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This course deals with brands, why they are important, what they represent
to consumers, what firms should do to manage them properly, and how to
create and nurturing a strong brand over time. Attendances will learn a
comprehensive and up-to—date treatment of the subjects of brands - the
design and implementation of marketing programs and activities to build,
measure, and manage brand equity.




ARAAKFIHRE RS T AL AL

-~ P EREBGER
(=) Tz (Cogmtlve MACAHR 1 Cl =R ~C2Hf-C3 &* ~C4 »47 -
Co #=#~C6 £l
(=) "#ta , (Psychomotor f#£P)4E# @ Pl #-i ~ P2 8 F & ~ P3 M= 4k i -
P4 B33 it ~PH pd it ~P6 £]iF
(=) THR ) (Affective BHAAES (AL 452 A2 F B A3 €4 M R
AD pit ~ A6 F B

REPERE TR E s~ THEAAANS 2 PR

(- ViR SRR E P RS E R 2 Tinde o~ TH 8 TR e P RE s
Hﬁiiﬁﬁ%wﬁxinbﬁﬁc P~A# P -3 o

(CH)FHBE"PHE%, 7162 %JEB%’ﬁ*fﬁ‘?dﬁx%%&f’r’?(i’vd%{ri;&fr PR 5
¥R 2C3~Ch~CoxEpF > “T”"i@ﬂJCBF’P’T CHRERELPEREETR)

(Z)+ 'F%”LF’T”??I%B%ﬂé\wﬁ/@pm "EA ARt ) CHARFPEREHE TS
AAhARA 3 5HEPESRTVESNNIE TEAAANS | (blde: THEAHAA54 |F
A~ AD BEFE@? » RIS A o

i e 0 (0 <) St p (%) i
i ~ w8~
i3 PARA | F2 A4
1 [3HEELASMEREZ KR Introduce the fundamental c2 | ABC
concepts and elements of
brand concept
2 |EEBIE> A RGESD Enhance student’s ability of P3 ABCEF
consumer insight and
problem-solving
3|BFEELMBOBED Intensify student’s planning A4 | ABDEF
and decision—making skill
4 |BIMSAR T EL A BT AE A Expand student’s horizons A5 ACDEH
and increase innovativeness
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1 | 09/13 | Brands and brand management

2 | 09/20 | Customer—based brand equity

3 | 09/27 | Brand positioning and values




4 | 10/04 | Choosing brand elements to build brand equity

5 | 10/11 | Brand design

6 | 10/18 | Leveraging secondary brand knowledge to build
brand equity

7 | 10/25 | Designing marketing programs to build brand equity

8 | 11/01 | Launching the brand

9 | 11/08 | Designing and implementing branding strategies

10 | 11/15 | Mid-term report—-4=fT A& & & LB —IL L Bt
2% 19

11 | 11/22 | Mid-term report——4nfT8|i& & & 1B S —L X o %
2 151

12 | 11/29 | Mid-term report—-#=fT A& & # LB SE—IL L Bt
2% 19

13 | 12/06 | The challenge of growth in mature markets;
Growth through brand extensions

14 | 12/13 | Brand Portfolio Strategy

15 | 12/20 | managing brands over times : ageing, decline and
revitalization / Handling name changes and brand
transfers

16 | 12/27 | Brand valuation : Developing a brand equity
measurement and management system

17 | 01/03 | Final report

18 | 01/10 | Final test
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