
COURSE DESCRIPTION AND APPLICATION INFORMATION

Course Name Code Semester T+A+L
(hour/week)

Type (C / O) Local Credit ECTS

Brand
Management

MBAD 507 Fall-Spring 03+00+00 Elective 3 7.5

Academic Unit: business administration

Mode of Delivery: Face to face

Prerequisites: None

Language of Instruction: English

Level of Course Unit: Graduate

Course Coordinator: Ezgi MERDİN UYGUR

Course Objectives: This course focuses on building and managing a brand, as well as advanced and special
topics of brand management that will provide a well-rounded look at issues in integrating the
brand into overall marketing and company activities as a strong competitive advantage.

Course Contents: The branding concept that is used in this class is considered to be more broadly as
everything that creates a certain amount of awareness, reputation, prominence, or loyalty
including the sensory, emotional, rational, and cultural images associated with a company or
product. In this course a holistic approach that actively and strategically manage each of the
tools at disposal to create consistent and holistic brand messages for the potential customers
is taught.

Learning Outcomes of the Course
Unit (LO):

1- • master the terminology, concepts and activities of brand management
2- • draft a brand audit report by yourself and critically assess a brand in all
dimensions
3- • have a critical perspective towards branding, being up-to-date in brand-related
societal issues
4- • have academic article reading and discussion experience
5- • develop your personal brand

Planned Learning Activities and
Teaching Methods:

case studies, presentations, audit reports, creative exercises, academic article discussions

  

WEEKLY SUBJECTS AND RELATED PREPARATIONS

Week Subjects Related Preperation LO

1 Course Overview What is a
Brand?

Keller, Ch. 1 5

2 Brand Elements (visual and
verbal)

Keller, Ch. 2 1

3 Brand Equity Keller, Ch. 2, 15 1,2

4 Brand Positioning (POP, POD,
maps)

Keller, Ch. 2, 15; 1,2

5 Brand Architecture (portfolio,
hierarchy, extensions)

Keller, Ch. 11, 12 Parham &
Santana, Extendonomics: 10
ways to extend your brand

1,2

6 Brand Personality Keller, Ch. 9 1,2,3,5

7 Market & Brand Research Naresh K. Malhotra, Marketing
Research: An Applied
Orientation, 6th edition,
Prentice Hall, 2010

3

8 MİDTERM

9 Brand Anthropomorphism assigned articles 3,4,5

10 Consumer-Brand Relationships
(love, jealousy, passion)

assigned articles 3



11 Brand Communities (fan clubs) assigned articles 3

12 Place & Celebrity Branding,
Counterfeiting

assigned articles 3

13 brand presentations

14 BRAND AUDIT PRESENTATIONS

  

   At Kadir Has University, a Semester is 14 weeks; The weeks 15 and 16 are reserved for final exams.

REQUIRED AND RECOMMENDED READING

Keller, K.L, Brand Management, 4th edition, GE Pearson. 2013

OTHER COURSE RESOURCES

Parham & Santana, Extendonomics: 10 ways to extend your brand Malhotra, Market Research

ASSESSMENT METHODS AND CRITERIA

Semester Requirements Number Percentage of Grade (%)

Attendance / Participation 14 20

Homework Assignments 1 10

Presentation / Jury 1 10

Midterms / Oral Exams / Quizes 1 20

Final Exam 1 40

Total: 18 100

  

WORKLOAD

Events Count Duration (Hours) Total Workload (hour)

Course Hours 15 2 30

Practice / Exercise 1 25 25

Homework Assigments 1 30 30

Preparation for Presentation /
Jury

1 30 30

Extra-Class Activities
(reading,individiual work, etc.)

1 10 10

Midterms / Oral Exams / Quizes 1 20 20

Final Exam 1 30 30

Total Workload (hour): 175

  



   1 ECTS = 25 Hours Workload

THE RELATIONSHIP BETWEEN COURSE LEARNING OUTCOMES (LO) AND
PROGRAM QUALIFICATIONS (PQ) 

# PQ1 PQ2 PQ3 PQ4 PQ5 PQ6 PQ7 PQ8 PQ9

LO1          

LO2          

LO3          

LO4          

LO5          

  

   Contribution: 1 Low, 2 Average, 3 High
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