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I. Title

A Study of the Seafood for Branding Busan
Marine Products

Il. Objectives and Necessities of the Research

1. Objectives of the Research

The objectives of this study are twofold. Firstly, it aims to investigate the possibility of
developing an officially certified Busan Marine Product Brand which provides safety and high
quality of marine products through bench mark of existing successful domestic and foreign
marine product brands. Secondly, it tries to introduce the procedures of developing a marine
product brand which represent Busan metropolitan city.

2. Necessities of the Research

Due to income increase, present consumers tends to seek high quality healthy and
well-being marine products. At the same time, consumers have more and more concern
about marine products' credibility and safety. Moreover, individual distribution channel system
of marine products makes producers impossible to control safety and quality of products

Therefore, developing the Busan's community marine product brand which represent Busan
metropolitan city and controlling the quality of marine products using this brand has been
considered necessary. In addition, radically changed world economy environments such as
WTO, DDA, FTA also ask for developing and nurturing a marine product brand which
represent Busan.

Ill. Contents and Scope of the study

1. Analysis of foreign and domestic situations

As a pre-procedure of developing the Busan marine product brand, investigation of
existing domestic and foreign marine product brands situations and successful domestic and
foreign cases of developing community brands similar to the Busan marine product brand
also has been analysed and compared.

2. Field study for branding Busan marine products

In order to develop procedures for branding Busan marine product, it is necessary to know
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how consumers actually perceive marine product brands and understand consumers' actual
buying habits for marine products. To find out this, field survey which asks consumers overall
perceptions for marine products and existing the Prestige Busan Marine Product Brand was
conducted.

In addition, through the survey, we also asked for opinions of marine product producers
and marketers for branding marine products. This enable us to identify possible problems that
can occur while developing Busan marine product brands

3. Developing directions and procedures of the Busan Marine Product Brand

It is needed to suggest plans for developing a community marine product brand, supporting
and promoting marine product brand consumption using marketing strategy, promotion and
advertising of marine product, and organized supporting programme to nurture marine industry
around the area. These elements are needed to be identifed and planned in order to develop
a quality certified and safe marine product brand which represent Busan metropolitan Ccity.
Apart from that developing a new design that reflects and promotes the community's image
and identity, building a brand regulations and managing organization also need to be included
in this stage.

4. Building city brand image and revitalization of Busan economy using marine product
brand

Busan Marine product brand needs to be expanded to the concept of a regional community
brand which includes regional tourism and culture development. Regional community brand
using local speciality, place marketing and regional festival which are influenced by regional
natural conditions, geographical environment, human resources, can be considered as good
examples. In other words, it needs to be suggested that how the regional community brand
can be connected with other cultural phenomena and tourism resources in Busan in order to
revitalize regional economy and create positive image of Busan city brand, which contribute
Busan's long-term regional development strategy.

IV. Results

1. Field survey results

Two field surveys were carried out for this research. The first one was conducted between
20th and 30th of Oct. 2005. The questionnaires were randomly distributed and collected on
the spot by hand at various marine product markets and super stores in Busan. The
population of the first survey was general consumers of marin products in Busan. The second
survey was conducted during Nov. 2005. Subjects of the survey was marine product
producers and questionnaires were distributed and collected by visiting relevant marine
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product manufacturing companies in the region.

Among 430 questionnaires (400 for consumers; 30 for producers) distributed, 357 usable
ones (327 for consumers; 30 for producers) were used for actual analysis.

Consumers' and Producers' Perceptions about marine product brands revealed by the
surveys are as follows:

Freshness was found to be the primary concern when consumers choose marine products.
it was also found that consumers gained product information usually from super store
promotions, media and word of mouth.

Both consumers and producers agree that branding marine products is important and
branding can have positive influence on price, purchase decision and credibility of marine
products.

To specialize Busan marine product, respondents believe that it is necessary to develop a
Busan marine product brand and this development can help economy growth of Busan. Fish
paste, seaweed, mackerel, anchovy and tangle were found to be the most preferred marine
product items for branding Busan marine product.

In the survey about already existing the Prestige Busan marine product brand, brand
awareness was found to be relatively low. Only 60% of the subject responded that they have
known or heard the Prestige Busan marine product brand. Moreover, among the respondents
who were aware the Prestige Busan marine product brand, only 53.5% of the respondents
answered that they have actually purchased the product.

For the question asking the reason why they had never purchased the Prestige Busan
marine product brand, 'no quality credibility about the product' and 'don't know where to buy'
were the most frequently answered reasons. Therefore, to revitalize the Prestige Busan marine
product, it seems necessary to expand its distribution channel and develop new promotion
strategy.

In case of marine product producers, they believe that producer selection criteria of the
Prestige Busan marine product brand are relatively pertinent. However, they believe that Busan
metropolitan government's support for producers, distribution channel, and promotions are
insufficient.

Therefore, in order to develop a successful marine product brand, effective and organized
supporting system needs to be built in Busan city government level. Especially, actual support
for promoting a brand and building a distribution channel needs to be provided by Busan
metropolitan government. For example, at every official events of Busan city, Busan marine
product brand can be introduced and promoted.

2. Branding procedures and application plan

Developing procedures of community marine product brand include supporting scheme for
brand consumption expansion and brand vitalization such as marketing and promotion
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support, and organised nurturing support for producers.

1) brand development system

To develop a successful regional community brand, several necessary factors need to be
considered. First, brand development stage; a community brand representing Busan
metropolitan city needs to be created in order to strengthen competitiveness of Busan marine
product. Genuine design for the brand that suggests Busan's image also need to be created
in this stage by analysing busan's identity based on Busan's history, culture and environment.
Second, brand management system; to effectively manage the brand and keep positive image
of the brand, it is necessary to build rational brand operation system which includes
establishing brand regulations and effective administrative organization. Third, brand operation
system; the process of establishing brand operation system includes selecting and confirming
a main body of the distribution, identifying and managing manufacturing facilities of selected
producers and monitoring the quality of products. Lastly, brand activation system.; this stage
involves promoting the community brand, establishing marketing strategy and marketing
operations need to be designed.

2) strengthening city brand image of Busan

To strengthen brand power and image of Busan metropolitan city, it is necessary not only
to utilize available regional resources but also full supports from local authorities need to be
provided. Local government's support involves organizing available resources in the region,
planning and supporting related programs, promoting and managing community brand,
connecting government, industry, colleges and institutions in the region. Attracting tourists
from outside the region using excavation and development of historical site and promoting the
Busan's community brand to them can be an example.

In addition, Busan metropolitan government also need to create connecting programme
between ClI (community identity) brand and CP(community product) brand. In other words, to
strengthen Busan metropolitan city brand, intangible factors such as logo, character and
slogan suggesting symbolic image of Busan also need to be created along with development
of tangible factors such as the Busan marine product brand. Promotion of Busan marine
product brand(CP brand) in accordance with intangible regional festivals such as Jagalchi
festibal, Sea festival so can create synergy.

In this point of view, development of the Busan marine product brand need be part of
long—term regional revitalization scheme. In other words, development of the Busan marine
product brand should go side by side with establishing Cl brand strategy which indicate
community's symbolic image in order to induce better outcomes.
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V. Expected effects

Development of marine product brand have ripple effects on the region's culture, society,
and other related industries. as well as influence on directly related regional marine industry.
Successful development of the Busan marine product brand not only helps protect and
nurture Busan marine industry but also strengthen Busan city brand power and revitalize
Busan tourism industry and preserve local culture. Ultimately, it can help to increase Busan's
competitive power and activate Busan's economy.

However, as mentioned earlier, to achieve this ultimate goal, development and operation of
CP brand, Busan marine product brand, should be coupled with Cl brand development, full
support from Busan metropolitan government and active participation of local residents.
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