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Brand Relationship Management . New
Development of Marketing Theory

MA Yong-sheng
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Abstract: Management environment which enterprises are facing is changing swiftly
and violently, so traditional brand management is becoming more and more invalidand brand
relationship management emerges timely. This paper mainly explains the cause that tradi
tional brand management is declining, the essence and the core content of brand relationship
management,and the differences between traditional brand management and brand relation
ship management . At the same time, this paper also gives some opinions about how to 1m
plement brand relationship management efficiently.
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