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This course aims at guiding students to understand the theories and
practices of brand management, It covers how to plan brand marketing,
promote brand strategies, and enhance brand equity, Additionally, it
encourages students to learn through case studies how companies effectively
use resources to build and manage strong brands in a competitive

environment,
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2 BF X = A ﬂ‘-J'T ?ﬁi}iﬁ—ﬁ} . brand building, thereby assisting individuals and

enterprises in innovative transformation and
development in the era of constructing global
brands,
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brand building, thereby assisting individuals and
enterprises in innovative transformation and
development in the era of constructing global
brands,
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