71933 Aol A A7

AANHAE FHoE-

A Study on Strategies for Corporate Advertisements
in Concept Cases

% & 4(Yong-soo, Jo)
AFHEWE gz

€ 9 % (Young-moo, Yong)
AT A A Hejxel

437 Journal of Korean Society of Design Science 5@ Al45& Vol. 15 No. 1



Pi%ea 3 Original Articles @ Received : Sep. 25. 2001 ; Accepted : Dec. 20. 2001

LM E

11 970 oM ¥ =X

12 ool My

2. 0|2

211 7|20l chst oy S
21.2 7|40l i o[2H 2

22 71z AN it o] 2
221 HYo| ot 0|2 A
222 7|10gq #HMe| B

4.4 =
ZnEs

i difference,

; reference in
' advertisements of companies.

(ZE#)

T4 Asle] wigtel Au|ate] Qlwist &olM AL
o F28 8F FAAA 7Y olmAAFL 7Y AEAY
dlX 1 F8A4e] F7leA ok A AUt ZI9E
JAAF I 71T B RS Wl FHEAM TolniAlE 4
AaAY FEshen =2 glew, o Z1gelv A i
g Al A g doleta AZ4HA:

2 A7E 190958 oF 10d 5 3 71elA 8 7
B A F A4S FAHoR W - FASgH. =W
719904 ke 7198 nE 1 ol wiRs Aydgn 4
Aol wat ofg] 7kA AR FFo] shsdith 7Y%l
g 71232 oA Mo E AA A2A Rdst dAH
Gerdz TR, AedolHe AL e AhdA,
A 9%, Af FRAYLE FE8A 6714 Al dgem
Arstel EA o] J1EE B 67HA Ak ddor
TRt Tl Z19BT A F dEAA AE 2 Gl

Hgalo] o|24Q) Zuim AR WM st BAR
& W - BNSe F J19T A 49 A FadEz

AAstaA Hek

(Abstract)

In the face of rapidly changing society and consumer
cognition, ever-increasing importance of strategies for
creating good images for a company among critical
factors influencing management in terms of its survive
is prevalent. Today, many companies strive for getting
or improving their images with advertisements for
corporate identity as well as public advertisements,
which is considered as a requirement of this society
and age for good images of companies rather for only
good products and services.

In this study, we analyzed and compared the largest
companies in Korea, mainly in their printed materials
for advertisements over the last 10 years from 1990.
Corporate advertisements performed by domestic
companies could be classified into several types
based on their theoretical backgrounds and creative
concepts. Basic theoretical backgrounds of corporate
advertisements included in the study are recognitive
-psychological model and associative learning model.
And, six areas of cases were classified and analysed
in terms of their such creative concepts as random
competitive advantage and  specific
creativity. We analyzed and compared cases of
strategies for domestic corporate advertisements with

I reference to these six each area in their effects and
' problems in terms of theoretical and practical aspects

and thereby purpose to provide companies with

developing strategies for corporate
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