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Innovation has been the driving force for economic growth. Over the past
decades there has been a growing interest in developing a socio-cultural
model for branding strategy. The focus of this course is on using culture as
a source for innovation in branding to provide welfare for consumers. This
course takes an interdisciplinary approach to integrate consumption,
marketing, art, design, economics, sociology, anthropology, etc. to
understand how business sector, which is often classified as low-culture or
non-art sector, can take part in cultural innovation and still maintain a
sustainable business model. This course discusses emerging thoughts that
are growing in the intersection of these areas.

1. Graduate level students.
2. Executives who are interested in cultural innovation in branding.
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1 Culture, Creativity, Consumption, 9
and Branding
® From Marketing Ideology to 3
Branding Ideology: A Context-
2 Dependent Perspective
® Brand Positioning and
Targeting
3 ® Brand Resonance Model and 3
Brand Value Chain
4 Strategic Branding 9
Case Discussion
® Cultural Authenticity and 3
5 Branding
® Integrated Marketing
Communication & Retailing
6 Brand Authenticity 9
Case Discussion
7 | ® Pricing Strategy 3
8 Pricing and Brand Creativity 3
Case Discussion
9 | Mid-term Presentation/Discussion 3
10 ® An Introduction to Cultural 3
Branding Model
® Brands as Cultural Forms 3
11 | ® Mega Events and Branding
Innovation
Culture as a Source for Brand
12 | Innovation 3
Case Discussion
13 ® Brand Architecture and Brand 3

Extension




14 | Caes Discussior 3
15 | @ Branding Over Time 3
16 ® Branding Over Geographic 3
Boundary
Global Brandin
17 Case Discussior? 3
18 | Final Presentation/Discussion 3
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Final Group Project 30%,

Group Case Analysis 25%,

On-line Homework/Participation 30%,
Off-line Seminar/ Participation 15%.
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