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H2e} oju]z]= 7] ) o] Farnt ofy 2} AH] A A9l A
off 294 QlQ'(Dobm & Zinkhan, 1990). @A "41 LS

o

= AEA @8 (2) 2= O}O]H‘E]EMW SRS "HE HIHE oju]zjof £
E] Sl AES ASFA R FARIT (3) HRHE ofo[dlE|EfoflA] o =gid A
‘e T HHE ofuA]of £3HE| o] Qo A= AvhE ThE YA o e 3l
AFEE Ao E= AR, (4) BRHE ofo[dIE|Elof| A o=gid = & Bl
E ojujxjof zgtE]o] Lot o=E Aol Ao A b2 A= A= A4
AR, (5) BHRHE ofo|dlE|E|of M o kesir] koLt HRE ojufzof Z3kEfo] 9f

oj2 it o2 Fil Heke sl ffsiMe BlE S E8s Bl of
e} = olv A s, ol = lo) ol

: dﬂ~£®?ﬂﬁ%%ﬂ£§£&hn
Loken, Kim, & Monga, 2006)°] A CM(Brand Concept Map)3} UCINET

2 TG VEYA EHS o oS AT 4 G WS sk Bk

=

I‘_Tl
Ud—rr‘

o =aic ojo|HIE|E|Q} E2HE o|n|X|

1) 224 ofo[HIE[E|o] CHet 7|1ZE =2l

HIHE ofo[dlE €] EHE?_ go= UH—r E}"ko}q A OFﬂ(Aaker 1996)_ He

o] HjH T} F3, WEHA] o= i’%} 7%%1 2 Bl = elo) ‘Pﬂé@, BHYPCSE Q1A]E
A=A axHAEY 274 AW 23 CI Bl 5) 52 Z36le fgor
ARETE 18U o} (Aaker, 2000)= o] Y =HojlA HEe =
g BHEE Fof 28k A1, 7HA], Y 53 S ste] AH|RfofA] Q14 A7) AL

—= USSR B A = i}

_1%



%1, 7tm2|(Kapferer, 1992)2| H3= Ol0|HIE|E| Z2|&

SUTZIEhHa] Al

s gy g
2| L{
"2 2% U
g} &
A ERE T " xfo ojo|x|

T AHL=BADS] AlZE

A} sk ojulz) gkl A o gict, 3 = A 2UEY(de Chernatony, 1999)+= B2l
T ofoldlE Bl & slid =0 ApHAS SRl A Al(ethos), 54, B 712}
3 Aot 3t o} e} @ AT H(Aaker & Joachminsthaler, 2000)+&= EHE
ofo]JIE| Bl & i 71 o] A7 Xtol AA Fol& & 4= QlaL, FoE SlaLa} sh=A] U
Bl A olgkaL o), of2ftt AolE 5 2 A9 FX|oll 7Hd 2 Fatehe= 49
= Bl ofoldlE|E] & Bl = Q44| THollA] Bleka oA (Aaker, 1990) 2] ot}

HE otoldlE|Elof] thal A o] FAIQA /g fazof| thel =2f E3t vi-9- thef
stk 15 7 th A Q1 AL 7 2 (Kapferer, 1992) 7 A|QEgH B E ofo|dlE] €]
Z2]E(brand identity prism)’Z o} (Aaker, 1996) 7} A ‘BT olo]dE]E]
Al2El(brand identity system)’ @]t -4 7} & (Kapferer, 1992)+= B E ofo]
dIEl €7} (1) Y18 (physique: allE 71 T AlE-S A B AH 02 Yelf=
AEL7), Bley 20 AW AARS), (2) 7N (personality: 39 71 Ex= Al
T2 HARR= 444 EF), (3) TAl(relationship: 39 719 T AlEo] 5530
AJ8taizf sh= THA), (4) E3Hculture: 3l 7199] 22| 3 = T Aol ¥4

517] sk AR 231 B, (5) BFd(reflection: S Al AME-Sh= axHIAHE<]

=i2HE Oj0|IE|E|Q} B 0]n|X|e] XIOIS HIEOZ 3t STIHOl BT Fief 22 ui

—=
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Y=), (6) Zfof o] A|(self-image: T AlF= ARSSh= AB[AFE0] F+18}= o]H]
A) Tk ZE A Y aa' A Eofof Fhrhar AR, o] & QF i S
719 = AEE #9400 Bk, Wk 3} Ao} o]u| )= An|Rpet T E a4
o}, 719 e A BWAS 23S Sl REY(4an]Ake] Y=) ) Zfo} o]u| A& &
FAZITE, E3 Y, A, ¥He Ao ® Erfuh= 841 BHA, JiA, =3F, Aot
oM A= 71 Em Al &g, T12]ar AnlREe] Q14 Zof A E o] Q= 24t 7}
Hef(Kapferer, 1992)7F AI¢Fet BHE ofoldlElg] Zej& Hll ofoldlEEE
Tk oA 7HA] A A4Ee] oSt IAIE EAERE Zlolth(( 1™ 1) FR).
HfE ofo|dlE g MR ATt 7k 2f(Kapferer, 1992)9k= @] o7
(Aaker, 1990)= HIHE ofo]dlE g A|AHLS Fof HIlE ofoldlE|El o] 14d 8.4
2 AAE Aoz Aol BE ofoldlE e]7} HA| npAIR Heke] =qlollA] ©ds
= AT AP IE 2) 2. ol W= 7192 (1) A, (2) 234, (3) AH,
4) A 5l 7H] Tl A BlE HERS =S 4= Qlek, e o d TdollA] 5=
H HIE dkolet dxjete dig B =T} vzt A AsioF 3 A (brand
essence: B E ofoldIEE] 14 Q45 5 7P SAA1 A, ‘A ofelHIlE]E] (core
identity: HIHE ofoldlE| g 9] A& LAstAY A7 Slofl ast a4E), 1

2|11 ‘g4 ofo]dlE] E] (extended identity: w2 = 314] ofo|HEJE] 9} AZ X0 A&

]IEA
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ik,

B ofo]dlE |7} n|2]i= FaFol tiafr = thst At Bt AA =S,
1% skl B o) 2 A 713 S(van der Stigchel et al, | 2009) 2] ATt B of
OJHIEJ Bl & AxH] Aol A /IX|AIZ]= o] ¢ff S Q3R] Hof i), o] dAtof w=H
2| uj A7t Rkl A] AL, ATl Theet tiAlE ARE-Shs HEJ Rl AT o] Fofu A A
HIp7F £ B e TS 712 7hs A B B R E AAks el A2 E ks
o] Zo] 5t ol AulAle] Bl T yhgo] st oA AA S AA o] F
O] 7| Hrh= FoJAF S & o] Ro]d THg/do] Art= A& SJu|gtt), o]fgt gt
A 2x]Ake] BRI E e wh-g-o] 7] 2] o=t = o] Rofx]7] ffsiAl = sl Hil =2



& 2, OFH(Aaker, 1996)2| EH= OtO|TIE|E| A|AE]

S+ 00| E E|E|

=

& OtO|EE[E|

x1|§2§/\12| HME  ZFIOZMo| HAME  JHQIOZAMo| HHME AR OZ Mo HIE
1. HEo| #He 7. 250 £EM 9. 714 1. A28 olOjx|et 27
2. HEe Jo‘ 8. X% of AlAl 10. 2 =2 H|R} 2HA| 12. 2¥so] ME
3. 23 /744
4. M._Q_ﬁo-{
5. AbE R}
6. 2LtX|
ZHX|H| o ey
7lsd Hel ) WMY Hel / AOtEHT o Et 23 = R

oo el ] 7} AxufAtof| Al 2 Q1A Eof glofof gith= Zlo|t},

olel A s| nf=siHlE s(Madhavaram et al,, 2005)-2>IMC, & &4 vHA|
g AruAeldY e Fx2Fch o5l WhEH IMC= "B OPOlKJEl
F(brand identity contacts)’, 5 2xB[A}o]|A| g Hel=0] ofo|dlE|E]S Aae 4~
U= sl BT, URL, 212, A¥ gE, 24, AlE 87 5)& 744
4 = YEs AE ook slaL, o]F A A H IMCE thA] thekel - (brand equity
contacts)= 5ol axH| Aol A| P R =M s HH =0 2k AR o]
= 1 o) 7]Ye "B E ofoldlElE] QlE|H|o]2(brand identity interface)’, &
71923k, oAbAA R e ek Gt o] HEiE ofoldlE|E] o] Aol Pk mA
5 Q= A AETH HAE 2R JEH o] A(brand equity interface)’, & IMC2] &+
A= 5l avs dAs] Beleke = A7) s B =] ofo|dIE| e S B E S 7t
/35 Eolok Rl

shE B

sl ajcoroltﬂaaszm 2 71 mgaazsn%wzoroltﬂaw@

]

= of0|HIE|E|Q} HBHE O|O|X|2] X{O|2 HIEto 2 5t Z =0
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3t A4 S gA olsid o= st A& oA (Aaker, 1990) 7} A|¢FeF HIHE
ofo|FEE] Al AR A Hi= } |HIE el & :rLH 3= EZ(brand essence J} WA
oto]dlElE](core identity) = B¥d QA FAIE|ofoF Fhet, L2yt g ofo]dlEfE
(extended identity)+<= o] whe} §F 2 0 &2 HIIA|Z 4= Qi
AP0 F2E(Phillips, McQuarrie, & Griffin, 2014) 2] A+ GA| HHE of
oJdlE g o] 4 Q45 F ojH f4F PP A FAISkL, ofH a4E wHe 1—1
2 I 5= Q=A] Bof =0t A o2 W =32 (Campbell’s Soup) 2] 74-9-
N FArE AR wf wgt =S A Estar, Al AL 87 AA|7F Hol=E 4t
Yoh= St 22 ool Bl 7} i}, 1ot Fare] 291715 REsHA utaL, Al
AR AL 87 AE7E7HR A AFE Q1A FaE L
o2 thpo] ANEE o Fal Hwrt J459 7&‘—?— o]t ¥skE ‘?_]Xlé}ﬂ Sl gar
of il FA AR B s HQl Wb 4 H
of whef 3Far B = HA] Zpo] 7} QI ol AHIARS ti o= B a1e] 7
o|FIElE] Q45 HIIAA R TSIt AS AIARRITH
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‘B L oju] A ez Aol A ARE7] ARG 213 B E ofoldIE | Er; A
22 HQ1 1950t 1950 A th= vl=9] FaL HAto] QlojA] ‘HefofolE| 2 &9
A2 Z2| Al7]e, o] Al719] Fale T2 AlE e AR A S48
{1}, USP(Unique Selling Proposition)+= ©]&]$F £9]7 ]e 7P & YEhd= N
ot} 2L 1950 ol Sol2k F LT AlEE Wofl vhefet 2=t E7}§/\]E]1, 7]
o] HAHHA| 02 P4 E A Hell=F T A5 Afe]”
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(Burleigh Gardner)2} A=Y #H|(Sidney Levy) 7} (Harvard Business Review)
of| “A| &7} HM=(The product and the brand)” 2= =22 H3E3PH A FE T 0]

=
RN AR A7) o] AEe] el AR) el Aol W o
S5 ulgBhRLA oA AL AFEIA - e Hel B, 2 ojul o] TS 7}

Aof Fhrhal AP o] 52 AlES AR - APAQl Hits & o AR A
H|2E7F HeiEof| tfjsf ZEar gli= ofelto], A B Fo] FgFoletal FAF=H,
o]Zlo] Hfz HeiE ou]x]of thgh 2] 29] Sh&2] Aot

15 AU sHAol| A 7o == E B E ou|x|7h BA A 0 7 2EHET] A]
A5t A2 1980 Aol Solet A AAR o 7|9 7F Q14 - T o] EhkslA| o] o]

JAAFET Q1= - o] Aad uff 7P =7to] Hli= A F shvbe dhd 719 B

[ BE0] 544 7FA] (brand value) & B715k= golt}, Urbaog Halie 7}
= @A 74219} vl 74 = L), @A 7R Rk s B e AR 7] ol 710
= AEE FAH o & 3 Ao}, v, nlE 7px|Rt sg Bl e gto g
of duh} @2 7|5 & = QIS E A FHH 2= FAkeE Aot} g -
S flelA= slid Hal=o] @A) 7Ex| Hok wjef 4R 5 wtetsh= o] Al Y 5
asfrt o] &2 Qe slid Bl =o] g5 vhul Ao GRS u|A 4= Y=ttt a4
= sl vl 7S TS H=t o]2et 845 F sl HlE Bl oju]|
o}, aHREEo] @A) g B = sl o | o]n| A& Z
HACE AT oA 57 Db 4= 9)7] wjiZo|t}, o]
A=A AAH SR Q1 - o] AP 1980 E AR HA B = 7ok U3
517 AZ = o] ARSE ATt

SHAH o] A|71E AX WA BHE ofu]x]of] thgt thefet A7 2= Sl o2
g AFES B3l B olm|of ol theFst g o] 9w o] A A= ST 1990del
9HEE = HUQL 7K Dobni & Zinkhan, 1990) 2] =of| A= o] 2|3t ALEL t}
S o] Tl 712 i e 2 ER3ch (1) 2284 A 9(blanket definitions): B3l
T olu]R|of tfjsf gt FolE el 7| k= i B =of tjsf] AnjRbEo] 2EaL §)

W Lol A4S Jhelr) ZRA AP OR HAE ofn|XE A§E ATE,

(

¢

»
=)
X

2L

fr o

el

Wi
I

o
K
o

27]
i

o 2

S rr
o .

F(emphasis on symbolism): ERHEE T3] AlEo] ofuet 1 A% AR

Sz 4| A7E o E AFERIA] HHB= A 02 - 4stal, HAE oju| 2|t ulE o]
SHAA O] FAA ] Wgolgkal Jofgt A5, (3) o] = AR (emphasis on
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©
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KA

meanings and messages): (2) 1} o] HHES T3]

g 3R aulAjol A Therat b1 - 4le)d ojulg
i

filo
o

oj2fgt ou|E9| T
27l = AL &2 Aot A5, (4) 23K emphasis on personification): E3H
A R A &= AV 280l Qe AR sk, B oA E HeliE T

(brand personality)¥} -2 Qu]2 ARESE AGLE, (5) AAF - AH 84

I

ox

(emphasis on cognitive and psychological elements): (4)H7F2| ] A o]50] 4

HIZ7} sl B tia) 2 7P L FA0 R HAE ojun|x|E Aol v

W, ol2et A/ A =Aa B =of| gt o] A A2, & 54 Aol thgt B A
HHA QI Wh e St & = AS sk Sl /d o= HelE ofn]X|& 4 9
QF A-50] Aot

1o} o] HRiE oju| o] thgt thefRt TS 7he-t 2 A9 FHlel 7Y F
Aok A2 (5)H, S Bl E on| X & it Bl =of] thgh AsH|ARe] /34 =711} o]
A S el BRIt d o= Aot Aol (5)H e whilofA] BHRiE o]
0|25 A oJgt | 4] =52 A (Keller, 1993)2] “HHE 2] 2]o] gt Hal = o] nf
Aol gt 8|2} HES-of| n]x]= xPHE A FeK(differential effect of brand knowl-

edge on consumer response to the marketing of the brand)”o|t}, o] s=&of| 4]
J= HHE 2R ‘B E 2] (brand knowledge) o]2t F-20}, HHE 2]4]2 T}
A" BRHE QIZ|E(brand awareness) 2} BEl = o|u] 2| (brand image)' & - ¥t}
of7] A BRiE ojw|X|gt s B =S A2 uf 2[Rk wSlgof He 2= AdE

S 7FE)FI), o3t JAEL- THA] (1) g BEE=2] 4 (attributes), (2) 3 Hah
=

A AAE2 AlEET sh ZF A4 A e(strength)’, & AH[APL G HA =S
Az uff dupt 3 wEA | @ 2 =4, ‘A S E(favorability)’, & o84, 44,
T= SHAQNA], 283 ‘A (uniqueness)’, & A BHE div] ot 2
A AA] Foll lofA Zpo]7} Qlet, o] & arefe wf AAF7ER7F & Bl Ed Heie ¢l
A7} o Wk B e ofufx|7} 2 A E O] Q= Bl =, thA] Hof] AHAR7} s
Hel=S e o) oot 34 T APE A Aol i wEA Hess Hie
£ 7HXIo,



3) BM= glAL HHE Ofo|HIEIE|} HME o|o|X|e| ¢ ma|
o] t=2lo K2} o] HAE ofolde|elol HAE ofu] o] that A HAb2ll

Joi
s
s
111

Y= of ek, T2t Shofl A AGRt viel ol A Ql Far Hefe] 4
A NEE MR AAAA olsfishe Zlo] sttt o2t A ae] o
£ 7ol HfZ ' HAHE QA oltt, HRiE idoleke Tde Aeo2 ANSRE
glo]H] = o}#(David Aaker)th, 1991 do] g =Hoj|A 1= HA=

i 2 =o] tis) A2AA 7] st 5 2l BE A
golstar, Ble Aike S dshe 583t aaE F shuetal Rt ey o]
© BllE Ahs Y0hs e 8aS (S5, AAE, FA tig A, 2 o oe
D)ol visl Hle S 5183] o S804 AZshA] sk, whebA] = Bl

i)

s ol

flo o te o
ol Ho
ol
ro%

B
I
O
N
N

= Qgoll disll & ol /de] A1 ¢l A5 RaYSHA] d%kaL, A=+ 1996 A0l =7 At
SH1070e] H= Akt @ 4 = ‘Brand Equity Ten(Z&]0| 714, THE/ 54
T, 4o tigt Q1A SEA, 7ol thigh 14, Hei= g, 24 B A=, Bl
E QA= A e, A 71/ s D) oA BRHE ke Al e

e T Qe AR =S eI} 2, ofE Aujaprt 54 Hals
8 G Slek B, SR A o] G o e shitofel /)
X S Shsh oA AR 7Rk, 7 AR eseke FEE wa glon,

AFFe] HE AL Qe S0l AR 58| 2 =] e HIEAA FHIE
HIHE Vs A (1™ 3) oA 2} o] 5347t dE +25 o]FaL

9= AR,
oleka ziict

(1% 3) oA g BAEe] 27 Adso] U IAES TtelA UeA Ay
Sroletm BErt An|x7) g BHES A2 o) 7P WA w08 o] 2 o
ASolck. Wi, 7k AR Aol ABH o] QUi GAFSS SAPH O ‘olRkA, Al
A AAEToleka HEct Sg UnkA) dAke] | oS whet iAo 2 Hos 7}
540 £ AASolTt, ol 2 A} i HASE AT v e QAFSHTh
= 0|5 QARE0), olg AAERTHE Ut Aol o i kA wes 7t
4o Tkl 212 ojugit), G Aujdt 54 HATol Bs) UL GE

SRS ofo[HE]E|e} S Ofu|X|o| 10| HigtoR B FubHOl Y Hef 42l W

i —=
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EEEICH = PO CUENPICEES

D)
O/

O oAl Zh ] DA PAIHA] k& = Qe A& S0l B2 A = 5ol

A= o Hel=eko] A8 wAZE A ' o gt 4] A9 anRrt s B

WS Az uf 7P WA | eE 7hs/do] At 7] AFtollAl= ol 2Rt Aol &

Efi7] 9J3l A9 718 HEA FAISH )= $tK(Schnittka, Sattler, & Zenker,
A A=

% 5% Qo] w o2 Hul 2ulae] 42ke o] i}
FE shyE 3, o] 2 Q13 o] Aol thE AR ANE
| Zick, ole} 2ol ARH AAEo YA O we Bt

rﬂﬂllﬂl L
)
Fr&
ox, oX

7} ol 1R Aol H0A PO Sl Ak B ), A F o
£ g Aol o= of A AZE olgh, Al SR Azt Kas
TH Zloltt, shl QARe] wller lgle] 7 RS FAA, HAH, Bl FUHY
4 oleh, gk ojefal QA PR S S BASR ok} AAA} Bl S0 sy

LT mpobshy o A/Eo] APE 2 1A (unique associations) Hi= 37501 Ql=A]

(parity associations) Tte}sk 4= it}

BRE gl tigt Aejo] o] g A7k 1 o] RE Q1K A2]stolA] A7] o]
£ o] A4t lolt. ARt AE ARl S5 ole] 7h X412 ojg



)

Sl Adstarl QleA1ef s Faps] W o] E50] Al7|E o] itk 15 skt
1 AL HIEQ A o] Z(associative network theory) o wk=m AL HE3) ol
7R A2 ol o) AR RER HRE F o] k& AAAI Y ERA FH]
2 713}, 28y Q4 HIERA o] &2 ARelo] ﬁ“‘—%ﬁﬁ A A1 7] 5= 1A o] o

3 IOt O} 25 F ShEAl ot} nhsbA R HAkSe] that AulAke] A} Eh ]

O

ABAHe=ZH B Q] FaL Hefe sk b vl 787k ol 2 4= k., ]

+© BRiE ojufx| et opuet HAHE ofo|dlE|E] HA| ] FSo] HEHA FHi=

FHE 5= 917] WjFo|t}, ol oA 23} EFE(John et al., 2006)©] A BCM

B = = ) oA E HAE ofo[dlE B9} HAE o]

n]2)9] 2}o|E UCINETS S-83) Akea] o2 githshe W, T1e)al o|gfel vlas
o

ok & U2 g HM=0] ofodlE|E| S 2fela)

pacy
©
v
%
oft
T
=
I
N
2
=
T
e =
I
K
I
.
By
%
-
DU
P,ﬂ
r
o
o
an)
o,
o,
i
i)
oX
:?L
;1
e

ﬁéﬂﬂ“ﬂ°ﬁﬂ¥ﬂ@ﬂﬂm

b

ggafor gict,
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THH AAC, ALESLE 0] 10078 9] 4Bl 5 1780 QAAT QA= 2F A4
HEQ A E A2 Aoz AT = ik, wetbA 2F QA UIEH = A=
A A== FABE] el Bagt 24gke A4 Sles A4S0k gt o]E ¢
2t BCM 9| 7|2 thaath ek, 41 2Atol] hofgt aHlAbE F 54 = 4= 94
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AR 28R} =51, AACRF QHE AZAIX] 48R 5= 257 S 22 4] o]
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HE thao = 7F A &9| 7ol sfjd sl ddEo] R 7L Sl=A] sllotk=itt,
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etk & =0 Akl ik v F 107 0] AAAIX A=) (1) Ak«
4D, (2) FABL} AAC, (3) DLl A1 5 Al 7HA=HA A7 #2f 7= 100 sl
Sh= A4 BA S = 30

npxjuro 2 Qeh ho B Aubs (11 6) 3 -2 122 YEeRHTKJohn et
al., 2000), o] ZLELO] 95 110 2] Axv| A7} AL Fofgiar, o] F 19 A4
ARl Q501 1097HA], 4T 0] AAAIZ] /=01 971A], 127 0] AAAZ] fA/4=0]

17P4 5902 & 4 ek, BOM olefgt 227k F213] Ziols MR el gt ol

176, A5 2 LIEISI0) TENY 917 B ZHS 9I5t 24 Jefm
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25 |
20 4
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5 4

Number of Association Pairs

12°11°10° 9 "8 ' 7 6 5 4 3 21
Number of Interconnections

Ex =1t E2E(John et al., 2006).
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Ao}, olel= UCINET 9] QAP(Quadratic Assignment Procedure) 7|5
ARE8HH o] 23t 2fo] o] H=E HuFA o7 BAT 4= Qlth QAP F HIEYA T
o] /A (correlation), &+ HIEQIZE 4451l Q= e =g 719 A2 =27}
TR FRARREA] A 5= W ol o] ’iRS ARE-Sl B E ofoldIE| |9} Hel=
olu]x] 9] 2}o] 2 BAIE7| Al BHA o]u]| xS ulofsly] $la vHEGE oA 2}
E((2" 5))0llx BHE ofolgllElElof| 2£3HE| o] A 92 QFE= AlA Mok gtk
QAPE TUT == 50 e HEHTSTS vlad &= Q7] diZo|oh, w
2hA QAPE A3l 2413 HRl = ofoldIE| Bl e} Heil= ofu] 2] Zhe] Al = 7Y
of o= FE HE ofo|dlE|E]7} HHE oufx]of HkYEo] Q= =g ofn|dtet,
A9} 2(Ci & Choi, 2016, in print)= O] 23 RS ARES A2 Bl of
ofdlE|Elef MEAle] A5 751, e 37 751, 223l A 7|ek AR AR
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OtOIHEIEl Y37 2t 7IE} u=
H2He ofo|HIE|E] - 0.305* 0.296* 0.329*
237 0.305* - 0.805* 0.781*
S 24t 7| 0.296* 0.805* - 0.907*
o|o|X| c- : ’ i
2= 0.329* 0.781* 0.907* -
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OF T2 WS ARESHE F AR Aol AEF S Bl anrl Hue =R 7}
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A Method for Developing an Effective
Advertising Strategy Based on the
Difference between Brand Identity and
Brand Image

Cunhyeong Ci
Professor, School of Communications, Kookmin University

Brand identity and brand image are both critical concepts for branding. Past research
has shown that the concepts can be visualized into the form of brand association
network. Accordingly, this study proposes a new method for developing an effective
advertising strategy based on the difference between the two association networks. To
the end, this study uses BCM (Brand Concept Map) developed by John et al. (2006) and
QAP (Quadratic Assignment Procedure) often employed to analyze the correlation of
two different networks. Using the method, this study explains how to analyze
difference between brand identity and brand image not only qualitatively but also
quantitatively, and based on the analysis, how to determine the advertising concept
more systematically.

KEY WORDS brandidentity  brand image e brand association e advertising
strategy
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