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MB 586: Advertising and Brand Management

Course Code MB 586

Course Name Advertising and Brand Management

L-T-P-C 2-0-0-2

Prerequisites None

Intended for MBA (DS &AI) and IMBA

Mutual Exclusion None

Approval 59th BoA (Apr 2025), in the MBA (Data Science and Artificial Intelligence) curriculum;
60th BoA (Jun 2025)

Preamble

In the era of data-driven decision-making and artificial intelligence, advertising and brand management are undergoing
transformative changes. This course is designed to provide students with a comprehensive understanding of the key
concepts and practices essential for crafting successful advertising strategies and brand communications. Students will
learn to design, implement, and evaluate innovative marketing campaigns that not only build strong brand equity but
also drive measurable business performance. This course equips future leaders to make informed, impactful decisions
in the dynamic landscape of modern marketing. The course aims to design, implement and evaluate the effectiveness
of advertising efforts for better ROI, and explore methodologies to design and manage brand identity, positioning, and

equity.

Course Modules

Introduction to Advertising: Advertising, need & importance: Definition & growth of modern advertising,
advertising & the marketing mix, types & classification of advertisement, advertising spiral; Social & economic
aspects of advertising; Marketing communication models: AIDA, hierarchy of effect. (2 hrs)

How advertising works: How advertising works: Exposure, salience, familiarity, low involvement, central route
& peripheral route & cognitive learning; Positioning strategies; Associating feelings with a brand; Developing
brand personality; Creating copy strategies: Rational & emotional approaches, selection of an endorser, creative
strategy & style- brand image, execution, USP, common touch & entertainment, message design strategy, format
& formulae for presentation of appeals (slice of life, testimonials, etc.), different types of copy; Art & layout
of an advertisement: Principles of design, layout stages, difference in designing of television, audio & print
advertisement. (3 hrs)

Media planning & scheduling: Introduction to broadcast & non-broadcast media; Budgeting decision rule: per-
centage of sales method, objective to task method, competitive parity, & all you can afford; Key factors influencing
media planning; Media decisions: media class, media vehicle & media option; Scheduling: flighting, pulsing &
continuous. (2 hrs)

Introduction to brands and brand management: Concept of a brand, brand evolution, branding challenges and
opportunities, Strategic brand management process. Identifying and establishing brand positioning and values;
Brand building, brand positioning and values brand repositioning. (4 hrs)

Designing and implementing brand strategies: Brand extension. Brand hierarchy, Brand equity, brand person-
ality, brand image, managing brands overtime. Integrating advertising and brand management. (3 hrs)

Text Books

1.

Strategic Brand Management (latest edition), Kevin Lane Keller.

2. Advertising and Promotion: An Integrated Marketing Communications Perspective by George E. Belch and

Michael A. Belch.

References

1.

Ogilvy on Advertising, David Ogilvy, (Latest edition).

MB 586: Advertising and Brand Management IIT Mandi | Course Curriculum | Page 1 of 1



