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Date / Language / Venue:
November 7-9, 2012 / English with sequential Chinese interpretation /

Shanghai

Over this extremely intensive three-day programme, managers will
explore the latest ideas in building and managing brands. A variety of
teaching techniques are employed, including lectures/discussions,
planning exercises, and workshops. The lectures and discussions are
designed to provide the participants with a framework for developing
brand strategies. During these highly interactive sessions, many current
illustrations from a variety of industries, both industry and consumer,
product and service, are used to make the conceptual points vivid and
memorable.

During the planning exercises, participants will work in teams to analyse
specific brand management issues involving markets and customers.
Participants often use these approaches to develop their own brand
strategies. During workshops, the participants examine specific branding
issues based on international case histories.

The main objective of the programme is to provide participants with key
concepts, skills and techniques that will enable them to manage their
brands to maximum value and achieve their business objectives more
effectively and efficiently. Participants will thoroughly examine concepts
such as the components of brands and brand equity, and use them to
develop and implement brand strategies for a variety of competitive
situations.

Anyone who is involved and interested in managing what is probably the
single most valuable asset of their organisation — their brands — should
consider enrolling in this programme. Managers who attend include
brand managers, general managers, marketing managers, product or
service managers, advertising managers, communications managers,
finance managers, and others.

Fee: RMB26,800

For more information, please visit http://exed.ceibs.edu

Participants will learn:

e The components of a brand and how they can be managed

® The relationship among brand identity, customer value and associations
* The meaning of brand equity and its importance

* How to value and monitor a brand

® The key elements of a brand strategy

® The roles of master brands and sub-brands

* How to develop a brand architecture

e Systematic approaches to formulating effective brand strategies

® How to build a brand

* How to extend a brand

* How to transport a brand internationally

* How to rejuvenate a brand

* How to revive a brand

* How t handle a brand crisis

* How to manage a brand over time as competitive conditions change

® The changing competitive environment and the importance of brands
® The major components of a brand

e Estimating the financial value of a brand

* Brand identity

e Customer value

® Brand associations

® Levels of branding

e Brand architecture or system

¢ Targeting markets

¢ Positioning a brand

¢ Using marketing programmes to manage a brand
¢ Building, extending and transporting a brand

¢ Reinforcing, rejuvenating and reviving a brand

¢ Handling a brand crisis

* Managing a brand over time
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Programme Schedule

Day 1 Day 2
Morning ® The brand challenge Morning
* Market forces and their implications for brands and
brand strategies
* What is a brand?
e What is brand equity?
¢ The financial value of a brand
e Valuing a brand
Afternoon e Exploring brands
¢ Brands and strategic themes Afternoon
e Components of a brand
* Brand identity
e Customer value
¢ Brand associations
¢ Implications for strategies and tactics
¢ Planning exercise: Segment identification
Day 3
Morning
The overall teaching process, which was focused on brand
management-related knowledge and cases, proved to be extremely useful
to my future career. Through combining management know-how and
management model in true-to-life cases and sharing his personal
experience, the professor delivered high-quality lectures. Case analysis
and group discussion with my fellow participants, on the other hand, gave
Afternoon

me a deep insight into the way different managers from different industries

view branding.

Eric Chan
GM Assistant
Shenzhen A+E Design Co Ltd

e Formulating the brand strategy

® Purpose of the brand strategy

e Levels of branding

e Components of brand strategy

e Steps in strategy formulation

® Brand positioning

e Using marketing programmes such as communications
and pricing

® Planning exercise: Brand positioning

* Workshop: Building a brand

® Brand architecture

e Targeting markets

® Brand positioning

e Brand communications

¢ Managing a brand

¢ Building a brand

e Extending a brand

® Transporting a brand internationally
¢ Reinforcing a brand

¢ Rejuvenating a brand

® Reviving a brand

e Handling a brand crisis

¢ Managing a brand over time
® Introduction

* Rapid growth

e Competitive turbulence

* Maturity

e Decline
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Educational Background:
PhD and MBA, Mathematics and
Economics, University of Chicago,

BA, Mathematics and Economics,
Wesleyan University, US

Teaching/Research Interests:
Professor Sexton is Visiting Profes-
sor at CEIBS, and Professor of
Marketing at Columbia Business
School. He has also taught at
INSEAD, the  University  of
California-Berkeley, the  Indian
School of Business, Hong Kong
University of Science and Technol-
ogy, Skolkovo (Moscow School of
Management), Australian Graduate
School of Management and the
University of Hawaii, the University
of Tehran, Industrial Management
Institute  (Tehran),  Jagiellonian
University (Krakow), and the US
Business School in Prague.

Professor ~ Sexton’s  research
concerns successful global
product and brand strategies and
is based on both empirical work
and his considerable experience
with  companies throughout the
world. A recipient of the School’'s
Distinguished =~ Teaching Award,
professor Sexton has taught a wide
variety of courses in the fields of
marketing, international business
and management science. He
played a major role in designing
and developing the Columbia
Marketing Management Programme,
which for many years rated number
one in the world by the Financial
Times.

Academic Achievements:

Professor Sexton received the
2011 Marketing Trends Confer-
ence Award for his work on
marketing and branding strategy.
His  numerous articles have

appeared in publications such as
the Harvard Business Review, the
Journal of Marketing, the Journal of
Marketing Research, the Journal of
Business, and  Management
Science. His book on marketing
strategy, Marketing 107 is sold
throughout the world and has been
translated into several languages.
His newest book, Value Above
Cost: Driving Superior Financial
Performance with CVA®, the Most
Important Metric You've Never
Used explains how marketing and
branding  determine  financial
performance. Professor Sexton is
also a frequent conference speaker
on marketing, branding, marketing
RO, international business,
advertising, sales management,
and pricing and is often interviewed
and quoted in media such as the
New York Times, Business Week,
BtoB, Ad Age, WCBS, and China
Economic Daily.

Corporate Experience:

Professor Sexton is the founder
and president of The Arrow Group,
Ltd., an organisation that develops
and conducts executive seminars
and provides consulting services in
marketing and branding strategy
and in marketing and branding
ROI. His clients have included GE,
Unilever, Citicorp, Sony, IBM,
AT&T, Novartis, Pepsi, Boeing,
Kellogg's, DuPont, Pfizer, Grainger,
MetLife, Omnicom, Brown-
Forman, McGraw-Hil, Eastman
Chemical, Bacardi, UNICEF, Merck
Sharp & Dohme, AIG, Domino’s,
Abbott, Corning, Alitalia, Wendy’s,
Metropolitan Opera, Avon, Chase,
Shell, Zeiss, Dow Corning, Mattel,
Hershey, Hormel, Miller Brewing,
Symantec, Hallmark  Channel,
Sanofi-Aventis, Volkswagen, Becton
Dickinson, and Texas Instruments.
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It takes a long time for a business to build up an excellent reputation and to put it under constant
protection. Professor Donald Sexton took the utmost care to deliver us a lecture so that we, as
professional manager of brand marketing, could focus on brand operation of our own business from a
higher perspective. It is under his instruction that we have developed a more systematic understanding
on brand construction, and found more confidence and fun in work.

John Sun

Senior Communications Manager
Tetra Pak China

Date / Language / Venue
November 7-9, 2012/ English with sequential Chinese interpretation / Shanghai (CEIBS Shanghai campus, 699
Hongfeng Road, Pudong, Shanghai)

Admissions Procedures

Applicants can apply for the programme in either of the following two ways:

o Online application: Please visit the CEIBS Executive Education website at http://exed.ceibs.edu, then select
the programme you want to take and click “Apply Now” to apply for the programme; or

o Please call the CEIBS Customer Service Team for a printed Application Form, then fill in the form and send it
to the CEIBS Customer Service Team by fax, email or mail.

Applications are requested at least 20 days before the programme start date. Applications are reviewed as they
arrive and admissions are subject to the final confirmation of CEIBS. Any applications received after that date will
be considered on the basis of space availability. For more information, please contact our Customer Service
Team in Shanghai, Beijing or Shenzhen.

Fee

The cost of the programme is RMB26,800, which includes tuition, case licensing fees, lunches, stationery, other
course materials, and interpretation and translation fees if required. The full fee must be paid no later than 15 days
before the start of the programme. Applications made within 15 days of the start of a programme require
immediate payment.

Cancellations

Any cancellation made 15 days or more prior to the programme start date is eligible for a full refund of programme
fees paid. However, any expenses arising therefrom shall be the responsibility of the applicant or his/her
employer. Any cancellation made fewer than 15 days prior to the programme start date shall be subject to a fee
of 20 percent of total programme fees. After the programme begins, no fees shall be refunded for participants
who withdraw from the programme for any reason.

* CEIBS reserves the right to amend information on this programme including price, date, location, faculty, daily schedule
and other details.

Contact Information

Customer Service Team

Executive Education Department

China Europe International Business School
699 Hongfeng Road, Pudong

Shanghai, 201206, P.R.C.

Tel: (86 21) 2890 5187 / 5197

Fax: (86 21) 2890 5183

E-mail: exed@ceibs.edu

Website: http://exed.ceibs.edu

Customer Service Team

CEIBS Beijing Campus

No.20, Zhongguancun Software Park, 8 Dongbeiwang
West Road, Haidian District, Beijing, 100193, P.R.C.

Tel: (86 10) 8296 6688

Fax: (86 10) 8296 6677

E-mail: exed@ceibs.edu

Customer Service Team

CEIBS Shenzhen Representative Office

8F, RongChao Business Centre Block A, 6003 Yitian Road,
Futian District, Shenzhen, 518026, P.R.C.

Tel: (86 755) 3337 8136

Fax: (86 755) 3337 8113

E-mail: exed@ceibs.edu
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For more information about any CEIBS Executive Education programme, please tick it.

Multinational
Management
[ ] CEIBS-INSEAD Expanding
Opportunities - Doing Business in
Europe ¢

[ ] Doing Business in China
[ ] Global CEO Programme: A

Transformational Journey

Advanced
Management

[ ] Shaping Innovative Companies:
Inspiring, Managing and
Implementing Innovation
(Modular) Mo

[ ] CEIBS-Harvard Business
School-IESE Business School
Global CEO Programme for
China (Modular)

[ ] Leadership for CEOs in China: A
Journey to Leadership at Peak
(Modular)

[ ] CEIBS-Harvard Business
School-Tsinghua SEM Senior
Executive Programme (Modular)

[ ]Advanced Management
Programme (Modular)

[ ] Chief Marketing Officer (CMO)
Programme (Modular)

[ ] CEIBS-LBS CFO Programme
(Modular)

Name (Mr/Ms)

Company

[ ] Leadership Development
Programme for Hospital
Executives (Modular)

Corporate
Governance
[ ] CEIBS-Wharton Programme:

Corporate Governance and Board
of Directors

General
Management
[ ] Diploma in Management
Programme (Modular)

[ ] Management Development
Programme (Modular)

Strategy

|| Rethinking Strategy of the Digital
world "

[ ] Mega-Trends for the Future

L] Integrating and Managing
Acquisitions

[ ] Game Theory in Practice: How to
Compete and Cooperate More
Effectively?

[ ] Building Organisational Capability
for Strategic Implementation

[ ] Strategy Execution

Province/State

Fax

Please fill in the form and send it to CEIBS by fax, email or mail.

Leadership

| ] Proactive Leadership Programme "

[ ] High Performance and
Sustainable Leadership

[ ] Leadership and Change
Management

[ ] Leadership and Coaching

[ ] Women in Leadership Programme

Negotiation &

Decision-making
[ | Strategic Negotiation Programme
[] Management of Negotiation and
Decision-making

Organisation &
Management
[ ] Leading Change: Enhancing
Organisation’s Effectiveness and
Viability Ve

[ ] Managerial Psychology in Practice "

[ ] Talent Management Programme "¢

[ ] EVA and Performance Management

[ ] Human Resources Management:
Psychology, Human Nature and
Culture

[ ] Human Resources Management

Marketing & Sales

[ ] Digital Marketing: The Future of
Your Marketing *"

Job Title

[ ] Market Creation Programme

[ ] Key Account Management

[ ] Strategic Sales Forces Management

[ ] Building and Managing Brands

[ ] Marketing Strategy and Planning

[ ] Management of Innovation and
New Product Development

[ ] Private Equity Managment
Programme

[ ] Managing Strategic Investment
Decisions

[ ] Finance for Non-financial
Executives

[ ] Financial Statements Interpretation
for Decision-makers

[ ] Managerial Accounting for
Decision-makers

Operations
Management
[ ] Delivering Service Excellence

[ ] Supply Chain Management
[ ] Project Management

Special Offering

[ ] China Entrepreneurial Leadership
Programme (Modular) "
[ ] Post-CFO Programme "©

Address

Business Telephone/Mobile

Email
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