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Abstract of the academic discipline

The program of studying the discipline "Brand Management” is compiled for masters training
in all specialteis. The subject of the study of the discipline is the forms of identification of economic
laws and regularities of the development of branding in the economic activity of the enterprise,
methods, mechanisms, methodological approaches and practical experience of using brands by
industrial enterprises in modern conditions of management in Ukraine and developed market countries
of the world. Interdisciplinary connections: The study of the discipline "Brand Management” is a part
of the ¢cycle of professional training of specialists at the educational level "Master" and is based on
knowledge of such disciplines as "Fundamentals of Management", "Finance", "Enterprise Economics”,
"Marketing", " Strategic Management". The curriculum consists of the following content modules:
I. The theoretical basics of brand management and the stages of branding.

2. Practical aspects of brand management

The purpose and tasks of the discipline

The purpose of the teaching of the discipline "Brand Management” is the formation of a system
of professional competences for students with the use of the bases of branding, methods of its
organization for effective management at the level of the main element of social production — the
enterprise; acquiring the necessary set of theoretical and practical knowledge for solving specific
economic problems at the present stage of economic development. The main tasks of the study of the
discipline "Brand Management" is the formation by the students of the scientific worldview and
special knowledge on the identification of economic laws and regularities of the development of
branding in the economic activities of the enterprise, familiarization with the practical experience of
using brands by industrial enterprises in the modern conditions of management in Ukraine and
developed market countries of the world.
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Competences and learning outcomes by the discipline

Competences

Learning outcomes

Ability to use branding in the
management of marketing activity.

Be able to create a brand and
evaluate its potential.

Be  able
communication marketing concept.

Ability to organize branding work.

to  develop a

skills to apply in practice brand research methods, branding.
and their impact on product success. methods of business
communication analysis in business:

brand training and capacity building skills:

the ability to develop typical patterns of writing brands in the
channels of commodity circulation;

practical skills to maintain viability and brand development;

possession of the basics of managing the company's success
on the basis of brands and branding;

readiness to cooperate with colleagues, work in a team:

Be able to support livelihoods and
brand development.

ability to make organizational and managerial decisions and
willingness to feel responsibility for them;

Ability to provide modeling injability to assess the conditions and consequences of

branding management.

Ability to organize the positioning
and repositioning of the brand.

Be able to differentiate branding
communications.

Be able 1w develop branded
strategies and policies.

organizational and managerial decisions;

ability to analyze the relationship between the company's
functional strategies in order to prepare balanced management
decisions:

readiness to participate in the development of the marketing
strategy of the organization, to plan and implement measures
aimed at its implementation;

Program of the academic discipline

Content module 1. Theoretical bases of brand management and stages of branding
Topic 1. Essence of the brand and history of its evolution
Topic 2. Brand-management strategies and their elements
Topic 3. Branding stages and brand management technologies
Topic 4. Planning brand formation and development
Topic 5. Analysis of brand formation and development

Content module 2. Practical aspects of brand management
Topic 6. Positioning and brand management
Topic 7. Integrated communications in brand management
Topic 8. Models of formation and development of the brand. Rebranding

Topic 9. Legal bases of branding and its

features in different spheres

Topic 10. Brand capital and its measurement

The list of practical classes, as well as questions and tasks for independent work is given in the

table "Rating-plan of the academic discipline".




Teaching and learning methods

The following methods are used in teaching: problem lectures (Topic 1, Topic 2, Topic 3.
Topic 4, Topic 5, Topic 6, Topic 7, Topic 8. Topic 9, Topic 10), work in small groups (Topic 4. Topic
6. Topic 9), discussions (Topic 4, Topic 9). presentations (Topic 10).

The procedure for assessing learning outcomes

The system of assessment of the formed competencies of masters takes into account the types
of classes, which according to the curriculum of the academic discipline include lectures, practical
classes, as well as independent work. Assessment of the formed competencies of masters is carried out
according to the accumulative 100-point system. Control measures include:

current control, which is carried out throughout the term during lectures. practical classes and is
assessed by the amount of points scored (maximum amount - 100 points; minimum amount that allows
a student to take a credit - 60 points);

final / term control, which is conducted in the form of a credit. according to the schedule of the
educational process.

For active participation in interactive lectures the student receives 10 points (1 point for each
lecture), for active work at practical classes the student receives 10 points (1 point for each practice).

For successful control paper the student gets 20 points (10 points for the topic 1, 2, 3, 4, 10
points for the topic 5. 6. 7. 8). For the tests the student gets 20 points (2 points for the topic 1, 2. 3. 4,
5.6, 7.8, 9, 10). For the participation in seminars the student gets 10 points (5 points for the seminar
by topic 7 and 10). For successful presentation of results of creative task the student gets 30 points.

The procedure for conducting current assessment of students' knowledge. Assessment of
students' knowledge during practical classes and completing creative tasks is done in the following
areas:

Practical classes:

analysis of brand sroty;

analysis of brand positioning in accordance with Unilever Brand Key model;
constructing questionnaire for assessment attitude of potential customers to brand:
conducting survey using questionnaire;

analysis of brand’s 4P (7P) marketing mix;

analysis of brand’s advertising campaign in accordance with AIDA model:
understanding subject, purpose and task of brand management:

explaning place and role of brand management in the overall enterprise management system:
external and internal factors influencing the formation and use of brands:
international trends of brand management development:

characteristics and elements of brand models;

economic and legal bases of the work of brand managers:

stages of formation and promotion of brands:

DNA component of the brand:



indicators of the nature and indicators of brand strength;

methods for evaluating brand capital:

main trends of brand management development:

procedure for the formation of brands.

The student receives 70 points for completing all the tasks of practical classes.

Criteria for assessing practical classes:

Ability to substantiate and use certain brand models for a particular type of product or
enterprise.

Develop concepts of brand products and enterprise.

Form an effective DNA brand by the elements.

Determine indicators of cognitive and emotional measurement of brand strength.

Use the tools of strategic and tactical mapping of brands.

Determine the value of brand capital by all existing methods.

Substantiate and choose strategies of brand use.

Substantiate and use certain types of virtual brand.

Develop guidelines for the position of brand manager and provisions for the department of

brand development and promotion.

Independent work:

Homework, searching for information about brands development and their history.

Homework, search of information about the use of brand positioning models.

Homework. analysis of brand competitors.

Preparation of creative tasks.

Homework. Search of forms of questionnaires for brand servey.

Review of sources for evaluation of brand equity. Preparation for the control works and
presentation,

Criteria for assessing the independent work of students:

The general criteria for assessing extracurricular independent work of students are as follows:
depth and strength of knowledge, level of thinking, ability to systematize knowledge on individual
topics. ability to make sound conclusions, mastery of categorical apparatus, skills and techniques of
doing practical tasks. ability to find necessary information, carrying out its systematization and
processing, self-realization at practical classes,

Search for information about brand positioning and promotion. Summarize the information
obtained in order to describe main competitors of brand. Analyze the brand development process and
build report about marketing communications and policy, used by particular brands.

Final control: the form of final control is a credit.

The way the final grade for the discipline is calculated.

During the current control, the student receives a maximum of 100 points and is considered
attested if he received at least 60 points.

The final grade is set according to the scale given in the table "Grade scale: national and

ECTS",

Forms of assessment and distribution of points are given in the table "Rating-plan of the
academic discipline”,
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