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Abstract

When the business domain of the company is simple
and limited within a certain boundary the circulation of the
products is not that fast and short. The circumstances
which are new field of the industries are emerged and the
similar products are in the harsh competition in the market
makes companies to conceive the brand to advocate the
benefits of the specific products. To extend the life-cycle of
the product and service and promote the image of the
company brands the  marketing
communication strategy is conceived by company itself.

service  using
The customers have wide range of many kinds of products
to choose having accurate comparative information of the
products compare to fast market situation. They are
realizing their pursuit of the lifestyle buying the products
depending on image and the level of awareness of the
brands. These changes in the market situation makes the
standards of the customers’ choice to the products more
complicated and the brand image is varied as many kinds
as number of products. This study is focused on the brand
hierarchy which has management method not for simple
counter part of the product but for object of supervised
activities. To achieve theoretical goal, fist brand hierarchy
structure and management method is dealt within the
brand strategy and suggest management relationship of
customers’ need. Each brand is prepared for its role to
fulfill the customers’ products image. Individual brand made
of hierarchical structure and henceforth integrated brand
structural management is connected to company’'s brand
image. Structural management method and strategically,
aspect of marketing and brand communication make
importance and need of them aroused.

Keyword

Brand, Communication, Marketing

- 410 -



1.4 &

11 A75H

HAEBrand)= AF L AHI29] vlAY ZHo
A 2 %ol A AgEi T ol FFES vl
2 A5 A AN wEE gdu 594
Ql HA= oHAE pA J|Yge]l mAe FAE
(Loyalty)& A3t wl&s SHAZIhE dabAel
ARl O A9E ZE & Aok 2 Aol diE
ofo]dlE] Fo]of(Identifier)®] AT L& HU=Y]
Agde AAE 7 AE AF] 54% F78 7

=
A JHE diWse TR B

= T3 BER=o] gk ojwA|e} AmjAke} Q1A

juy

gtk F39) oA BASE 79 A4 2
Aulzg Pzol wet 94 Fe 594 P29 o
¥ BASE AT glom o] BEE YA
o 9ol R4H A4 ARV DA AFHY

TFEZA 1 AA~e 719EH=(Corporate Brand),
d2]H W =(Family Brand), 7§¥H M= (Individual
Brand), H#= S2]0(Brand Modifier)5 0.2 T4
As F dvk BA=Hee] g4 542 A5}
AR 2natel B8 AFUANAE 7
Aol HAEe] 5 R 75 Fxo wet &
A M=y JpHERE

FoA= AY 5L 5

ot Ho

o (oot

2
1

b

O

o —
ﬂllﬂl

o

ol

20

fr

fin)
ol
X
it
o
e
ofN
10, rfo
aV)
e
(I

e
~
oH
oft
~
=
e
z
=
I
29
A
flo
(z
=
=

¢
d
=

2\

o

HICANY

2 N
0,

0 In
fr & e
J
Lo

z
El

an

o
mV)
e
b
o> o%
g
o
i

- Tt

o
QL
= 4

G

i
o
o | 9
PN
)

o [z ¥ X (1
wu rr oo

o
%
[
=
(n
Lo
)
ol)lv
2 o
L

}_

N

= =

ool R XN om
o
fru
N
A
rlo
N
i
O
(z
=
[
rO
>
al
il
=

A

#

TN A Fo )
1Al Hol=71E 7ItietA|RE =
AF AR o] ApHA EAJol 7|R1e=
o] W3zly} A= BAT ojnx e EIFAAS
7l @2do]l wAy] wEolth AE gy
slol] 7]915te HAE QX% W3le] o 99l

=] o=

7tHo g dste HEFE HS 5 F 3

EEERRE

.

> rr

o

HUEF’:AJ
TS E g

AN

© o o

% ApEAel Yn
4 QA AZHez BHsE FA Has
3l
5

g of

g

). B zka

i Eicy
Lo

% ot 2 0 fLofo o oy o X
N

ot —
rlo
rlot
oo
i
£
m

O
d )

AR A 1 Al A ASTEY] 71PE
de, WEEAE, FeHAE A AFYACI =
w7bestAstH 71 PR AHE BAE AT

| =

olo} gty Ha: A
Al AFYAIAE A S|
(medium)2}ar olsf3tctd ARG o} &g
o]m & Z-2(Semantic Noise)S AHAIslal &=

7190] oxdte HARE AHIs] AGsi= Aol

=)
N
o
29
1
o
ftl
>
z
2
I 3
2L
ol k
41
BN
|
1:4
Y
oX, (n
o 2
S XL

o8
X,
o,
N,

H
o
o
=)
N,
r% of
>

=

O+
[0

of W o
oo fo

my
>
¢

) At T g

N
o
ot
rir
&
feu
e
rr
iy

r
E}
5
R
e
=)
N
ofy
N
o
o

e 1_,1

B e
ofN
=
tlo
=)
ar
N
o

sfolth. AH|A A BRAEE 53
Parent company)2] ©|v|A]= o gE
Fe 7AW SSHeR 7199 H=
business substantiality)= FA|A17]€ E
). ojyg AR BAds vARBE £,
=

2

Do 1 oo
o oo o -

b

0 N,

q ZX
:
=2

r
O-
02
[>
»

o rO O Ip X oo N m
N
olr
ox

2. HAE AZFFx Adl 54

21. BAE A9 T AFTZ



\_/

BHEBrand)= 2FIACA 719e AAGHoR | WY BAE AT £iFe Bl #elol o 4
JAAIZ| AL AF 2Fe] FEE gk FA|wo] ofd & | 7]Fe] Hrh. BAH=E ASTI o] AALES 2
Hizke] Q13 Fui s AFT Ze V19T H | F7] A8l IFRAES} JLguA=Es AAH B
AAE ANAFE vARATEY dHdaskelth HAE | HE olo|dEEE T A 9 TFIH
9 FF v AFY ML =2 7YY vHA" A | H=(Integration Brand)Z EFEHI NEHA=S} B
g wet IR st JIHOR FAHIV|E | dEFHoe ARHA AFEY Ao wEEs g
gtk BAlles AlF A BRE FFstal HEst | 7Ies F¥sy] fld) xpd 3l = (Differentiation
= 7153 gE gdg 9ujs ARYACIA A7) | Brand)Z2 FEE F Atk SFPSEA=E I
v FHeEMLE 8-S ded, ¥y ZEY(Philip | o AFY BA=E XTI F/FF A A4S
Kotler) & HA=7F A28 4 e on|o] FRE & | TFH2Z sty shte] 71dedA Altse ZE
sh, A, B, 7HA, &4, AR T& AAstL | AlFTY RS ARAelA sESAA ddgith
T (Kotler, 2009) ©] £45& BIA= vHd &35S | &3 ApESEA=E PEAFA tig A AR
ol nlAlA ARUAeld Hed BAES] FF | o 84S F U AESAA LnApt AlF FRE
b @A FEL olYd duise HA Al | SHS HEY A AT F UAEF e ddS
oFetAl FAEE = Aok A 7ol BRska 9l | gk
£ O 2R BASELS AF 7Y TR 2 @

ﬂ—% ‘ﬂsﬁ ﬁl%@‘ﬂ TEE 7}7(]74] A3l a4 CI R | (Eﬂgl‘ E!."E[Inte.grationBrand) (ik“‘ailﬂi.IIE[I;ifferentiation Brand
H BAESS T AFd deA dART oyt s
ME BAE AS T2 SoA A2 AANS & Corporate Brand Individual Brand
Agte culAslel ARUACNAE TR Hk o e
== Family Brand Brand Modifier

Ho]B]= o}7(David Aaker)= ©]#3F Bi#l=
B

‘Bleo] Al=E A AL Eety = .
@ A T2 oIA 27 el e S o
99 sas) Gobn Azt (Aaker, 1995) =, [22! 2] 2= A&7 (Brand Hierarchy)
Z47ve] gAY BHRE oy O PAHSAELS 4 _
GA98 fe 3o A s G g | 220 S egmion Bnd _
el BAE BB AT Aekel o A SUSRASC T S8 BgEaEs 5
i NEBAE=S] FHAEE ALAA LHAR Fhe]
(" 719120 /Corporate Brand: A 2 AF AFTo] ok A NS T2 &=
o R A R y BAE HFH V)es ok divie B FstEd
Tr_ - f = 39948 fﬂﬁx—i% ??&E%Eﬂ 2R Q1A=
!HE_I—h—y;ggﬂg—goaxﬂgquus-?.;lgﬂlEs o] ARl 915 st Pz Alzte] A
TR UL ME CHE HERS| STHE 2= sus g & SRR AERE ZojAe B¢t 7I9TH A
| ! R U= Aok od) gAEE 492 Uun
(" 7220 /individual Brand: h 719 B W= (Corporate Brand)= 7|GAHAE 7373
HELE E2 S AZIS0 R0iE 2= y e BUs 5O o2 A3 o /}J“é(Symbol)i U
TrEE.HEI’”\Z'Oi[BrandModifier: ‘T ARl EHE e 9 E%‘??E&%i
B s £2 JHEEHE 0| HERS 98 BERK] 738 dHd = (letterhead), ©] =& TUF T
\ o o] Atk 7199 Cl(Corporate Identity)A]Z=%lo] #
(22! 1] EM=0| o= S AR7IE 897 TP HTh debEe
22, BT ATz 28 2 719l Ag wsol s W AR 71gHe] B
B AFTFEE 7199 AFSTH T2 7% 4= A=A [ET s AP JlgEds
Szl wheh ARAel A6 chopyel waystn n | (Corporate Brand)2A FEsol A, 719 AA
Wo] s mas Mok wheh AL shE ol olm Y AAL AT B AEsHM=
Uorst £Ro] AED 2ulAere] ABUA ML 9 (Differentiation Brand)9] AlF HA= 2 AFES
S AT 7x= AAFos Rest Hojopsim, » | 1B FHAN AARRE AAH LulA AYE=S



HEH
Brand)®] 71%°] Atk(Hill, 2000) 714
= AFTFEAA 7T 499 HdeEA &
SAe] BAEE TESTh Luxte] 2I|Ye
FEAQ AFEs MRkl AlF 9 AfH2]
G |x7] wiFe] HR= el 3l
o] 7H& A Ak HFZo] ot A WA
Ago] H-gwofof gtk
(Family Brand)= 7|gE A= 319
Ae2ZA A GF oA oAy 7HA
| 3 A71a olE Bdshe 9TS
= 3, 719E A=) EFHQ] A
AES] AEAY A 8 253 Bdlge 1 7]

=(Endorsed
des B
5]
gk

o] .A]
v 1

Bl
=1

e

52
rr
o
N
X
N
d
)
O

)
=}
[ 2
)
[

z
=
(r
et z
M
il

R
_‘>i
-
=2
)
ro
lo
e
ot
=2
=
olo
ﬂ
N
f
ol
>
rir
=
iz}
u

o #elet dgo] Fo3d ol FAIY A

5 aEs AR HAE AAEY o]
gl wet ZejA7la FEAE F
7]

o
1o In

- i
(Tl

off = rfr
g oz 2 I
" o of L
| o o
Ac)
z
£

M @ O o% rr ol [z ge%n{m [ f> of g o X 2
w=or
AC)

[z

[L7E O
[
N
i
oo
i

oL M
o,
$o o
fr
e
3
X
e

N of rr do i

tio

=)

i12)
S

22
i)
o,
2

=
= Ah AlA, @A JAPE
A3 440 & =
st7] e Mz sdeBA=E et YA

, 71
drA=9} fEAE BH=Rko] Exets FS B
=rzAd BRE 99 AL 288 AA B
A9 HAE PEE AW S ADIHA=E
A & gleh o] A sEenAEgie) WY e
HAEPRANe) ASE 95 N T8 82
7F Ak

citi
citibank citiadvisors

cititravelers
citifinance

[O2 3] ciizEel 7IHEM=E 0|88 Le(==s| 28

2.2.2. 23} 2 ¥ = (Differentiation Brand)

APEslH A E = AR A AHZ ] AFe] A
Z} Aol #A 719 &5 7P A AQ 2
=ARYA A =Fo|th B fAAE S AAA

I
rr

Sko] #AA wEHI 2pEs} P T3 84
2 giFEed ol AHIAA 7Xe BRE Fx
4ol @@l 7V Ade AolA olFE FEE 5 3
o VIdRd=el sde|Bd=rl B¥= B3 (Brand

Endorsement)®] S3-&
&ale fEBAEg} BASLA ol LH|Re] o)
ol AHAA FFES

N B A= (Individual Brand)= 7WEAIFZ} AH|

zol AYY A FHow FolHt HASo|w

FEstEA= B ARV #8577 #th
g zulAolA AHA AuE Ages 98
o &

F3st7] wiEoll AgEE e Wt 7MY mzst
BE Uekdth F3e B 30
A NEAIF g Anzte
AlAk slal FAlO] AA|Fo] 7]Ee] Fo
F=A Ze AFA @

Segmentation)?] &S Hsh=Ao] o o]
Al A ok gt Aotk N AFTe]
3 F77F #e AS AFARIEA
7153 5ol 7P wE L 4143}
HAE oA F53|oF apr WhH 7]E]
b= 74 avled F719 Aol &

J

o

o
fr o2

S

of

of
[
o 0 o2 fr H Ay

N

o jmo1e |
o ®m L
Y
o
o,
o
z
e
r
o,
=)
N,
ol
v
(o3
<l
o
N

>
oo
K-
ofN © |z
S

>
=

)

=2

o

_\:_L

Y

el

1o

X,

i)

=

ol
2 |z g

- 413 -



m
i
I

ofr

o

rr

=
N
)

Ia

|

=

A3 AFYACIA 2 F
Wl aHlgEed Ax4 TS vA=
H

=
F ek

p
[

o
=)
X
fru
>
D)
Ac)
o

[o

oz X 7
o,
o

T 2
(n
Y
ik
1o
N
b
1A
0,
ko
B
o
o
i
rr

R
ojN I
2
X,
z
e
(1
ot
QL
Yy

o
fo
.
i
z
£

N
-~

L
Y
o 3p

2
D)
rr
ok
i)
[N
oftt
i
[o
—V:i H e
rO
ol
ol
rr
S W
o2l
tio
=

E (Brand-Concept) #2]
= o|7hA] o] dHFl ARALE
= FHE W=7 (Integrated Bran
o] golzt & & Utk BA=
g AL ®A asjord Aket
(needs)o]al A|Foleh= FAAQ] tidel] tisiA 7]
A4/ EH UZE(needs)Z UdTh TRt
ZBzte] U=yl FHEE BAs oju)x] #e &
AL Tl Al 7HA ARez T d<le] Aed
T AUtk A, AFT S NE AFY SAHSE A
e NEEHRE

Mz > o X

Mo oo i

o |z
o
e

Q.
=
5
g
2

X
m
i
i)

2
P,L

rlo i

ZHlAe] Yz

-

it
rlo
(z
=
[
ox
ol
=
e
e
ox
¥2
rr
S

A 5gel YET AF PRI AR 2790
Ba717k Aso) Ak B, Avlx Yzl Bja
8o B B SN

=
[
o
rr
ox
=~
— o
o
A

- A U s D
2 r_QIL'
Ot

)

L
it
X

=

A

N,
g
rir
ko
b
o,
T
o

o HFAR] tde] He 545 7 itk

B

3. AR AT BAE= WA

31. B0l X9} AH|AIe] HAE FAE

HAsomAe ‘ABAZE 5R7IYHY HAsd
ste] 7R Qe Fa, Ui m7) 3o Bdcd
st A (belief) 52 2ol AlF AA] g 4ol
AFT #AEE oy AR 1A g4 A

oJH|AE A:n|Ate] T del] ek A1 (belief)S]
A2 Fsta, HAE=o|r X (Brand image)= ©] ]
o AEFH dud Ade Ads aHA BAE 3ot
of FFeE yed & dval skt (Keller, 2008)
%, 282k AlgH BHNA AlFol &8&F 7HX9)
Tk FAZE fle 384 7AE Sl 7R AL
A3 AFgARE ofu] AlFel s HA=E A
At AR BA=oluA7l AEFS 53
sl TAHEE T pAA FEolFe At

el An, oluAe] Fge AF Tz

A AAFolth AEe BojHHeNN o] FolAE P9
ol Slo}A mA=olulAx Aulze] 7H7HH Bkl
oJa)A ol Foi At ofrle] sjaugela el o
avlze] 2%, HE, A% 5ol A Adow of

Be FF HAS/ AAtm e APl
A AFH BASY HAH el 2nAe] aTE
271 EA2AY Ve ok Avlge] g
o % BA= 79 Ane Z19e] GRFANE T
4 F0% vHIY BE F shbolr] Has AR
o1R Tpgel N Agslolokshs A HAAE ol
FopHe BaA Al HeH P2 & A
W7 Smube BAS deke] A9 BHb €

oJH|= © ZH|(David Ogilvy)E oluAZ 7)Ao}
rotow kA rRHAE AFE AAE 7HA
AL 1 7Rgel ofal Aol A Aozt A dEd
T ol AE AHAL T AlF
B3 Al B71HS 8 A
o] 714 ARE oFste IS 517 Wi

Tasith =g HAs omAg tiEo] 7Y o
A= e F AlFET ol #d AlF A 9%
A FFadE AYUEA ARERE AA

R

k

ol

2 18 o K
i
rr

TQ3HAE, oln] EXjste HAl=o]v]



R V(o
[e]

£y
ox
o,

to

B
&8

k1

J
ol
R
P,L

rr

poy
o,
ML ol
fo

ol

ol
H
X

) -
(m

(z
=
Iy
of

J=(Brand Loyalty)E FHAI7|=

O 2 > o XN

)
bog
(z

doolu X 79 84

olm|x|e] W= UutHog REHM=

SIE AR V)dY A7 BE AFl
| e

[ ASNAEY

o ol I
X 2 (o (1

4 2
[
1 L
18
et
o
4
og(:l"
ol
rir
N
o
N
jins
2
=
rol
o,

=)
-
N
)
=

< AH|X

[(12! 4] E-i=0[0|X|e] ABTE (BM: =¥
g, APIIE, 1994, p.134)

o

Eai= op|

AFS oz st AHA BHAA BHA=
olu|AE 4 BAE oz, HAt HE, B4
HAE ojux], HAS o] oluz Fo EHFZH

>4
2 WA (medium) B S Fal A

FojelAe] Az wekel Hrh FA4H H@=ol
o] g2TAIQl BHE El:(Brand attitude)= E M=
of tigk £1 #go] PFvo= ZEFHTE AFd o
& Bz FAAol S AstHer F443 Bds
ojm|Alo M= B gk ej=rF ZH3Z <l Aol
Hhef HA=E o] TAe s AAZQ] Med) 4
9 o7o] ts W Ak
s@=olulx| " AE
o et = A8z
FNsSs | ad(xje] Slofst -
ojo|x| LR, 52 N
BHY | cac ez | gopLNog | R/%
Hl= = =
olojx] | =a mae | =TI 2D
ols, o= ?
ol o= ool
sgi=o| ojn|, Mzt
B=i= 21of AI_JL_OM m/\’uio'—:“ oo
ST 2 |O|1D;|o = | ®/%

[E 1] 2= o|ojX[olAle] BN X (B4 A2, HEM

= OPE, AP, 1994, p.136)

BAso AL ARTEY A AFe na
ool AAkse] HEHOE 2HAS) 7]glo]
39 QA HE AQEFeIAA W7t B3
21, 49 AINE FAA =Ae Bl
244 HAE ojn)x, £ ALL U
= HE, FAA AL Auel ofs @
44 BAE oW, dole] AZH H7A
o§ HAE 9lo] o]n|n| 5 wEolw A
AHAE R vlE e

fuj
=
% ot In

o

(e}
(ol
(o3
=
Hodo ox |z

ol

B2 e 2
N
2
[

ro
w2
e o i
(24
o >
2
X 8
rr ’(%
2N
ot
2
\O
ok g
9, oo
i}
fr
Ir o
o
ol
—_>fl-‘,
e
(o3

ox
do0 X
i
I
o
rr
oY
=
u
12
ot

N
A
o

i

1o
(z
oM
[
=
=2
5
[oW
Q
o
c
Z
&
=}
o
(=
)
jn
(L
ik

ol
flo
=
|z
(1
o
=y
~
rr
[
Ry
_|>i
fru
ol
2
ol
o
N

A, A9 $9g Fa42 5 Ao

AR A= JAT R 4RAE sfeg B
Al

HAE oju Ao o3 el Wske AFY A
21 A HE 3L Fol 19 BB Adobs
4e wAFE A%E deo,

33. 2¥Ae) FulojAls} BAEANE

—

o

=

AFTE FE Qo] nAte HAF 719 F2
b A28 T A" ARE FoA PR
£ B9 A "ok ol T3 i]le] HEd
ek G7h Z1Ed e A e A "ok
ofmf AwkAQl BAE Frie] el wikErte W

& AP Hoh 5 & ol AlFs WEeE
3 7R MG EN ol HAE AEe] #F0|
2 & 5 Aok dile] B EAke Ao dad
os AE AU w A9 WA HrkE &
F e 9 7Y 54T BlEgks o T

- 415 -



All Brands

Perceived Brand

[ Non-perceived Brand )
1.

sxuseg

( Non-acceptable Brand J ( Missed Brand ]
2. 3.

( Acceptable Brand

[ Purchased Brand ) ( Denied Brand ]
4.

[0 5] E-E QIX|70 mHY (£X: Leon

Schiffman, Consumer Behavior, Prentice Hall, 2009)

Q1A ® B ;W= (Perceived Brand)olA 8715 H
W= (Acceptable Brand)?] UAHH F A= V)

go] 1 HE HA=HES ulshy AA=7t
g " HAESE AR IXE B
A = (Non-acceptable Brand) <]
g

[e]

p

1
Y
"
oo g
e ol
N
olr
(z

o
o,
ol
i3
ox
ol
ol
rir
4
iy

N
o

-3 (The Inappropriate
AAH o Auzrt
BHl=o HAds 9
whobx]

3

Bl

ol of\
BT
e
X,
o
o o
ST
W, H
o fr
R
go |0
rr

ﬁd

.=

>
N o N
TS
Hux
& or
%é
=
(U
1°r3
Mo N

7

SIS
lo,
o

[
ro
>~
>
2ol
i 2
lo >
» fr
ORN N

Zo k1 oap
e
—OllJ f
[

o
N
T
_\‘l_‘
pv
rlo

R
-z
M
lo
B
z
>
it
ro
|
o
r
Y
o
Hd
2

Y
ol rir
iy
rO
z
2]
[
tot
o%
ot
o
N
N
iy R
;9{
N
=)
M
o,
N U
iy

2
=2
>
o
it
oy R
ey
=2
o, fru fd
re A

4o ro

o

Ya do

2,
u

r9 oy ot
N o
o
tilo
w

o
)
o o

)
[
N

(Non-perceived Brand)= #A]
A &= Aol 2
Non-acceptable Brand)= Al
A7y E¥EA 2AMY EHA

HWE=EMissed Brand)=
7B e

(Denied Brand)=

=2

w Lo
A

o 2 oo o
ifhid
N
NS

o o
S
H

xY
B
=

o

—

T
© 2 g
(n
w of [z L (z
b
e
A
of
&

o

o
i
e

l

2 52 © g
= o4 rlo
n fo
o
ox
o
(%
o

o

S

=~

(z

Lo of\i

Y
2w
of, it Md

By

W, R

2
2

[t
o
z
2
i
H
N
k>
R
of\
Lo
o
S
I

=

o B o [z
R}
2

i) o

a2

0, )

N ot

)

18

o

A<

o2l

tilo

td

—n

)

o

o

ol pbr

R

>

o

N
o
o
2
>

Ry

T
;

o "

l.g_‘, 0.

( (o3

ro, 112
z
2
(n
o

o B
oX,

=
[r
Lo

g

o,

—0|L
Xz
rr

)

L—l s
&
o

rlo

Aol HHE

H=R1A](Brand  Recognition),

(m
e
n

Preference), = 313(Brand Insistence)®
AXA €t ZH7be] @A
=

4% A BAE 3

L o

AT Fogn BBY 4 er nas Ay
Aoldel AA m 47e @AMz TRl €k
uAE 348 LEAE AES Adel Qo] B na

=5 usA o, HAE A5y Luxe 54
vAse) 77t Brbed A9 e Halse A
o] 7Fed AFe] itk BAE AAF 2HAE B
AE FAE 3ot 7P wE b lew 543
Ao W AEErt EERsEE 7]Ye) B

el el glof 7 AFd uH S sioF

1 oA ARUACY Agn ndE AZTE

41 BA=EZNE A

BAEASTEAY 2zt B
olEA AFUAATE AN AulA

2H=9l
A7zt 71909 BACHAE A ojwA 28
AQ7ksh e weold ols|slolof BTk B 2]
Aol HAE oluAE A3 AW Aol B

A
=5 A Ao 7P T8 24Fa FHH o)E
Hoh Baust AJA ABjARA] 2HE =
AoFE Aol HA= FZAEFAY(Brand Concept
Management)2til & 5 3
ket 7P T8 =
714 &, 3=
(53, 19%) B AEFES Ay 275 FF
AZI7) 8l 715 A, 48A, BRA .4AES T
EFAA BAES] ou|AE ARFYA A7)
Tk shuel X2 FAI ot 5
2 7HA] e dafordt A

QA ZAEEZ 711 = BASE )
A

12

o
st W
H] 2ol A| g ofoksh=
(Key-information) 2] 34

719} 22 FAHS Sl

et DY

A= o|m A At TAE 2}
o [2% 6NE HASZHE Pl o

32 92 vehit,

== 9 ){E"E ik ]—(E"E"

EX|MY: HHE QIX|&hcl: Hi= OIX|&H:
HEZ2 AIZY & HiZ2| Al 2oy HiFe| &y =Hsst

BACZANE gAY B34 wde gaAlcZA
EdT ] A Jo AFF AAE BHA= olnX



o A FAS A AolH, &HIAke] AlFol o
& A= A dAME 49 7|27 drh B
EZAEdRYE B9 =9, Jus), dste] 4 &
A A= AdS FateA Hedl A GAe Al
o] E8A4L NEA 7= BAE9 onxe} EXA
Jo] dAelth AustdAe HAE=rE 7HA3 e
ZHES AAEE FhAA FABA=gte] HEA
< SUst M7= Aol oldeANA Adst o
9\}\1:4 Bz o

fr o

o

X

ol
RO

N

o o [z
M o e = e

i)
Oz
rlo
o
v
+
S
1
~
ol o
fr o o |-
i mt o & o g (i Mo X T oo §&

ol
B
£y
)
N

=
i3
(=
=
[
o
1:4
=
Z N ® g

£
[
fd
folr P~ M|z

o] AR &8s 93 ARE-Erh
AHgALe] el E st
FHIE A =8S Ha
o olEg ol 2 HEEA
2BlAbe] BAE AT T3¢
E7Hs 8tk (QF3E, 1997)

o |m
i
il
2

o
-

200 AL o

i
tilo

L
_O|L
i)
_0|L
rir
n ox

°
>

X

N

r |
r_%l{

o >
%2

£ offt
=

Strategic Brand

Lower-rank Brand

The Role of Brand

Endorsed Brand

(02 7] s@ice] X5 AsTE (BX,

Branded Benefits

David A
Aaker, Building Strong Brands, Free Press, 1995, p248)

T 2ol
(Main Brand)e= ZAH]Apof| Al #
dg9Iet 7oA sEE B 2
THE AQtsHA "ok FHBEAEES AR AR
olMd] o] FYHME(Endorsed Brand)= AlFAS
Gr3)] ok WZFH A= (Strategic Brand)9} A=
(Lower-rank  Brand), H#WE=3}E  o]%(Branded
Benefits)> Hil=o] HAghs Aoz Egsl= 7|5

M2

3=
&< Ffst

tio
ol
i)
P
=
>
2
N
N
i)
1=
=

9 BHAl=Fx3 ZAS
AL o IditFez AFYAlAY
£ol BolAw &HARe vhEgdlM 714l
=of disl &S Witk ol AHAR vk
o] Att}E](Ladders)7t AL L AltkE] o] Al
gola 2+ AltE]e Al F(Product Category)
vebdthar Azetd gk Alde] o] Ads shuby
bl sHEdr & F Uth(A
S B AFUAelde] w2 4

=
42 25T Y a2 WolEolA) ¢
o

o

b
t |z L

prey
I o

f

ot & ¥ ojue ol ik

13, BAE AFUAM A% nA= ¥
24

HUE AFTEE o8 ARUAIHEE T2
o) AERA=(CIY, Hde, FHES THNAFS @
Ae 2940 QTR oBA FAMY AL 5 9

<A tg vpARAges 78S F Aok AFUA
ol Mk AldiA o BAAET TEEE 2EE &
2T THUAHORE FAAA A AR et T
0E FulfE Ao 2 USPAHEH(Unique  Selling
Proposition), AH|AEC] AlFS AT v 742 B
A= ojuAle]l o3 HeHuh= BIA= ojw x|t
(David Ogilvy), &HIARE F4h4 ¥ ass
T8 F Avhe ol FAteto] Ao vhE& Wl I3t
of avtaoz T A ¥AMY g Fo= W
stelo] sith(vteldlE, 1995) BA= ARUAldE F
o FAME L LHIAR stofg FAFQ AT AR

¢

BaE ARge TBHo AXI YA B}
BEe b 5 9 2A% A9H8L o18e nal
= 7] W] Baoln|A3,

BRHEQIAES] FHGFA T8 HA=sHgs 9%t
gxog FgdAtk adug Hdse AFY U5y
FA g AFA FAMY ooz FAwUA ol
AF A AFAE TAMES] TS e sl
Rz, dirH oz AAIE AEAAE ofu AL T
A Eas

F3, AW fARAES) 98 A9 A
2 S E ARUANA A2k S5l

- 417 -



5.4 &
719 #5ol Qo] BASTL Pk FE A
& 7 e v Qo nase] A9

e deds dFAATh
Hzke AFy Al A=
BHE ou|X|A1, AAH
AF el EAgt T 3FH W =(Integration  Brand)
o} 2pHslH M= (Differentiation Brand)w AlST39]
SEAA ol B ofn|x] Fste] wEo) X v
& ksl sojop s, LH|ARe] BHAE QA W
EAMGLE BAE ﬂﬂﬁl oquoﬂ o3 74

:Llrl

upe} sjaBd=e) A3 7 H%E?ﬂ%—?}_@r Sk
ke A4 s
gte] Al zpelE FA|5HH ﬁlz?L#J dHAS uk
I TEUAR] 2aE sAHCE HEAAF .
AlZFA AA|4-2 (Visual-connectivity)> HH=9] 1
Z Qount opue} o)) AfuAe)dFE A A
b QomE AETze HAE gole] WAS m
ofo] Wl E] €] SH(Identifying) dtofoF gt 7
EE0] TR BA=RIE 2] XS
A= AlZHY AAE ZEHA ok 8 ol AlF
7|23k Hil=e 2H|RISbe] PE9) /\]71-
FFefol7] Wioltk ARHoR HA=AZTTZE
‘?l NAE eaxge] JAFA AA %Oﬂf‘i

A% AAD 5 9

X,

ol
>

w
2 401'

r
Mo

ox.
o

_-_zH*_

A olm

XN (o e me o Wy
rJ
[
E“ E
o o}m

oo = e

I A7) S

ZAQ W Aol o3 AlHlglstar FAlel 7l
BA=9 75 ARUAeld WHS 93] dok s
o} o3t olfr= HUzo ASE I3 v)Fo| 4

ojsl7] wjitolm olo] wel JfHHA=S] &R o
getA]7] wiolth 2 ATe )2 7% o|ZAAE A
A% F BHAS & ou AAS AASHAE Bl
T AFTEY BA= ARUAIAY 8t H
A, GdBA=Z %%J HeAFYA A W olth
7)o 7gBds, B ds, HHEBA=S

o

H
qog e ?—@,E%‘:(Mam Brand)341¢] ARFUA
ol d WoEA TdstH 1 Tt wAAY AFY
o]do] 7Fsdlth EAl= EFEAE YA REA,

A
A7te) A% BASE AF] 923} olv|Ao) e} o
359 EFTACl Jhsdtt 7199 AEnAE, A
5 YA, BASFA oIS} AFHAE Fo| T
Aol 288 5 otk MAS AFe pEE 7)Y
o BAE oUAE FaAA AF S w3 F o
# HAE ololdEEE HAS 4 BE AFTE
of vhAY Aepa gl AR ojs) Pl
of k. HASAZ TR @ o] ThE AR

) TZE o] &3 Bl
FYAAY e dxpH oz 7ol Ashe A
Mu)zxe] 75 2 84S 4H 1}01]74 | IAA7]AL o]

HAE © HA=
AFrUA Y] AFHE = H%EO ZERto g
Aol 72 =doga 7|duAYAY ALTPsAL
gusked 2449 42 I
T2
- 29U (1993). TU)Golm A AR, . AEAL
-0 (1994). THHE= wAE, | AMAA.

- TlolH|E (1995). TuiAE AxF, . AEAL

- “ﬁ%% (1996) Forz, viAR#e, . 94k

- kR3] (1997). TRA=TS, | S AR,
- A5E) (1984). TR BRI E, . HEAL

"HAE ojmAe WekH W)

EH

- EFF (19%).
by, Y dEdhshel.

- David A Aaker (1995). Building Strong Brands,
Free Press.

- Kevin Keller, Phil Kotler (2008). Framework for
Marketing Management, Prentice Hall.

- Philip Kotler (2009).
Prentice Hall.

- Sam Hill (2000). Radical Marketing: From Harvard
to Harley, Lessons from Ten That Broke the

Principles of Marketing,

Rules and Made It Big, HarperBusiness.

- 418 -




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 1200
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 1200
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [1200 1200]
  /PageSize [612.000 792.000]
>> setpagedevice


