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HAz4w it Course Description

The course aims to provide students with basic knowledge of international brand management. The
course introduces students with principles of branding, brand equity, and the brand management. By
the end of the semester, students are expected to acquire the basic understanding of how brands play
in building a firm. It is expected that students would be able to build the brand strategy of a firm
for a domestic and international market.

#A2 P &  Course Objectives

Brand is a critical asset of the firm. A successful global brand needs continuous investment and
management efforts. This course aims to provide students with necessary knowledge and skills on how
to develop a global brand. Basic concepts, theories and tools for developing successful brands are
introduced in this course. Thus students will learn how to brand a new product and apply brand
knowledge and skills to craft proactive, creative and effective brand strategies and programs.
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¥ % i B # Teaching Schedule & Content

#F =t Week M % Subject/Topics # 3xRemarks
1 Introductory Class
2 Brands and brand management
3 Customer based brand equity
4 Activity/Movie Class
5 Brand resonance and Brand elements
6 Marketing program for building brand equity
7 Integrating marketing communication
8 Activity/Movie Class
9 # ¢ ¥ 3EiF Midterm Exam
10 Secondary brand associations and Brand equity measurement
11 Sources of brand equity
12 Outcomes of brand equity




13 Activity/movie Class

14 Brand extensions and naming
15 Managing brands over time
16 International branding

17 Report presentation

18 Supplementary Teaching
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Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)

Strategic Brand Management, 5E, Keller & Swaminathan, Pearson
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Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here.)
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