


Introductory Case; Apple
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What Is Brand Equity?
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The Scope of Branding
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What Is Brand Equity?

Brand Knowledge and Brand
Promise

m MH X|Al(brand knowledge)
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Building Brand Equity
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Building Brand Equity
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Choosing Brand Elements
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Jesigning Holis
Activities
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Knowledge
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Managing Brand Equity
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Brand Revitalization
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Decision anc
Brand Protfolio
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Brand Portfolio
mE s REE SE HE m ME ZEEZR
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® Kellogg's Rice Krispies, Kellogg's
Corn Flake
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Brand Extensions

Advantages and Disadvantages
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