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This course deals with brands—why they are important, what they
represent to consumers, and what firms should do to manage them properly.
The concept of brand equity—the main focus of this course—can provide
you with valuable perspective to interpret the potential effects and tradeoffs
of various strategies and tactics for branding issue.
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ability to study global
branding issues

3. To evaluate the strategy
implementation effectiveness
on global brand management
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1 | 09/13 | Course Orientation

2 | 09/20 | Brands and Brand Management

3 | 09/27 | Customer—Based Brand Equity




4 | 10/04 | Brand Positioning

5 | 10/11 | Choosing Brand Elements to Build Brand Equity

6 | 10/18 | Designing Marketing Programs to Build Brand Equity

7 | 10/25 | Integrating Marketing Communications to Build Brand
Equity

8 | 11/01 | Leveraging Secondary Brand Associations to Build
Brand Equity

9 | 11/08 | Developing a Brand Equity Measurement and
Management System

10 | 11/15 | 3+ FHKB

11 | 11/22 | Measuring Sources of Brand Equity: Capturing
Customer Mind-Set

12 | 11/29 | Measuring Outcome of Brand Equity: Capturing
Market Performance

13 | 12/06 | Designing and Implementing Branding Strategies

14 | 12/13 | Introducing and Naming New Products and Brand
Extensions

15 | 12/20 | Managing Brands over Time

16 | 12/27 | Managing Brands over Geographic Boundaries and
Market Segments

17 | 01/03 | Final report

18 | 01/10 | #AKF KB
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