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of thgh Anjzte] BEE Mt FAME AAISITH

<l ZEP>E AAA R F AEs Aw Zd=d ¥ ol
BAE 7HA= ofk o9 BA=R PGriEa 91an5) 4ujAks
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2 dA4e v 3 84S Axstan AR, aRAQl

4) AgA, "HH=ololdEE 7|k E3FZEl= OMU AT, Tekstefy o]
AdAT; 548 A283.(2012), pp.155-180.

5) %Zﬂa/@%$ “SlElEE BA=EA, o)y ATy | FE=AA, 2011
74 18Y, http://www.hankyung.com/news/app/newsview.php?aid=
2011071803751 2013.7. 20.
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6) Peter Farquhar, “Managing Brand Equity” , Marketing Research, 1989,

pp.1-11.
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AR, CBAE} gl AFS RN BAs} FESE RH e 2

A Mdez olsstd F Folth. (HGA, <ol FFEE>2] HAEolo]
AEEo] ek A, |, Teliymo] a5 #205(2012), pp.29-47.)

7) AGA, ko] =, p.30.

8) Kevin L. Keller, "Conceptualizing, Measuring, and Managing Customer-—
Based Brand Equity" , Journal of Marketing, Vol.57 (1993), pp.1-22.
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11) Kevin L. Keller, &¢] =% p.10.
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JARAE~ 2009, pp.191-193.;
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Ag], o]ANZAZEAH G o B ujUHE; H|R2U2AEXA 2007,
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A= Aoy, HRZY2AE A 1996, pp. 126-141.
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14) AgA, ko] =&, p.173.

15) Schultz, D.E.- Tannenbaum, S.I.- Lauterborn,R.F.,/ntegrated Marketing
Communications, Chicago: NTC Business Books, 1993, p.51.

16) HGA, o =&, p.175.

17) Tauber, E. M.,"Brand Leverage: Strategy for Growth in a Cost Controlled
World", Journal of dvertising Research, 28(Aug/Sep), 1988, p.26-30
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o 27lels e Belse] gk amjake] 7o ofwAl o
FojA=Tbel 2 S SR ATTE FR o] FoIHAN, Jom
SgE BA=TE 7)EY RRsd ofd S vA =Tt o
g = ATl ddE Eld

HAE A3AsS BAs o] BHAC el &t
bl A &2 FAH dFEHe ARt =y
(feedback) &3 = #<letivl. RHAZ Aol & AFFEO
2o Bls o] anat A4S Astete] EEdzd A A
A FFe v Ae FAF AT, T HAEe Favt
EHfEe] BlE oA S A7), BHWHE dd Hdl
= AdE AsAre Ae B3R dAg2Eo] ooy,
gh, Aol w2 BIE e RwEdE] IAMNYS BT}
Al sk, BRE o] dujeiyl BEAE Ifo] Has 34
= Ao RN HHEEd didh AsujAke] PFrie] F-AgH 9
FS Fv ‘I aEHA(dilution effect) & FIg AFE U

Tl g anxbe] HyHE ofuel, HIlE Fgo] HHE9)
BHAE Apitel] ojwWl FgE vA=7HE A e s|opdt.2) o

18) Aaker,D.A. - Keller,K.L.,"Consumer Evaluations of Brand Extensions",
Journal of Marketing, 54(January),1990,pp.27-41;Bouch,D.M. - Loken,B.,
"A Process—Tracing Study of Brand Extension Evaluation",Journal
of Marketing Research, 28, 1991, pp.16-28.
19) Park,C.W, - Jawaorski,B.J. - MacInnis,D.J.,"Strategic Brand Concept-Image
Management", Journal of Marketing, 50(Oct), 1986, pp.135-145.

20) Balachander,S. - Ghose,S.,"Reciprocal Spillover effects: A strategic
benefit of brand extensions", Journal of Marketing, 67(Jan), 2003,
pp.4-14.

21) Morrin, M., "The impact of brand extensions on parent brand memory
structures and retrieval processes", Journal of Marketing Research, 36

(Nov), 1999, pp.517-525.

22) Loken,B. - John,D.R.,"Diluting brand beliefs: When do brand extensionss
have a negative impact?", Journal of Marketing, 57(July), 1993, p.71-84

23) oW - AlES- - AAE, THAE FFo] RHA= HUte] w A= dF,
rs3ud T, 915 (2011), pp.212-239.



296

= <O¥ 1> oA HE vle} Zo] E3Ed =9 OSMUE AH| A}
‘FHl= BE AEREG AR olgte WA, 0SMUe] A
H7tel dolA OSMU AFpEell g Anjzp H7p ¥ opdel, 9
ool gk aHjA BjEd] oW u=w(feedback) &¥E W]
=A% A aEE oo e TS AAFE AelH, o=

Q] 0SMU A walo] Qo] F2 FolE 2t

ﬁ

[.

SH AA BE
LB[T HEES HH

YE Mz
B 4E

% 1. Ba= gy E3Zux 0SMUY 3= (feedback) &3}

3. BUE olo|dEE 74t E3Zdlx OSMU A
Bal= #ake] 33 FE2S 9= RE npAlg #E oA}

Aol Bl ofoldlEE o] ofAste] o]Fojxof sz,
B vHAY ARFUAed 2Ed avAte] HAE B JHR
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e Zigk ZehEEl= OSMU dEF 2 S AAEE b gl 26
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b Sdiskebe 540 24 & gtFofor s, a5 fd A
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24) Kevin L. Keller, &9 =%, p.10.
25) Schultz, D.E.- Tannenbaum, S.I.- Lauterborn,R.F.,&¢] & p.51.
26) AGA, kol =, p.165.
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ABSTRACT

A Validity Study on Brand |dentity-based Strategy Model for
Culture Content's One Source Multi Use : A Case Study on
<Harry Potter>

KIM, Young Jae

According to many researches on brand management, the decision
makings on brand marketing should center on the brand identity.
Based on the brand management theory, Brand Identity—based
OSMU Strategy has been suggested, in which the decision makings
for culture content's OSMU should be focused on the brand identity
of content to maximize the brand equity. In this study, the
effectiveness of suggested brand identity—based OSMU strategy
model is empirically studied, together with the effect on the brand
equity. The study on the consumer's attitude toward the Harry Potter
T-shirt with the associations of 'magic, courage and confrontation
against evil' proved that consumers respond more favorably in terms
of their recognition of the fit —to—content, preference and perceived
quality. With this result, the positive effect of brand identity—based
OSMU on consumer attitude is verified. On the other hand, the study
on the effect of brand identity bearing T-shirt on brand equity did
not support the hypothesis that the brand identity—-based OSMU has
the positive feedback effect on the brand equity of culture content.
Still, while the brand equity is established through the long period of
time with consumer's consistent experience on the certain culture
content, the effect of brand identity—-based OSMU on brand equity
has a room for further discussion and research. While the ultimate
goal of marketing is to create the power brand with high brand
value, the further discussion on the effective culture content OSMU
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strategy to create a power brand is needed.

Key words : OSMU, Culture Content, Brand Equity, Brand Identity,

Harry Potter
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