HEZE| v Al AA3F BFE

8 x
[. ¥ & 2. #fhelv] 2(Product Image)
i. #E®Eelolz2] KH 3. o) v]=|(Brand Image)
1. olul=l 2l B &t Bk 4. @EIEolv] 2{Shop Image)
2. HBRECIvIAI2] fHE V. HBEoIvl =2 BIE fikst REERE
3. HBEIVIAL] L HBEelv 2] Wi sk

. #HEEo vl SR E ¥ o BB Eolv| o] RSB
1. @jtelv] 2 (Company Image) V. # &

I. &

didoll BES Sels o BRIFS GE WAl 4, 53] 4dE FR AU BT ol b
g el gdh A otobAl | FRrel o] Rt ol L bR gERN o], it 4
oful 27F Wb EaE(k=lo] 7@ vk Rolch ! ikl Fde(bs shs4del At EEUT
5 olal HEE oS AlskEa ek

ole]gt wul7dWe] &2 Ao 4|
2 N ks = ol H %ol o
¥l Rdnd chelol el pER
gt ojul )= kg oz oMk

Egolk stobH o) FEFS] AL HoAlx RO chetd A
@ @i koleh & + 24 olvlAel Haolsich

Foodgaa REu, pReld @i Tt WEH D el of
Fore) e Ael Aot ofel HHMARE Fakol ola) Bk

1) Richard E. Stanley. Promotion. (New Jerscy: Prentice—Hall. 1977). pp. 259~ 260.
2) Henry Assael. Consumer Behavior and Murketing Action. (Boston: Kent Publishing Company.
1984). p. 151
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sug A HRE 5+ godd, il d8 RER REANA wed A 06}1

g 2t
¥olvl 7t HEESS ﬁiuuﬂ RGN S S AA, B, S, Fﬁifﬁ | iRl 4bebgh
Qe s F3 9y wgolddeh.? 2ejung, f¥dl WSl $Aolo, wizkAe °| 12 Rk
L ERE glol B HMH el ohE vholAl W FH AWM EEY ERE %
Al =lgla, AREMS pEololA g MEsY, FEIH, RERES olvlA) <ol A& LA

A7) xdolu, ol & BEMOE BE, Tt BMAZNE vl mkey El At LEH
o] ofF= ek

Afgel A HEEoIM A KHE MR 2 BHE, 2l ojele] 5H, @ft(Company), B
fh(product), ##E(Brand), #i5(Shop) olv| el HdF Fa REERA A& AE o)vl Ao AE
Bk Y BE Bl e BEIC M, RERES nlolAI Wl o] oo A BB ol F2| H
BE olvlxdl sl HREol =&E Fz gk

I. HEEIvA XEH

olulxoll gt B Hgo2 TFalst AL 1922 Welter Lippmannel] s 4w,
19504 ft o4 of o] o]z 2k FZE7F ofel %ol 9157 Al e, kel ohA = kol =,
BFolvlxl, @itolelxl, WEolvlxl, FHiEololxl, ARolvlxl, ATl AS BigstAl <145

ek

1. Olo|Z|e] #&Dt MK

DB R olvlx & &, BfE, L o2 EHESIES AR Hel old FBEayel M
#|o T, ool g HEol ofvlel, AT, BHHeln, LI HRl AL RAEE
BA, BATe) B, M, BE, ARG sS4 & 5 Aok’ “—f& Kotler& o|uj=| gk 4}at
So| ofud #iFol oldll b= 54, obolrle]l ¥ HIGSol Al R, Faclv EE, &
E Blave oh2 Aolod, gkl whe} ol ¢ chofdt F e ¥} fa}\mﬂ ol et shgich

3) Robert worcester, Consumer Market Research Hand book. (l.ondon: McGraw—Hill, 1972). p.508.
recite, D. L. Loudon & A. J. Della Bitta, Consumer Bekavior. (New York :McGraw—Hill, 1984).
p.446. P. Kotler. Markting for nonprofit organizations, (New Jersey: Prenitice—Hall, 1982), p.62.

4) ol 4H, TFAFRE,) (4F ! —Ert, 1984), p.298.

5) P. Kotler. op. cit.. p.57.

6) A71A, A&A, T pelw 2 A4, (A% SHEHM, 1985), p.2670.

7) Kenneth Boulding, The Image (Ann arbor: University of Michigan press, 1956). pp.3~18.

recite., C. Glenn walters and Gordon W. paul, Consumer Behavior and Integrated framework.
(Illinois: Richard D. lrwin, 1970), p.231.
8) P. Kotler. op. cit., p.57.
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Jay D. Lindquists AR> H®ol ol KEsl7] v} FEoleln 9w M'L Aol of 3 RRHES}H
<o, ARl vhg2 Stz wEel —#@5as Mg 4 do] BES Biifkstn, &
Eslebr Holx) o FoReLS ke AR 7B 3 @gis o)v|xetm ﬁ%omicr.‘”
222, HERE olvlxle f¥oldt ML, &, dolulz, B E- @ S e B
BES52] ute Aol 4 ksl Al o 4bo| gfar g £ olc),
ool Al T”Z—D = ol HE HEl AR A %o BIBMOT HS| o],

A Y £8, By BRE B Bt daol ok ol AL BRE B F2l 28
T ook Y & Yo) ARE, 2R, BEES ZAS del BRdd BAMO: H
& ekt W ol BEMOE MR 51T, ol A2 HE Heol B3 288w o0l
& P4 sl Eselch,

Q72— RIBE 0139 K

=5

e S cHEela elelx

> N (Elaborated Image)

#¥t . William H. Reynolds. The Role of the Consumer in Image Building, Califonia Manage-
ment Review. vol.7. No.3. (Spring, 1965)] 4] 432,

olelxle] kel a4t HE HRol LS cheohil MWTO A FRslchs FEHH *
E Bash 1ok MR S Akt BANW RE Biol Ak ' By p Bl ol sh=d
lotzlel e ol #HEol Helel AW 4dS 2e @Eel U, T4 HRwel HHfoll 2
sted, A Al chE st @S b 9 gels ETEhT, HMol] gt 4w kA 4 N
AP kel gk @@l Atk AS AAZ sk ok 2o, EAMRSE Hamell 213
olelxl W2 Abatgol i gzt saisted AL aho] 7l fifesln, HEo e SR
BHo s mEstel, HRESTS BHRC) WRS &M GRS 2icx vk HAolch, ofefgt
ool Eoll, HRECIE BB o ol o) 2A =, o)v|x) st Aujr} chza) vebibete Ao
ohoolw mell A F BRS TF ebdiio] k), ofuxl oL $igol gt FEH s &
Wate <bare] TEE HiE 2Tol ola o gFS W] ol Folch o 2 Sof, ol Egol ¥atet
A G, whEskAd, Aoz, A5 Aot HEo RIEH ikl 25k del 1A
H e Aol HEEEES 4% oA L Y £ o, uye old $gel Hatst
AL, ERE S3A AEsle, daldel glom 7 Hgol g o|v|x s} HBESIC A2 &

ERJZIE

(Total Impressions)

%

o

9) Jay D. Lindquist, “Meaning of Image”, Journal of Retailing. vol. 50. (winter, 1974~1975), p.

29.
10) P. Kotler, op. cit., pp.60~61.
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BB vhe Lo BAES|E olulxlE Wk Hgel k! A e el BEdl o
& ololx) s UMY Qo] hit EeT Mol o Eshy] moh lwbd oz FaHy S 7
g A Sl o)slmE, HEETO BEHE Mk ojnj Aot KEE olol olrjx Azt
FEY & el B2 HBRESC Fod € ARS of FE3cke A2 oduend, A3l &
HE A o7 419 vpe&ol o mhxlo] Al vl 4| x| ok Fidel o Estn, MAT HEESE vhEl
Wl o 2 Gl foll mEt 20| ofux| % 2hakA 7] A @ik A 4 dek WA, HEE
olux] = E&tFo|uh HH s el TAR AelmE A FHH FE gor, el e B
ol 7 f¥d] wlar 2L LS AW FE e fikol o, s EE sl YA
s olmjAt 2 wHabx] T ARAUA LAl ol ek P A4, HEEES EE vtot
AY A NE EEEG WS, fEES gitel old ofvlx 24 @akitsls ekl Ak #HES
o] o|o| x| 7} o]l 7t Kol o m R, @Eol: olwlAlst & w&e| el BE, REBS
o) HABEMOD FASIA o, ol HBE olol ] Hitd oldstd, &t Wi, 7
B il 5o e ARAoel dell zhal el o)kMolx, Alsl Al WEMOE AE F
o wpabAlsln 93 Al ool E WAk & U Aelvh

3. HREO[D|Z[ RH

—fEO R olu)x & TEsy BT K BE, W E FAEE Fol e FE B
F Hgol At ZE HESTA g EE F ek

7 kR BEsL KRR B
olu] x| & i8Ry Bool 4 TR Lroiad 1)o}wd Hopoll olsted Agtukel b ojulAE AHA

11) C. Glenn Walters, etc.. op. cit., pp.451~452.
12) P. Kotler, op. cit.. p.62.
13) Hanry Assael. op. cit, p.151.
14) HEACE, BFEDA 4 | VEBE, (FR:. £1 €% VP RE, 1961), pp.21~430l ol sled ojr]zl&
T BN A gt PBol SEYE + ek
&g ayol vl A (Individual Image)
{8 Afye] v 2| (personal Image) $t@age) o] | (Common Image)) . Y Public 1
wt&ayol =) x|(Social Image) ] ERffyo| o1 2| (Public Image)
15) C. Glenn walters. etc.. op. cit., pp.453~454. ©| v] x| & HRE T HEHERA ddlod 2+ @
ol Sshd KiFayel olelA, IEREFHIQ olelxl, EFK ol —rﬂ‘%"& oln|A 2 TEY

ek,
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T o= BAM oI, 2)HRY JHMAL AAstE B2 2jekSo] @MOR Zun

e A olvlAl, 3BEY mESlA RTHT 2 i@ AFNAL i@ KB 25
o Adglel Mt dv wEH olvlA T TEE 5 ek BAM o) v]x o} A o] v A=
olelz o] mgire] A LESMOR 493 4+ At @EAR olvlxlo|m, @yl o vxe &

7 EEEES ol 8 HRE v, o)t BAKY oluxlo AEMS) ER doo, HiF
#9 ol vl x| o} wt@HY olvl =t el AR o4 RIrY F ot olv)=lal ovjol 4 o] & —153}
o ARH olulxet B 4 dch 7

gk olv|x 5 KM BBl SEA N K2-Dol A - 1) &ito) v| 2(Corporate Image).
2) 840 0] 2] (Product Image). 3) 0| v] 2| (Brand Image). 4)@50| o) 2| (stroe Image)® -8 4
gleh. Lol gikolvlxl, Rdholv| =), EfEolv|x|, @EFEoIvlxE 1 ARAR dojgs =
el el Zolohl HE fEHol 2s) WAksl= Holch.

. HEEBA FobdE Fv K

ofelzioll ehgt ¥ A P HEREAN ForH-L Erhad ERolv <, BEERI olvl X, 755
Bl oluixl 2 Y + olch'®

1) #B8 o] o] 2 Institutional Image)

EF gt HERESS BEA AL M8 BRI S8, 9vlde gt o
ol =] x](Corporate Image)s} HifEell & o] | 2] (Shop Image)®] FEMo| olch. @ito)v] 2}(Corporate
Image)ut FiGo]l o] %|(Shop Image)e F44gk Aoluh FiGelolzl s 2 /\Eifol] ek Aoz o
M+ ek

2) BEBER) o]nu| z)(Functional Image)

EEEH o7 olu|AF BWEERIolv| el slul, HEESH la A= : #EEo v 2=
Ao 8] £ o] o] x| (Service Image), ([E#& o] o] =] (Price Image), {®;#@9 ©| ] 2| (Promotional Image)2] Al
7hAl ol deh olefqt EE HEEE ol vl A& MEEA| HELEEH olw SHG W AL
23 ek Aojul L ojula = Al FH o)A BEAANL F Aoju £ B BER, HEE Sl
A HEESS EEolcl

ftgol ol 2 &= BHKE, BRSO ol HRES Qbola), =3t (FifMololas ARES
B g HRESS] EER 4=

3) Bdh ©|v) 2 (Commodity Image)

16) A4, AiiE®™, pp.21~43.
AR olul =22 BIE 4 FEE A =AdEA ZAFS ATE Y5 S48 LAs
AAY ofed 4ol el mbEgt BAL 2Ysle] F5A olojal7l AR + A3, iRy o
v}z 8] off 25 J Aol a4 AR Fol A EFLERID oo x| F # 9ld T2 FA
T+ AREQ olulAE 2 Ucke Aolt)

17) LiBH.

18) C. Glenn walters, etc., op. cit., op.452~453.
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Eoln) A o] MH&RH] A A2 HEAFRTI(Commodity linesill |3 B noj vl =)

(product Image), P3| ] 2| (Brand Image), 28l FgE%So] vl xj(Brand-line Image)® Mgk 4=
ol;}
Atk

guolol A o3 Eakel Ao zal WERECl Y ME BaE ¥ T Sol s
atEe] Lol m&ololAs 4 FHel sk 2 o 4 olvk ladolch BRI 0]
A %"—r% Mzo el Mol i HRESS) WEZA clak, £3 Tela HEdlelAd
mEEs Baislol FoUAs Ao® F F4slE WD F4L FgUc

G&2-1 AWK 0|01 i

it ol =] A B & o5 A i 8 o] v ) i 15 ©) v |
Aol o @t WTE BFE BEES B8 B SR B A
FMRMEY %34 (U4 =Pak ol | mHAE e A B ATeRe B
< et Fch

A4 YE @it |E%S Wwol 3 RE F mE | Aolulast e ms
G A MR |49 o Ze) oich | 3278 FE BE | EFR AL

ch. HEHZA e @l gk
HEESS HEHSRA sl 542l o]vz), EEsl ofn A

ofnl x| 2] @S b odrh ol Foll A Al vkxlc @ntol BRY shdel b S F o AU
Holeh ' S Al oju) & HEE HEHR a5 geAds Wk, £S5

oAl HEE HEHE el sk wE BRE woksa
Mol Hofslol oAgwh vepieh.
olol Al HEEL FA e dok

=
a
B ket ol xl = HEES fhwk A Alol, =T voH
o
2

g olge Slofurh

2549) oful x4 olu|xls Wikaha, ool glosi, st AL R B A
e abebx, HEESC] A Bl RSl S Ragsl e @iEel dek Falgh ofvl
27k otAlvh S5 olulA £45E AL oAk olol A st iBEES] of vl

2

ojo
| Egs EEol sl Eole = $5Hel ovllt H FE e AHeleh

19) C. Glenn. Walters, etc. op. cit.. pp.453~454.
20) Ibid.
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M. HEElv)=1] EHP REEHE
1. iﬁiOIDIZI(Corporafe Image)

HEF B gt HERES] b 4 EERENES Lo old gt A S mival
© Aoleh #ES| ghtelvl A7 e WHS 2 olul ol 2w Aozl BHS 7| @) Sof
l:L:”‘

gitol ol <2t HEESS @iioil ek @k miEk, TelT (F40 iEm HIgSe 2t
HEETAA mRE oo, ™' R E. Stanleyell 2|stml @gito]n] 2% o 4] odzps 2
T T E MWash a%, ZRGE, WER @itd, 299, clolAle Tz, geal
(graphics) 2] EAGo] @ASo] o] Fojx = Fole} shoich B

BHE gutol g HEEES] olvizlE c}Lo] Bl So chEAl Jebd £ olch 2

A2, HERESC HEGH T& HES Adoju) 2t oS Zoin wzde £ 9oy Bl
oA 1A 0 e AU HERE) WY+ U Gl Bl aal aoba L
of olwlal & ek wAE, HEES Gitol] HEl olv| XL 4] ko] v} Absko] wpwlo| whe} uF
ehd 7 lood, @Rtel ofdbel olaf uba Sx Atk MM Rl BEES <bolo] HEH Gl
b B chepsled, S oabgh gbojoll A Ao Lo wWW oz Myl FAHE, & @
ftoll el A2 chEa mEsls 7dske] olch,

=R @itolvl 2+ chgyt e BHS zicp

A2, @utolvlzl v REIMA 24 WEslel 22 s7tqel Wit e Wz oc.

A, Ewtolvl 210 Winkell = BEHEal ofvle) kAt e iEEho) LB, muikAt @ iEEno] of
dol gwko] ofvlze a4k B Hoew AL o £ olr)

A2, gitolvl A Ayt ot Gatol HHIWO D $ ol =u], Aelal o)u)x BEZS u
el i slet sheiebs, AAske @itoll 4 Rl o Zedgk BEES 44 @S 7ol HE]
of W2 T R e.2A etbrl 22 n2, BHEESA g Aels] Wze £ gl o|u)x
& oA kel T W AR WA 2A el

il REEEY EfEel hedsl @Rto] olvlx& A du] Zel 4 RIES AL WTole, HEE
EREA A= Asha) o, @itol ool Ty EHES QAH0R LT gt ek o3y

Ak

r{o

fru

N

200 5 B, THEX, Aol 1980, p.149.

22) . L. Loudon and A. ]. Della Bitta. op. cit.. p. 445.

23r R. E. Stanley. op. cit.. p. 251,

24) C. Glenn. Walters. etc.. op. cit.. pp. 453~454.

25 eMEFIEEGE, TEFolula orld Qs AFAMladars|, 1980, pp.10~12.
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ok, @Rtel vl Al & B @ gdedozal o/ BERS R slelslel, EHM HF
2 EERES A4 s A 51 sid, @itolv) A& A 1 Al R oA Ak &

o A, Fedt @itoln] BEES ol AR Mol EIT %ol (LET Eirstt Ao ot
W ORTS BE A diselnt $hehe mHMTIL BeEolth

guA, @itel SF, TEMESH, BESH BuAAG KE e A8 Dl £t T8
23} Do) @itolvl AL TSI, olel HaEE slaht Aol A% F& Mol Ao E

]
Sl BRE mAul sl 4L aksle, wel KES shetstd @ity EEstHs HIRE
zre] E1, 549 olvlxE BT T ALS HEE Vel ek
vhe @ibSol who WA f¥Astd ARsbe| A4 $s el 1Ee) gtolulAE MHA

e e olfv A @ﬂi Jol 2 7h BAG Aol AR A M-S Fe],% 19705 bl
Hazel Bishop Cosmeticel] ¢|al 8} &5|5%o] @itol vl =, @ol ol 2 &, RiEst= BEfoc24d &
mal ole, Y el sdst AE AN YA, BREEES d9A R ARG mHEN
ool HEES Pmm 9¥E ALAvlE AEE & aff Fol cp,

H. H. Marquisoll ¢]3}e —Ax@ho 2 upsta& @itol»lx& vhi=k 22 FHHEo ek shadch

o

31> I3 #0012

O #HH @ Mol AEs

@ mEstn vt @ weRIES] ol xdsw ek
® AR @ B e Jlec

@ WAl ol et © Bica ol MLl e

® WFol Fobwtet ® ®irs A7

® Mgel et O HHFR o

@ @agol HAolurt ® T BMED o Q9w ool
B A% ® #HolY Bl HL@HE <k ot
© HRE HEH @ #EH ¥& slgelx alrk

© 2 ol% @ ®FD Faol olue

© EHaEs MEE Fob @ £ WL wEL Uk

EECHE— W, op at. p.149.

st R. Ferberoll 93t $3 449l @itolv) 2 & W TE BRS 2 ERFI I TR
wa RE EAS gnt, £EE(Corporate leadership), el NIFSr ISl =heb Abet, BE

26) Henry Assael. op. cit.. p.155.
27) “Hazel Bishop Bland: Retailing paying off” Advertising Age. November. No.16. 1981. pp. 4,
97.

28) R. E. Stanley. op. cit.. p.26l.

- 144 —



HRE o v Aol AT WE 9

PR, R RS At o]y, RE, St b wEole] DA AL, e ®E K

= G, ERARME, el B VRl 4o BR GRS B,
TER) HHo 2 #Ris, v ARG KEHESS Bdch™ ol: @itol £¢1av0l i
AR ER, $ox9l @wtelvl A 4 Sl 2o slol el 4 FEs|m 9 vfops|
! HE BRIl TA ARl EEL slejob sh: olxl,

2. ®0|0|Z|(Product Image)

Bane <LR3-Delld ) Kigy LUESl FER, A%, &4, FiE, SUEEEO =4, /)
el W4t BEEE 9 IEES Aovl A% Ho B0 # 442 BeT HoR, AR
&2 BRSO LEE RRAAFT ATERA EZHY F Aok 2om, HBRE) BESS
AL b2 mkEolal Holod, HEES BAUL Fy AENclE T WEEe & ofolc]d
al Aolch

HEEETS Wil T FEe ¢ F4402 BF RE 245 F&ul £, oxq,
mfE, BESe 5452 o’ P RES FEslv) SIg

[al
GRLASE2] olulx) Fimell slelsht Hojch 3

#¥# . P. Kotler. Markting Management: analysis. planning. and control
(New Jersey: Prentice—Hall. 1984). p.463.

29) FICEk, Motolsll (@Al <) v, (A5 D R, 19800, p.418.
300 W. J. Stanton. Fundamentals of Marketing. (New York: McGraw—Hill. 1981), p.161.

31) C. Glenn Walters. etc.. op. cit.. pp.458~459.
32) Brian strenthal and C. Samuel Craig. Consumer Behavior. an:information processing
perspective. (New Jersey. Prentice—Hall Inc.. 1982). pp.133~134.
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ol | 2| ek =¥ ‘”"-’—"4‘0” Fedx) HEESO MM Llaldl CTRIZ-2 9k o] ofvl o
ok BEHEe ofef Finls] A, P EHFE L B ol i, 3, B, Bk ol

El’. 34

'o\

(EI3—2 W00 L

& gh(product) A ax ¥ (needs)
i \ / A % (wants)
1= tZ(price) /
T WelelA . )
W ;8 (distribution) ft (personality)
/ (product Image) # 3 H B (past expericnce)
% S (promotion) \
/ \ A 8 (Income)
A el ul A (service) N # # (education)

¥t D E ] Kelley, Marketing planning and Competitive strategv. (New Jersey. Prentice—Hall. Inc.,
1972). p.81.

B ol =kalolal inel 54, H#, T2 44 HEERSS) B850 HEENA od &
T ET T durke 2A4shs BEY f&0 ot Bfgelvh 12, HEESo 8 dsl
elvl 2= ®imel clzhel& HBEESC] AWM oA shivkol Ak WAl S|, £FEEE o
b ixiE ®Wad clzkalel Hatdel ofsk HEEES A NS eefob gl
e old olF, Wik, 4A, =t cixhald g, 1358 #as Aoz
ol Baholv Hoful 25 AdY F+ AEE o) T, BFEES Az THAA F
& @)%:%g_g} MBS AVAdR U
= bl | AdruAl o] d Fedell 4 & oo BRSO FEET L EES Ao, HEE F
5?0}]04] WS Fo g dFelrlE deh T el MESl A mE BERS wale Eigel
HEE AeletAl sbyl Sldte] MBS M T Hold o, Teloll shiE @R FRS o
T A B EBL Frkel 4ol REERIES] FRORHM HEMQ HE (G2 Hhe %
Clad
oleldh, EESl @RS FEMS d% nIAF AL HEES BLEHES Ak 4= 4o
sl HEE o2 B, g8 BES S ﬂﬁf’ﬂ"]r/}. oleidt WE fEE) ol T

e,

A

2=

Holc), =
A

ES

ol E}. 34

33) C. Glenn walters, etc.. op. cit., pp.459~460.

34) Ibid. pp.460—~461.

35) M. Wayne Delozier., The Marketing Communications process. (Kogakusha: McGraw—Hill, 1976),
p. 174,
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e TAs =, ol HEEA HEFL HHT WRS FEZ ol 5 o) #Fo|n
Aol ded FEA-L HEE S Eol od €S wndE R Hreolv)xE BHIFE
SEES sbef, Bl el o M2 olnlAE Hmsle HRE sder] dFojcp M
danel vl 2l = i&e] ByEel =hel el b2 bsled], 1 @k TE ERHC AL A%
E RS BMt, 53 MAHERMS SRR <2 EEe Fraflk, HBES £EE b =2
B ke &, mm Bl RE BE 2 M AL AR S4mE0 5, M ESe) &
@il Jo sl Kk, B MEBESS & 5 Ak
FREFHI Beolvl = 2 W FERA o3 o] FERFH LR, olaizt FRIFH
Bolnl A= 24sle @mel dod, ! W2 £ Mod A 4% 9r). «l2F
S AT s Ry H LB o] HEESS tEdT Lon d: F Gl gt zjo| & F
Zaehe Holch ¥ 2ele2, G gt BEe olojx s 3
) Bdnolel Al WS %1% Bl FE LB Ade Aolch

2‘{*‘/&&

52

X e A/
of
i)

o

3. ##FE 0|0|Z|(Brand Image)

A M. Af] ol olshdl sl ﬁ%?k ool AT ot @@ Y Aolvlz
o) Az sty $lshed ERGHE o &, M, B, LR, ol 5L olay

) Ibid., p.176.
37) C. Glenn walters, etc.. op. cit., p.468.
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Summary

A Study on Consumer Images
Kim Hyung- gil

Throughout the years, products and services have tended to become more and more
standardized. Most significant product differentiations can be quickly copied by competition.
and consumers cannot distinguish an objective basis among many products or services. In
combatting this sameness of products and services, many marketers have come to turn to the
development of business images.

It is the result of recent researches that makes the business image favorable enugh to
increase consumers’ confidence in the products and their predisoosition to purchase.

Consumer images may be defined as a mental picture formed by people concerning a
product, service, brand, corporation, or retail store. It is personality projected by these
entities and includes the emotional and aesthetic qualities that people associate with them
and this image is the perception that consumers have as a result of their experiences about it
and their knowledge of and beliefs about it.

Among them are the types of images important to the consumer: (1) Corporate image (2)
Product image (3) Brand image and (4) Store image.

Products, packages, trademarks, brand names, company names, employees, marketing prog-
ram, graphics and other factors are combined to make up the corporate personality.

There are five elements that make up the product image: (1) Product design (2) Product
development (3) Brand (4) Package and (5) Price. Brand images represent the overall
perception of the brand and are formed from information about the brand and past
experience. Consumers with positive images of the brand are more likely to purchase it.
Main elements are (1) product quality (2) color (3) design (4) price (5) retailor and (6)
advertisement.

Important images related to the store image that affect consumer purchase decisions include
(1) store location (2) store design (3) product assortment (4) store services and (5) store
personnel.

Many methods have been proposed for measuring images. Among them are popular

technique of measuring the Consumer images: (1) perceptual mapping (2) visibility and
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repute method (3) semantic differential technique and (4) Q-sort technique.

The reason why organizations are interested in image measurement. modification and
carefully planned promotion is that they feel a great influence of image on the behavior of
consumer.

The ultimate purpose of image strategy is to help the organization develop satisfactory
sales and profits. However, business strategy of images should be taken into account for the

contact with consumer and society welfare.
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