M 1058&RY 1 $YPesT 4 4

oo W2

N - peik | Mulnde

AT LA L

F ¥F* | _FEI CHEN
BRAND MANAGEMENT

L B P 3

Bk s X% g HEW 38

TLGXB2P P
o (o) & oT O O
_ ﬁt :a ,T,L §3 g
S NEYAALE .

I

j ‘J’I“’Fm'z'i’ﬁ’z& °

B HGEER S ERA -

1oy

R A Y

BT A 45 HTT o

* o ERESRAG Y

joC ) P

o ™ m crvw >

e %frE‘Z 4 o
B Arae 4 oo
PR A FTae 4 o
R sk

YEmi4

LR

WARREREFE | B EREE HERATRRTHTE. HEARE
un}%élj-é ﬂi&ﬁ&.% L’E%un}%ﬁt]‘*& EEJ"F%@ .Jl’b’]‘ilé’&ifiﬁﬁkax?Ei&‘Z%Z}-—\/j%)ﬁ
S, DELETEE

This course begins with the content and context of brand management
decisions for offering students the whole picture and basic concepts. It also
embraces the strategies and tactics to build, measure and manage brand
equity as well as issues about how to choose brand elements and develop
supporting marketing programs, how to introduce and name new products,
corporate perspectives, how to manage brands over time and geographical
boundaries, and so forth,
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of strategy formulation and
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dynamics,
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