the sources of brand equity for your chosen brand.  

• Review the role of the brand's marketing mix 
 

* A variety of sources should be used to assemble this profile. You should consult 
business publications, trade magazines, journal articles1, books, and company sources 
such as annual reports and websites. 
 

                                                
1 Please note that journal articles refer to appropriate peer-review journals (e.g. Journal of Marketing, 
Journal of Brand Management, among many). 
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** A detailed marking guide to be used to mark the brand audits will be posted on 
Moodle in Week 1 
 
Due Dates 

▪ An electronic copy of the brand audit should be submitted via Turnitin (before 12 noon on 
August 25 (Friday) and be accompanied by a signed Assignment Cover Sheet. Students 
can print off a hardcopy of the assignment cover sheet (found at: 
https://www.business.unsw.edu.au/about/schools/marketing/student-support/useful-links)  
OR may print off and sign and then scan this coversheet and include as part of their 
uploaded assignment to Turnitin. 

 

4.2.3. Group Project (30%) 
 
Description of the task 

You will be fully briefed in class about the content and format of this assignment in Week 1. 
You will be required to work in a group consisting of approximately 3-5 members (maximum 
allowable group size is 5 students) and you are free to choose the composition of your group 
(to be formed in Week 1 or Week 2). Each group will be allocated (randomly) to one of the 
available brands, and notified in week 2 (August 4th). There are two components to the 
assignment: Brand Audit and Brand Plan (see below for a description of each). 

▪ Part A: Brand Audit 
 
Each group must first agree on an appropriate level of analysis (corporate, umbrella, or 

product brand) and an appropriate geographical coverage (global, regional, or local). Then, 
you must gather information on characteristics such as: brand essence, brand positioning, 
differentiating attributes, presentation of the brand, and monitoring and evaluation processes. 

A variety of sources should be used to assemble this profile. You should consult business 
publications, trade magazines, journal articles2, books, and company sources such as annual 
reports and websites. Market research evidence would be good to see (if you get hold of any).  

Potentially, there is some overlap here with the sort of broad SWOT analysis that you may 
have undertaken in MARK5700. However, here the focus should be firmly and squarely on 
brand-related issues – not an audit of all the organisation’s activities.  

▪ Part B: Brand Plan – Stretching the Brand 

This part is forward-looking. Your task is to assess the sources of brand strength for your 
selected brand and suggest ways to leverage that strength in terms of a specific line/brand 
extension (of your own choosing). Ongoing and new initiatives should be considered at a 
strategic level (brand positioning and extension, product and geographical portfolios, etc.) and 
at a tactical level (names, logos, designs, packaging, communications, etc.). Creative and 
executional detail with respect to names, logos, designs, etc. for your line/brand extension is 
expected.   

•   Elaborate on the key issues for your chosen brand extension with a recommended 
plan of action.  

• This not only involves a recommendation of the desired brand image, but also 
managing the growth of the brand - owning the positioning, product 
development, improving engagement etc. 

 
Things to consider: 

                                                
2 Please note that journal articles refer to appropriate peer-review journals (e.g. Journal of Marketing, 
Journal of Brand Management, among many). 

https://www.business.unsw.edu.au/about/schools/marketing/student-support/useful-links
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• I recommend students read “The Brand Report Card” by Kevin Keller (1999) as this 
will give you some guidance as to what to consider. A link can be found on Moodle. 

• Focus on a brand's performance within one country. Evaluating a brand across 
multiple countries can lead to different strategies.  

• Supplement your assignment with good research. 

Group Project Progress Report (not graded) 

▪ Groups are required to submit one-page progress report on Sept 1st (week 6) in class. 
Although not graded, this progress report will enable us to provide feedback during the 
first part of the course. This report will comprise the names of your team members, the 
brand allocated to you for audit, an outline of how you are planning to carry out the 
assignment and progress to date. This will not directly contribute to your final grade. The 
purpose of the progress report is to help you manage your time and give you the 
opportunity to gain early feedback. It is mandatory for all groups (and group members) to 
be present and contribute to this progress report.  

 
Format, structure, style, guidelines for Group Project Final Report 

▪ The report should contain both the brand audit and the proposed plan for your line/brand 
extension, taking not more than 20 pages (12-point font, 1.5-spaced, 2.5cm margins). 
Please keep a copy of the report for your records. General guidance on writing 
assignments and marking criteria will be posted on Moodle in Week 2. 

 
Due Dates 

▪ An electronic copy of the final report should be submitted via Turnitin (before 12 noon on 
October 13th (Friday) and be accompanied by a signed Group Assignment Group Cover 
Sheet. Students can print off a hardcopy of the group assignment cover sheet (found at: 
https://www.business.unsw.edu.au/about/schools/marketing/student-support/useful-links)  
OR may print off and sign and then scan this coversheet and include as part of their 
uploaded assignment to Turnitin. 

 
Purpose of the Group Assignment 

The purpose of the major assignment is to help you to: 

▪ Critically evaluate a brand, in terms of its strengths, weaknesses, value and implied 
strategic direction; 

▪ Propose strategic recommendations for leveraging a brand, using established theory and 
your assessment of available data; 

▪ Anticipate factors influencing the success or failure of the proposed strategy 

▪ Apply theoretical concepts in a specific business context, in order to integrate theory and 
practice in the process of strategic brand management; 

▪ Work effectively in a group environment. 
 
Group Work, Roles and Responsibilities and Conduct of Meetings 

▪ You are expected to work in groups throughout the semester, and to divide work among group 
members equally. Group members are required to exchange contact details and formulate 
and agree on a Group Process Plan and a Pre-Project Action Plan. The Group Process Plan 
details member roles, identifies group rules, allocates tasks and responsibilities and shows 
agreed project milestones. The Pre-Project Action Plan details problems and issues that may 
arise and how the group will manage them.     

▪ Students are to actively manage the conduct of meetings and record each member’s 
contribution and the decisions/actions agreed to at each meeting through the use of brief 
minutes. 

https://www.business.unsw.edu.au/about/schools/marketing/student-support/useful-links
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Assessing Individual Contributions for Group Projects 

▪ Group members are required to submit an interim peer evaluation on Sept 1st (Week 6), 
same due date of group progress report) to give students an indication of their group 
performance. A copy of the interim peer evaluation form can be found on the course Moodle 
site.  
 

▪ At the end of the project, group members will be asked to complete a final peer evaluation 
of each group member for the Group Project Final Report. Below is a description of the 
guidelines used for peer evaluations:    
 

Each student will evaluate the contributions of their group members (not 
themselves) no later than Week 12 (Friday, October 20th) using the School of 
Marketing’s WebPA Peer Assessment on the course Moodle site.   
 
WebPA is based on a detailed list of evaluation criteria to rate team work skills, an 
important program learning goal of undergraduate degrees offered by the UNSW 
Business School. Group members bring different strengths to a project, and this 
should be reflected in your ratings, i.e. do not give each group member exactly the 
same score.  
 
Each student’s contribution score will be the average of the points received from 
their group members. 
  
Adjustments to individual marks will occur where an individual student’s peer 
evaluation score falls below an acceptable level. 

▪ Ideally, all members of each group will receive the same mark. However, in some cases 
individuals may be assigned different marks if there are consistently poor evaluations of group 
member(s). It is therefore in your interest to make your group work effectively to ensure the 
delivery of high quality output.  
 

▪ To assist in assessing the contribution of each student, brief minutes should be made of each 
group meeting noting who was assigned what task and if completed. Further, individual group 
members should keep a journal detailing all the activities undertaken in relation to their project. 
It is important that each member of the group records their activities and contribution to the 
project on a regular basis. If there are any complaints about the performance of a group 
member, the lecturer-in-charge can request that an individual submit their journal. 
Assessment of group members on participation may also be utilised.   
 

Marking Criteria for Group Project Final Report 

▪ Details of marking criteria will be posted on Moodle in Week 2. Broadly speaking, criteria 
for the brand audit include: focus/scope of audit, evaluation of the brand, use of 
theory/frameworks, factual content, research support, and appreciation of business 
context. Criteria for the brand plan include: use of insights from the audit, specific 
proposals for your brand extension, imaginative solutions, and the plausibility of proposals. 
The grading scheme gives more weight to the plan (Part B). 

 
 
4.2.4 Final Examination (30%) 

Description of the task 

▪ This will be a 2-hour closed-book exam, conducted during the official exam period. 
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Format, structure, style, presentation guidelines 

▪ The format is explained in a Final Exam Study Sheet on Moodle. This guide includes 
hints and tips, as well sample topics you will be examined on. 

Purpose of the Examination 

The rationale for the final examination is: 

▪ For us to assess your comprehension and understanding of the course material; 

▪ For you to demonstrate an ability to synthesize and integrate course material; 

▪ To provide an opportunity for you to make links between ideas, theories, frameworks, and 
practical problems in the field of brand management, drawing on material from within and 
beyond the course; 

▪ To show you can work independently. 
 
NOTE: The final exam is a task used to assess the key learning outcomes of this course, and 
students must receive a passing mark (50% or more) to pass the course. If students receive 
below 50% on the final exam they may receive a mark of UF (unconditional fail) even if their 
total average mark is above 50%. 

Assessment Criteria 

▪ Assessment criteria include the extent to which you: demonstrate comprehension and 
understanding of the course material, demonstrate an ability to synthesize and integrate 
course material, demonstrate skill in making links between ideas, theories, frameworks, 
and practical problems in the field of brand management by drawing on material from 
within and beyond the course. 

 
Research Participation (3%) - Optional 
 
Appreciation of marketing research 
 
The faculty at the UNSW School of Marketing, in addition to their teaching interests, is actively 
engaged in pursuing original research interests that push the boundaries of the Marketing 
discipline. Such research has implications for improved understanding of consumers, 
management practices, corporate organisation, and social policy directives. The established 
findings of academic research are the core basis of teaching and knowledge dissemination at 
the University. Being part of the university culture, students are encouraged to explore the 
research environment at UNSW and experience the process of knowledge generation by 
participating in faculty administered research projects.  
 
You will have a choice of participating in faculty run research projects when such projects 
become available. Available research projects will be announced in class. If you decide to 
participate you will receive 3% credit in the course as incentive for taking part in the research 
projects. Participation in the faculty administered research projects is encouraged, but is not 
compulsory. If a project becomes available, and students choose to participate 
voluntarily, then their final exam will count as 27% of the total course marks, and their 
research participation will count as 3%. 

 

4.3 Late Submission and Penalties 

 

Late submission of the individual brand audit and/or the group project (brand plan) will incur a 
penalty of 10% of the percentage weight of the assessment component or part thereof per day 
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(including weekends) after the due date, and will not be accepted after 5 working days. An 
assignment is considered late if either the paper copy or the electronic copy has not been 
submitted on time. Tutorial assignments must be completed and submitted during tutorials and 
will not be accepted late. 

 

 

 

 

 

 

 

5 COURSE RESOURCES 

There is a prescribed textbook for the course. Additional course materials will be distributed 
electronically via the course Moodle site: 
 

Prescribed Text: 
Keller, Kevin (2013). Strategic Brand Management: Global Edition (4th edition), Prentice Hall, 
(ISBN-10:0273779419) (ISBN-13:9780273779414) 
 
Students can purchase the eBook version ($50.00) via this link:  
http://www.pearson.com.au/9780273780045  
 
This course’s Moodle site can be accessed at: 
https://moodle.telt.unsw.edu.au/login/index.php 
 
If you have not used Moodle before, you should go to: http://teaching.unsw.edu.au/moodle 
 
Moodle is a critical resource for the course and will be used as follows: 

• All lecture notes, in the form of .pdf files, will be posted under the ‘Lectures’ icon 24-
48 hours before the lecture (no hard copies of the notes will be distributed at 
lectures).  

• Any course research links (e.g., web links, project guides, etc.) will be posted under 
appropriate icons. 

• Any course announcements will be made on the discussions/announcements 
section.  Please check this regularly. 

• Any readings, cases, course materials relevant to assessments and preparation for 
lectures  

• The discussion/communication tools of Moodle can also be used by students to 
communicate with other class members (note that the authors of all messages will 
identified), as well as with the lecturer outside of office hours. 

• Links to useful web sites will also be posted on the course Home Page. 
 

 
NOTE : Students in doing their project should utilize the UNSW Library 
information/subject guides, e-journals, databases etc. at :  
 
http://info.library.unsw.edu.au/web/services/services.html 
 

Quality Assurance 
The Business School is actively monitoring student learning and quality of the 
student experience in all its programs. A random selection of completed 
assessment tasks may be used for quality assurance, such as to determine the 
extent to which program learning goals are being achieved. The information is 
required for accreditation purposes, and aggregated findings will be used to 
inform changes aimed at improving the quality of Business School programs. All 
material used for such processes will be treated as confidential. 

http://www.pearson.com.au/9780273780045
https://moodle.telt.unsw.edu.au/login/index.php
http://support.telt.unsw.edu.au/moodle/content/default.cfm?ss=0
http://info.library.unsw.edu.au/web/services/services.html
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Supplementary Readings 

▪ Kartikeya Kompella (2014) The Definitive Book of Branding, Sage Publishing (ISBN: 978-
8132117735) 

▪ Kevin Keller (2012) Strategic Brand Management (Global Edition), Pearson Publishing 
(ISBN: 9780273779414) 

▪ Jean-Noel Kapferer (2012) The New Strategic Brand Management: Advanced Insights and 
Strategic Thinking (5th edition), Kogan Page, London (ISBN-10: 0749465158; ISBN-13: 
978-0749465155) 

▪ Leslie de Chernatony, Malcolm McDonald, & Elaine Wallace (2011), Creating Powerful 
Brands (4th edition), Butterworth-Heinemann (ISBN: 978-1-85617-849-5) 

 
Sources of Further Information 

There are several specialist brand management journals (such as the Journal of Brand 
Management, and the Journal of Product & Brand Management), as well as numerous 
textbooks, monographs and coffee table books on the subject. For the main assignment you 
are encouraged to read more widely. Textbooks, specialist books, popular books, case-
histories, journals, web-sites, etc. – all these can be of help.  
 

6 COURSE EVALUATION AND DEVELOPMENT 

Each year feedback is sought from students and other stakeholders about the courses offered 
in the School and continual improvements are made based on this feedback.  UNSW's 
MyExperience survey is one of the ways in which student evaluative feedback is gathered. 
Significant changes to courses and programs within the School are communicated to 
subsequent cohorts of students. Your feedback is valuable and has a real impact on the course 
improvement.  The inclusion of active peer learning, audio and video clips, and class exercises 
in large group settings is a direct result of the feedback provided by students in the past years.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 

http://www.elsevierdirect.com/author.jsp?authorcode=1094205
http://www.elsevierdirect.com/author.jsp?authorcode=1012830
http://www.elsevierdirect.com/author.jsp?authorcode=1096651
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7 COURSE SCHEDULE 

Lectures start in Week 1 and finish in Week 12. Lecture dates, topics, readings are available 
on Moodle.  

Date Topic Activities Reading 

Week 1 
July 28  

History of Brands and 
Brand Management 

Briefing on Individual Assignment & Group 
Project  
Formation of groups for Group Project 

Keller text, 
Chap 1 

Week 2 
Aug 4 

Brand Components 
 

 Keller text, 
Chap 2, 3 

Week 3 
Aug 11 

Brand Components  Keller text, 
Chap 3, 4 

Week 4 
Aug 18 

Building Brand 
Communications 

 Keller text, 
Chap 6 

Week 5 
Aug 25 

Brand Relationships 
 

Individual Assignment due Keller text, 
Chap 9 

Week 6 
Sept 1 

Brand Positioning  Group Progress report due 
Interim Peer Eval Due   

Keller text, 
Chap 8 

Week 7 
Sept 8 

Designing Marketing 
Programs to Build 
Brand Equity 
 

Feedback to Individual Assignment Keller text, 
Chap 5 

Week 8 
Sept 15 

Designing Marketing 
Programs to Leverage 
Brand Associations  

Feedback to progress report Keller text, 
Chap 7 

Week 9 
Sept 22 

Brand Architecture  Keller text, 
Chap 11 

Mid-semester break: Sept 23 – Oct 2 

Measuring Brand Value 

Week 10 
Oct 6 

Brand Equity/Value  Keller text, 
Chap 9, 10 

Week 11 
Oct 13 

Managing Brands over 
Time 

Group Final Report due Keller text, 
Chap 13 

Week 12 
Oct 20 

Value of Brands in a 
Global Marketplace 

Final Peer Eval Due Keller text, 
Chap 14 

Study Period: Oct 28 – Nov 2 

Exam Period: Nov 3-20th 

 


