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Objective of the discipline / Objetivo da disciplina:

Analyze branding and its importance in the context of marketing decisions, considering the impacts on
regionality.

Analisar a gestdo de marcas e sua importancia no contexto das decisGes de marketing, considerando os
impactos na regionalidade.

Content / Ementa:

What is branding? Challenges and opportunities. Brand strategy. Brand positioning. Building and
managing brands and brand portfolios. Brand portfolio strategy. Brand architecture and naming, Types
of brands, and Brand extensions. Brand valuation. Emerging topics in Branding.

O que é o branding? Desafios e oportunidades. Estratégia de marca. Posicionamento de marca.
Construir e gerir marcas e portfdlios de marcas. Estratégia de portfdlio de marcas. Arquitetura e nomes
de marcas, tipos de marcas e extensdes de marca. Avaliacdo da marca. Topicos emergentes em branding.
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