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A. Instructor: Dr. Kao Duan Hsun (Simon Koh)
  Office:        

E-mail: simonkoh@gmail.com

            

  Phone: 0955 279579



  Class Hours: Tuesday 7:10am~10:00


A Short Bio about the Instructor
More than 25-year experience in brand building, covering FMCG, chain store brands, and platform brands’ industries
Current Jobs
Chief Brand Officer, General Chamber of Commerce ROC
Chief Data Science and Brand Consultant, Leo Burnett
Consultant, CommonWealth Magazine
Work Experience
Brand President (12 years), Wowprime Group (王品集團)
Account Planning Director (12 years), Ogilvy Group (奧美集團)
Academic Background

Ph.D. in Business Administration, National Taipei University
The First Data Science & Predictive Analytics Program, UC Irvine
Award honored

National Management Excellence Award, CPMA
Golden Book Award, Ministry of Economic Affairs
B. Books/Articles
Recommended Books: 
1 Platform Revolution, Geoffrey G. Parker, Marshall W. Van Alstne, Sangeet Paul Choudary, 2016
1.1 
Chapter 2  
Network Effects

1.2 Chapter 5  
Launch
1.3 Chapter 10 
Strategy
2 Managing Brand Equity, David A. Aaker, 1991
2.1 Chapter 1

3 The 22 Immutable Laws of Branding, Al Ries and Laura Ries, 2002 (Updated in 2010)
4 Strategic Brand Management, Alexander Chernev, 2015
C. Course Objectives and Introductions
The ultimate objective of the course will help you to define and create your own brand business by utilizing the tools we will learn about in the class. 
This class covers a wide range of brand knowledge, including brand definition, brand modeling and brand action development. Furthermore, you will also learn the laws of brand building to avoid the pitfalls and to improve the opportunities of success in brand building stage. Additionally, the skill of brand audit will be taught to fully understand the brand assets. You will also learn the hot topic of brand disruption and platform brand building during the big data generation. We will covers the markets of Taiwan, Mainland China, Malaysia, Singapore and Indonesia and identify the critical strategies they adopted which brought them success.
D. Grading Policy 
Evaluation of Student Performance Weighted as Percentages of the Total Grade

Midterm Report



35%

Final Report




40%

Participation & Contribution

25%
PS: 

Participation & Professionalism: You are expected to actively and constructively participate in the class discussions.
E. Important Notes and Policies  
1 Students are prohibited from using electronic devices such as laptop computers and mobile phones during class hours.

2 Students shall receive a failing mark if they are absent more than three times for this course. Attendance will not be taken during the first class meeting.

3 Students are given twenty minutes from the scheduled class start time as grace period for attendance to be credited. 

CLASS SCHEDULE
	#
	Date
	Content 

(Class time: Tuesday, 7:10~10:00pm)
	Text
	Reading
	Case

	1. 
	Feb. 21
	Introduction to the Course and Brand 

How to Begin Your Brand Business
	
	
	

	2. 3
	Mar. 7
	Understand Worldwide Brand Models
	
	
	

	3. 4
	Mar. 14
	Create Your Own Brand Action 

How to Promote Your Brand-IMC
	
	
	

	4. 6
	Mar. 21
	The Evolution of Brand Theories-USP/Brand Image/Brand Personality 

The Evolution of Brand Theories-Brand Positioning/Brand Equity
	
	Book2, Ch1
	

	5. 8
	Mar. 28
	The Laws of Brand Building-1
	
	Book3, Ch3, L1~12
	

	6. 9
	Apr. 11
	The Laws of Brand Building-2
	
	Book3, Ch3, L12~22
	

	7. 
	Apr. 18

	Midterm Group Presentation-Brand Business


	
	Book 1, Ch2
	

	8. 
	May 23
	Brand Assets Management: Brand Audit

Brand Audit Group Presentation
	
	Book 1, Ch3
	

	9. M
	Jun. 6
	The Big Data Wave - Brand Disruption 

The Big Data Wave - Asia Pacific Platform Brands and Building
	
	Book 1, Ch10 
	

	10. J
	Jun. 13
	Final Exams: Group Presentation-Platform Brand Business
	
	
	



