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+ T DJournal of Consumer Psychology T% %4 (Brand
Insights from Psychological and Neurophysiological
Perspectives) il ENTVEF (Vol.22, Issuel, January 2012),
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JCP 2012 vol.22(1) Consumer
Psychology of Brands
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Schmitt,
2012,
p.9

[ | Object-centered engagement
[T ] Self-centered engagement
[7] Social engagement
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* “...the modern marketing concept serves very —

naturally to describe an important facet of all
organizational activity.”

* from: Broadening the concept of marketing. By Kotler
and Levy, 1969. (JM, vol.33, p.15)
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* ONRAR 72 KGEBR. 2008)
* N2V A7 2717 (Chang & Chang, 2012)
* A7 727407 (HH, 2013)
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* WNARe 72> K(Robust Brand)
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1-2 Robust Branding
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* ML AT F2F 427 (Trans-branding) by Chang &
Chang, 2012)
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2-2 Trans-branding
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RIS 5175 ik

* Maintaining a Unified Brand in a Fragmented World
* by Dae Ryun Chang and Don Ryun Chang, 2012.

*  http://blogs.hbr.org/2012/12/adjusting-to-change-in-brand-ma/
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2-3 Trans-branding
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2-4 Trans-branding
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* Transformable (Z24b):

* DC Comic CRE
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* Concept Branding:
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3-1 Concept Branding
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3-3 Concept Branding
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3-4 Concept Branding
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