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2 A
JEJU Young

J®-HAEVICHI KAL HSTEL
‘¢ ORACOUNTRYCLUB  "¢"f JEJU GRAND HOTEL

Group

26 Al Ries & Jack Trout® £¢4 9] TPositioning : The bottle for your mind,, 1972.
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A= o2 ZE (Urban Resort)
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ORA RESORT CO,LTD

JEJU GRAND HOTEL ORA COUNTRY CLUB
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u Symbol Ist Studies

TRA

RES‘@RT

ORARESSRT  OraREsORT iSR!
o
ORI A ORA RESORT
% HOTEL & GOLF CLUB HOTEL&COLFQUB
A\
ORARESORT ‘E
JEJU CRAND HOTEL ORA RESORT ORA RESORT —
www grand Co kr HOTEL & GOLF CLUB HOTEL & GOLF CLUB
u Symbol 2nd Studies
A
(ORA RESORT RESORT RESORT

HOTEL & ( ()H(IUH

ORA RESORT

HOTEL & GOLF CLUB
www oraresort. com

HOTEL & GOLF CLUB

www oraresort.com

‘

RESORT

HOTEL & GOLF CLUB
Wwww oraresort.com

HOTEL & GOLF CLUB
WWW_Oraresort,com

RESORT

HOTEL & COLF CLUB
www oraresort.com
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Ay | Signature

A
ORA i1k

RESORT Qefz(XE

HOTEL & GOLF CLUB TEIKESE=E
ORARESORT eejg|XE
HOTEL & GOLF CLUB THKESOIEE

T, A s
RESORT e

HOTEL & GOLF CLUB
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Color System

Main Color

PANTONE Process 298 CVC

PANTONE 300 CVC

PANTONE 268 CVC

PANTONE 423 CVC

PANTONE Cool Gray 11 CVC

Process Color :
C_76%+M_9%+Y_0%+K_0%
RGB : R 63+G 166+B 204

Process Color :
C_100%+M_43%+Y_0%+K_0%
RGB : R 9+G 91+B 166

Process Color's
C_91%+M_94%+Y_0%+K_23%
RGB : R 30+G 10+B 99

Process Color :
C_0%+M_0%+Y_0%+K_47%
RGB : R 135+G 135+B 135

Process Color :
C_0%+M_0%+Y_0%+K_79%
RGB : R 54+G 54+B 54
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Color System

Sub Color

PANTONE Orange 021 CVC

PANTONE 146CVC

PANTONE 343CVC

Process Color :
C_0%+M_51%+Y_87%+K_0%
RGB : R 254+G 125+B 25

Process Color :
C_0%+M_38%+Y_100%+K_34%
RGB : R 168+G 104+B 0

Progess Color :
C 100%+M_0%+HY-69%+K_60%
RGB : R O+G 5748 40

PANTONE 400CVC

Process Color :
C_0%+M_6%+Y_6%+K_15%
RGB : R 216+G 204+B 198

PANTONE726CVC

Process Color :
C_0%+M_6%+Y_18%+K_6%
RGB : R 23%+G 226+B 191
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Application System

GR,
QX TN,

) NS
V1o 5 °
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Application System

JEJU GRAND HOTEI
oAE/che
T AT

ORARESORT

HFEE HFA| S 263-15

ORARESORT

JEJU GRAND HOTEL

Gil-Dong Hong
Marketing/Assistant Manager

263-15, Yeon-Dong, JeJu-Shi, Jeju, Korea
0-8202
747-4909
Mobile:010-6
Seneral Reservatior
-mail:gdhol
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Application System

ORARESORT

PARKING

-
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William W. Keller, (Stretegic Brand Management), 2001,
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ABSTRACT

A Study of a plan for an increase in reputation
through the brand identity design renewal

— About the resort industries in JeJu —

KIM, GYUNG HUN
Department of Industrial Design
Graduate School of Business Administration
Cheju National University
(Supervised by Professor SON, YOUNG SOO)

In modern society, a corporation's image cannot last forever. The market,
competition environment and customer's needs change rapidly. Brand renewal
that meets the changes of marketing trends and the consumer's tastes is a
significant investment.

Considering about position and understanding the advantages and disadvantages,
the necessity of renewal is researched through application to the resort industries.
(Hotel/Golf club)

To research, first, general factors are covered. In chapter 2, the concept and
characteristics of brand renewal are grasped and the case of successful brand
identity renewal is referred to.

In chapter 3, the current brand identity and the feature are surveyed through

classification of the resort industries in JeJu - a conglomerate's ownership, a
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chain and an independent style, questioning tourist in JeJu to draw a conclusion.
According to the recognition of brand image by visiting purpose and the
influence of the consumer on choices, the necessity of brand identity is shown by
consumer positioning, analysis of the consumer by market type and analysis
stage.

In chapter 4, the plan to systemize successful brand symbols is explained, with
the necessity of brand renewal, through the analysis of consumers. It increases
comprehension to design brand identity approaching customer's preferences and
applies it to a sample resort - The JeJu Grand Hotel and Ora Country Club.

In conclusion, a brand is strengthened when it is maintained consistently. This is
a significant management assignment that is created by connection with people of
a variety of classes.

This research concentrated on business strategy by analysis of consumer
recognition, and the control system of brand design. In the case where established
brand values couldn't accepted and a controversial point would be appear, brand
renewal must be progressed. This is explained through an example - a consumer
type of resort, business strategy, facilities and suitable image brand identity.
Brand design modeling can be used to effectively change the sense of existence
in Brand. That is, if brand design is renewed in proper time. Ineffective brand
design can turn consumer away. It is natural that the same brand design is
conserved but disliked. Good brand design must harmonize suitable consistency
with change. The modern brand life in the 21 century is effective establishment of
brand identity.
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