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GLOBAL BRAND MANAGEMENT
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Global Brand Management explores the increasingly universal scope of brand
management, In an era when many brand managers will find themselves

working for large multinationals operating across varied territories, categories
and consumer groups, developing an understanding of both the opportunities

and risks of multinational brands is truly essential.
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working for large multinationals operating across
varied territories, categories

and consumer groups, developing an understanding
of both the opportunities

and risks of multinational brands is truly essential
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Global Brand Management explores the increasingly
universal scope of brand

management., In an era when many brand managers
will find themselves
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