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The Roles of Company for Securing The Brand Equity in Ship-repair Industry
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Abstract

The aim of this study is to propose the plausibility of Ship-repair industry brand in the global market.

It has been argued that it is necessary to secure the identity of company because of the expansion of
international market in the age of globalization. Authors of this paper have considered that the brand is a
solution for global ship-repair industry’s development in Busan region with focusing on the 5 elements
(Salience, Imagery, Performance, Feeling, and Judgments) of Keller’s brand equity block except Resonance.

As a result, we presented the roles of company for securing the brand equity in ship-repair industry
comparing with the elements of Keller’s brand equity block. and implied the plausibility of global
ship-repair industry’s development. Especially, Securing the licences and certifications related to ship-repair

industry is very important thing about the brand equity.
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<Table 1> The elements of Keller’ s brand equity block and The roles of company

Keller's Brand Equity Block
(except Brand Resonance)

Roles of company

Quality Perfect result, License, Certification
P Perfect result, Kind Service, Communication
Credibility License, Certification
Judgments - - — - —
Consideration Communication, License, Certification
- Perfect result, High quality and Perfect service
Superiority License, Certification
Warmth Communication, Language skill
Fun Communication, Good hospitality, Language skill
Excitement Communication, Special sightseeing, Language skill
Feelings Security Confidentiality obligation for customers
. Approval by local government or by association
Social Approval License, Certification
S Quality guarantee support, Communication
Self-Respect License, Certification
Primary Characteristics Introduction of main work and sub work
and Secondary Features License, Certification
P Perfect result, Quality guarantee support
Product Reliability License, Certification
Durability, a1 High and exact process, Quality guarantee support
and Service ability ’
Performance
. . High service and exact service under the plan
Service Effectiveness License, Certification
Efficiency, and Empathy Systematic work flow process, language skill
Style and Design Work style and designs related to company
Price Standard price information
Introduction of main user information(main customer)
User Profiles Quality guarantee support, License, Certification
Introduction to purchasing and usage(contact)
Purchase and Usage Quality guarantee support, License, Certification
Situation Current situation of company, business results
Imagery . .
Introduction about the personality and values of a
Personality and Values company, Policy support, Business philosophy
License, Certification
. . Introduction about history, heritage(policy), and
;Illgt%r)}(” eﬁgﬁéife’ experiences of company (business results)
P License, Certification
. . Introduction of industry classification.
Salience Category Identification Introduction of main business

Needs Satisfied

Work introduction satisfying to customer needs

- 165 -



gA7E 7199

=
<

bl glotA efol ol

s

et

S|
A

Hek A}3]

o2

&

o

g3t A,

©
AN

A w

71744

oln

1% wisl ol
A

e
[¢]

2277
2

offy
%

7}

sl thelA g

o] Wol T8

el 711542

s gHsta,

Aolz AAFAA A}

1A ARAE 71919 A

9]

TS T

el

ra
=
<
oK
Myl
NI
>
= RO
wjr iy
o =
3
@U 0
,m]_l fuy
X o
W
~ M
o o-
ol ﬁW
o
™ o
Bo
7o o

glglo] 1 FACIL ol

Aow 7HE ede oAts

&

T

X
=K
s

Nd

i+

I QE ZA(Kiel Week-Kieler Woche)S 3l 4]

=
=

Hotef, W3}

vk

2]

4

A ol AR wE A

I+ HqE A

9 @slo) weow AlEA

ol

<Table 1>°] 4

A W 71del theiA

pi
T

sl ARk

=
olE

o=

oA ek o),

=

0
¢+
N

off
ojn

=

ofy
%o
NE
"

T

~

to] B 2}

S

—

o
A

(Judgment) F3+ ko]

sel, of

kAl

719&

= MES AZsATE ¢

oMW HWse}

A

o

Az FAA7IEdE 719

1=

Z

HH¥W =9 7}

Aolth. &=

o sk
=

DRCRES

Ea

F A8

o

HF O R S Ao 2 9

olE

B

i

tok ATz 719 7]

3]
er

A7 hof

S
=

2o

s+
=

afjof

3}

=
53 AxHon B

24

=
=

7149 7HA]

]

=

T

Nfo
N
)
%

a3

] 2178

3|

SRS

%o

A= <Table 1>° 7F3+

- 166 -



7b g 3A gAEE Euth o] A
JAEE @F ] sl Ay
o] 7137} vl @l AFsich AN Fuly
ol @3]e AbgtellA whE 3b7) ¢}
o] EAZE tl m8A Sl —“& Aol A T4
ot AubE|le]l HA=rE FQ stk
HkE of7]e] Qlth A F7hA 9] 7192 54
goz e FhlshE Bl 71 24
S BHIC APbs 75 Wk %011
Zol wdeehd ¥ 719 ey YA
ZolgtE Zlo] & ATte] dslolt},
Aukgelge A A3 7]
AARBAE A3 gkt o] A
Eslell £ o S ThAoF A
olgfgt A 714del £ ¢
S o o] Hys £

oL

r%}o
H

. :La]jl
S JhA ok T &

(1) 7199 A4 &4

AxE 71918 Als] aEste] A
Q455 AAe] gop & Zloja, 7199
wel o Zd=Z FASerd AE 1
e Zlojt} nk ofyel, SAtE HiE
o 7 FAsHE Tl dEiA
YglA ZAEe] 54E A

re=ev= o= M| 12
of o o ox fo
oy o 1 o o oy 3y
I

i)

N N

TS

- o

T

©
s
2 S
NN
BN ot

o I

3 &
5 o
ot
=

1o
>
od

o o fol
oy o 2
A -
ot g b

it}
4y 12 o
ki

2
o
N
= N
& =2
O
=
o
ml >
o 1
}-EIZ EQ
o)
oXx T
[©ZERN]
i o
XLopE B
2 fo M\

Mol Apn o 2 P w3
ok,
@) 719 v QAT QA
mpAEo R HAE At FRE & 719 A4
Fe A= ]qj 013} EAAS O] BES EE
oli= 71919 BAE e
Aow i} B wHo
EEHTH HPE g5 0101/\1 =

o
i
N
30
~
=)
A

—

Neue

=5= E‘—’Hi 3H

AFoE AuEd] B nas A
9 s A 5 Qe slolet e
19 Agae nase g A 9t
BeaAT & Avg g 2
A S716l Qi Aelel dhg WAy
Aol 1 vzt ek

=
%L

Aok RS Belch AR o
.?.
o

References

Aaker, D. A. & Joachimsthaler, E.(2000). The brand
relationship spectrum: The key to the brand
architecture challenge. California management review,
42(4), 8~23.

Aaker, D. A.(1991). Measuring Brand Equity Across
Products and Markets. California Management
Review, 38(3), 102~120.

An, Gwang-Ho - Han, Sang-Man & Jun, Sung-Youl
(2013). Strategic brand management, Hakhyunsa.

Bennett, P. D.(1988). Dictionary of Marketing Terms,

- 167 -



Chicago: Association, 18~19.

Cho, Won-Gil(2004). A Study on the Global Brand
Strategy of Korean Company, Korean Academy of
Commodity Science & Technology, 33, 337~355.

Farquher, P. H.(1989). Managing Brand Equity,
Marketing Research.

Han, Choong-Min(1996). An Empirical Study on the
Characteristics of Brand Marketing Strategy of
Korean Exporters: Preliminary Findings, Korean
Academic Society of Business Administration,
25(2), 333~353.

Holt, D. B. - Quelch, J. A., & Taylor, E. L.(2004).
How global brands compete. Harvard business
review, 82(9), 68~75.

Keller, K. L.(1993). Conceptualizing, Measuring and
Managing Customer-Based Brand Equity, Journal of
Marketing, 57(1).

Keller, K. L.(2003). Brand Synthesis: The
Multidimensionality of Brand Knowledge, Journal
of Consumer Research, 29(4), 595~600.

Kim, Jun-Ho(2009). The Effect of Distributor Brand
Equity on Customer Satisfaction and Repurchase
Intention : in special reference to Private Brand,
ChungJu University.

Kim, Mincheol & Boo, Chang-San(2015). An
Exploratory Study on Visit Intention of Destination
in Marine Health Tourism, The Journal of
Fisheries and Marine Sciences Education, 27(1),
230~242.

Kim, Seung-Sub(2014). Develop the ship-repair
market as a growth engine for Korea’s trade,
Monthly Maritime Korea, 2014(9), 48~51.

Kwak, Choong-Gon - Park, Jong-Un & Back, In-Heum
(2016). The Effects of Service Quality of Ship
Management Company on Customer Satisfaction
and Customer Loyalty, The Journal of Fisheries
and Marine Sciences Education, 28(5), 1378~1387.

Lassar, W. « Mittal, B. & Arun, S.(1995). Measuring
Customer-Based Brand Equity, Journal of Consumer
Marketing, 12(4), 11~19.

Lee, Ki-Tae(2016). The Study about Individual's
Capacity, Job Satisfaction, Job Involvement and
Job Performance on Ship-Repair Workers, Pukyong
National University, 93.

Ogilvy, D.(1985). On Advertising.

Park,  Jae-Woo * Lee, = Hee-Young &  Chun,
Cheong-Ghi(2015). An Impact of Brand Supporting
Project on the SMEs of Exporting in Gyeongbuk,
Korea Association for International Commerce and
information, 17(4), 205~227.

Quelch, J.(1999). Global brands: Taking
Business Strategy Review, 10(1), 1~14.
Shin, Chul-Ho, Song, Dong-Soo, Kim, Hyung-Nam
and Shin, Hyung-Am(2004), BRAND BUILDING,

The Institute for Industrial Policy Studies.

Shin, Young-Ran + Kim, Gil-Soo & Kim,
Kan-Hyeok(2013). A Study on Promoting Growth
of Ship Repairing Industry in Busan Region, The
Korean Association of Shipping and Logistics, 76,
151~174.

So, Won-Kun & Kim, Ha-Kyun(2016). A Study
about Social Responsibility of Fishery Company
and Customer Loyalty - Focused on Moderating
Effect of General Firms and Fishery Firms-, The
Journal of Fisheries and Marine Sciences
Education, 28(5), 1198~1208.

Song, Jae-Hun(2013). An Exploratory Study on
Globalizing Chinese Enterprises the
Haier Case-, The Review of Eurasian Studies,
10(4), 71~86.

Steenkamp, J. B. E. & Batra, R.: Alden, D. L.
(2003). How perceived brand globalness creates
brand value. Journal
Studies, 34(1), 53~65.

stock.

-Focus on

of International Business

® Received : 30 November, 2016
e Revised : 29 December, 2016
o Accepted : 04 January, 2017

- 168 -



	선박수리업의 브랜드 자산 확보를 위한 기업의 역할
	Abstract
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 선박수리업과 Keller의 브랜드 자산 블록
	Ⅳ. 선박수리업의 브랜드 자산 확보를 위한 기업의 역할
	Ⅴ. 결론 및 시사점
	References


