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9] 31 th3AH(advertising agency)= A%+
a3itk 20054 &L 54369102 7 o]
oJo] 7169l o]2a1 T}, HEgt 9] FHFaL

o] v]Fo] AA FHFie 53%E @il Jor,

<E 1> MrEe F2 ¥
1973 | @AY71E 9 (e 59k, 257 105 331 A4))
1977 A\ 1009 =3t (AA 9791 715)
1979 A9 559 71, 9A HxE Fudrd @t
1984 | wiAAT Beksl 2 AAskE S8l SueiAAEs v T]olrte] = Mgk
1987 I} ZESE V1%, FHEE FE Clio Awardsoll ] SR x2 B =4
3 10009 =3 (a7 3770AF )
1988 sl AAE st 9 A3 vA" A9S S ARy FEARRA A
1989 FA el w2 2R3|AL ALY EA(AIL7]E 70%, £ BA 30%) AH
1990 3 AFYAlA Az AU el i C1 2 7194 274(No.l in Strategy, No.l in
Creative’) A4
1991 AAIF L A9e] 7h= FaAleA] ‘ST WA 02 SFHZ AP 7
AR ZekE 8 Ul HxE B4 vAg AT A9
1992 8o HxHe) Cheil Communication America Inc. A3, A% £4 A=
1994 | APAAL wulEl wlo] TV, 4MIT1E 7I9PR AIAIYFAIRI R o2 ] 4 Fardel] A
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1997 | 5§ dFAHRAIAE CATS /et & 9low Mujast AdFas4 b
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2005 | 3R] 9 Wit S A (Chelsea) $9 vHIIE 478
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9] Bl FE dehs BAEaL gtk o&
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AY718 Bde Adeke] 7P & S
A AHRE ZAL ZASK AE Thse
(sustainable) 9] BA=S H&FHsh= A4
o|il THA AFE Aleth= Holth AU7]
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I |J9)Fo)= Cheil B—Master, Value—Up &
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<E 2> M7=

B—Master2| AfM| Ao

2% ek Ay
Bl= Ak 2 Hy}l | Brand Value—Up Master | BEI= 9AF ek 2 7| A =& Ay
BIS Master HE A} A FH] A% 2
Brand Union B ofulx] #x} 72 4
BAN BaAE ol
= A 7|9 C—Target Master BHE E3x 7o tigh £4 md
AR WA S35 AlEE Tielsl] A9 vils 74
Concept Master 2 wa)
Bz Ae g g2 | Ad Effect Master Ei%%ij;fg?gz;i? %Ti;lj_tﬁé A AR
Ad Budget Master v AfgUAlAS A3 HA9 Fa dit Ay 2
PSM (Price Sensitivity | ZB|AfelA] 7 A@gte] gle 7H4S Zohfle Wi os Hdef
Measurement) A ggo] =2 714 HA md
PCL (Prodiuct Clinic AHRZE AA] T ﬂr"éoﬂﬁ 71»*]%_%1, A, AE A
Laboratory) 7t »%ﬁl“ﬂi AAES 7Rk EA] $9f A A o-SE
EEo] 7Fset AlAlE vHAlY Y
Ba mde] ufEre AL owA] T ARXoR 4, ¥
C-CAST o] EA3 ojulx|e| gh= RS HshH o MAsy] flg 3
u5E grel goleho]
performance) & Tkl Itk HE 2Pk dls ARgste] Mz} FAl oltE T 7 A
P4 9 A saxEe A T At AR A A= GFelA A 71 1t
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AAE T Q& AL 7|di= AL Qi
Ad71ge] 2005 7HEsE KISS (Key to
Impact Sales Spot):= AH|A}e} Hal=o]
= Wl ol AREEl mHI" AwuAlelAd
F& Fole HEA 72 Atgolt AY71E
| AFHor AAEH= AHA Ho|guo] A
91 ACR(Annual Consumer Research)¥} <17
st B4 ePle] B HH 4ol 7bsst
Th= o] o] mdlo] 7ot KISS| AMA
e A 4 wiA (TV, gue, Al
2])21 ATL(above the line) m]tjole}l 7]E}l Al
U= ZEWAMI oER uE¥= BIL
(below the line) Tt]o]e] F 712] ARFYA ]
A Alo]E(communication gate: CG)ZE T-%
of A R ATLS g @ 7 Ada
BTL oA AUz ZTaHA o|HlE PR
(public relations), Zx#o]2, &o]gal, A~y >
A, AEY/ERRY, 374 #HA] ) (customer
relationship management), A9, 942 10
N Az FAEe] A= 1171 AFyA A
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TV FaL, gr|Q Far, A Fa, 34 3
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7 Age] ol TR Bkl stk Al
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o] @ +4 (2) 53 14 4 (3) B4
A1) F4FE o9 4 (5) a8 4
AgF A8 e 4= Qrh KISSY ¢
o= el KISS PRISMolA:= AezAl
KISSE nlgo= HA Avat 448 =&}
71§13l ATL, BTLS 92}t ROI(return on
investment) & FHol ARgow FERO|AE
7h mAE HE-S WU a8AoE AR
QA Sk g ok Ao A= EHARQl
=5 AlFsisith
AY718e 1986\ HE A= &HRE 24}
(Annual Consumer Research: ACR)E #|4%]
o2 ANeled alA oA W% WEE F
Hoz #xshs =) Arhel 2u)7 dolel
olxg THael g, ol o wrl
sfatejolat AAHRL vleie] 2wz o] 7
ol ACRelE QFEAEA Aue BE
ol elolzoElel, AEe] o83t Tl A
oA A% e Sol A5 glol 54
A alApEe] Al 4 o) FRsa
19l AL7E2 FaFo] A I A
o &EAQ SRS e A B8 s
(Creative Optimizer by Online Knowledge:
COOK)& &3l 245 A4 W5 75Fohs =
He &5 T AR ols) B BilE HEF
2 7]9kE nhe sl giTy.
AA7I1FeA Wiksh= B ThE BaAe A&
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A7 7193ke] Apdste Aol Zld
SV k= =58k APEAR] olEAE A
& W= 2dolnt sk Aol gk A< o]
e oA BA= ALS FEsia HAs

. dEs ARkl A 719 PR,
KTF ‘Have A Good Time 73#¢l, KT w7}
2, Qe ZFvte], AYAT TATE A
A WAL M, AR, 20 59
AERle] dom, ofefgk Aol H. 9=
U] 75 Faofd e 28, 93 aA
qME =l HE 2T 2(Clio) Tl ~E
A%, ZF=(Cannes) wAAMY 4 &< 34
&g 3= o]l Rtk

AL718el A= AejololE|HellA EA 5-9]
2pHslE #elr] fl8l AgololEr tHE F
Ao FuF A =4S 83t TUE
7HAl el TEdE AelolHE tEyHE
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4 g B8 3 Raz Ausd, o
3k 2 vy Aol Fa= olgy Aow

T 2L, UESEY JaiS Sl we
Al b=y 7189 Bt Far1gay71g
o] AHAl|A Ao wjEsh= At 7
FuAlelde] Feje] Fauohd oy}

OUEH S wedk FaiEAe] 9 i ohy
ot A Y 355 e 7Y A FEd
AEfE|IHES Ha1(advertainment ) OSMU
(one source multi—use)®] AIAHE Ao o]E]

1 e A Aow W)

3.3 mtjo] Hef

<t AR
&5 TVY
20%0)d Ass]aL, 49 7

sejo]

njtjo] AR dgS W 3
AEo] 10d "o H]

3l =

tAEAlE, ATV, A8Y, 2ukd &

2 wEA Ak vk <% 3>S B A
7199 At v i7E 20049 tiH] 2005
A wi=ek BTL v
SN, TRuA 5

% % stk A

of FA %

Fastal, ol
Al(below the line media,
o] Apgo] F7Veh= 73
A7]8 M =1999 9 FEH = AEY AFGS v
o= ZAglstal A AKS Heslehs

d] 31227 Fet.

SES 3}k

o2 &

(

o r|

it

o]xg wt]o] AT} AB|A= F
omg 7t geloldEeA b BTt we
R AR R NG A I Ao RPN P
wjcie] ALg Aol dlFk Tl ZA A
Ysjojof @k olel Rgah= ALY vt

of Azl BAL % mao] AW A8

<F 3> 20054 M7|=le| ofx oy 34

2005 BILLINGS BREAKDOWN ool o
2004 2005 2E(%)
3} 7,184 6,353 -11.6
12 2,914 3,376 15.9
&A 10,098 9,729 -3.7
A2k 865 1,190 37.6
TFRA 4,211 4,865 15.5
IEH 408 427 4.7
&A 5,484 6,482 18.2
7€} 718 752 4.7
%] 16,300 16,963 4.1
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<38 4> Md7|=e| T.O.M. Process

STAGE 1
| Marketing Analysis /

STAGE 4 STAGE 2
Media Evaluation Media Planning

STAGE 3
Media Buying

1 wfA] ek It Aol s}, 44 vHAR ARyAleldS etk

AA7)ge FaFe] ¥l FAlo] F-3a}7] < 4>04 Hojx|Zo] A=) viA)
el FAA J-s EHERE “Win Together, 2RO A=A AHR} ZARE 7o 3 nH
TOM Process”(32742] top of mind, vixl|<] B kol 7]x8}e] o]Foj7iL],

top of media)E E£EACRE 3= wjA|o] vl TSk 2R A wo] gk 2EQ1 C—Map

Y

2) njtjo] 43} B3 oAkad budget) A Alol= Bal= 4 " (1) APEFE-F85E 2439 (market
share—share of voice objective), (2) AFUAIA E£% EA¥ (communication objective), (3) FaEE=EE AW
(effective reach objective)% THIA o= 83 Hu zizke] BRE GAslr] 93t dike ng] Aikste] Fae] A

urk A3 2 A4 TAT ol A0 A8 RS AN 5 A sk
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S ol&ste] Fa AjUAeld ave} viAY
o 7 L, o]l whet miTe
Ziid, ot Aol o]Folx|A At 718 &
Aol A= wto] B2 4], AAAL 4, FaL
o & avket A Farn] Abzol], A g
A wire] el e, A AN e g
], M Az ® 3
Al e B 523 2 g Asks S48
of 245 Zadel wrdatA Ak 1990 el
oM ] AFest AIAEICATS  (Cheil
Advanced Traffic System)S -53fo] ufA]
] A S FUHE 5 A Hiok
E3] AA| wtjo] A R&D IS Aslsh
7] $18l wito] deF AFAE 20021 HESE
i, BAIE A AAL o)) S M v}
Aot = et A ¥ Z2AES
F3skar, B oS (sales forecast)EE, wiA]
H(Zo)gal, AolE TV, el 5) ¥l &
¥ J7F 2es Jdshe & ATt el Y
319t W3 (in—house) m]t]o] HeF oAt4o
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Cheil Communications: Empowering Brands with Total
Strategic Planning and Creative Media Solutions

Eun—Ju Lee*

Chang Jo Yoo**
Sang Lin Hans*x

Abstract

Cheil Communications, a leading ad agency in Korea. has been implementing successful

marketing strategies in the following three areas: (1) total strategic planning that maximizes

clients’ brand equity; (2) distinctive creative strategies that increase viewer acceptance with

outstanding artwork; and (3) media planning and execution strategies based on systematic

consumer research. This case demonstrates how Cheil Communications has empowered the

clients’ brands in the ever—changing marketplace, reinventing itself as a prominent global agency

for the future.

Key words: Cheil communications, total brand management, creative strategy, media strategy,

consumer research
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