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Abstract: The paper introduces the definiens of co-branding and describes the development of co-branding in
American and global trends of co-branding, then discusses the relation of co-branding and customer’ s perception,
indicates co-branding strategiesmust base on customer’ sperception Then, the paper dissertates brands interaction
in co-branding fran seven agects, and objective of co-brandingwhich used by enterprise, proposesamethod o an-
alyze co-branding in order b <elect cooperative partners or construe the co-branding strategies of campetitors In
uccession, a cae study is described o learn how  analyze co-branding At last, this paper pointsout the rules of
auccessul co-branding strategies
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