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0IBUSY20 - Personal & Business Branding 
 
 
Professor: Mariejoe RAIDY  
Contact information:  
mj@creaz.com  
 
Department: International Affairs  
Semester: 2 

Course level: L3 Undergraduate 
Domain: Business 
Teaching language: English 
Number of in-class hours: 33 
Number of course sessions: 10 + Exam 
ECTS: 6

 

Course description and objectives 
In today’s digital transformation era, your online presence and reputation is your business card to the 
world. Many underestimates the importance of branding, and the power we gain by recognizing its 
existence and using it right.  
 
In this course, we explore what Branding is, from business branding to personal branding. Because if we 
exist online, whether we like it or not, we are a personal brand. We can either chose to ignore this, or use 
the right tools to build our online presence, reputation and potential.  
 
When companies are struggling to grow due to external factors, such as a sanitary war or an economical 
crisis, investing in Branding, no matter how important, can be seen as secondary.  But if we think that 
investing in our brand is expensive, trust that the price of not doing so is much higher, and time 
consuming, as it can cost our reputation, even our business. 

Prerequisites 
No prerequisite required. 

Learning outcomes 
In this course we will have a look at  

 What is personal branding?  
 What is business branding? 
 Some of the best practices for marketing and branding in today’s fast changing digital landscape.  
 Social media platforms: trends and common mistakes to avoid, what makes sense for your 

business 
 Trends to look out for.  

Assignments and grading 
Grading is as follows: participation (10%) – two reports based on material (40%) – final exam (50%).  
 
Each student is expected to submit two reports based on material shown and discussed in class, and 
research made individually out of class. Each paper should not only summarize the content of the 
class discussions and material, but also—and more importantly—give the student’s point of view, 
expectations and predications after conducting a (market) research on a subject of interest.  
 
The first report will be based on an existing brand, from which the pros and cons will be studied and 
explored, solutions will be suggested to improve the cons and help the brand perform better. 
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The second report will be based on a none-existing brand, bringing a solution to a problematic we have 
today. This will allow students to use their imagination and come up with an idea they would like to bring to 
life.  
 
The final exam – a series of questions based on what will be presented during the class sessions (1hr 
exam) will take place at the end of the semester. The grading will be based on the quality of the quality of 
the analysis, and the relevance of the examples used to illustrate the argument. 
 
The numerical grade distribution will dictate the final grade. The passing grade for a course is 10/20. 
 
Class participation: Active class participation – this is what makes classes lively and instructive. Come in  
time and prepared. Class participation is based on quality of comments, not quantity. 
 
Exam policy: In the exam, students will not be allowed to bring any document (except if allowed by the 
lecturer). Unexcused absences from exams or failure to submit cases will result in zero grades in the 
calculation of numerical averages. Exams are collected at the end of examination periods. 

Course structure 
 

Session Topic 

1 An introduction to (personal and business) branding

2 
Some of the best practices for marketing and branding in today’s fast changing digital 
landscape.  
Personal branding: Linkedin best practices – your online CV

3 
Social media platforms: trends and common mistakes to avoid, what makes sense for your 
business 

4 The difference between art and design
5 The difference between different design elements (logo, brochure, billboard, so on)
6 Different stages of brand development
7 Different non-professional tools to help us start and define a creative brief and concept
8 Personal branding best practices and execution (practice)
9 Business branding best practices and testing (practice)
10 Create, define and adapt a brand / idea
 

11 Final Exam 

Bibliography 
No bibliography 

Lecturer’s biography 

Moodle 
This course is on Moodle: No 
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Academic integrity  
Be aware of the rules in Université Paris Dauphine about plagiarism and cheating during exams. All work 
turned in for this course must be your own work, or that of your own group. Working as part of a group 
implies that you are an active participant and fully contributed to the output produced by that group. 
 


