Name of the Subject: PRODUCT AND BRAND MANAGEMENT
Course Code and Subject Code: MS 413, PBM
FULL (50 SESSIONS OF 60 MINUTES EACH)

Course Credit:

Course Description:
The objective of this course is to learn fundamentals of Product and Brand Management. The
aim of Product Management Part is to make participants understand competition at product
level as well as brand level. Two broadly important aspects namely Product Management
from competition point of view and Product Management from New Product Development
and Innovation point of view are to be covered. The objective of Brand Management is to
make students understand principles of Branding, role of brands, elements and components of
brands, brand equity etc. The main aim for Brand Management is to make sure that students
understand implications of planning, implementing and evaluating Branding Strategies.

Evaluation Pattern:

Class Participation and Attendance 10%
Quizzes and Assignments 20%
Mid Term Examination 30%
End Term (University) Examination 40%
Pedagogy:
e Lectures
e Projects

e Case study

Percentile
Session Course Content
weightage
Introduction to Product:
1-8 Competition & Product Strategy, product in theory & in 20%
practice, Product life cycle, product portfolio
Product Management & New Product Development:
9-16 New product development process, New product strategy, 20%

commercialization, managing Growth, Managing the mature




Product

17-18 Case: Samsung’s Mobile Business

Branding & Brand Management

The concept of Brand Equity, Creating brands in a competitive
19-30 market, Brand Positioning and Brand Associations, Using 30%
Brand Elements to create brand equity, Leveraging Secondary

Brand Associations

Case: Intel: Building a Technology Brand
31-32
Case: Brand Elements of Parle-G Biscuit Brand

Growing and Sustaining Brand Equity: Designing and
Implementing Branding Strategies, Launching Brand
Extensions Products, Managing brands overtime and
33-50 30%
Geographic boundaries. Developing a Brand Equity

Management System. Measuring Sources of Brand Equity and

Brand Equity measurement approaches

Text Book
1. Product Strategy and Management, Michael Baker and Susan Hart, Pearson Education,
Second Edition.
2. Strategic Brand Management, Kevin Lane Keller, M.G. Rameswaram and Isaac Jacob,
Pearson Education, Third Edition.
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