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Abstract : In this study, how social media PR marketing affect corporate brand expansion was studied. this
study consist of 5 chapters; needs and purposes in Ist, concept& characteristics, development processes, needs
of social media and merits&demerits as marketing tool in 2nd. concept& characteristics and merits&demerits of
corporate brand expansion in 3rd. examples of social media marketing in domestic&foreign and current statuses
in 4th. In final, conclusion of the effect of social media PR marketing on corporate brand expansion were

presented in each chapter.
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(Table 1) The difference between traditional
media and social media

Mass Media Social Media
Approximate one-way Interactive popular
One-to—many One-to—one

Sent to customers
Push Communication
Open / share / participation
possible

Customers are looking for
Pull Communication
Open / share / participation /
(Web2.0 properties) can be
Spontaneous (voluntary
participation in the dialogue)
Person to person or service
Between the high
Connectivity - a relatively
high accessibility
Immediate real-time

Lack of spontaneity

Inter—connectivity between the
service person is absent or
relatively low accessibility

Lack of immediate real-time

performance performance
Based on the relevance of Based on the relationship
individual between the individual and
Communication Communication
No ubiquitous updating Ubiquitous updating anytime
in real time in real time

High cost of contact or
communication

Revolutionary low cost contact
or communication
Very quick and relatively
Facilitate the creation of
word-of-mouth
Source: choejeonghwan, "social media marketing, short-term
profit perspective, it is easy to access will fail ', LG
Economic Research Institute, 2011, p5

It takes time to create
word-of -mouth
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(Table 2) The main function of social media

Offer . . .
. The main function of the service
Service
Friends / acquaintances Follow us, become a
Follow us . . e
. fan, such as relationships with individuals the
relations ..
ability to scale the system
Photos and personal information, hobbies,
Profile interests and other personal ability to reveal his
identity
.| E-mail, notes, chat, instant messaging features,
Communic | . . .
. including support for communication between
ations
users
Profile In addition to blogs, photos, videos, and
Content users in the system, the ability to produce
Production ystem, v P
content
Share your production or recommend the
Network | content or external content, deploy and utilize
utilization | the network with the accumulated technology
and collaboration

Source: choejeonghwan, ”"social media marketing, short-term
profit perspective, it is easy to access will fail ', LG
Economic Research Institute, 2011, p5
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(Table 3) In the form of user participation in
social media

Type Activity

Blog disclosure, open your own home, creative
video / audio / music files, upload, and publish
writing

Creative
shape

Products or services for evaluation / review
Critics type |writing, Comment on other people’s blogs, to
contribute to an online forum, write or edit a wiki

Formal type |Using RSS feeds, tagging web pages or photos,

collection |comment on this website
Participation | ¢\ (o intains a profile, SNS visit
in shape
The . .
Read our blog, watch videos, listen to podcasts,
spectator . .
online forums literacy
model

4) IT research Gartner research firm.

Source: Lee hui su, the evolution of social media and social media
marketing 2012
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(Table 4) Value of Social Media Marketing

Value Contents
Messages can be passed quickly and easily.
Easy and e D a y . y
fast Top-down approach of the existing media
information is passed, but the life of the social
Message . .
Passin media ever, acquaintances over the network,
ssing enabling the spread pyramidal.
Social media is inexpensive, the cost of
operation. For example, a well-made corporate

Cheap . .

Cost blog or Twitter is comparable to the power of
the media but tolerable the investment cost is
very inexpensive.

When you take advantage of social media,
customers, wherever it is possible to deliver a
When message. People, as well as popular social media
Anywhere | on a PC laptop mobile phone through various
mobile devices, such as access to a variety of
sources due.
Social media marketing is a concern because it
is based on friendship and trust of our
Confidence | customers have the advantage line. Through
Formation | social media, companies began to close and
intimate rather than hard corporate image may
appeal to the human image.
New customer or fan base can be. Social media

New companies to participate in the promotional

effect can be obtained. To support existing
Customer . .
. customers, as well as to interact with
Acquisition . .
prospective consumers, and businesses and to
instill a positive image for the product can be.

Source : MENG, Social Media in Marketing 2010
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zERelely HUyby, Absl 58 XS A,
SEM(Search Engine Marketing: 71 9= #a1) o] ]9
NEZE B2 d3ks Fagsivte Ao

030 ]go] Wol Sojzkd F23 A9

&
=
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4

£ Arw B4 4% Wﬂcﬂ
STl g éaﬂ%%:‘é% ESE(65%), o]~
(54%), FrFE(50%), 719E2133%) SO oﬁ%s}i

ATH17].

(Table 5) Fortune 100 corporations take advantage
of social media marketing status

(Table 6) Major companies to take advantage of
social media

YouTube Facebook Twitter

68% of the monthly | 59% of the weekly |Average 25-30 week

average of 10 average of 3.8 more

Source: Lee, Dong - Hun, yiminhun, Park, Sung - Min, The
Journal, the spread of new social media and corporate
communication strategy, Samsung Economic Research
Institute, 2010
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Starbucks Toyota SAP Dell
Website, . Website, Website,
Website, Facebook,
Facebook, . Facebook,
LinkedIn. oil Facebook, LinkedlIn, LinkedIn
Utilization ’ LinkedIn, YouTube, L
byubeu, . YouTube,
Channel . YouTube, Flickr, .
Flickr, . . . Flickr,
. [Flickr, Twitter| Twitter, .
Twitter, Twitter,
Blo Blog Blogs, Blo
s wikis s
- Showcase
movie
Awards for
. prOdl.,lCt — Enterprise
. information on|
— Promotional| employees -All
. YouTube
Bulletin to take employees
. - Lexus .
- Customer Facehook page advantage [through social
Utilization| Questions opene dp e of social media
Instance grand p. media |Opinion with
.\ . . |~ Twitter has .
- Complaints It is respect to
. sales, safety, K
- Reviews . recommende{work  steadily]|
. environment . ..
Share d (points raising
and iven)
community &
representatives|
to participate
in public
Dedicated
team of 35 No additional
. Take people
Operating IHas advantage| . team
. |advantage of operating
Organizati i of three (Employees
a dedicated . (Staff - .
on . dedicated participate in
team of six Bloggers recommended)
1,500
people)
Source: Oliver Wyman, Dong datkeom
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(Table 7) The advantages of brand extension
Advantages of Extensions
Brand Sony Vaio laptop through products like the new
Image |extension of the image to enhance the existing
Enhancement| brand familiarity can be maintained.
Consumer acceptance of new products on the
Consumer |perceived risk to the existing assets and the
Risk parent company of a certain brand of new
reduction |suyongseongreul reliability can be improved by
reducing the
Advertisi . . ..
\;eostlssmg New product launches, including advertising cost
- in accordance with various cost can be reduced.
Efficiency
New . . .
... . |Yutongjeom neighbor and promotions from
Distribution ; . .
costs yutongjeom 40-80% cost savings can be achieved
New brand |Brandnaming needed for launching a new brand, a
Development| symbol, a logo, a package, a character, slogan, etc.
costs necessary for the development cost can be
Reduction |reduced.
Similar or the same family as a result of the
. i f  th k in- ispl
Billboard de51gn. of the . package in-store display
Eifect yutongjeom attention for your brand to boost
military billboard effect (billboard effect) and can
enjoy.
In the case of line extensions to consumers
Market . . .
Share without changing the brand offers a variety of
choices can be enables to enhance brand loyalty
Increase
and market share have.
Market Expansion of the brand means (meaning) can be
Opporturities broadly market opportunities may be greater than
one would expect.
Nike running shoes in a variety of sporting goods
Brand . .
ace but rather to expand the image of a certain brand
; of Nike thus been strengthened can benefit from
Enhancement "
the positive feedback.
Coverage |Extensions can be secured over new customers,
Enlargement| market coverage can be widened.
Brand .
"4 | preference for the brand, leading to renewed
Rehabilitation| . X .
turnout interest in the brand and allow for reactivation.
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(Table 8) The disadvantages of brand extension

Disadvantages of Extensions

Frustrating | Brand extension itself or confuse consumers
consumers | underwhelmed.
o, In terms of securing shelf-store retailer of
Retailers >
. brand extension products can lead to
resistance .
resistance.
Extensions reminiscent of a certain brand
Brand . .
Image failure and success, even when the model is
. e consistent with the lack of Kerala can damage
Impairment .
brand image.
Sales drop | Sales of all brands can be eroded.
Market Certain brand, a certain category or by diluting
potential the original product typicality can reduce the
Decline ability of the market.
Brand Had extended the brand by means of a certain
Meaning brand (meaning) that can be diluted or
Fade weakened.
Relatively innovative and competitive products
Brand . .
s ity and write about the brand extension hameuro
. applied to new products, new brands can be an
Hamstring .
opportunity to blow.
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