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ABSTRACT
In the past, an industry conducted mass production

and sales, maKing industry oriented marketing activity
possible that satisfies the demand of consumers of
as the modern
society transfers into high income, high industrial
society, the marKet structure and Kinds of consumers
vary, emphasizing the importance of image so that the
industry’s existence itself has been threatened, if it
doesn’t cope with active policy,
oriented. Especially.
quantitatively and qualitatively,
crucial role in marketing activity,

every Kind in a wide marKet. However,

which is consuner
as the market structure vary
the brand plays a
considering the
reality that the market power of company brand becowmes
depressed if they don’t control and manage the product
image. Only those brands, which establish Loyalty and
towards under the
competition of a variety of products released, could

favorahle image consuners
create added value and accumulate intangible property.
Likewise, even though the brand is intangible. it is
considered the more important than any other tangible
property,
merely as a mean of Therefore,

and highlighted as assets of industry not
the industry invests
active marketing resource into establishing a
favorahle image as Brand Equity. In order to obtain
this Kind of intangible asset value, a number of
industries maintain many brands and manage them in the
phase of marketing strategy dividing into Corporate
Brand, Family Brand, Individual Brand, and Brand
Modifier, according to their structure of class. And
this brand conducts communication with consumers in
competitive market by establishing management strategy
of single brand, and mixed brand according to
strategic operation.

In order for an industry to make the most effect by
investing the least marKeting resource and manpower
into brand, which can be regarded as intangible asset
value of an industry, a favorably established image of
Corporate Brand and Family Brand should be connected
to consumers as a guarantee of new product. However,
in condition of limited package design, the image of
many kinds such as the characteristics of products and
personality of consumers should be considered. And to
link it to activity, the
representation of brand hierarchy s%ructure should be

favorable purchase



established as a marKeting strategy.
Thus, when executing the strategy of brand operation,
the industry should exactly apprehend the functions
and roles of every brand placed in the brand
structure, choose a Driver Brand that can connect
directly into sales of product,

that can form a

set a consumer
communication mutual
relationship, and found a strategy of representation,

This thesis is to work for the efficiency of consumer

structure

communication about hrand, which is the center of
industry’s activity, to understand the
characteristics of brand operation strategy through
the theoretical study about brand hierarchy structure,
and to suggest a strategical method of the more
efficient communication through media named package

marketing

design by establishing brand structure that has mutual
organic trait.
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