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This course focuses on global brand management and explores how brands
create consistent and meaningful value through consumer insights,
positioning, and integrated marketing communication, Through lectures and
case discussions, students learn key concepts of brand strategy, brand
promotion, and storytelling, In the latter part of the course, students apply
these concepts to specific country markets by designing culturally grounded

and strategically coherent brand communication plans for real-world brands,
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communication strategies within specific country
market contexts,
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