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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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brand concept
2 |BEEELEE M R HE Enhance student’s ability of consumer insight and
problem-solving
3(HEEA LB Intensify student’s planning and decision-making
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