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On Construction and Development of Brand Science of Science

Abstract On the basis of demand of society development, rising of brand science development and action of relevant advanced dis-
cipline, the paper analyzes systematically inherent logic and incubate basis of appearance of brand science of science. Then re-
searches initially on object, content, discipline character and attribute of brand science of science. Finally, explores systematically

discipline system problem of brand science, puts up a basic framework of brand science classification, and constructs emphatically

brand discipline system of general brand science, theory brand science, special brand science, application brand science, field

brand science, and history brand science, in order to promote co- evolution development of brand theory, brand enterprise and brand

discipline in china.
Key Words Brand Brand Science of Science Theory System Discipline System



