
Dr. Sofia Kousi

Week 1

2327 Brand Management



Session 1

Course introduction

What is the course about? 

What is a brand? 

Why do brands matter?



Topic 2. What is a brand & why they matter

Topic 1. Course introduction & admin

The Menu



The Course team

Sofia Kousi

Course instructor 

Priya Krishnan

Teaching Assistant
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Priya 

Krishnan

▪ Priya Krishnan is a PhD student in Management at Nova SBE. 

Her research focuses on cognitive biases and behavioral 

science. 

▪ She graduated from Yale School of Management and IE Business 

School with a dual degree MBA.

▪ She has over 12 years of work experience in senior management 

roles with IMAX, PVR Cinemas and Virgin Mobile.
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Brand 
Strategy

Marketing 
Research

Brand 
Management

Sofia Kousi
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Which car brand 

repositioned in 

2024?
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Which payment 

processing brand 

updated its visual 

identity? 
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Which 

entertainment 

channel changed its  

logo?
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Who are you? If you were a brand, which one would you be?

What does the 

brand say 

about you?



What questions do we aim to answer?

What is the course about?

What do you expect it 

to be?
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What questions do we aim to answer?

What is the course about?

What is a brand? 

How can a company 
use it to improve 
marketing 
performance? 

Customer-centric 

approach to explore 

these questions, 

examining in depth the 

theory and practice of 

Brand Management
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What is the course about?
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• Help you develop a deep appreciation of 

the power of brands

• Build your skills and knowledge of building 

and managing world class brands

• Emphasize the application of theory 

through the completion of a consulting style 

Brand Audit group project

What is the course’s content & learning objectives

01
Branding Theory basics

brand equity, awareness, image, identity, positioning, architecture

03

Brand Strategy 

Development
how brand managers can craft and implement a 

solid brand strategy, focusing on the concepts of 

positioning, brand architecture, brand extensions, 

verbal and visual identity

02

Brand 

Measurement
qualitative research techniques used in measuring 

brand performance
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What skills are we building?

Knowledge and

Understanding

•Understand and use the 

basic branding theory 

concepts

•Perform primary 

research to uncover 

brand meaning

•Strengthen strategic and 

critical thinking

Subject-Specific Skills

• Measure brand equity 

through its components

• Articulate brand 

meaning, identity and 

positioning

• Build a data-driven long-

term brand strategy

General Skills

• Primary research 

skills

• Presentation skills

• Team working abilities

• Project management 

skills

25



Group and individual components

How is the course assessed?

85% Final Presentation
15% Peer Evaluation
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Assessment Component Contribution to Final Grade 

Individual: Final exam (min. grade 9/20) 35% 

Individual: Individual assignment  15% 

Individual: Case analysis in-class quiz (1 of 2)    5% 

Group: Brand audit project 45% 

Bonus: Nova Behavioral Lab Participation Max. +0.4 to the final grade over 

20 

 • These lab sessions will be available throughout the term and start from the week 
of Feb 10.  

• To enroll, please visit the Nova Behavioural Lab page on Moodle. The registration 
process is quick, and spots are allocated on a first-come, first-served basis. 

Access the Moodle lab page here: 

https://moodle.novasbe.pt/course/view.php?id=6127
Enrollment Key: Lab2425S2

https://moodle.novasbe.pt/course/view.php?id=6127


What is a Brand Audit?

What is the Group Assignment about?

• The ultimate goal of the assignment is to make actionable recommendations 

to improve a brand of your choice, based on a research-driven brand audit 

that you will perform with your group. 

• If you were a Brand Manager / Brand Consultant, how would you go about 

tackling this challenge?
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Present: 

Where is the brand now? 

What does the brand do now?
Diagnose problems / Discovery

05

Recommendations: 

How do we there

Future: 

Where should the brand 

be in the future? 

Intuitive approach
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Part A: 

Brand Inventory

Part C: 

Recommendations

The Brand Audit approach – how we will work

Part B: 

Brand Exploratory

The course is structured around these 3 parts, giving you all the theoretical knowledge to complete the 

assignment + the opportunity to complete each step sequentially and get feedback prior to the final 

presentation

Phase I: 

Preparation

Team & brand 

choice

Phase II:

Audit / Research

Phase III: 

Recommendations
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The Brand Audit 

Weekly schedule
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Moodle Enrolment 

key:

 

brand2025
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How should you choose your brand?

• It can be any type of brand (B2C, B2B, Product, Service)

• Keep in mind that you have to research what the brand’s consumers/clients think of the 

brand

• This means you need to have access to these consumers to conduct your research

• Pick a brand that interests you a lot

• Try to avoid mega-brands that are doing an excellent job (harder to diagnose problems 

& make improvement recommendations)

• Pick a brand that perhaps you’d like to work with in the future

• Management input is not a requirement, but it is welcomed

• Upload a list of 3 top choices on Moodle by Feb 14th 7pm, for approval

• First-come first-served

• Final feedback from me by February 17th 
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How should you choose your brand?

Previously chosen brands (can’t be re-used):

34

Abercrombie & Fitch

Adidas

Aperol

Babolat

Bandida do Pomar

Ben & Jerry's 

Benetton

Beyond Meat

Birkenstock

Body Shop

Calzedonia

Cerave

ChupaChups

DeltaQ

Farfetch

GAP

Giovanni Rana 

GoPro 

Gorila

IKEA

Kinder

Kodak

Labelo

Lindt

Lush 

M&Ms

Maggi 

Magnum

Nespresso

New Balance

Nova SBE

Oatly

Pandora

Pangaia 

Parfois 

Pedigree

Puma 

RayBan

Ryanair 

Sagres 

Seaside

Shein

Skechers

SportZone

Starbucks

Subway 

Sumol

Swatch

TAP 

Timberland

ToysRUS

Under Armour

Urban Decay

Vaseline

Victoria's Secret

Zoom

H&M

Sezane

Gymshark

Lisbon Metro 

Xiaomi

Rituals

Clinique

Levi’s

Lululemon

Smirnoff
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How will you form your team?

• Each group will have max 6 members

• If you know who you’d like to work with, 

arrange a group, and self-enroll into 1 of 

the 11 groups on Moodle. By Feb 7, 7pm 

• If you don’t know who you could work 

with, you will be assigned to a group

• Additional members may be added to 

your group

• Some groups might have to be combined

– max 6 members

Time to 

select 

into 

Teams
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Topic 2. What is a brand & why they matter

Topic 1. Course introduction & admin

The Menu
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What is a brand?

Write down your 

own definition
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What is a brand?

• A brand is not a company

• It is not a product or a service

• It is not a logo
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A brand is a fusion of the

emotional and functional 

components of a product or service...

…the relationship that

secures future earnings by 

securing preference and loyalty
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Definitions

What is a brand?

“A name, term, design, symbol, or 

any other feature that identifies one 

seller's good or service as distinct 

from those of other sellers”   

(American Marketing Association)

“A brand is a mixture of 

attributes, tangible and 

intangible, symbolized in a 

trademark, which, if managed 

properly, creates value and 

influence” (Interbrand)

“A brand is a cluster of functional 

and emotional values that enables 

organizations to make a promise 

about a unique and welcomed 

experience”   (Chernatony et al., 

2011)

“A brand is a set of 

expectations, memories, 

stories and relationships that, 

taken together, account for a 

consumer’s decision to choose 

one product or service over 

another”  Seth Godin

“It’s a promise”
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Definitions

What is brand management?

“It’s a promise”

Strategic Brand Management is a long-term and 

integrative approach that the company adopts in 

creating, developing and managing its brand.

 

It allows the company to differentiate itself from its 

competitors, and communicate its message and 

market position in a consistent and holistic 

manner.  (Kapferer, 2014)
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What is brand management?
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Everything you do defines your brand and builds equity in 

the long-term

Brand

Identity

Real World 

Experience

Touch Points

Product Performance

Partner Reputation
Messaging

Product 

Design

Direct 

Marketing

Advertising

Public 

relations

Virtual Experience

Employees

Financial Performance
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Why do brands matter for companies?
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Why do brands matter?

In 2006, P&G paid 

£31 billion for 

Gillette, of which 

only £4 billion was 

accounted for by 

tangible assets
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Most Valuable brands
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Most Valuable brands

50
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Most Valuable brands
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Strong brands drive shareholder value
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Strong brands drive shareholder value

https://worldssimplestbrands.com/ 53



Why do brands matter?
For companies

• Financial value

• Sustainable competitive advantage & driver of 

growth, by 

– influencing choice

– adding value to the product & differentiating

– commanding a premium

– securing loyalty

– trade leverage

• Efficiency and effectiveness of marketing programs

– Brand extensions

Source: Aaker, 1991
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Influence choice: identification
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Influence choice: identification
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Influence choice & competitive advantage: differentiation
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Why do brands matter for consumers?
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“Products increase customer choice; 

brands simplify it.” 

J.N. Kapferer
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Why do brands matter?
For consumers

• They simplify the decision-making process

– Identification

– Differentiation

– Trust

• Products better customized for consumers’ needs

Source: Aaker, 1991
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Why do brands matter?

Drivers of  growth

Influence choice Premium price Loyalty

Assets, brought to life across all touchpoints

1. Create identification
2. Promote 

differentiation

3. Add value to 
consumers & 
shareholders
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For next time

63

• Form teams 

(Feb 7)

• Upload your 3 

brand choices 

on Moodle 

(Feb 14)
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