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A Study on the Strategy of Housing Brand Asset Management

Using Brand Power Research
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Abstract

Recently, construction companies is briskly doing brand marketing investment through the housing brand
development. The importance of brand asset is increasing, the brand management is time to set for strong brand.
But brand asset management so far has been done in manufacturing and service industry, there is no discussion
about housing brand asset management of construction companies. It is aware that how important brand is, but
we can’t present data for brand marketing investment owing to absence of brand asset management method.

Therefore, the purpose of this paper is tryving to deduce importance degree of brand asset composite factor
through the brand power research. Also it is to present guideline about brand management strategy.

Keywords : Housing Brand, Brand Asset, Brand Asset Composite Factor, Brand Marketing, Brand Power
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