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How is the industry structured?

Client side Agency side
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What does a Brand Manager do? 

A Brand Manager is responsible for adapting a brand strategy for a 

company's target market.

As the 'brand guardian', brand managers maintain brand integrity 

across all company marketing initiatives and communications and may 

manage a portfolio of products.  

Main Functions: 

1. Protect the brand

2. Work with several departments within the company

3. Coordinate several marketing agencies

4. Focus on the consumer

5. Make important business decisions (sales, budget, marketing plan)

Varies by company size & structure, and view of marketing’s role

Sources:

https://www.thebrandingjournal.com/2016/08/brand-manager-job-description-role/

https://www.robertwalters.com.br/en/career-advice/the-role-of-a-brand-manager.html: 4

https://www.thebrandingjournal.com/2016/08/brand-manager-job-description-role/
https://www.robertwalters.com.br/en/career-advice/the-role-of-a-brand-manager.html


How is the industry structured?

Client side Agency side

Brand Strategy

Design studios

Marketing 

Research

Advertising

agencies
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Who are the players in brand consulting?
Top global branding agencies

http://www.millwardbrown.com/b
randz/rankings-and-reports

https://www.prophet.com/ourfirm/relevantbrands/

https://www.interbrand.com/best-brands/

https://brandfinance.com/knowledge-
centre/reports/brand-finance-global-500-2019/ 6
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https://rthree.com/insights/2024-global-agency-family-tree/ 7 7



How is the industry structured?

Full file on Moodle
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Can you work in an 

advertising agency 

without a degree in 

a creative field? 

YES

NO
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What to 
say

How to 
say it

Where to 
say it
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https://www.youtube.com/watch?v=l2V1T74x38c

“A good account planner is a strategic, 

critical thinker and researcher, more in 

tune with the consumer than the client. 

In short, the account manager knows 

what the client wants or needs, and the 

account planner knows what the 

consumer wants.

The account planner often drives the 

strategic direction of each campaign and 

ensures the creative work is both on-

brand and strategically focused. ”

Source: https://www.thebalancecareers.com/the-

account-services-department-of-an-advertising-agency-

38475

Does this 
sound like 

you?
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• May 23, 2:30pm – 3:30pm
– Go to the room you’ve been assigned to

• 35% of overall course grade – individual component

• Multiple Choice exam

– Wiseflow

• Make sure you have installed the proper software on your computer 

before coming to the exam and COME WITH YOUR LAPTOP

• Do all the updates necessary before the exam

– 45 questions

• Only 1 correct answer

• No negative grading

Final exam
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Content
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• All lecture materials 

from slides & in-class 

discussions, 2 cases 

and Ritson article

• Sample questions on 

Moodle



1. What information can a brand manager gain from a Brand Exploratory analysis? 

A. What types of trademarks does the company own.

B. What are the elements of the brand’s visual identity.

C. What products it has in its portfolio.

D. What perceptions customers have of the brand.

2. Which of the following is true about brand architecture strategies? 

I. House of Brand & Branded House strategies have similar financial returns. 

II. House of Brand & Branded House strategies have similar risk levels.

III. Sub-branding strategies come with the lowest level of risk. 

A.I only    B. II only   C. I & II both   D. I & II & III all

Final exam – sample question types
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Brand Architecture & Firm value

Source: Srinivasan, Fournier, & Hsu , 2015

• Brand portfolio strategies explain 2%-21% of the 

variance in financial performance, and 8%-16% 

of variance in marketing effectiveness and 

efficiency over the 1994-2003 period (Morgan & 

Lopo, 2009)

• Branded House & House of Brands portfolios 

have similar financial returns (stock returns)

• but House of Brands strategies have lower 

risk levels (ability to diversify and distribute 

risk across the portfolio). 

• Sub-branding strategies offer the greatest level of 

returns with higher levels of risk.

• Endorsed branding strategy offers lower returns, 

but provides more controlled risk.

17



1. What information can a brand manager gain from a Brand Exploratory analysis? 

A. What types of trademarks does the company own.

B. What are the elements of the brand’s visual identity.

C. What products it has in its portfolio.

D. What perceptions customers have of the brand.

2. Which of the following is true about brand architecture strategies? 

I. House of Brand & Branded House strategies have similar financial returns. 

II. House of Brand & Branded House strategies have similar risk levels.

III. Sub-branding strategies come with the lowest level of risk. 

A.I only    B. II only   C. I & II both   D. I & II & III all

3. Brand identity and brand image refer to the same concept.

A. True 

B. False 

Final exam – sample question types
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Brand Platform: Identity & Essence

19

Identity expresses the brand’s tangible and 

intangible characteristics – everything that 

makes the brand what it is, and without 

which it would be something different. 

The deliberate and positive associations 

that a brand strategist/manager wants to 

impose on a particular brand. 

Source: Kapferer, 2009

Image              Identity

Brand image is how the 

consumers perceive the 

brand.
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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



What is the course about?

22



• 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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Please download and install the Slido 
app on all computers you use

Write down 3 topics you 
remember from the course

ⓘ Start presenting to display the poll results on this slide.



Content
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Topics covered – highlights (not exhaustive list) 

Brands & branding

Brand definition

Brand Management definition

Brand benefits – why are brands 
important for a company and for 
consumers

Brand Tool: Brand Audit

Brand inventory

• Goals

• Composition

• Brand elements (Visual & Verbal identity)

• Marketing programs (4Ps/7Ps)

Brand Exploratory

• Goals

• CBBE Model connection

• Execution: Qualitative Brand Research 

• Research design

• Research techniques
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Topics covered – highlights (not exhaustive list) 
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Brand Platform

•Brand Identity: Kapferer prism

• Brand personality (Aaker) & Brand 
Archetypes

•Brand Positioning

• Kapferer positioning model: 4 
questions

• 3 levels of positioning claims / USP 
(Laddering)

• Keller’s PoP / PoD

• Perceptual maps

Brand Equity

• Keller model: Consumer-

based Brand Equity (CBBE)
• Resonance

Brand Loyalty & engagement

• Definitions, loyalty/reward program types & 

effectiveness, success factors

• Antecedents & outcomes

• Churn rate, NPS

Brand Architecture

• Branded house vs House of 

brands & in-between

Brand Extensions

• 2 questions: Where to 

extend & what strategy

• Tauber’s typologies 

Brand Purpose & Activism

• Definitions, model & effectiveness, 

authentic brand activism

• Nike cases

Theoretical 
concepts

Brand Growth

• Ansoff matrix

• Revitalization vs Reinforcement strategies
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