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This course deals with brands, why they are important, what they represent
to consumers, what firms should do to manage them properly, and how to
create and nurturing a strong brand over time. Attendances will learn a
comprehensive and up-to—date treatment of the subjects of brands - the
design and implementation of marketing programs and activities to build,
measure, and manage brand equity.
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concepts and elements of
brand concept
2 |EEBIE> A RGESD Enhance student’s ability of P4 ABCE
consumer insight and
problem-solving
3|BFEELMBOBED Intensify student’s planning A5 ABCEG
and decision—making skill
4 |BIMSAR T EL A BT AE A Expand student’s horizons A6 BCEGH
and increase innovativeness
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4 Choosing brand elements to build brand equity
100/10/02
100/10/03~ .
5 100/10/09 Brand design
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6 Leveraging secondary brand knowledge to build
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brand equity
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7 100/10/93 Designing marketing programs to build brand equity
100/10/24~ )
8 100/10/30 Launching the brand
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9 100/11/06 Designing and implementing branding strategies
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13 L00/12/04 The challenge of growth in mature markets;
Growth through brand extensions
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14 L00/12/11 Brand Portfolio Strategy
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15 l00/12/1g | Managing brands over times : ageing, decline and
revitalization / Handling name changes and brand
transfers
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16 Brand valuation : Developing a brand equity
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measurement and management system
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18 101/01/08 Final test
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AR %38 | 1. Choose one brand or family brand:
Preliminary vision, mental map, brand pyramid
2. Brand hierarchy and brand portfolio
3. Sources of brand equity
4. Recommendations about how to build and manage equity.
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