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Latvian Academy of Culture 

COURSE FOR ERASMUS STUDENTS 

 

Course Title Brand Management “The True Meaning of Branding” 

Credit points 4 

ECTS  credits 6 

Amount of hours in classroom  32 

Area of studies  Branding 

Department  ERASMUS course 

Author of the Course  

Lolita Ozoliņa, Mg. Sc. Soc. 

Summary of the Course  

The course will start with a retrospective review of turning points in branding development, academic 

discussion about branding definitions, objectives and strategies. Through this course students will find out 

the differences and core values of branding areas: personalities, cities and countries, culture and others. 

Students will learn and practically engage in the process of the brand building, evaluation and trends of 

communication. This course will provide up to date case studies of branding for active discussions and an 

open space for opinion exchange. Therefore, we'll be seeking the answers to the question of a role of a brand, 

its mission and understanding of its true meaning in our individual lives and in society, in general.  

Plan of workshops: brand image and identity case study analyses and discussions. Cases will be provided by 

lecturer 

Theme  Week  Type of class and hours Lecturers 

Introduction.  Main turning 

points of brand development 

and communication in 

historical retrospective. What is 

a brand? Aims and tasks of the 

branding  

1. Lecture 

 

Lolita Ozoliņa, Mg. Sc. Soc. 

Types and methods of brand 

management. Graphical 

identity of brand 

2. Workshop Lolita Ozoliņa, Mg. Sc. Soc. 

Brand communication strategy 

(identity vs. image) building 

awareness and loyalty 

3. Lecture Lolita Ozoliņa, Mg. Sc. Soc. 

Brand positioning (story, 

communication tone, target 

audience, uniqueness, mood 

boards, values, mission and 

vision) and emotional 

bounding. 

4. Lecture/ Practical Lolita Ozoliņa, Mg. Sc. Soc. 

Brand values, target audience 

engagement in brand’s life and 

crowdsourcing 

5. Workshop Lolita Ozoliņa, Mg. Sc. Soc. 



2 
 

Brand ethics. Provocations, 

banned communication and 

reputation 

6. Lecture 
Lolita Ozoliņa, Mg. Sc. Soc. 

Territorial and personal 

branding. 
7. Lecture/ Practical 

Lolita Ozoliņa, Mg. Sc. Soc. 

Requirements for ECTS  credits  

• Attendance: 30% 

• Participation in workshops and discussion: 20% 

• Exam: 50% 
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