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Brand Management and Planning 
Professor: Carmen Lahoz. 

 E-mail: carmen.lahoz@bsm.upf.edu   
Office hours: by appointment 

Course Type: Compulsory  

Credits: 4 ECTS 
Term: 2nd Term 

 

Course Description 

Companies are becoming increasingly aware of the importance and fragility of 
brands. Brands can play a relevant role in the development of companies, 
especially in those cases where a company needs to export and rely on 
internationalization processes in order to grow. By appropriately building and 
managing their brands, companies focus their resources on promoting the 
aspects of those brands that differentiate them from the competition and make 
them unique and valuable. This is essential to open new markets, to protect 
profitability, margins, and to improve marketing efficiency.  

Brand management requires a multidisciplinary approach that focuses on 1) 
identity (to make the brand recognizable and able to convey its unique value 
proposition), 2) innovation (to refresh the brand and create a differentiated 
consumer experience), 3) marketing (since brands add value and are thus part 
of the reason why a specific product or service is bought), 4) communication (to 
multiply the brand’s efficacy in the market), and 5) social responsibility (since 
beyond the market lies society and society evaluates the brand’s actions and 
behaviour).  

This course will provide students with a body of knowledge and methodologies to 
tackle each of the five facets of brand management discussed above and will 
introduce students to the new challenges that brand management poses 
nowadays. 

Objectives 

 Understanding the importance of brands and the way in which they 
create value.  

 Knowing, in detail, the process of defining a brand’s strategy.  
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 Understanding how to manage a brand so that its positioning remains 
consistent throughout all its touch points.  

 Realizing the importance of innovation, communication and corporate 
responsibility as drivers of brand strategy implementation.  

 Knowing how to manage corporate brands and what criteria should be 
used to build and manage brand portfolios.  

Methodology 

1. The methodology to be used throughout the course emphasizes student 
participation and aims to facilitate students’ transition from classrooms to 
the professional world. It includes:  

o  In-class discussion of case studies and other exercises.  

o Reactions on assigned readings and discussion about the 
different points of view presented in these readings.  

o Presentation of key concepts and conceptual frameworks by the 
professor.  

This methodology mix requires students to prepare each session in advance, 
with the goal of taking as much advantage as possible of each session, profiting 
from the business experience of the rest of the classmates, and generally taking 
advantage of the benefits of face-to-face education. 

General Competencies 

CE4. Apply techniques in the efficient design of the brand strategy (plan), 
knowing all the components and the use of ideation from the identified consumer 
insights. 

CE8. Apply market implementation techniques for the design and implementation 
of an action plan at the point of sale. 

CE9. Apply the models and methodologies for monitoring and updating both 
strategies and marketing tactics, as well as the portfolio of products and 
customers, in order to reach the management objectives, set.  

Learning Outcomes 

CE4. 

R1. Differentiate between the different possibilities of action on the trademark 
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R2. Apply ideation techniques to transform consumer insights into brand 
concepts 

R3 Make a complete brand plan 

R1 Differentiate between the different tactical possibilities of implementing the 
marketing plan 

R2 Develop a promotional plan 

R3 Make an action plan at the point of sale 

CE9. 

R1 Differentiate between the models and monitoring methodologies available 

R2 Choose between the models and monitoring methodologies available 

R3 Apply the analyzes performed to support or maintenance decisions or 
divestment of brands and / or products. 

Evaluation criteria 

The grade will reflect students’ ability to apply the proper concepts and 
methodologies. Group work (cases) 30% 
Presentations and class participation 30% 
Final exam 40%  

TOTAL 100%  

Important: 

In courses that feature a final exam, a minimum grade of 4 out of 10 in the final 
exam is necessary for the other evaluation criteria to be taken into account when 
computing the student’s overall grade for the course. Therefore, students who 
obtain less than a 4 out of 10 in the final exam will fail the course automatically. 
Those students will have to take a remedial exam (more details below).  

Courses in the Program will generally include group assignments (case studies, 
projects etc.). At the end of each term, and in order to disincentivize free-riding 
behaviors, students will have the opportunity to evaluate the involvement of the 
rest of their team members in all group assignments that took place within the 
term. Students who obtain sufficiently poor evaluations from their team members 
will be penalized. The penalty will involve a reduction in the overall group 
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assignment grades of all courses that include group assignments (max penalty: 
20% reduction of those grades). More details on the topic are available on 
eCampus.  

All the activities that are submitted past the deadline or that do not follow the 
submission instructions in terms of content, format, etc. will be considered as ‘not 
submitted’. Students will be informed about the submission and presentation 
dates the first day of class. 

Students are required to attend 80% of classes. Failing to do so without justified 
reason will imply a Zero grade in the participation/attendance evaluation item and 
may lead to suspension from the program 

Students who fail the course during the regular evaluation are allowed ONE re-
take of the evaluation, in the conditions specified above. If the course is again 
failed after the retake, the student will have to register again for the course the 
following year. 

In case of a justified no-show to an exam, the student must inform the 
corresponding faculty member and the director(s) of the program so that they 
study the possibility of rescheduling the exam (one possibility being during the 
“Retake” period). In the meantime, the student will get an “incomplete”, which will 
be replaced by the actual grade after the final exam is taken. The “incomplete” 
will not be reflected on the student’s Academic Transcript.  

Plagiarism is to use another’s work and to present it as one’s own without 
acknowledging the sources in the correct way. All essays, reports or projects 
handed in by a student must be original work completed by the student. By 
enrolling at any UPF BSM Master of Science and signing the “Honor Code,” 
students acknowledge that they understand the schools’ policy on plagiarism and 
certify that all course assignments will be their own work, except where indicated 
by correct referencing. Failing to do so may result in automatic expulsion from the 
program.” 

 

Reading Materials/ Bibliography/Resources 

 Kapferer, Jean-Noël (2010). The New Strategic Brand Management. 
Kogan Press. Aaker, David (2010) Building Strong Brands. The Free 
Press. 
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 Murphy, John. Ed. (1989) Brand Valuation. Business Books Limited. 
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Bio of Professor 

Carmen Lahoz 

PhD in Communication Sciences, co-creation of brand value, Ramon Llull 
University. 

Master in Strategy and Creativity in Advertising, Ramon Llull University. 

Master’s in marketing, focused on International Marketing. Kingston University 
(United Kingdom). 

Degree in Advertising and Public Relations, UAB. 

Lecturer on Branding and Marketing at the UPF Barcelona School of 
Management. 

She has worked in marketing departments and as a consultant for several 
international companies. 


