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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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1B EEZEHALMEEZ X KB | Offer students the whole picture and basic concepts
A, RARFRSFHELS ERZ > 455 | of brand management, Also cultivate their basic
capability of strategy formulation and
decision—-making in response to the context of
branding dynamics,
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