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[Abstract]

In this paper, we propose a marketing strategy for traditional markets that lays the foundation for
regional economic development by developing traditional markets as regionally specialized tourism
resources. This study conducted a survey of local residents and tourists, who are market users, and
conducted a factor analysis to establish a market brand strategy using SPSS 25 and a reliability analysis to
verify internal consistency. In addition, correlation analysis was performed to verify the significance to
confirm the relevance. The analysis results of Anyang Central Market brand tourism products for traditional
market marketing strategies are as follows. First, it is necessary to establish a brand identity that activates
brand elements and brand criteria and brand positioning. Second, it is required to improve brand awareness,
which can elicit brand awareness and brand information and brand memory. Third, it is necessary to
improve the brand image that can increase brand association and brand loyalty. Fourth, it is necessary to
make efforts to improve brand equity, which can improve brand value, brand concern, and brand life. By
developing and proposing marketing policies for traditional markets by utilizing market brand strategies, it

can be expected to revitalize traditional markets and local economies as specialized local tourism resources.
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I. Introduction
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II. Theoretical Background

1. Current Situation and Causes of Decline in
Traditional Markets
1.1 Current Status of Traditional Markets
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1.2 Cause of Decline
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2. Brand Strategy
2.1 Definition of Brand
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2.2 Brand Strategy in Traditional Markets
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III. Research Subject and Statistical
Analysis

1. Research Subjects
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Fig. 1. Market Brand Keyword Analysis
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2. Statistical Analysis
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IV. Result

1. Demographic Characteristics of Survey Subjects
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Table 1. Questionnaire Configuration Indicators
Valuables Questionnaire Items Source
Demograpical Gender, Generation, Academic background, Job 4
. Logo, Naming, Slogan, Symbol, Charactor, Packaging, Preference Kotler and Keller
B I . o ’ ! '
rand Identity Meaning, Compitition, Strength 10 (2006)
Brand Perception, .Recall, Experlence, Visual |nf0rmat|on, Product 7 Keller's (2003)
Awareness information, Remembrance, Unique
Brand Image Consiousness, Familiarity, Desirability, Using, Attribute, Repeated 9 Kotler & Gertner,
9 purchase, Recommend, Remind, Advertising (2002, 2004)
. Preference, Features, Significance, Typification, Credibility, Extension Kotler and Keller
B , , , , f ,
rand Equity Interest, Charm, Easement, Familiarity 10 (2006)
Total items 40
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Table 2. Factor Analysis and Reliability Analysis for
Brand Identity

Factor | Questionnaire F13ctor 2Load|n3g Cronbach’s a
Naming .860
Logo .838
Brand Symbol .807 912
Elements Charactor 797 '
Packaging 776
Slogan 760
Brand Meaning .888 757
Criteria Preference .832 )
Brand Strength 781 663
Positioning| Competition 755 '

Table 3. Factor Analysis and Reliability Analysis for
Brand Awareness

Factor Questionnaire 1Factor ;oadmg?’ Cronbach’s a
Brand Perception 902
Awarri’;ess Recall 896 882
Experience 807
_ Visual 878
brand information 791
Information Product '
. . 868
information
Brand Remembrance 853
M .605
emory Unique 804

Table 4. Factor Analysis and Reliability Analysis for
Brand Image

Factor Questionnaire Fa;:tor Loadzlng Cronbach’s a
Consiousness | .853
Brand Fan.wilia.ri.ty 844
Association Desirability .802 .900
Using 791
Advertising 760
Repeated 819
Brand purchase
Loyalty RecorTwmend 742 .695
Attribute 700
Remind 452

Table 5. Factor Analysis and Reliability Analysis for
Brand Equity

Factor | Questionnaire I?actor 2Load|n3? Cronbach’s a
Features 902
Credibility 896 896
Brand Significance | .807
Value Preference | .840
Typification | .794
Extension 527
Brand Interest .885 687
Concern Charm 739 '
Brand Familiarity 810 657
Life Easement 784 '
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