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ABSTRACT

We defined life style as something that every members of society have in common. These
social and cultural environments build up not only society group or every individual's
expectation but also its own life style. In that way, these social and cultural environments
leads to particular consumer behavior pattern in this food-service industry. So we regard next
generation's trend which consists of rational consumers as important indicator when we make
future's plan in foodservice industry. We consider smart map which needs rational and
continuous consume pattern as the construction of next generation's main consumer class.
Therefore, this study tried to develop of color and image marketing strategies to attract
LOHAS and nomadic consumer.

Key words : LOHAS, nomadic, color markefing, image, foodservice industry, social and
cultural environments.
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1) EBHMLOHAS)C JHS
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TS Ab Bofel]l diF BlzU 2 BHEES) AIFRAIR o] F w59
Az} A WFEE wzYs HRFYA 0|4 (Natural Business Communication)olj A&
olr) 2000%39] ] W HA) 7l7E HF R ZALE B V=] Ay vzt
S5 Al B BUF HIAE FQ v ek o HuAE 127) 34 8
g 53 vixy HA AHA JADE 23l2(Lohas), W sH(Nomadic), F=3t
(Centrist), ¥4 3l(Indeiferents) 2] 47} 82 FE3}c). o] 7k¢H] LOHASE n|= A A
AT 2% F-(extremeliy high) 2] 7} 23k2 AES FH sk A3t
= o)tk AH ) 38%E AAF = =vdL A F3Htremendous) TH4E H AT
thil National Business Communication o)A} #4393} v} glch

o] RaM e f7 AR Fhel el digh pAIS EA T AFEn ot Fv
2 FEL 229} wuly 719 Axle 4% o] X(well-being life)ol] tf gt <14
7} 3§9] 7he] po] gl Hold}. 2zt Abg sElnElel] tis) F [T Q1 FF
& FUIA =2 v, AA o) DA E rldo] 4R £A5HYE & F
Aot vlZe) 2alae Selnc YA 71FS HEYIE BT, v 5o
8§ A #ha o, o] A= Ajzte] A @45 Frishs Aotk BilX 9
Ul 7)&3le vlFe] R 9y Ao oA WiFsle] HRE vsd
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o] 2H] AL ok Anleb Q) A 7HA A9} o] Aw] 11 fE
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AR A% QgAY e FHE B2 o] ZRedl, dd 7ise] 2 oE
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= ?eitﬂ‘ﬂﬁl &9} 4 glo} "ot

1999'd 29 i-mode AMH] 22 AA] o|F BEITG GFE o|F GEY =7 G
Wil e fulAE 2 VIEY Aete g S AA1Sich 2tedo]] ‘ubique’s ol
AMtHeverywhere) 8= $5olil, HAA(ubiquity)e FAlol] ojrjoll} Ea) g omni-
presence) 2 9JW|3ich F FuIHE A WENA B 5L AA, oMY, F7
stizy, HAZEe 2 ojm FXE SaMEx] Ao s oxgsgt ARE wgs)
T, AIAE @ s LS 3 & 9= BAS ojuldich thA] wa) Alo] Aolr}
= EE 94 @343 AR, AF, AR AR gEe] AV HE R o
(always on), Q1AL} ubskolm(always interactive), QAL} A3 Q12]o] 7153t (al-
ways awarel)’ A5HQ] EAQZ Aggrhs lojriofefr! 2003).
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8 1> AulA|Ae] GAA.
Ag: <) o)NE, o]FE, LnAAe AdHy, 4R AFL, 2002 9. 24.

Ahe] B8 weta] 22 Zuid o= Agtd S A =uid uiiEle] F
293 gtk JA oMy nEw FrY RE 9S 19 MY 5 Q= Ful
Qe wretr)7t BEge) gl oA RAAH AL Helo) AL, & mni
4ol dejH © m.
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u} WjB)(Bar Navi, 48 wfm—t— o] YR go)ojuk. A TAL ke
3 27 HulAE A gl 7139 BAE 2FElS 3417 AT Alloltiel
Sz - &84 2193 2001).
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23t B g o83 Hols AE 5 SYHY oIvAE wigo g 2 AR
T A9 =78 A Az B3] AUl MA T FEHo AR ¢
HA 48 29 P22 AREL AR =28 Tk
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2. &3k (culture right)

Fll2TE ot Yutslso] AR g didl Ea Y Jide A2 X
ol igt A BT 4 F3H 0 E HAAZ AHESA A HeE =S F
ofol itk =¥jo 1 upgg T3 Utk oAl BejA, F3h7t A7k} Aol w-
F83 Fo|7] Mol O o] TA2EE Aoy T2 4o RAH] Foz FHag
*’F ths Aojt. 1ejar 2R YHAo] F3}e} dlgo] HHsta AUty &5
3 & ojg] AAFEANAME Izte] 7184 7R d s HFdoh TH] A
HAgsha, $8HH o2 HAA| = Aol e T3ls} dlgdl dd MulLE A
T AL ol vt e o|n Aoz AFE o] Qi) §3) 214]7]¢] o
A Az ZAQGA 7 YA oy BAE sFsEe diA £l &
Fo g agg & 4 AchErIe] 9 2002). o] A& F3HHS A7) o
758k Aolch
9} Z(quality of life)d 7§32 Ajztat &
Z}7|Roks S A13le] AAl, Fx), Arsle]
ol whet Msle = = oA AldoelE
W2 olE eire o) B s sl
2tA] ol & Gri= siQlel BB 9 e FHE Hrle] 3A &g
Zefu del A Jide] A AAE ZE AT sy Ade gz Eg
g AU YEiAE A8 8Y FEe 7}117} Kol gojo} girh ol oA
E oo 4o Ae AEE 21 3 e AL 4y dE e 295 wddte
Ao Ji1] &8 1A A, &7) A BEO F= UENY F3o 2 Aoy
CHAAT 1996).
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T, A AAE FERt 39, 27 57302 olojAE F2Y 0] F(Global Epide-
mics)i} TH5- 3b5 52 SElolA 1333, AAF Avle} kA diste] AARER
AL & AZI7F HAh

olElg L ALl FAUES TRAQ glo|x 2l 9] Wik n2g3) vt
BEIL Utk BAA O] WS 20033 o] AR RALA Aol g #
AL 981 36.7%0 A1 2002\ 44.9% 2 8.2% Z7}3F v, AA EAE 983 30.5%
oA 2002'd 24.5%2 23]8 6% EUE 743 Fe AdolAe of2igh 71X
# A7 B8 @A Aoz stk A AES S 91 AL Ex g
AFNA QA A8 AL A HEF 2o} HeHA 8 Aotk nAhFoly
BAET AFEL 7 AEE dadhe 3 AARNS Alart A=igle] =&d
Lll=g

2. RlEd

23k 2] #7338 7HAE ATl e Blxo] disiA £2HQA A £
A 9 A o &g AAg B A] ‘Understandig the LOHAS Consumer Report: A
Focus on Green Household and Cleaning"dj A= B &4, 439 A, 4]z}
713 BFlAM Fas Adske 54, 9 24 2 AG 2l s AFH
Rem, &7 213} 1AL AL Al 718 AviAte) vlwEA st 37 U}
|} Fofejatelo} Fael thsled oA

FElvetE 4 91, Z A2 HAY 49 €390 olof ojAle 2atast AlR
& 4¥ Edez goay ot HIoe 7Y Bads 87 F49 WAAE A
€ A%7F sojua ok EARQ] ARZL vz ol YdYEZY A Holth

N YHEZY29] 7Y F1 A AL ZdE0] w8 FL A A Ae Bl
Al Alzkdnh 29 E Fol $20 7H AFE WA gk olojZidMe A F&
HIERY] vhgdo] e n, WAl e e AY 7ol HEHJY & e BEEY
FZ AZ A1 AU BREsE Al9E uiEehs A4 o A28 iR
sk AL ke P # gg2elE AUk, AL F2 v 8 23 Je
RAEE T 1A 7S, 8 dis) ol Atk & dxskn Ak
AEgct 2tk Fof g AFE Hend 198 Agsie 7199 =

AEdA AeEsths Aoty A 7Hd 2004).

3. &0l

3l9)=  2}QlF=(Howard Rheingold)& 20029 748t ‘Av}E  E{(Smart
MOBS): The Next Social Revolution’ol|A] 2]1& Alggo] EAla AFEH 7|1&9 §
ga@dol ARslrke P 2 st 33U 2 Algel dRe 9nE 23
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ot 2= ‘2rlE §°8, ‘250 Flidke §4% AFEY B35S /MR ES
A 71719 AHEE Bal AR AdE Z2E X E Blsgh B4AHE 7H A
BEL WA, A5 ARE 93y Yoy, & HEY _g. HAA X9 §
T P5E 2AY F Je AFREE Zdtt a8 AAE JRE ZEFA e
2 AFE] YAtAaFstal, AZRS A2hahe WAl *””’-‘-’4:6}7" FEE R A HAU
o} o]A g A3} o] F Lkt gigkau o] g o 2 Mgy :_LL%‘—’O] up2 o]
HUEQA 71712 733 FF3n $53Y FHE Avya e Aotk

20E F-2 AAF oujoA AT ofn] FFH 4anAl, FL 2N 7
g UEYIGE FHAA 1 F8AS dalzta Utk ol FFH vHAIE ol
2o 2 nE7|RtE Y 854 AFHoR Fode EASo|th LvlE F2
Fo Azl 7 AN Fo ©ET) - IR - AAHE YA 3 22 Vs
g o g U3 YEAE o)Fn, d2EY 44 &) sohr] 4 A
°“H§l‘ TE ol W 1S Hojur] Y& ‘&S £ vrlEE ‘Foist

Folth Aol mEbxe & ly} 2upds B3 Buf &5k E*]‘E}X]U}
058 U590 AR A B4 4 A 5 b o
o} Wgabyol A Feh= A AR A BA9 #E5F g AvE

F& ANEY Fgolt GHARQ A4S Rolx 2 Mo) 7hEdt shte] Adist
Holewo]l~E THEQT B U7, B8 B2 (blog)® ~RtE 9 98 &
ek A ety & 4 JAcHEFE 2004).

ol g d#Hel HANEL AF viA|®(expenential marketing)2 2 AZHc} 24
J}2l(Joseph Pine)3}t Aol P X ol(James Gilmore)= wiA|El A #(Pine - Gilmore
1999)& aEsfol ghthal © @?:5} vk Stk AE E Aujs dofel Agg oe
W ARARE vHEo] = Aotk oE o 1328 YaERS §2) Tk

ofuf 71 FollA AlEsk= o] 74 82 ajFo) de] deA Aok 2P 20 7Y
& HAag A9E stEdeE A e grtE AEderdt. ZHUE Hele
(Planet Hollywood)Q} 3= & 7}u(Hard Rock Cafe)?} 28 22 B3] A FAlS 7=
st & A g 2ERe] tiEA Al#Holcdd 52 2003).
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1. QIAAIRIC! S
Qe P M R He ) A @ 54 4B S AR F
A 2 glon), Ag7Age] ALahgel thet BEEE QA anAE BaEES
2R A5shuA she 1R e, A9S AFshe AvorE o ol A

95 graly] ogA Itk =, AP E I} avAe] Y2E FHAT)
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7] gt gt A2 FES olsfsioryt itk
fAatiel glojA 7123 H AFLS Do) A4S ARt AFeE 28
A Feozg, FH9 sto] uAg WAL F UL W, 12 7)5E AUE Y5}

= Zojth

TRAFE 1o] ojugt FES P of AHen osks AEE g
o dE o, A9 A AL g 71T 9] Ago] sFedita RAY, Fa}
A H] 29] OI%, a8 a, Aol B3she A £97] So] 1Al

A ES AL Gt e g vldiste A o]y F7HEQ) AMei2g) ge
fuidict. LRIt AP S A7) Al SES AMHAE AFse Aog 7313}
Apeke] pEA S F-2Al7)E AFe] Adolct. Alol AHE A3 AnlzE B AE
o] 1R EAol He 7154 &HI7} ofyel, AAot ojnje) £uH|E a3,
T3t BR F 539 AFo)@ uFEe) s she FUpkATE £ 3E
o7 SA3tx Qick

/ — 71l )& (expected product) = 2 Z37¢

/
/ < v%——’— AN AE (core product) =5 S
\ /” / |

/ A F (augmented product) > o] 1] A}

\ \i/’/ P
NS

8 2> A4 43F: 92 4Eo] M Y (Three levels of product).
#L& : Philip Kotler & Alan Andreasen, Marketing for nonprofit organization, 4th edition, prentice-
Hall, 1991, p.3482] Y &-& A4
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o ABel AF7e) £9U7) 24 94w HeP g BF AFozE oluF B
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sHAR A1 # Zui(Hepner)= A7} AF-S Bejdich el Pk F e
FEE el she 88 840, LHA} 878k ZS HWE] EHoF
= AENEOIY, e B3 B3 Fol7] HEA AAME g $8F 2t

@ 5 ATHF-A3} 2000). B2je] G} o] el that o]e] Bl Fopal AL
194)7] 2o, A2 E F8% IR Fdoz dHstn, BHE 2 8 AL H2

o} dolt}. o]A7A] Hele ST vy HollA APEH MEFolU 23E AT
FEo2 AT Ho) AHdelnh

eldgd AR &8 tig FAPe A= LnlAt Aeld Hed A7
38 HEAZ 22N 2R AT diF 7% JHY U2E FFEAE A
oz} & 4 ITHFEE 2003). 2 upAR S AL 7 Abele 2IHEEE w
TS fUvh 22t ojn)A|s} W3t A9 o]m|A)E AP wl REStART O
o= 73l WIS Bl ApEs WS A= Aotk 21 I} ojAle WA
€ B 27HE [eEA St

PRIZIAE k@de B 3 Do) HeEE XY AL 1 ASAEo

U HAES 4FOE ol ZIAY GBS DTS 2003)E AL WSS F

v

A% FHE wFY ARUA Aotk AZto g B Ax B} AAA &
DS ATsle] Hae] AYE oflAE Aoz dejn Wael 24E 5d
1eltk N B3 Adshad she B3 ARE A2 ARUA Y F28
G2 B2D 5 9 Folol7lo] SHF vz} ek 1w A% Fn BHL
HFol 2T YE B L Lele BED sl ohie), LulRel 42142 b
E5} BBL o|ZF Akl wHololol Bri(RelF 2001

AaED Qo) aaT A4 K2l hE AAH olar} g, F84
of T dmlxte] gjo] = ilﬂx}% A5 Holn 249 7

A 87 &M Azsia
&tA §H-&3he HAeZ
EPsdtHLawrence - Garber 2003).

ojeigt FE 219 wj7]A] YARINAE vizrtA 2 Agdrt). v]=e] vl g
I o & Ut 2o dlE RUFCHINFME 1996). ATE 4712] 4]
E}Oﬂ 2 Ad g gy, 1 2o 7-¥7—} ot A, A, A, & 47)e] AA F& F

A e 1 e ZERES O GE D3F o] S8tk

o] Al 71A] Heizh FFe FAA vitE EHE Kol ok A= 7H]
He shAo) ARlel A Fute) gle Hojrt
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E 1) 8719 Ago) AARE Wl v|X= 47

RERL sre) 7} SuA} ulg
EER s ol AUAA Zstoh. 74 %
4 s so] ZsiAE BAT YR s, 84 %
3 o} A7 79 %
34 Y% Az, 89 %

AEE 9A HolA e AlE(sizzle) BHES YsiAE Ma)S L= Ao
A4, olHE #9921 #HYo] zhe ouAE AANE FH3h= o7t 2
Zole}. ojg} o] 1 gl ZkE 5L oA deolsla ofd HHe] AN B
7Pt YAile] ¥RJ1ET HE Relth

2) AlZ7I0| Y
AR B, B, U= 5L Be HAES Sah} Bxiel pAsA 03]
Y B4 9And, 448 JAU A¥sw AT sich AAE wE 7Hztat
Beso] g Aow 1FHD Aok WA BEd) Adolw 26 21, A7}
2, THES Q% WA, Sl UlE Ae Weely] dEe] AYY PHL BEol

Wi M3 4 FA|THAE 2002).

B W 2EFS 53 4AH M4 Aol LTEG A8 Wt Ao o
s FsbA 4% wor), Fuiol AAE Faled o FPAL UM 5 Yo} SHHL
Asjz olne Slo] I 4 Atk B, A7k A4, %Y, vl B E, 25
Se AMHoz Wk Zol FIL, WANS 442 ESL OE ¢ 45L WA
29718 2 A%l YA, F BEAL AAE Zol Foh v o
£ WAS) A% B 2oz v Azs) 2] Wl Ang dusi=t] 239
& o4 A S ML sstel ek Holdw Hgn, 1%, fels D
Sol e Agel 2o 22 YRdtel A F20e) Ao e} neisolo} Ho

B9 U2 GRS GAY ) Dl IS F0h QAR U
AP el HEEXE AT, AsEel &4 AHlAT BE A% Agsit:
BT o Qe S22 A FE AT AT BEAY SAPS Ge 2
oh) FEHT, wES Eoz ANSE o] o AQHA U E, 359 8k

st fel S€ el4P, £7 J9e AFAY asEolh 2yl HPe YA
2 3y $971E 2T FEAF] AHEHD], Y, vlo] 43}
@A 9 BE OYT 1A 3 01%%1\:}
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vl e YutEo g Mo UFE, 7Iet dF0e LE-3lolg, ot 4

S AHE3 wicke}l AAElE gdAe TP AEEE AERAolAY AEAY A&
S Poj]y] wiiol] Fosted AMR-so} stct Frke wivim Fof #MH wi,
249 Fo) 933} =g, T olgeo}l Ao Wik, Han 4z go] HyhdE
2 AMRste] " 4 ok At 29 3 £ 25005 WAz A
3} A#EEAG LA ARG AFo] JIckPile 2002).

tBIA 2, BE A3 299 £3LS vj¢ Fadith RS duibyeg
22} FRHelE o &l A e v, A 9o JFE o de S oigs
Hdizl & 5= Uk FA ol W] RS Ao} ghd, wEh Yxol
52 AU, $4E Muladhs Fdle ARE A8 9Ed5S X Aol
Fu}. g7 Al Age 3 4T AL ARRE 2H9 F3E 17
o Z7RE o okgk ghoHPile 1997).

3. OI0IXI OHHIE!

19601t HIEWA AF B3 Al ARFAA HULL, f2o] olu|R] A|hE
2A =Ack o] Adief Fai Mk whgog g ov)R] o]&(brand image)o]
Ogilvyell 93] FAHJ=u), &, o AFolE A7 o|ujAE vigte g, TA4L A
F AAE Fojske Zlo] ol AFE A B3, AEF o]ds Friske A
ojghx o] 71& sidoltiOgivy 1963).

o2 El(Boorstin)-2 “2JAfALzA0] At o] Ao ek Foletd, olnjAlE 7HA]
of MA] B Aojetx gttt 1 oujoa o]ujA= oA} o] K pseudo-
idealyolth. 1 oju|z)7}t ol didiEtar lvkar wgtch e ¥ ofx o] A}
A2 o]y Alal(ideal-thinking)' =), 2219 #r o]F o] Afx WAL “oln
A}al(image thinking) 2= ZAo]tiBoorstin 2000). 2+ ojnAgh= dojo] o9l
210} ‘imago’ol™, FAFEQ! ehelo) ‘imitari’ & X HSlCH(imitate) e 58 2

X

o

I Qlthi Bk mEpa oful A ‘o=t 53] AR 9F o] Q1A B
B e Ad@olgla Aol @ 4 vk F o4& sk Aol ARk ojuAEE
ofgt= o)t} o] ‘B oA oul|e ‘b olth. AlHEL oW olmA|7}
EX] o, 17 yexa & ZE ulE 47} UtHBoorstin 2000).

olxE me] vlgg Fojd7)7] §18) o9} 7HdH viAlR] £2E S8
7190] =2 Ak ol AU HT Eo 4 siEShEI ok 2 «] e o}
T 7R5E gases ofvlA] sfutell & el sojot WolH Ay & v vl

AR oA B4 A o] F=ojdl Aol ol A5ee du ok o
=l 719l AR ARz el 2E WA Y AE RSk A2 ob
go] FHATHAY 2E2] 2003). oF WAL 2 AP E vpriAR HEE
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1) 2l

22 29 71%50] o3} 7de] AFolshs ¥ BAE s T A
v} A Bd(cause-related marketing)ol) tidle] 8 #4E Hojx ok L uetollA
= w1983 R st e At F2A) FEA) AEikjio] O
3 Atz FRch

TG - 231 ¥ F(means-end chain model ; Gutman 1982)0]] 2, 4B]A})
AFHE A4E e off £HAY E7= FAHRA AF SA0M FAHA &
HZ} 7FA) 9] Gl dellA] 2, 448 4 ik &, {3y FIARELS A
A=A & Rage 2HR 7HE T3 A48 e, o2 Q13 2
Holny LRI vpA|E AFUAIAE 7Heshil stdlen, O A3} 2nlRe v
SollM a3 Apdstd {3 Pl Al FFAFYGT £ 7 UKo E
& 2003).

oleig @Ae oln] o ARE ATA LAPMNA Bk B4 olm|A v
AR FdoZ F&E1 ok

FAuSl 43Aez AFT A AE AAH 229 B, 719 0199
URE Alslo] BYSHE ‘social responsibility’ Al29S FHE3m Uk (hitp//
isatarbucks.co.kr) A& A8let AL wE AL V1Y &2 FoF HEO R Y3
I, A G T AHA BES AT =8-S 7)&o|a Jlo] LHAEZRH
F2 olnlA] vy 8FS Holn e dEHY AlE Fo

ojwA] vpAE he UM 53] 87 el FHahk= 7199 oA E 2
2 BARPldl g ABF 7 (o) 2 HjEL,

¥ (0

2 2 &l

=r2] Art & Business (A&B)= 71¢]¢] E3dlaS A B EA3h= 2 5
718 ‘714 olm|AlY] AH el BA%th F, 7] ARAE A1, 719 olniA
A1, FHA olu|R] 7, HAAee] 2pEF ojn)z] FE Fo| 3} dlE AU
F8 Z7|ge= Aojth w3 39 AFCH(Australia Foundation for Culture and the
Humanities)x 7|9] &3} d& A¢l 5712 71¢] FHAME 71 QA A, B
HE SHME BUE QAT A3 xe] Fo, FHY FWAME L H=F
T 372 E4ska Qo

oleigt vpA Rl Yol F3} 4 e S F8% H89 a9E B F
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717] Wjgolck. A AvlAte] 4o 3 o, 1 33 E QZ}N?‘S}]H SIRLEy
ol11:= Zio] W) viAY dF ] #iojgty & o £33} vlARL wig- Al HHE}
o} #dgch v)AEl 9] 4P 2 Production, Price, Place, Promotion —i‘,—‘{'ioﬂ*i Ay
W (G 29 Zok

19L& Avitk g9 ojuAE 7R ik 7)hdeitte] afg olujAlE 71 A
43¢ FAHE 71 fo Azoln, 1 oA E B3l 7Y HA=st FAE T

5t e gAY dop ojch dlgrte] At uigh 19} 2 Fx &7
7b RE FRof o] 7] WFo|rh. AL O o] Drdt 847} opnh AF
o] it HZAH o Fojdl= ZEZ 5o (consumer) Q) TAEA Fad AL
S utge g g u Zrgolch metA 714 v R 73 d& =9 88§
S utE S e g ¢ uA HE, 34 2EE 53 7199 ovA A1, e
I ANHA wE Fool 2 238 D5 Aol FFEHASE  2002).

aTtEe] GAR 91 *P?HE ek ZER HIdhe Aol Jbedith 9

o

2 WSzt 238 Qe A AEe] AXP NEH YEE IR TR A
& Falsh S slof A4S ARe] AF2E ¥ o, AT Y3t
SPYEZRE %8 589 2u Yk APIUAS o8 A9 Bl HEo

Z 87e rﬂqs}z] s S ETY RS 29S8 AFete) Anjaks ] vizke AR
Rt AUk ol@ AR BEL AN LNAES AFD FEALS AT
He A

48R 1694 B oLelol et HAF RolELE 3
g Ao fuslt £HIAE0] RATkE ol4d Uk 3)
= 4ol Aobsl, £uAES] AE 088 52 Panol AE APk ke T2
7h(Tuscany) AHAf &8 (Sansepolcro) 2] AF-ol A2 el A7AEE HAH, &

(B 2> AFA ojAN F3 vpAL] nw

ohAE el 4P 52 v 73} A"
Product (A]F) AHY JeE BE ojujA], getx), =4 =z
Price (7}3) a4 4 = "8 44 3} Zu|g £}

Place (“4) Y, AF K5 A3 3 I TR H
Promotion (Z-1) ujtje] B3, JA2E T 23 olwle, =AY A

A Al BalolAlelo) Boadal AE def AR AR et CEO Information, 2002, 10. 30
A 372%.



28k} wulg 2AEE 98 ANR01N9) Belg} ojuln sEle] B A7 63

RS MEL 8|S A¥sigon, ekt AAES Adgct A ix GA
= olgg]ol aejo #Mo] Y= LAE WA doE Ho|AE wEo] U
oldct. wiihl A1AF, T, dAE A3, 22X % nAEH d9E $8 &%

off 3t Aol gt ojgEolRlE 2] Al U7 g o8 EqHY o
FHAHA TH AAoZ 200y o)de] 17 HlolE wlo]AE T34 HUTHo
g zolzlagte 9 1999).

oft Olﬂ o

3 BBiE

H¥cSE FFolAnh JAHE Yeh= 523 8otk AAE AnaEe AT
ouf MulAet BES Pe o] opel, HA=e B¥S PiErh 2y HolA] B
S aARe dide) of502A Ao} dRYE X 2uIAE 7|hE ot
T2 Aol A BAZY QYL T FAER olojA 1, AW AXNE AL
Ao

oo zH FFE olojFthi= Aotk (Scott - Michlel, 2003)
B HE= Aol BAES #E), $AATIE YR F vo)d]
(Naming)o] Altholl A B.1g(Branding)9] AlHZ, 7144 CI7IY oImA)E |
of At 4nlzt FA19] HAC Al 2o} seicte] Aol 7443 Hu Y Ao
o B L vt Tl e Ak, AHEA A GF T Aul29] AL Hhuf(Pre-
selling) 2H-8-5 8}7] Wizoll 2 Y ke ZEln|tjo] Aldje] a7t ofg- Aok
TZAIE 2004).

olF HsiME HA=o] HAY deo] Btk 53] BT} 437 3
Ae BRE A A sle 1/ FAH(dentity) S ks Aol Fo5,
HEe) Hatst A, AFT} Muze] doizte] desojof gk Mz e M
oh(Greenhouse  1986), BP0 HE vl=t, ¥ 230 244 Fa § thkdh
&5 &t ZEd BilE on|Ag FHde Ao] FRegn -

g2 o) 7} Fol &Y, 23)(Casa Buitoni Clbu) AH ' & B2 A& AApgch
Aewels Gedt 2889 34 4% 325 2289 At 3 Fabe] GRS
= ? AE Hoh B3 qgog Bt o Hulvlas WEH, Y2 EY, THF

 Astae, 023 229 oME e g 2Fu ok PEAES 2D

HH—?—%—J #ge o, Isotet 2EE 9 714, vjoke} ofxdEl AriAEe] 4, 2
=5

>
M

21 2F8o] fyoz g H9, & M= 2)(John Cadbury) $=o] Hgs|m
AR AYEE A Pk A olRE, 1960 T FUAE dshmae
1980\ dth Fate] oAl BTt ofAl M= E HEAEAA AF o] oju]

=l A
& 7HAIAl S ATl zo} 3~ E‘t’-i 1999). H=wie] A= T3 AlgEc] the
Ao BRAES A T/ 4 A © Aotk
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92atgiel] o] By wAIRT ojn]A] wpAEe] =S AgstHch
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29l A% £ T HAoF HATL

tho 2, A& ARG F8he 2t AnlAEd A ojvn]A] viAHEE ol
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