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Lecture 1: #HAFBLEASTHER
(Keller, Ch.1: Brands and Brand Management)

3 10/01 Lecture 2: &M & @: & FREAH 7 FBY
(Keller, Ch.2: Customer-Based Brand Equity)

4 10/08 Lecture 3: &4 2 =
(Keller, Ch.2: Brand Positioning)
DQ: Ch.1:#2, #4 Groups 1, 2

5 10/15 Lecture 4: &M & vgH-;8
(Keller, Ch.3: Brand Resonance Model)
DQ:Ch. 2: #1, #2 Groups 3,4

6 10/22 Lecture 5: ¢ = &M% 4
(Keller, Ch.4: Brand Identity System)
DQ: Ch.3:%#1, #4 Groups D, 6

7 10/29 Workshop 1: (2 #t 54 + Fevz )
(A giEsL 4+ )

8 11/05 Lecture 6: # i &8 (74 R}
(Keller, Ch.5: Brand-Building & Marketing Strategy)
DQ: Ch. 4: #I Groups 1, 2
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10 11/19

11 11/26

12 12/03

13 12/10
14 12/17
15 12/24
16 12/31
17 1/07

18 1/14
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Lecture 7: + 3 &WEE L 4 B3

(Keller, Ch.6: Integrating Marketing Communications)
DQ: Ch. b5: #1, #3 Groups 3, 4

Lecture 7: +3# FW BB TR E
(Keller, Ch.T: Secondary Brand Associations)
DQ: Ch. 6, #1, #2 Groups D, 6

Lecture 8: #7& & &M & 59t i
Keller, Ch.12: Naming New Products and Brand
Extensions

Workshop 2: Private Label Strategy
(Liph whf S4BT F%2)
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Lecture 9: &2 &% HF =

Keller, Ch.13: Managing Brand over Time

Lecture 10: @A EFIESHER

Ch. 14: Managing Brands Over Geographic Boundaries
and Market Segments

Lecture 10: & g g2

Keller, Ch. 8: Developing A Brand Equity Measurement
and Management System

A% %R Groups b, 6

% & %3F 2 :Groups 1-~6
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1. K. Keller, Strategic Brand Management: Building, Measuring, and

Managing Brand Equity, 4th ed., Prentice-Hall, 2013.
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