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Abstract

If the subject of the study is explained in some more
detail, it is to investigate 'characteristics of graphic
elements as constituents of VI(Visual Identity) in TV
Commercial using storytelling.” Here, this researcher paid
attention to what differences could be found in visual
identity using ’stories’, namely, storytelling. As a result of
research, it was found that in ads using storytelling, 'use
of auxiliary graphic elements’ out of VI elements was
salient compared to other ads, and they were directly
affected by stories.

When auxiliary graphic elements as VI constituents
were employed in storytelling ads, the following 3
common characteristics could be found by the researcher.
First, in one campaign, the graphic element is shown in
a uniform style, but depending on the story of each ad,
‘variation through text contents or image change’ is
played. Second, when seeing an ad, 'the uniform rhythm’
of the visual image in itself can be felt as cuts using
graphic elements at the same time zone or according to
the same progress like other ads of the same campaign,
are inserted. Third, certain compartments are clearly seen
to divide them between the movie image cut and the
graphic image cut played a variation by a story.

If it is seen from this context, it becomes possible for
consumers to recognize it as a theme, a campaign
through graphic elements although encountering many
small themes in each ad, and at the same time, they
feel it as one style, namely, as sensibility as a image
but through this, they come to accept a variety of
information in a compressed way. Accordingly, in this
researcher’s view, graphic elements using stories in
storytelling TV commercials can be a key ground in
consumers’ brand association as ‘emotional connection’.
In short, the present researcher is to regard the graphic
element using a story as a organic VI element which
can handle consistency and variation at the same time in
storytelling ads, and as this directly affects a formal story
and becomes 'a connecting link between contents and
form’, it can be said that it plays a significant role in VI
elements.

Keyword
BI(Brand Identity), VI(Visual Identity),
Storytelling Marketing, Graphic Element.

1. A&

11. 47 &3

o] A7) =AE F ol TAHeRE dHsd, A
Eddys 288 TVHILo|A V(Visual Identity)
TALARA Tglgese 54 Ao|th

A 20089 99 249 A L7|Eo] JHHS 2008
OAd gus 23eMe HAd2EHEY vAE
o e AlviuE TR HTo Fa Ao
2 2EgUY vl dFH s AT
< & B ofopr]el &HA} o]okr]o] A
st} &go] AL E DY vHAR S 34

rr \-r>1:l o
- o
=S

=
o %
lo I
(et
ofo
tlo

— b

e
o b
bl
kv
£
e
N

fru
X
=5
e
ol
S~
:\_1‘
u
ik
, oo
S
=2

To <AZANZT>749 2], KTF SHOWS] <showd}il
<vl=, oH7kA] ZHE>A

QA e nIFF 1 B, ViE /19
o

BIlY AZ4 ZW 53

Ags @etr] wEol Bl 9o NxAA A2 I
o2 Fadtka ®B7] wjFo|tt VIS FHL8AE I
obat7|9la]l UrtiA] REQ(1997)7F B3 AL nf
goz gotalal olgfgt PR ol E g A
Ak AHEE A3t AFAR] olflE weth

1) AYL718 (008). 2008 TIAE Uiz ¥, . ALY Al

[Cheil World Wide; 2008'd 10¥3%. pp.13-21.



2e)3 3ol q 2EEe sE Bng st
719 X 2Eer 2R or|et THAE
oalo] smelale v dig 2eHsl sty
A A2 diFHa de A iEe stekdith

T 483 5-elA FAAHQ Ao 0w A A

B agEle s EAS AGAFRoR
& weew 5PN whA Al 3EH 57
s}, 2oz A g A7z As| 9}
o] A7-e] A # &S AFHAl e MEdt

A7AE BEd B4, of =B olalg A3 &
#o} gol& ofo} o] heks] Ae]dith

$7E 1 2 AR,
TR AR Aol 'R Ak
dM AXMe Ty 2 #7130k
oA 719 FaAAQd BAL <

o AZA A Fe ARH FUHe
Identity)= VIZ i=-13=3

e BI(Brand Identity), Cl(Corporate Identity) & 342
2 oz B/l9E SolEe Wed Bavl Bad Wy A
§olE o] Jledta dWFoRE kA V&)

o 2EHUYS 8 B 52 2EEE vAR 3

AE 2B FE 7]Ed

a

=3t
=

A

E
=

tlo
™
iy

>2 H7|%t}
2] VI(Visual

2. Al4E A9 d
21. BI¢} VIY AdnF

BAse] Hot we tAsAT, PlEvAEY
3](AMA, American Marketing Association)< Ha=
L glA Aol BAs) Askel Anag B4
A, GIASE A ARG ANAZRE A
A2 BAom wEold oF, ofF, HAl, 4ol
o A, EE olEe] 2@oleka stk olRe
BAEE THSE WA et BA Fe g
WA BASE oF & AUtk HAW A
H

2 (Keller) (1993)& "i17
SERIEE u%s
E]—okb‘]— ;q_J’]_ng a‘J—

Arae) el E EAGE FLH Aol oh]

FIFIH__AEI

2) AW @A A (Kevin Lane Keller). ©]d%-AFA-2 &3
o (Ml=U2z B2 2007). obdle] BE AL,

Interbrand Group. World's Gratest Brands: An Iternational
Review. (New York: John Wiley. 1992).91A4] "a name, term,
sign, symbol or design or a combination of them, intended
to identity the goods and service of one seller or group of
sellers and to differentiate them from those of competition”
3) AW #EA  AY(Kevin Lane Keller)(1993, 1999).
"Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity," Journal of Marketing,5791). 1-22.

AL Znizieke] rgA A EXEHE Ko
A, AR Holt on)A REE EF
Qe D Aol G WA 2 )
Zps}e]l BA A BA=E FHs A FE35
HA= O}O]HE]E](Brand Identity) #go] & &=
o} sfuketd ARlAE 719 Aol =o]
WA Gl BAE i A0l ohiel Basst

E'”Oﬂ Fols 7150171 UHE*

o]l
N
2]

o

A
82
(e rr

ﬂl
H
d
ofs
o

2

2o N o

_;
BN g

7043 (Personality) & &3t Yolrl &Mz} o]& T3
ZE F& 9 ]XH 1 )
Association)l A
sHATE el A 01 §R—E—°, ?rulE(Schmitt)Q} Al EE
(Simonson)(2004)&  FHHEZA
=93 Fxeynh AElde "FQ3 B_i%i 74
Hoi ou—_tﬂ ;\]ﬂ(mn E’_%k, A, j.HE,j, 32«;(}), z%z}(j\_
gle) =7, 2ele) A, w2z, A7),
3744 ax 599 wae Rolth #v|Es Az
(2004)2 ZEFLF E|ube] Aol thidto] It 2o
Zﬂm “osEjQo] R0 e 2ol 1
o] AlHel AL 7HAstn AHHow FIE
© HshE Aol Btkn F49, HrE s
o} ev), cloldlElEl} FALE olnlAE wih.(F

J1“~

),

2... Heks 7199 Bal= dlY, A4, 49, £213)
782 :T«'_/HIE’ _g_% ,] zal—_,,]. Bol-}_\_]p_i 1:}

b
¢
hi?

o
O

LX}E P_%E ofoldlE el 5ol 3ol 714
Hqunsl Fasthed Sos mek seilole)
2714 227} evsle] Age B 710l 2
2} she olu A& FEdlof k=t Foldth
B} AZHoR ololuEEE HEskE /)
2 A= VI, 2 H5E ofo]dlEE](Visual Identity)E

e of

M of

4) ¥ U] EBernd Schmitt),
(2004). "]EA wlAE Marketing Aestheticy .
2= 2004).

5) (New York: Free Press, Bernd H. Schmitt and Alex
Simonson. 1997.). A¥l #Ql A, o]gwl & o HAH= )
YARE, | A8

6) W FHE(Bernd Schmitt), €32~ AJE<=(Alex Simonsom)
(2004). "W)E}A wiAE] Marketing Aesthetic; . (A2 N
H22004).

&2 AJELE(Alex Simonsom)
M Aad



Lto|tt VIS 1’41}0 AR 214171 A TRl A
Ao Aol Ao Fdapd, Mol AMH, o)A VI
T AAERQl RS ofoldEEgeE A)elH, A
ZHAQL HARlel AL o) ARgshe Aoletal 3
om, 2147] i "l AR, e Vg 7149
rtay 23EY] 59 718 YAkl 245 A2 7
A oldolu Al s yAel sk A ol
3 FYsidnk AFY(2005)2 o)E nlge g 'JYs
FEACE k= 7199 oldelu AMdE Al ©]
PAAAR AgHeR FHet] e vpgsel
AEES AojAls AMoletal 4o stk
ZWZE TTrust in the Futurey o4 "Edo]=w}

e AFREAA 28 glen A dZe] Fa
stthal Axrsidedl, 91714 Edeol=viagt g
< VI8 784 T shiolth HAUE ololdlEH

5 9% VIS 933 B2 dx, 4nRele
TR AA)E A% =7t He 74013} £k

A o] =EellMe 919 Fes EURE VI
& anleke] A A2 ﬁizi 71gde] A2t
2 ol AE AAH R oto]dEE| e A oleaL
g ejgi}.

22. CISOlA VI¢] A Q2
[Z™1]M = VISIX S &3S & 4 Uk CIsel
ow ANZH 94E & VIVIS)E CISY v
% #AE 23 e T8I 242U S
4 °‘°U% Cloll ofA] AlZstd Fo] VI
T Utk
£dA(003) CI19 7153 =3l s ot
| 23ttt ZIdoteldEE(ChE Vd s &
ANz 5 A=F 7199 =E 9
ol tHsH %4*43

E[o
::I,

oz
LA
39

7) 2GA-AGF-BI-olEF FEIE. A AR, L &
1

8) ZWA-HFAIF-olEF FE/Y. A A, L o
Tk 1994,
9) AU OIET o "247] AW oA A, L E2FAL

2002. p.60.
10) 417894(2005). "Museume] Z-&F VI(Visual Identity)ell
e AT - 39 2 FW Museum VI oA FAOR, . &
®T)A8 AT Vol7 No. [2005] pp. 46-61. % izt
AAYADA T4

11) Alan M. Webber(2002). Trust in the Future. (Fast
Company.2000). Aj1-&. AW &<l HAef(Kevin Lane
Keller)(2007). o401 124 26-3) o, (91=U2 B2 2007).
12) AR @Sl A2](Kevin Lane Keller) (2007). o]/ FA-

(=R1N
&3 o THAS ffUAAE,; | (HIZY2 B2 2007).

2 3= olAdFe 7Y omAE HEE FAIERE
A A 5ol sl WEste 71ge AAE vzt
oA 7 sEkE Ad)oletar st 7] A
Ae d#dE Fo3te 7hAslehe Folet g2
Ax 214804 =271 VIe] Zo & 7|gallA A7

% oluAE ololHEEseE Y JUIEIT.
G Gl FRAEE Aerslnal VIel P el
2 ¢ 5 AT A,

Mind Identity Behavior Identity

Corporate Corporate
Marketing Communication

& Management

Brand Identity |

[ 1] CIS(Corporate Identity System)e] ZA|
TZ (A 2179 (2005)).

[E 1] Cle| 7|2AI DL SEAIARS FHRA
(BH: LPILAl 2E2(1997))

7 l=ApEle] Taes
1. ZH0|E M2
(Corporate Symbol)
2. SAlE ZIERY
(Logo Type)
3. ™M2AM#(Typeface)
4, ATEzo|E Ay 4. AKI(Sign)
(Corporate Color) 52t4, M=
5 ZH0|E AEO|EMHE | 65788 7|7|
(Corporate Statement) 780 B2
6. ExaelEos 8.5 & (Uniform)
7. ERo|= FHEE{e @4
(Trade Character)

SBARE| TR

1.2E0|MUe| | =LA &
2. X Z(Product)
3.1 7| X|(Package)

2 A 2 5 gtk o] =Ry
E‘Joi/q :LEH z/\]_q :rL/H_g_/\’oﬂ
3} 2 sk, #HZY 2EEE FareA o]yt
BAzR T2 54L AunTA

F2F Qe [E 1, CE 7EA2ER
g
A2

13) £UA(2003). ™A= olo|dEE], . HGFAL

14) YA B2E(1997). 8919, ™New Decomas?l€l
New DECOMAS : CLBIZ £3 21797, |
2, 1997)

R
(4 : TR



23. VITA 249 &84 Case Study

AolA vie] JidH O FAHLAE otk RS
Edz W 7194 <ddizte>sh <duppiaes>, o
P <FPARE>] VITALAS AR ozn VI
T8 g ol E FaAt Frk

ddizt=s ddizia g 28ja ddiAA, o] 34
© duiaksate] F8 #AAEAN HMCEASES
F3ste] FHAR] dFolth VIE B8k TAlolA
o] 3Ak= 53] F5& nhett). s 19 2]9Jr
2ol VIol A48 A T ZAuEdF FE&AA 2
71 AAE IUE ARSSAY 1o
HAIg sle] opar, g2t
O Z 3Alef| A HOZ AMEEH I

2=Z] O

o= ﬂ;q

FEMAE T

A7) wZoltt.

P
| | Gt partner

' HyundaiCard . |

288
\ﬂ#r_&

SR A AR VIRAS
S

(a2l 2] stpi=
t Sofl ATAP} ElEk Ag)

(BAfe EAIER T2

239 dFola HE]
g 9A] ‘youandi'ZFe 7HAE 3Askete] Aol
LAAE 7 e zZHger &
Aol wge Rzafgesss Fgo
#at, <l B

7 =

=
d

I

¢

ol

"k

" 7
e Tk ehe i
14 melFomM, £z 3l
2ol glolA shel ojollEEs} LARES Fu
=
[e)]

~

2

T oox Ho [T

ge BxOdgS ARES Ao=E Btk 3Ake
AEMA 183

shec 9

d i
F43HE 5 VISAS B3] BU=S dP9g 9 B
e FAo

3. 2E89 EA4% 24 wAYDY
31. 3lo]AA T dlolHXEA 2ET Y 71X

%OM <
Eﬂ"—

2E 152} A
7S AR A olokrle "axe] AAAAE Eof
FiZR JIFEANE DojFeH|, olgF ook
7b ARl Agtebd "E]r‘iﬁ'/] JAaTS LS
StaL "HE fA ARE olsed 4 AT Tk
thiel )3 (Daniel Pink)2006)e ~Eel7} HE
(fach Bt} © 7]9fst7] ok k17 3 =(2006)=
"ojop7A| 9] olm AsHAER)E AlaLe] 71RFS =
ToMEkaL AFshaA ole 2E7E /IZte] "]
= = AAel] wEolgal itk
(006)= <1X#EA} wa FELE(Mark  Johnson) 2]
FE8r4Ql Alal(The Literary Mind)y 2= AAY =
o, Al w2 old oAEta Stk o=
< AR =8, AgS Alva A

fd
re,
-n" il
U_Orl‘,
o
fru
=%
[
fm
L)
o

TS Pa

LSE9 AP, $ele A4, 1
ge sEels Ay
3 3 =1(2006)E "HA

B AlEE2 2EFE A]—%}%L} DA DYy o
ol ARIETE gE $83 849 F vk o
A3k h

A71M = FEG Re AES BA'E 2
2 %OW 2Ed7} E] } RoE x93 g
F Ao %

H A} gfe) ﬂr?ﬂ ol Tﬁo}ﬁ el
4oz BIE FH3ta VIS S LuHlAte v
7] Wtk stHED S SF9lE 7ty wags w e

SEo] B ATE i, B AT FHE Y5
ata HEshe JdojME oldH oA HEAAS

g} H] o1ol|}\1‘— "71—7(4"0]] r,q.;q. Ozlo]q_J_ o].o:h:}zO)

al }H-‘_—_—Iﬂ], o] 9A] 2EZ7} #AAA A4 F=93

=t E 5 A5E ¢ 5 e A0,
BI04 T =EZE "stol AT stolE A9

Aol EAse Aow B, 2EDE ol
15) A2 AGE oE HAs 2E) vpE, | AES 2004
16) AFE-AGD-oPdE THH= 2B viAE, | WES 2004

17) ' ¥ % FDaniel Pink. AHE <.
A Whole New Mind,

= w7t 2o
. (B A LR, 2006.)

18) thd FADaniel Pink. A¥d 9. TH2& m#7t 2o
A Whole New Mind; . (Zh=73 A4, 2006.)
19) th4d P =Daniel Pink. A¥d 9. A& m#7t 2o

A Whole New Mind; . (3F574 41412, 2006.) 014 A|A-&-
20) A 7AA A4 wwwe.sericeo.org



Ajolal FAlol stel Akl AFstar vk I ol
T 2EE IEQIEES o] &3] wxshe A Bt
MEE EHS o83 2B A7} ofF AMds &
o A olElE & AES sF7] "ol £ 1
v &Y= tolHA g wel=d, EX2HE M
Foster)®] &5 Wof "r|7} a1 o A

o iy
32
£
fr

T
1]
R
X

< 3
e mythge AL 2Ed
2Ege 3 Al "A"
g O = =99 AZE tARIThngs That
Make Us Smart; oA =E2]7} slo|AdAl, 3telEA|
845 Zt3 58 WA 7iEsta Atk s

sERE 34 oER BHoRE gRA

LasE A%s] 24 2t
o= dwsts Akesta, 54 FHoRRE ¥
@ WA goH, FHHRl S AT AR
g BUE 2848y, 4 AL 2B F
2F AAFgolt. 2= AR, A4, 79, 4
T shtel AYF H7AZ FFITR o =
o) Ashs T8 BA004)= "eokty, EUE T
53, Aol mashs vYe Stold At ¢
8%k 2xolgal Lot

o s 2EHE e 222, BES
T Ado] T B AR, ¥ 5 2
FFol 7heAlshe 5@ ekt 2o

32. 2E2 9 #Eo2A

B =2E2](Brand Story)$} 2EZ|EH

vl A ® (Storytelling Marketing)

FT olglgh Izt Eeolat FAlel ol Al -t
OJFA2A 9 2EZE o|&3 A"l hFHIL 9}
ok A 2008 9Y 24U ALY~ Zo] HFHIF 2008
OAg gz A HREREER vAR
et AuE AHFOEA Ho Fa HgoR
2EYEY v"e] dFHA e AAEH. o
EHE T BAE oJopy|e} amlA}f oJopr]e] A
g x3tol 8ol yAELELEF viAR S 4o

Stk =& o] Edo] 3l7] o]FdFEH "Bl
s &83 rHAR el Wi ide st

=g A9
o ojy:

21) AE718 (2008). 2008 YAL BT~ ¥,
[Cheil World Wide; 2008'd 10¥3. pp.13-21.

- ALY AR

ox
tilo
ol
4
ol
fr
o
AN
(z
e
I
o
i)
o
b
o
o
=
)
v}
>

AR FhEE

HAE AT F Ao
=

o WAL P83 nU=d B
24 AEATL A4 71 5

uebd  BAEAEY upAEe EZAA(Rolf
Jensen)o] A4Sl A f3Ee] ALS]  (The Dream
Society)s o4 "AlFo]l ZHAL e AAYE FE

ofsf olejo] whEold Aotk 7Y AlFe afAt
BBt AFS BEE 2EY ALfAlolH, o
Ae 712 AFad 2R A2 AFsEs A
58 ¢ A 2 Aol i w3 A o], =2
2B vpA" el 32 V1Yol 2ER Y] &
A7 e Faskes 28 A oo

AFsel pulAel 234 A4S FH BAS &

pud

Mot o ir

Y
£

o

KD

K

ol

Lo

of

o
T
2

e

o

2
e
N
ot

[ fo o
Ko,

(
hd )

Aok A7 T3 HS dx-d
oh & A2 Auzp o] A, viE Y
g suudst gEgte ol tAg
Y8l 2~ (Homonarrans- ] ¢F7]3l= AldEhe 7|&
BE A8 AAlwre] ‘olopy'E whEoYaL o]
2 AT I &ARiAelth gAY sEUE

2> o
ox.
o

fo o om
o
tlo
1

[» i ot fol

= AY718 BREnAE AT 15~444 Y 600
Be e RE AREAS A, A, el ZE
=5 wEo] &Y Aol Ar] x¥olgta AY7tsiaL,

. ES AR,
vt o]’ (We
Media)& O 2l=]st™, A, Ailgre] wajoz 2~
EYE AFAdse 5L 7 doka §Hrh2d)

B Al A

r
i
k)
3
ar o
2
By
[
3

1)
A & 27t gla

) AERAGDOE. TS 2Ee vpilE, | (AEZ 2004)
23) PFAAAD T s AEe) v, | (AE. 2004)
24) ALY Q008). 2008 TIAE e E, . ALY A

[Cheil World Wide; 2008'd 10¥3%. pp.13-21.



AHIAEe] BAES) olopr|E s 4 e 4Y T
zo gy AL Fa 2uAT} A 37
oA Ao olop|¥ & UES thd ERY
SJolAARE AFHE Fashthn BHNED
e VIS e $8A2H D] Az
Holg BggozM EHYAT 1 Bgol W$ o
Fob7) Mo, =AE sELAYS FEF Bl
kﬂwa¢4E@°xwaReaﬂa§aqz

4. 2Egdy B39 VIEAN HEXIHFHLAL
28 A

2Egdy Faeo] FAHL AEA SKEHF
To] <A ZT>74%2), KIF SHOWS] <show3d}il
A, ] <vwl=s, AY7bA| ZHY>A
H<el 183 LG XA 29 <Have a Good Time>73
H & FUAHEIE A3t o] FIAEHENA B
ol 2T as & C 71EA2HY 84 F 1
e iol EAS APRIA Sl o)A 1T
fa e YA WA REL(1997)7F A5
CI7| A1 =R o] FAQ A AER 231, H8AA,
A9, nxafges, EFol= AYHE Dile A
ojt}.
EAZRD Ao A, Abl A Al o
A5 Fart vk =A7F 324004 o=
AR ZAst] 2EYHY nARS &8
g FaE T Y Y AHJS HAAT o= o

34, A7) e)

T3 A7]008d 9¥)S 2A=
2Egddy viAEo] FEH A]7]E 2008d 3HL7|=
B3 2008 3HEb7le] FE AHIJE F 2EH

3 FIEZ HAE FI-
E4), 20083 ] HAE AANE T 74 F
7]151]0 %_‘0: /\EaE—ﬂaljﬂ-_’ﬂ_E Zg_ *‘]—‘f—ﬁ% 1 oﬂ

A= 'TVCF/\}O]Eo Eg’o‘% H

25) A|L718 (2008). 2008 HAE ris Y
[Cheil World Wide; 2008'd 10¥3. pp.13-21.

AY718] AR

of T FEHAE 2EYUEFE ﬁ@é}ﬁ’iq—.%)

AR, e A7 2EE" 3
I e s | R e = | 3’5]'5_'
AP E T>9 <adta a9 4
TE TUs olopy),
oFt W0 AAshew)
a good time>9] A= FA
FEAGD HLHHTVEZ 1
2EfE A S gigsty,
B A, 2EHDH AT <dgdE>o] A,
vl=re] 507 XY= BEE oJokr|E 50709 FuE
3l AAE Aol FAlsith

o] =ddlA FE HolFe W] doixe Z

=

[e]
o
A
|

o

41. SKEHET: <A 2> A

SKElg 29 <AZYEZT>AH AL tdrEg
g9y FuMT u$ 2 7S Al (29 3]
[ 4]elA] H%o] *EFM AME F Fae v}
Zutel| 7zt o] F il
oy omAE FEste] HAA Aude dRHES

=3 FAl VIE Fi ok

42, KTF SHOW: <show?d}3 AA}>78 5] <1
AA>AH A GA] SKTS} vk

KTF¢] <showd}il

26) TVcf www.tvef.co.kr



M Z ol FFAA BN FFEEEE AHlEE
A b, @ 2ENE B B2

<Show 3}l Az}>
BEuie o arehe

?ﬂol HelY, o

[22 5] KTF SHOW: <show3s}

o AxpAmelel &
PN ES
— Aboy A
AFo =
204 N B
*

R

[OZ 6] <shows|l AX>ZDAIZ|=E9| VIT2iER

20| EE ARIS

4.3. g 3gF <=, Ag7tA 7MY >A QA

3] <v=, ouztA] >R ¢le bl

=9 5070 X 9S wjAFozd 50709 FuE A2t
Ak 71N AFATE FEF AL Y 2450
APz nity 598 AedS 2ty zb Bae ouii
= 2 A0 50743 5 B A QA g 1
W7 BAEsl WalE Zoe Holdh o|2H 2E
2o} A gol wel Adold Bt @ £ e IS
4/503 22 BAEQ vixEt w]Ze] A moA |
dS A 2 2ae AHAY FIES Foh
AFAZE Bl o= aHHRAE T8l ~EE
93 Fao]x HFY oloWEE|S AojFE Ao

Helth
‘ tra!. “
kor nait

®com

travel.
koreanair.

(32! 71 tskets:
ZAE|=

<0|=, OC|7HX| Zis{>Zm ol

04158 055 %6150 T
3550 511 50760

44. 1G X7 ¥ &:<Have a Good Time>7 ¥ ¢l
LGHAre] X7 29| F31 AN Z, <Have a
Good Time>FH|Ql GA| 2EZE Fuzi dA
3 ~Elde] agY Q42 Fud =AU B A

Ao ABAL Bttt o] FuSoE B A
ol A VRO 7 Fae] of 94

2E#7} APEe Zuk
o A=y g HAES

S EIPCEREE e
vlsg Awe Beje 5

P AE At g, v

A3k ~Etde) Agjaety, a8a oyiEd] wE
H2E o] wisle YA 2EMdS F3 SACl W)
g Fo.

ATFA7E BI)el, o] FA]
Barttt LT ZEdS 2 I 2
virre] 2EZo] mE wgtE Folorg Fo vl
& ofolwIEE] &8 Ab#letal Helnh

T-,fl’};,&rh KH/" g :‘ !

[38 9] LG XZHHHA: <Have a Good Time>Z{H| Q12

0 A=

R %] Loy

T_““o | u)\@




[22! 9] <Have a Good Time>ZIAZ|= VIZE{ER
49| &8 AEIE

F Bz ek 8o Feeggon, 2
E99 9P JPHoE BE AL T F 9N
VITAERARZAN HERIOHFGL AV ~Egdy

e wold,
22 mA *EF/M] E}EH 2E Y golu} o]
A el WEE E® WFL olFolArhs Holth
S, & He) BB BT W,
oA} VA F
Aol 24 afgeiE &8
B YD A5 :@

i
rlo
o
X
ro
o
v
gl

e

HE of Tl 1us HAG, g4 W 229
o e we adelnA 2 Aol T

oWl 57 9o A Belwo] maH o)

o

5. 48

51. A9 A3

2By Fa FAZF A EM SK#HF
TS <AAN2T>A#HQ, KTF SHOWS] <showd}al
2> <, fﬂdﬂ'oLJ <Hl=, oH7HA] 74>
<l I2lal LG XM 2] <Have a Good Time>7i
HQlE AAstaL, o] FartHSolA Heole g

E&A VITAQLAZA BZE
agge syt ~2EgdEy Faor FLIYS o),

458004 B4 vhel 2o A FHAe] FEHA 5
A WA 5 Atk
ol el

Ae st Hel, sl sl

QA4 2ol
7Fssl A, A1 A¥AE sty AR & ol

AZMY oz AR o5 FA

of

oe] 7] ARE k5o #8384 UA "k
wepx] AFAE 2ol 2EEy TVHEIL] 1o
A 2EZE 83 g asre AR A A4 2N
2BA7 BAE A4 (Brand Association)S el 3
o] 2L e Fadt 2AV € F Aok ok

L7d, d7as 2Efr &89 aggese
2EdE Fad Joix dBAgdH WFE FA
£ F JdE 771389 vieldga Buxe,
22 2Eg ] HHAJN FFE =R Y
27k se] Eo=H Bl 8ol

)N 9.3 H]%% et sk

J6

o]lE

52. 79 AR AZ

o] AT FAHS
e 7120l dFE
9] E7<10 Al—vqy_oi/yq x}ﬂz—] sl
TFevke Aeolth A 2Edg s &
= 200737 2008 o] F2 AEA QD FEo] o)
Hed 2 2AEA F 7EA7E Ak & 7HAE 9"
Yl el o3 ERuMzo] JFgEy o] 7

Tt A E ge 3 A, A4 Felde
2 Y59 eldely Zeadd od 2 B

weba] 2B o] JFHo] A wg} o] &
% Fare] 3 9 AEHog wobd Aol
w, o we} o9} e FadN AFA}t =&
B 5 st HS £93 VI
e

% ztole] W=

¢ 1 9o w

Ea%‘%lo] SeiA 28

A%H oz s

LAFXN 2EGV}

wol Wgo uelE Y

5, ® Am9 340 ZHE o, iz 109
P H oz AUE7)E v,



FHE28

FHE  (Bernd Schmitt), &2 AlELE (Alex
Simonsom)  (2004).  "™]8t4  w}AIE] Marketing
Aesthetic; . A1e ANAEA 2004.

AR Hd A (Kevin Lane Keller). )7l 74
#Ha38l 9 TEd= vYA|WE Strategic Brand
Management, .H1ZUYZ2 52~ 2007.

AFH-AGE- ol FF 2004). "BA= 2B v, |
il

U = (Daniel Pink) (2006). AEE 9. =L
mg)7} €tF A Whole New Mind, . SFEAA AR,

U7MAl BE(1997). €891, "New Decomas$]¢l3]
A New DECOMAS : CLBIE 5% 41797, .
A TARIERS2, 1997)

A7 A (2008). 719 A1ZH4 ole]HIEE7E YA
St 719"l PRl Y=Y olsTA TdEe F
Ao, FadTes.

i

£4AQ003). "ERE ofeldlEE], . G
217894(2005).  "Museume]] #-8-% VI(Visual Identity)ol]

A AT - 319 B T Museum VI WA F4]o
2, . £%uAlst AT Vol7 No. [2005] pp. 46-61.
Sz sl AU AI AT A

A F G- AT G (191). YRSEHS] &

F71dolmA] delel] B3 A
1. A7 |E AuARIsk AR R

AEHAHE T1F (1992). Interbrand Group. World's
Gratest Brands: An Iternational Review. (New York:
John Wiley.

Alan M. Webber (2002). Trust in the Future. Fast
Company.

ZA-AGF-PET-ol=T TE71H (199,

ARl

(2002).

147 o) YA AR, .

ES
o+x43] 7]xK{shan@hani.cokr). “2~E &Y Fa1, 57]4
o .

S A=Y, kA ZA|(www.hani.cokr).
20083 99 24U 2% 06:45:09/ 7R 2008 9Y
24 2% 10:34:55.

2008 YA 2t £ (2008). AY71E AR Cheil
World Wide 20081 10€3%. pp.13-21.

A7 A A4 www.sericeo.org

A
=~
o

=,
=

A7) 22 www.hyundaicapital.com
HA7l= www.hyundaicard.com

AfA ™2 www.hyundaicommercial.com

Ah A& 2 www.hyundai.com

TVcf www.tvef.co.kr

A Y718 www.cheil.co.kr

AY71GALR Cheil World Wide 3, tXE 2]

2 I www.digitalleadersforum.co.kr/index.jsp






