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digital age.

Constructing customer-

oriented brand equity, and discussing the latest issues

of strategic brand management, emphasizing the importance of digital brand
marketing, and explaining the key success factors for brand building in the
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Constructing customer—oriented brand equity, and
discussing the latest issues of strategic brand
management, emphasizing the importance of digital
brand marketing, and explaining the key success
factors for brand building in the digital age.
Integrate the latest academic research results of
branding and practice guidelines for brand building,
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Constructing customer—oriented brand equity, and
discussing the latest issues of strategic brand
management, emphasizing the importance of digital
brand marketing, and explaining the key success
factors for brand building in the digital age.
Integrate the latest academic research results of
branding and practice guidelines for brand building
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