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Module Aims

In the 21st century brands have become one of the most valuable assets on an organizations
balance sheet. For example it is estimated that 71% of McDonalds total value can be attributed
to its brand. In this module we will explore what makes brands so valuable, and how
organizations can build and develop successful brands. Drawing heavily on the new
psychological research exploring branding, this module will seek to understand the theoretical
framework that predicts how consumers perceive and interactive with brands, as well as seeing
how this theory can be applied in practice. However, as well as examining the theoretical and
academic underpinnings of branding. This module will explore how branding can convey
meaning through advertising; understanding how advertising sits within both the marketing and
promotional mix.

Intended Learning Outcomes

Key skills for employability

KS1 Written, oral and media communication skills
KS2 Leadership, team working and networking skills
KS3 Opportunity, creativity and problem solving skills
KS4 Information technology skills and digital literacy
KS5 Information management skills
KS6 Research skills
KS7 Intercultural and sustainability skills
KS8 Career management skills
KS9 Learning to learn (managing personal and professional development, self-
management)
KS10 Numeracy
At the end of this module, students will be able to Key Skills
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5 Underst_a}nd the managerial significance of branding in a KS5
competitive marketplace KS9
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3 Analyse the importance of advertl_s_lng_ln developing a branding KS5
strategy and its role in brand positioning KSO
S : . KS1
Under_st_and the significance of the marketing environment on = o
4 | advertising and analyze how to measure the success or failure
of an advertising or branding campaign KS9

Transferable skills and other attributes

ability to collaborate and plan

contribute proactively

display data effectively using a variety of methods
study, writing, IT skills

communication skills




e meeting objectives

Derogations

None

Assessment:

Assessment One: Students will be expected to produce a 2000 word individual research
report investigating how an organisation builds a successful brand and understanding the
managerial significance of branding in a competitive marketplace

Assessment Two: Students will be expected to produce a 2000 word individual research
report analyse the importance of advertising in developing a branding strategy and its role in
brand positioning and understanding the significance of the marketing environment on
advertising and analysing how to measure the success or failure of an advertising or branding
campaign.
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number b ype ol assessme (%) (if exam) (or equivalent if
e met appropriate)

1 1,2 Report 50% N/A 2,000

2 3,4 Report 50% N/A 2,000

Learning and Teaching Strategies:

Learning will focus especially on developing the practical /technical skills required to undertake
the computational aspects of the module. This will be achieved by means of lectures, tutorials
and directed study. Some lectures may be provided to students digitally, a minimum of three
working days before the classroom tutorials. The classroom tutorials will facilitate interactive
discussion and feedback on the lecture material which forms a basis for group work through
practical exercises. The tutorials will be very much based around in-class exercises so as to
give the students sufficient ‘hands-on’ experience. Directed study will allow the students to
enhance their understanding of the topics covered.

The module is embedded within the values and practices espoused in the Glyndwr University’s
Teaching and Learning and Assessment strategy whereby students are encouraged to take
responsibility for their own learning and staff facilitate the learning process, with the aim of
encouraging high levels of student autonomy in learning and the capacity to apply it within the
wider environment.




Syllabus outline:

1. The concept of brands

2. Developing brands

3. Branding strategy

4. Brand Equity: auditing and measuring brand equity
5. The concept of advertising

6. The theory of advertising

7. The role of advertising agency

8. Media planning

9. Advertising effectiveness

10. Ethical and legal framework
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