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Course Overview 

BA6XX Brand Management 
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Building and effectively maintaining brand equity is among the top priorities of high performing 
companies around the world. Effective brand-building and brand management drives superior 
financial results, consumer loyalty and competitive insulation. This course provides students 
with insights into how brand strategies can be created and the implications for brand 
management professionals in a global economy. The class blends marketing theory and practice 
to provide perspective on corporate marketing and the brand management function. 

Learning Objectives: 

The course is designed to addresses three important questions: 

(1) How do you build brand equity? 

(2) How can brand equity be measured? and 

(3) How do you capitalize on brand equity to expand your business (e.g., internationally)? 

Its basic objectives are to provide an understanding of: 

(I) Important issues in planning and evaluating brand strategies; and 

(2) Appropriate concepts and techniques to improve the long-term profitability of brand 
strategies. 

Textbook: 

Strategic Brand Management, Kevin L. Keller, 3rd Edition 

Final grades will be determined by the following components: 

Writing Assignments (individual/group, 40%) 

Class preparation and participation (individual, 20%) 

Brand Audit (writing and presentation, group, 40%) 

Final grades will be set according to the following scale: 
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95- 100% A 
90-94.99% A-
86-89.99% B+ 
82-85.99% B 
80-81.99% B-
70-79% c 
60-69% D 
below 60% F 
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the page total. Your presentation should be a top-line summary of the key points from your 
report. 

For the purpose ofleaming, you are allowed to revise your w1itten reports after receiving 
critique/feedback from the class on the presentation evening. Your revised reports are due via 
email (lily.dong@alaska.edu) on the scheduled final exam date, May 9t\ 1 Opm. 

More on grading: 

1. Fatal error policy is implemented in all MBA classes. If you haven't already received a 
copy, please see the separate file on Blackboard. 

2. All classes should be about learning instead of grading. However, to ensure fair grading 
practice, I will try a "double-checking system". That is, I will have students rank the 
performance of certain items (such as class participation and contribution, and 
presentations). In the end, I will use average student ranking score as a reference to make 
sure my grading is as objective as possible. 
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