PROJECT COMPONENT

Each group of four students will undertake a project, called the “Brand Tracker”. After choosing a brand, the group will track the Brand across the dimensions given below:
Part 1: Brand Image Measurement (10% Weightage – Break up in Brackets)
Part 1 will consist of measuring the Brand Image using the following methods:

1. A Quantitative Research Model to test the current status of the brand. The Model used should be a suitable adaptation of the Brand Asset Valuator Model developed by Young & Rubicam. 
2. A Quantitative Research Model to test the Brand Identity. Students can choose ONE of the following alternatives: (a) Jennifer Aaker’s “Brand Personality Model” OR (b) “Kapferer’s Brand Prism”.

OR

2. A Qualitative Research Model to test the Brand Identity. Students can choose ONE of the following alternatives: (a) Reynolds and Gutman’s “Laddering Method” OR (b) the “Zaltman Metaphor Elicitation Technique”.

The submission of this Part will entail the following:

· A brief history of the Brand and its evolution over time. (0.5%)
· Instruments of data collection to measure both the above models – with rationale. (3.0%) 
· Presentation of findings and conclusions for both the above models. (5.0%)
· The Executive Summary. (1.5%)
Part 2: Brand Equity Measurement (10% Weightage)

Part 2 will consist of measuring the Brand Equity. This will entail the following steps:
1. Choosing the best method to measure Brand Equity (with justification). Bonus points will be awarded if students develop a model which improvises on the existing models available. (3.0%)
2. The actual measurement of Brand Equity and the recommendations. (5.0%)
3. The Executive Summary. (2.0%)
Part 3: Brand Value Measurement
Part 3 will consist of measuring the Brand Value. This will entail the same steps as that applicable for the Measurement of Brand Equity. Hence, the steps are:
1. Choosing the best method to measure Brand Value (with justification). Bonus points will be awarded if students develop a model which improvises on the existing models available. (3.0%)
2. The actual measurement of Brand Value and the recommendations. (5.0%)
3. The Executive Summary. (2.0%)




********************

