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Course Outcomes: 

1. Identify technologies and trends shaping the future of branding in Global markets 

2. Define various Global marketing principles and identify key competencies needed to 

enter and build Global brands 

3. Construct motivating brand identities and value propositions for key brands.                                                        
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4. Create a comprehensive brand architecture/Portfolio that will provide strategic direction   

5. Develop the ability to think critically about different perspectives while crafting a Global 
Brand 

 

 

 

 

 

DETAILS OF SYLLABUS 

UNIT 
NUMBER 

DETAILS NUMBER 
OF 

LECTURES 

1.  Title: Branding in Digital Era 
 
1.1    Why do brand matters to consumers?   
1.2    How does Brands offer Strategic leverage to the firm? 
1.3 The Power of Being Different and equally Relevant in 

Digital    world (Brand Relevance is the new 
differentiation) 

1.4 Has digital changed the way brands are built today? 
1.5 Corporate Identities and Successful Branding  
1.6 How the Digital Era is Shaping the Future of Branding? 
Digital Transformation Stories:                                                 

 Target focuses on personalization and customer 
loyalty   

 H&M connects virtual shopping with the physical 
conveniences.          

 Walgreens adopts a mobile-first mentality that also 
drives in-store traffic 

 

  
 
 

16 

2.  Title: Building Global Brands with Digitalization  
 
2.1    Deciding whether to Go Abroad  
2.2    Competing in Global markets 
2.3    Deciding which market to Enter:                                    

 How many markets to enter?                                           

 Evaluating Potential markets.  
2.4 Deciding how to enter the market: Indirect and direct 

export, Licensing, Joint venture, Direct Investment, 
Acquisition 

2.5     How global brands create value 
2.6     Customer Propositions for Global Brands 
2.7 Global Marketing Mix Decisions: Global Integration Not 

Standardization 
2.8    Organizational Structures for Global Brands 
Case Articles: 

 
 
 

16 
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 Marketing as an investment, not a cost: The secret to 
one brand’s digital marketing transformation 

 Reckitt Benckiser: Marketing in the digital age 
 

3.  Title: Creating Global Brand Positioning: 
 
3.1      Understanding Positioning and Value Proposition 
3.2       Identifying Potential Point-of-Differentiation and Point-

of-Parity 
3.3       Establishing strong and relevant Brand Positioning 
3.4       Alternative Approaches to Positioning:                                                 

 Brand Narratives and Story telling                                                    

 Cultural Branding  
3.5      Technology killed the Press Release 
3.6      Consumers are now the media 
3.7      Media's role in Digital Branding 
3.8      Global Branding in the age of social media 

 
 
 
 
 
 
 

16 

4.  Title: Building Brand Equity and Customer Loyalty in Internet 
Age 
 
4.1     Managing Brand Equity 
4.2     Devising a Global Branding Strategy: 

 Branding decisions,  

 Branding Portfolios,  

 Brand Extensions 
4.3 Ways to Build Brand Loyalty in The Digital Age, with 

Personalize    Customer Experiences 
4.4    The great debate: Managing Brand versus Managing 

Customers 
4.5    The Dynamics of Brand Trust 
4.6 Impact of social media on Brand Loyalty: Achieving 'E-

Trust' through engagement 
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 Assignments: Case Study Analysis, Article Review, Field work and 
market research, Collaborative and Participative learning and 
discussions 

 

  60 
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Examination Pattern  

Total Marks: 100 Marks 

Internal: 50 Marks 

External: 50 Marks 

 

Format of the Question Paper  

Q.1: Short Note 

Q.2:  Long Answer 

Q.3: Case study Analysis 

 

 

 

 

 

 

 

 


