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Corporate Image and Brand Management
	Course code
	MNG236

	Course title
	Corporate Image and Brand Management

	Type of course
	Elective 

	Stage of study
	Undergraduate

	Department in charge
	Undergraduate school

	Year of Study
	2nd, 3rd  

	Semester
	Autumn

	ECTS 
	6 credits; 

28 hours of theory, 20 hours of practice, 112 hours of self-study, 2 hours of consultations (distant or direct form). 

	Coordinating lecturer
	Indre Razbadauskaite Venske, indre.razbadauskaite@gmail.com

	Studies form
	Daytime 

	Prerequisites
	-

	Language of instruction
	English


Course description

This course provides an overview of corporate image and strategic brand management. 
 

Students will become familiar with concepts of branding strategy, brand architecture, brand archetypes, personal branding, organizational identity, image, and reputation; identify differences between the three of them; become aware of the role that strategic PR plays in the process of brand management. Specific elements and methods of integrated marketing communication will be presented during lectures and tested in-class reviews, videos, mid-term exam, final exam and various other projects including key concepts table, personal branding, success and failures in various rebranding cases. 
Course aim
To provide students the fundamental knowledge of corporate communication and brand management principles by evoking goal-oriented thinking that combines creativity and analytical skills. 
	Course learning outcomes (CLO)
	Study methods
	Assessment methods

	CLO1. To name and define the major theories, nature of corporate communication concepts; its historical emergence and role in contemporary companies
	Lecture, articles, self-study
	Midterm exam, homework assessment during seminars

	CLO2. To identify, analyze and differentiate corporate image, identity in relation to corporate reputation
	Lecture, group homework, seminar, self-study
	Midterm and final exam, homework assessment during seminars

	CLO3. To prepare and design press release
for press conference project which helps

students to understand and explain 

what manner companies should
communicate their corporate image.
	Lecture, group homework, seminar, self-study
	Final exam, homework assessment during seminars

	CLO4. To comprehend the critical role of

corporate communications (including PR
activities) in building and maintaining
relationships with employees and customers.


	Lecture, group homework, seminar, self-study
	Final exam, homework assessment during seminars

	CLO5. To analyze brand management principles, personal branding, 
	Lecture, problem solving, group homework, seminar, self-study
	Midterm and final exam, homework assessment during seminars

	CLO6. To work in a team, to present work results in written or oral form, to argue decisions
	Group homework, seminar, self-study
	Homework assessment during seminars


Quality management

The quality of the course is assured by the variety of teaching and learning methods, interim knowledge assessment through homework, continuous discussions of individual and group work, other assignment results, as well as by supply of learning materials to students.
Cheating prevention

Individual tasks are assigned. Task rotate year by year, from student to student. During the exam, some assistance is expected from the teaching staff (e.g. PhD students).

Course content

	date

Time
	Topic
	Class Hours
	Readings

	
	
	Lecture
	Seminar
	

	Session 1


	Introduction to the Course. Course requirements and procedures. Individual tasks and teamwork. Reporting requirements. Overview of tasks for assignments.
	1
	
	

	
	Introduction of corporate image and identity

	2
	2
	Relations between organizational culture, identity, and image (M. J Hatch, M. Schultz)

	Session 2


	Corporate communication framework
Corporate communication framework
Public image

Introduction to PR or Rebranding cases assignment

Individual homework: key concepts in corporate communication of your chosen company


	3
	1
	

	Session 3

	Brands and brand management AND customer-based brand equity and brand positioning – I PART 

The strategic brand management process

What is a brand?

Review branding and the marketing mix 

Building strong brands 

Brand positioning

Class discussion: what is your favorite brand? Why? 


	3
	1
	Articles, Ted-talks

	Session 4

	Customer-based brand equity and brand positioning – II PART AND brand resonance and the brand value chain

Defining a brand Mantra

Brand salience

Brand performance

Brand imagery

Building branding communities

Brand architecture
Brand personality

Brand ladder

Class discussion: what is Coca-cola’s personality?


	2
	2
	Articles, Ted-talks

	Session 5

	Choosing brand elements to build brand equity AND Designing marketing programs to build brand equity 

Criteria for choosing brand elements

Integrating marketing 

Product strategy

Pricing strategy

Channel strategy 

	2
	2
	Articles, Ted-talks

	Session 6

	Integrating marketing communications to build brand equity

Major marketing communication options

Brand amplifiers

+

A new model for brands (brand fantasy model)

Ethical branding 

	2
	2
	Articles, Ted-talks

	Session 7

	Branding in the digital era

Brand engagement

Digital communications

Social media channels

Mobile Marketing

Influencer marketing
Content marketing
+

Personal branding

Employer branding

	1
	3
	Articles, Ted-talks

	Session 8
	Midterm exam. Topics from sessions 1-7 included.
	2
	2
	

	Session 9

	Leveraging secondary brand associations to build brand equity 

Conceptualizing the leveraging process

Co-branding

Licensing

Celebrity endorsement


	2
	2
	Articles, Ted-talks

	Session 10

	Branding 
Rebranding cases presentation in class
Summing up 


	3
	1
	Articles, Ted-talks

	Session 11

	Developing a brand equity measurements and management system AND Measuring sources of brand equity: capturing customer mind-set

Personal branding 

Conducting brand audits

Designing brand tracking studies

Establishing a brand management system 

Qualitative research techniques

Quantitative research techniques

Social media listening and monitoring 

	2
	2
	Articles, Ted-talks

	Session 12

	Public relations

PR tools

Presentation of PR cases in class

Preparation for midterm 
Group article review assignment introduction

Consultations


	2
	2
	Articles, Ted-talks

	Session 13

	Summing up and preparing for the final exam

	3
	-
	

	
	Total
	28
	20
	


Assessment methods

	Assignment
	Total  hours
	Final grade, %

	Midterm Exam 
	20
	20%

	Key concepts in corporate communication (table) (individual)
	5
	10%

	Rebranding cases (group project)
	20
	20%

	Personal branding assignment (“Promote yourself”) (individual)
	5
	20%

	Final exam 
	50
	30%

	Total:
	110
	100%


MIDTERM EXAM  

The Mid-term Exam is given to students to check their theoretical knowledge of concepts, classifications, applications, and correct identifications of practical situations. The mid-term exam will cover topics of sessions 1-7. The accumulative weight of midterm exam is 20%
GROUP WORK ASSIGNMENTS 

Group work assignment consists of practical tasks that are performed in the out-off class environment in order to strengthen skills in the theoretical material covered in the class. During the semester each group has to prepare a rebranding assignment. 

Written assignments are due to the professor NO LATER than the beginning of class on the day the presentation is scheduled. Students cannot redo their home assignments or re-defend them after the deadline. Students can indicate group mates that were not contributing to the particular assignment. In this case, the grade for assignment for non-contributing group mate is not entered and equals 0. 
FINAL EXAM 

The Final Exam is given to students to check their theoretical knowledge of concepts, classifications, applications, and correct identifications of practical situations. The final exam questions will cover topics of sessions 1-12. The accumulative weight of midterm exam is 30%
The final grading for the course is calculated according to the accumulative formula as indicated in the Regulation of studies at ISM. Negative grades (below 5) are not included into the accumulative grading system!
Students who receive a failing final grade shall have the right to re-take the exam during the re-sit week, which will comprise 50% of the final grade and will include all semester material. Home assignments cannot be retaken at a later time; only the grades for home assignments collected during the course will be included into the final grade. 

Miscellaneous 

The lecturer reserves a right for minor changes in course programme (for example, changing places of topics without harm to the overall course logic). Also, the lecturer might decide to invite guest speakers – practitioners for deeper presentation of some practical aspects of marketing. When changes in schedule / programme prevail, students will be informed in advance. 
Required Readings

Readings will be introduced during class. 
· Keller, K. L., & Swaminathan, V. (2020). Strategic brand management: Building, measuring, and managing brand equity. Harlow: Pearson Education Limited.

Supplemental Readings
· Podnar, K. (2015). Corporate communication: A marketing viewpoint Routledge. Taylor and Francis Group

· Klein, N. (1999). No logo. Knopf Canada: Picador
· Cialdini, R. B (2006). Influence: The Psychology of Persuasion, Revised Edition

· Cornelissen, J. (2011) Corporate communication: A guide to theory and practice 3rd edition. Sage Publications
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