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(1) ##Efeet O R, 1 EX

25ds 2o kBEES ABREA 4724
o]of & ulolAl RiE{Rel AdAE MEY —H
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A MEMRERY olAe #¥dy (standar-

dization)o] 9§ 2 ¥l glvh. 2ALE K&

g A AHE KRERED ot Bk (simpli-
fication) $} #k—{kL (unification) &= A] o],
e d4dbet FUsly Aol w2 REk
o7 W Eolck. B3 MES —Ekol v —Hkik

& ;4 ko
A&k BEX B

ot AL AuAA I KRETAAE A
3 Adss) 23 o3& HFgels Aol

el ¥4k (standardization) 2t [EE¥E (stan-
dard)o] v} 8% (norm)-& AAHA o1 F Fadhk
ol FadE AJoz4 HEEEtoHA Y HEY
EHE 4 W (124 BA =& 50 5
& AARSE Aoz A, AL T —iBEkl
9 & #k—# 5% (uniform specification) o] At H -
REFEH] AT F—%Hk (uniform  classes) &
23 0ee Aoz Ho Uk ol F9 T4
A g e fEel Aol HEEfte
& 4 glow], webA Bk flelAe] BEE
o) Ferolat wi2 Mozt ¥ F ek

E 1 EEes] G

= aREERT BRI @

B 'ﬂ:l—___:)< (class= grade)
=g g RE #E

{standardization)

T
ER(EES g
- (standard) )

(specification=rnorm)

A% WERd ol A He AL B
o gEH Aevle) Mikolnl, F= HikLER
Bigel Q1A Buies Aol HE Aol A
Boltk. @A 3 Hige slAA MEEE

f (partner) Aelel Al o Fold EEEE o
@ el Bael Asg AedA 45
2 Aua AEAY TR ERE N9
Fo e BELE A% EEAERA o

1) American Marketing Association, A Glossary of Marketing Terms, op. cit.
“GTANDARDIZATION: The determination of basic limits or grade ranges in the form of uniform
specification to which particular manufactured goods may tonform and uniform classes into which the
products of agriculture and the extractive industries may or must be sorted or assigned.”

2) A. Kutzelnigg, Die Zigarette als Modellfall der Wirtschaftlichen Warenlehre, Frankfurt, 1962, S.43.
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ateh o] o FEfEsbe duldo s HAE ¥ MERE stzs $3dc old By -H
dooh e Aojulad MRE EAA cldel - ERMlu: skMiEe A4 mEL °o%d
o ol Fetel A B iEel Bl 48 o BET ) ohelA UiEEe] 9lo] thelA B B#E o
MREE = IREHAEEY @ =v Aol 4 oS 2z & 4 gk

d AL A, b FEHEES A TE 58 2 MoEHezAY MRHHEY 2
st7] &l AgE = A, i Ao, BEL AEE AR HBiEhA == A g BMEER
tAel, Ee 2 FHESE REA " o A LBl A mEs M 788 BoRFEER
% = W E (comment) o] /& “brand name” 3} o st Jz gk 2E8A ol EiY
“trade mark” 5 “brand” o} Ao ZFstA o 3 ndon ABEEMY 1%y RE o
st EREE gle e wlgel Reoh, W e A9 ksl gleln eddd e REE
T W st A3 RSl Zle HAnz g 936 gelAdE FAndE kY MER
o gl whuk e} ARl “trade mark”  yo mmsme) AASA M wET W%
e B oed HAEd BEo2A RS AA = gleh.

—#(part of a brand) 24 P ko) Rkt F JFH WHEY AAE ehlE HAS 9

A BEP L ool 4 doEe) AT B FY ow &7 3 AHE o
(' 2D TS W ‘ = N EAANA @Ee] L £l #Fe]
_mOk i sammEpes T L 199 AEEEE folx, = 3%

(trade mark) FRH) = ob7d BED EolA ¥t ALdE

Pt 3 i @ #H & _u_ u_':]-i o o -
R R R KT FEA ok o] 20059 BEALE Eo] HENR

R (W — Bl ; % ﬁﬁﬂgiﬁ:@ﬂi Ay, AEEdRC] MEER L AS 3
(trade name) gale Pl A9 deoz HEEMY &
AT B (EE Aolula)e) EHorde) i BT A4 WSAA 0HEAA AL W W :
B(brand): TS 4EL AS FES P #Ho FEE W=a goAsd o2 o |
s7] 9% Eols) = ol [MFE e @3 A% 2 7199 P &5 gt 104
e, =oAL 4% GEE BEES ¥ g B AEE 29 e Aude
Asd, 2 AES) HEs dEs A Rotn & FREGT oA DA BES HERESR
A4 THEE s S o Jolrs 3 3199 #EAEE S0 HHAUANE B
ol AE AFY EME ehicn dA = Y wpgsbA oo

| 4) FEviebe] EERER(19499F 117 2585 Hifl H71%) # 11k # 1E: T &2 Emas &R
| RezA FFE, g T FY, BT FEEES A79 @mHe MEE] mast 90477 gt A
: St B, XF, B =T = a5 FHES A dgdiz HEstz g,

5) American Marketing Association, A Glossary of Marketing Terms, op. cit., “BRAND: A name, term,
sign, symbol, or design, or a combination of them which is intended to identify the goeds or services
of one seller or group of sellers and to differentiate them from those of competitors.

Comment. A brand may include a brand name, a trade mark, or both. The term brand is sufficiently
comprehensive to include practically all means of identification except perhaps the package and the
shape of the product. All brand names and all trade marks are brands or parts 'of brands are either
brand names or trade marks. Brand is the inclusive general term. The others are more particularized.”

6) AMA., ibid., “TRADE-MARK: A brand or part of a brand that is given legal protection because it is
capable of exclusive appropriation; because it is used in a manner sufficiently fanciful, distinctive, and
arbitrary, because it is affixed to the product when sold, or because it otherwise satisfies the requir-
ements set up by law.

Comment. Trade-mark is essentially a legal term and includes-only those brands or parts of brands -
which the law designates as trade-marks. In the final analysis in any specific case a trade-mark is what
the court in that case decides to regard as a trade-mark.”

7) XKE RP, MRBEE, HIEEEGWE, R 1977, pp. 74~T75.
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8) American Marketing Association, A Glossary of Marketing Terms, op. cit.,
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i
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(3) WS MR
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BEE MEY BEE S WEY BREC K
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W BEE HEY KR EEES 9%
A4 BiEFSE HAS HEDKE, =t HEE

“NATIONAL BRAND: A

manufacturer’s or producer’s brand, usually enjoying wide territorial distribution.

Comment. The usage of the terms National Brand and Private Brand in this report, while generally
current and commonly dccepted, is highly illogical and non-descriptive. But since it is widespread and
persistent, the Committde embodies it in this report.”

') AMA, ibid., “PRIVATE BRAND: Brands sponsored by merchants or agents as distinguished from those

sponsored by manufacturers or producers.

Comment. This usage is thoroughly illogical, since no seller wants his brand to be private in the
sense of being secret and all brands are private in the sense that they are special and not common or
general in use. But the usage is common in marketing literature and among traders. Therefore the

Committee presents it in this report.”




BREE (brand loyalty) e} #Fch 1@ ofx] Hifie A
Gt AAY o HEmfd HHA A3
o A&Hez BEse T8EAE 3
9ol 7199 4l A AR A
g4 FHES 9, 58 QitwEsd 9§ g
HEE, REY HBEEL o wAA H AHS
s Adsl AL HES 7 jlE @l
A, '

20 HEERE @RS A A o
&3 e 374A EEe] dA s, ol ¥ 3B
HBE-e E3 [msaERe Aee = 424
st

1. PEEE$ (brand insistence)

2. P (brand preference)

3. pgEEZEE (brand recognition)

PiEE $h (brand insistence) S U7 FEHESHE
olelnE dA]A M, ojgA FHEA Hust
REES] Agdh Distel = A2 WEA gilde

7HE A HEERES s wEvh o

B anAs ov] BEREY 45 & TIE=F
ASEHAY BEe B2 A, o9 F5
o] =] ¥ FEEHS] Mol 7] 2 HEreiE Listel & 2
obEolA ¥e AEY BBFLE Hle]l BFe
ot ol EHl Yl WHECT MEES 2L BEBN
A HRE %ﬁ"&}ﬂ ool T8t HHEHEE
7F olu] Ao A AAHZ = BEeolH, Aot
2 WYlmsme] ST T80kt et ReErEE
of HE EES Hite] f9E A Felch

olo] Hlsle] pgiEEEIE (brand preference) 2 A
23] o fE BREEEY ZAc A1 &
A7 EEERS AAY ov HEmEs
TES ojr Az A5EAY 9gg it g
Agk, 2 HEEEY 4Eo T4 4 g&
e AsA gz & fEEe 45¢ A9

(& 3> HEHS HEEENEE (EELRE)

B otk oAl Wl A BEREES) [o]w]A |
£ A" #4592 99, 4% 4ol e
Ax FHo HEERE LA @n, TE

B AEE BRAAGE vlad g iy

EEEES] 7% 8l

A A B olm A —Fkpga
HERE NHAA, BKEI BERES
BEBAAA WaA7] Wz, =g BEE
Peol EERetnr YA, o] &u H
Bty §&E (impluse buying)7} ®1% ol&l 9|
Bl o8 AAHAAA vttt vty o]
d BEEEY A8 HEREHE: BEY B
R FREE, BB maE, #8Hed q99,
RS 54z, 52 s ANY Rigy &
R Tl &8 bz »A =

vl o} REAo] pEEEZERL (brand recognition)-&
¥ A7 WHESZA sHe Fafel d8 e
Mm-S YATEELS oFF MEE gAsh o

= HEREE BRI T AddEe B

B e Agels, A g mEe)
BEKS REF T o H g WY LuRE
NGz BFLe Yt BEBELE 24 gdegE, o
W pgEEd] A4 EER @) HrHAA(E
& Besled) Aol 27 W8, 99 4
FlAE 2 AEEBIM wel BEm BE
o] wtEeid AT HEelsE & Aotk 2
Al JEER vl =Fe)o) (display) &= B2 AL - &
A oo - dou e 5§ PR, 3£ Eg
e, RAd, BRE 5¢ 54 dade B
odsto] melAE dulER EER BHEA )
so]d § Yvbe Eold, ddlp%d HERKE
+ 203 o) A% WEE 2 230 A
#do] viFA ez & 4 Ak

Pz ohgd £E E£HO o = WEFER}

O FEEB(I FENA R = BeE A 30.5%

@ WHERBFERENA —RNeR, HEIN BRBoE b 50.9%
=By BER) ,

@ HMERRGEEANA RE=2A%A BEE) ' 18. 6%

10y SR WS Rrshs A$8 HEEKE (brand loyaltydel 2t 3h dlol Hal, 538 [Ef(store) T A5

A == A$E EHEREGtore loyalty)e] 2 #rh
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PRI A —"ff»‘l ool B &
A9 EEEE A AAY FHAELRENR o
o wtEs ppEmiEe) A shedd mER

o] 74 2o Aoz vehdeh, ol 9
nfolAl 9] REme]l T2 AHRE AFE

3 EER (convenience goods)]7] = Fo]A g,

EEEe WELEES] WEmMY B 8M

od WAL dgel dvht ANEAE T 4

- ke

3 o % ¢

(1) Cixieie] et &

RBEEE Yol HRHELE =% F29
BEM:(C Xy RE 9 33 oA (design)tV

ojt}, 53] HEfkEme i L RERE

ol gle] tlAtgle] At ¥ Fe] 2t =z 7t
Sl A E A ZE BFME, 1538w =4
2} Fev AL 2 6Eje] PAdeE DeH,

UelA] 4] BHEeI MRk =& (Ei 28
HERo 2 25w Yoz A4z I 4

Eolth ol& AckRe FHEOYG Mt 2e
—kEy SEe FHIAE dAde] AEX &v
SR Fhmemns 22 ¢ e K3

 mhzkzEA] o] e}

Zdd guld 2 fRglelzt H= E%i—ﬂ
dg 7iA 2 BEd 5 ged, A= g 2
£ Aol 2 #iEs A9 ¥+ Yk

ol e} 8] Fol Al BT =<l (visual design)e] &k
Fz Z¥ (poster), B, BRTA 5 HRE
ksl =& tAQQerA, ol dH9 iR
R Aele &3] ggEr] A ¢l (commercial design)
o2 2449 47 @k Rt 2ke RE

€3 4)

(visual design

(Ex) 9A¢ 2. -
(product design)

3. B Al vereenirerennens gt A2, BEE AR BWHE AL 5

{environment design

BT Q] creecnierineines REagc) 29,

(REe B MRERS ¥ f&dAd
(product design) & Z 4], = 7}8-d o] A= TRHE
A B 1
2 BDE ol FA "

2 HWatAdelsds Jkfd A (costume
design)-& T2 K, &M 75“°1 | =g oAl
o)%, TEET Al (craft design) & F2  FLol
9% FAE ARE T dAUdLeE, FHo=
HREAEA AL BET Aol dd T ER
H Al (£ TEMM G4 e = ¥ %F d47
ol Fheele] EER Sz Yok EE EXRY
Aqle IDete Mgos 94 A2 EE
Bifirtk@Ediel 94 tapglo] Aut, 53 &
EE = EEEE, ol Euw ABE, BRHBH
FHARE, BN FolAY PAde o5
¥ z B AR ek

A Ak PRI kAT Sl
3 4

A= gl A< (industrial design)e]’

% BRI A2) (environment design)£ Qe

2) o] (interior) 2k B8] & ENENR, oF
Hlw Foh, AE, BEE SATEES 39 H9F
Qe AXH EHY AR, =X HifistElel B
L EAA Y HRdE =@ =8, )@AE
EEYAe] oz THHJE Gt 28
1} geolgel 2 @RE oltdE EEAR

ot & 4 vk EFEHAAY EEpEe] 2o

oA @A A R Ao geAdE HAd
o 9Ate T2 MEEEdAT 49 = &
govt, egdst e vobAl A SleiA
oz #@aS g BE =T BES @RE
53 e o] 2yl fAREE (personal factor)-&
ZAetE 7 gl Ao, o TAAAE &
AsA HiE AEAQ HirE, § EXdA
(industrial designer)®l HiBio] A}

AZ HEKA deidAe #EYAdE R

el Ahde} e
1. FEERT] A&l eroverererrenarnes Tz AQ),

Zig AL,
oAl

B Ad %

TIEMACN F }

(G : zABEFEHT L BEHE AL

11) J A (design)d] WFERALZ T "ﬂi [HIE]o) et BREBRESL 26X 2 HES fiEE FEEEH =

W2 2exe A9 g




ko) thlre] dubl MRS HiEe —5
ol = ARy BE ke ¥ & Ao we
A OAQde) HREEKGY 2= Mes
o= oA wlelolch. ZE MAHED A
§ oA WHS 2o mozul ARG
+ glod, A A4 Bt e
22§ R EHE ot ohg) @migelu &
ws 2o AR HRE e =k o
vhelrbA & e BlES) —Bot BIEES] o oF
817] o Eoll kKL HRE, ML, ololdel, i
B, FEME ERAE SRR 2994 o}
Holch, oA ¥ & tiAtelo]orLz B - B
MR &) obvlel Hilk - BT A KT
ol & ¢ Yok, —#IE To] thed gL 29
o fr&re]l T Aol & whalel (B 6 B2

ANE STl nG EES dA4UL F

PR AR B4 oes 2 @ 7

o 74 284 4= gylet, o= F$E o

A e BYHEE AT Aot REMeE o

elE maelut 279 e S 2 K

—3e] TR bl v B4 Y
(2) Cixtele] SEARAITH ¥

H5h Y A9) (product design)-& e o] (AW,
Fray)el o1& =12 o] &4} [{ERKY t1AAY 6Kk
FRATJoN wheh BEte8fT=l & o] YutAolat &

B 7 dAde ZHEH

#HER O

A-Boe #ikess LEZ2 2 R
oA gt HABERE ) BEyssteh

B--#a2 WENSZE SRR LE AlA
o, EELRAA BE R REBol .

C 82 MR EEZZ - ABRB=E &
feolAlal* WhEw e = A &t

D@52 309 Hel A3 Hoe2A HE=E &
Eozdar #EE Az SRHoRA, vz

ET Ao £FHcE & GAolu},

HelAk F exFAlel gk @ Btk (simplicity)
@ ZEEM: (directness) @) ¥k (frankness) @
ikt (legitimacy) & B (proportion) ®
RO (chythm) & 23be, =2 shgdelA = 7}
A Fa% oAAKEAe] vtE A 3Ed HMH.
AEM: - HMEC) B Aol ok HWAY B

(M6 EEHAY HFR

B = E=R, WSS, W8S, b 1o

12) A.W. Fray, Marketing Handbook, op. cit., p.157.




geo) Slel At 2 ERAHE QoA B -
B - ZasloF BdE A gegeh ol EuA
HEE 2 TaE #EAs Ay, =& 98 i
B AAY OWAAAEL & 2. E B
BB zAck g, ZaAd DAAWRL
Axd oz AQd WolA ATl T i
= ol H BEryolol ok gt ol
22 o] o|slolE © Hrigelok ¥ HAe K

Bl QmhEA gtk ol BV BANE BHEEE,

mye:, BER e RAE Fadd AF
RAlES ¢ U9 glo] #ge WA
2.8 AdH (orginality) 7} glojoF && Fdrh
FHEgo 2 ol Az PEHERE 3w
Az gL gAololol g& uj@t. = &
Hpe H5E BIrET BWEAE HAEYA
& g o JdohA BEHE KEEE
A5d dAQQelolol F& FEAch wEd &
A wg TEY Al (craft design) & A o2 B
ez E5ad A=, F2 FIEWES &
BaEER D A dUF FlAS HWRAAL
(g AN F 2AHAE dEt

28 o8 g dUAd EAES odzAy
g Ae Bk 1AL ARA HEE
o 2 Az A9 AL ok duEd
tAelel BEd #H FEE Ad4d Aoz
A, 2AAo2E 24A9 HHEEN A o
27 AFelch = o SIS HE T A
ad FEel JAAE AR AAA F 4 A
Aoy = stk webAd SAs FEE AH
EER - BHER WEY i 2§ o,
ML ASE S Higd QoAE 227
Ao Ao = EHEHEAA Jagez
A9s 2 Qe Bk A A

thmt o] g FAITFlA e Aol FA8)
= oA g4 FEke el e A
ahe fAe olAe kAl H= Ak 28
W o] ASE Ze® kel AR A
ejel e ¢dch ¥ 2 E g o] = (lucky strike)
= $ug $a8 BRI E DAAE, #BR
iyl EHE Aolrel 29 (R, Loewy) sl Az

14) Ibid., pp.277~283.
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[42e tAde] 78 A A7 Ea
el HAeE 4 Lol Al 28 WEHE
4 A19e BT A& A Hr AFol, A
2o AL MM Ies duolA stald 23
Mgespy o n KBAA YAE o] YA B
BIYel RS TZo|d, & o HAde|dt 4
29 A8 AARold, = ANA Bl 9

A e AFA ol Whkel/ = dteh ol
B2 Wikt Sk HAAE 2He
o e FogdE ANE APsm Yo,

AR A AuA FAQEE] B
A 2. Aol gt FAS At dAAERE
WEmEe) ol 2ul A (shock-zone)2t o)
QA =m, ol T42L Al(novelty)yel A%

CmEEe gokst 2R 5 RRERE o
©owlgch o] MERHr] =dsd

el RS
Az Ate EHEHe I9E BRe 3434 =
A, 7 BEERHGAE A oA 4
A gce el AR fF o= =
A A AR AW Aud vt 3¢ W
BEe o= AcAAE g AL, o= K
RS AYRA el oA weAA gA Fode
ootz 2ok webA 4% S EEdA
ojvlet MY W&ol A A o)A WM
oltle] QeSS A old Aok &t
Az dAqs WEol WM FAAA He
B¥iE2 MAYABYHE (Most Advanced, Yet Accep-
table Stage)z} &1, old@ MFHEE Ewshd
o83 zopA e}

(W 8 vAds] MAYA B

o MAYA
i 1 Stage
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kA
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v} fly
iz ﬂﬂs
1 &
Y
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— uiele] Y

13) R. Loewy, Never Leave Well Enough Alome, N.Y., 1951, p.277.
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B ] Aol (product design) =} YA 31A P
A mAE ok & REMEE] s (Fashion)
ol Qe HAFelw ol Wiflel gelA gl 9
AAE 28 Gtyle) e @, F f$ue
Aele] del AL AeuA o Kol e
Aol Aol L AAEo] oA olr KRG
- AA Mol o Hefjels AAo| A} wh
A e FRgd 2ddeld By ==
(mode)ell & etedjol s EHHAA = Ho}.
A% 2gdold FAMA, A2 GuraA B
BotAT, 28 2Ed0] —fgke] g8

o gelEeAE dA HTel 2484 @

dz g 4 gdeh gt 2gddE ue Ao

A = HifTeld 2 bS] Sage] B

sk

49 WS 2 BARE 2902 & B
oA 2 EWfE A& F ddxz ey =
Bol glolAe] EEEAAY BEL KA B
#e 2o ERY Ao A2 dde A
Ao o stedok Foh. o] BEW  RMKE
Wl glel MY WirHAEERS ¥ 2
BB, REER KA, BHE XEL S
7AA 2 9% gGgsi. g3 HFe 24
< 29 AY 2 2YhA 25 Fo} 1y F
A (SR 2e BESHAAA JFPE
el YA E Stk zA o 5d THfTolat
B vl LomdAE BEder & fEjoH,
FHATS- R Al M Aol 4
FA 7ol gt qAeA Ax=, o]Bu [dA
Ad—=gd—sh 48 SRE I R W
Sk 23 488 & 4+ 9 B IH=
et :
vhE ohgo) 29 WEES] WY Ee] HfTel
WA AL F2A Bbe] g9 2 HRe o
B ol et o fufel frhiz =z e
ol A WEREZA, WiTel BRREY BE
#gel At 3L ANz ke AL ¢
4 gleh

a6 T mAFg WETHEC deA:

T A T T TR AT

(R A e —e] MO

2 L 52.5
50
40k M
30F 27.6
20
13.8

10pF D

L 1 i L

A B C D

A=dr9E 98 ded,

B=y9 ¥A% nopsl Bao

C=zthd F4& A% 2 ¥R —igtye) B
e gg & gl i

D=A9 Bl gk

B K RS, FRBEA, SEE pso.

+A W7o R b oA JE 2g9e g5
2 ojgA BE - WES=A Ads B4 7}
Hetx & 4 gk = 2AL olEul HiTY
3l (fashion cycle) o) & B¥pgol A ojW Bife
3 vprtol strke) RifEElzE & 4 ¢ld).
BE WAL e e 3 Bl WAL
A 5ol Qo

5 1 B - ¥ BALBYRE (distinctiveness stage)
SES &S ok A gEe] e =
B9 Fie Agste], —iAkRIE dag
= BAES F2IE BRERA, o dAgAE
Z AEE 4EFE dukdez oz E{Folw,
—#e] WH A WY RERALDY WE
o A=<}

® 5 2 BYRE : #iBYRE (emulation stage)

HI1EMAA A2 2599 @il o4
BEtn A e gl £E84 HE g
2A, olx 2¥ddo] BFHs AR A
A (HEEAAE 71 s At

© HEIER: ﬁ?ﬁﬂ@ BYF& (economical stage)’

5 2 Befel A g 2gdo] KEEHE
3 REZ F9=5, kS8BT o] 28ge F
Al H ¥ <dA o) e

olH{ WATRMS £ LEMHA el 2=
olok & AL 7o oE 42 ~eHUy ¥
frolgt vtz 2 A Hifrsd =z od R
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 HAHERe A ol g, A FAY AEHdd 2

5 AZE KFL2ZAE FHbelsl @ gl
dhebA] sBe) WATEBY fEEE AEe oo
@ Al A% Fadsich = H2EES
3EMel AR —RARY WA AL
ol BBE FRelAtE FE% sty Ba
A Ak e WAl S Ax Mozt B
mgozge #47 ¢ 4 AL BAHELE F
Ag FUE#LS delA: ¢k

58 #®

MR E A4 REBRS B (CKR &
B o 24 B (colon)®e EEke] 2A A4
e o] & AL 28] eHAE Ik @]
U e YRdd 2 a9 RERN: 2
dE g4 $%AS . dole, d=F 1930dd F
Hal & 4 9k webd z oolA7bAw e
= HREHEC 9o sl dele fEle 29
A4 zHd vE dder, = 92 HhRY HH
ol 27 4L TAE 4= d9= EKEel
Ae e Eow 2 FATL doEE AR
U AL, NeE whdd §F 2 AUt 22 E
& momoggen, AEY AEAM,
== By £ o AEEe 2ed pE—2Ad
et =E W Zle] 1930 Aol =}7 (Parker) &

g B Afoz RG] BEE

& AgAom B HRT Aol Rkt He,
a2 o] ¥ HERSFAAA FASEA ¥ E&
R gl MREEE NS T2 BE
2 A HHos A o] Aol

ol A7 AA A mEHHY Fa4de RKiE
He A §@4 oEqdAAE BEHEY &
Aol RzH7 ARAE AR vE o FRolv,
o] &8l™ F7}4(D.B. Lucas & L.E. Benson)
Zo] o] HEAMNAY A EEF A F 282
e A3 B WREBl slol Ao HETER
WgosE FARE BT (color prefe-

TR R T o o LT T R RS R I Y

rence) Sh faAZBiA (color associationye] &7
oleb gtz FAF A th!® 2 olF BT W
ESo o8 e BEHe] F2Id feH,
E3 3 2y (HW. Hepnern) = AAF CEHE
o] HIMAERKAY 4oz BEIw gt M
ol A e obH @gelt = A
Q= 2o FHES whEvlA 2 BEEE 2
Ae A4 288 —ERC = wR, AES

YRS TE (color merchandising) 2l HiE7H

A gAE AREP T d dotrbA B (F.
Birren) & FAfE 2 BIET AF&o o8] HE
#9) WES ARA=E BEN EEH (economic
importance) € A R, &3 BEEREEF
(consumer preference) ¢} & 34M [ (color trends)
ote] FEMED = WRS AL R B
Jh%& P8 (the merchandising of color)$] TFI®
2 Zasir = e Aotk

olg % HEEES BEHY WEAA HREHE
ol A9 e FaAel g2 FzE Jhe
el glemAE, MEEMERKOE o HE
fdl A echrt W wAE w2eA 2 =
= HBEGRY FHE 300k 1930dzd
sA EEEgitst Ba—aHe HtRdA R
ol Bb HAnHy (S BMALEL AUF - iR Al
A ARE 97, a9 B—E0] AR
RN E @] EA0 Yel=tA7e o]2F]
EiE §5 ZDgitte] oz BTy
£Ee 298 gk 284 TEAY el
Ax B HEEEET ddAds od 5 el
FE2g Bk YAdE ololE s 2EE &
EHaEEd 9elA e BEN BB
Ha e Axevh zegitrt BE—BE
A AREA A Aol A 1940dd 2R

B, £9 977 £& EYdCAE Kige

HEES Sdge] 2R —gEe Adee
Hpe = v Fo] RolE @mps) tAE A
#l bS] dgo] ANFE ¢+ ok

add WRHEC QA9 mps @RS

15) &% (color, colour)®] $e% HRezE &, @M 42 % o8 Al B HAFEzAdEe lag]

7t dwpdg A Ao

16) D.B. Lucas & C.E. Benson, Psychology for Advertising, N.Y., ‘1930, pp. 175~176.
17) H.W. Hepner, Modern Advertising, N.Y., 1956, p.426.
18) F. Birren; Selling Color to People, N.Y., 1956, p.11.




eEd A3 2 g 85 FRY HE A
WA Hel JAE @k 53 A 23 AA
A olFEe Y EAS £2H FEEA
ROE EER EREAA o 2 Bxt AA
tz g Reld. &9 7154 #gd, =
@R (color conditioning) o] @5 SHE
HEEC F9 otz & 4 UdE Aot
AHzAdol gt ¥ ARG IBHE 5o Iz
&S JREC wield EEBEES FAIE
—RBY B (A - R - R - BA .
- R - S -5 - g - Y . KB
o ol = H&e) Fko Mk = i
E#&EE dx== 39 £ 9 A 2L &
(e =t 0 RE - BEsE AW
& YU, e WRHEE a9 #Es
BEFMANA FotA ok wpsitz & 4 gloh
ol ARREE 2F don 2L Ay &

HEY F#he TutEA st dATEH #4

Hepzw 24 g

© &axe vRE

qHA BEE B 2ES s, A9g
HEA AdEs afgrt S BWRES =
ol FAd mEst AMY EES FAss 3
9 KAt HAE g duid oz el o
IR gl 7 Eoh o] o WEpe
HEF o)A 2dd o 714 HERo| o}

® tggel T _

B 2o s A FA Yojulg
= Zol A Ak o] 713 RiEES) Bo
H, o] vzA g do|t, wmald FEe

. 7HE EEA Al HEE A ne e

SA R E od IAHE mpe ¥ 4
et :

® s Keh

=3 GERETNEE dAdA s AR f#
ozd, AMY BEEFIAY AFHel
QA @wel A B 4 FHe Fieh o
el AMES ¥ pt&rEiEed A bt & 98
<+ 99%te v TERERELEAN, HEd
ZE - ETE, AL GER-ELE dYsz
Stk Y B wHntEd As Rl
ol v SRS FE2 BEY =2 54 %
e 5 s RENE A AFSel we o
gz & ¢ doh RBEe] F994 ®5HE, B
o] MEs HERe 34 gde A= 2 —fFld
‘;]_‘ 20}

e IEIFRE

°lE WEEY QKT BEE i
T old wamels od Gst bl e R W
%o Wil A AEE dndeh ol
BERFE] doATe: 2 od FdFels,
dEAQ KEold AL Qo 2AL &g
Wi ditdes o o] EERINA B
EEMRAIL BEERA I8 #Rel7 = Lo
ch o] EEll WMEED 77 F3 Foldid=
A2 ge BEE A0 mRalBERK
=4 Afstes 94 2dd EAE Xujoh
old FEWEA w21 BANE A9ste
ZHEWE A 99 A2 e EAN
o Hffel Wt BEE AdYite Ave =¥
20%EelH, 2 A HifTelHEA, B F
Aot B, =t f@EolstEA o el A3
A Arke Aol whabA BB gl &
e WEEEREE Gel A9 HifTelete, =oE
EHRtE=t B widsiolAl s oo @

<= EEolth

»., Bo

19) BH E—, WREYE, TABE, K 1970, p.268. _
20) 58 GUEHHA o)A e RILBEBEN U449 BEBAA stopol P& B Aolok e,

2D =k ®ZH, BiftuiotAlge) Bk, HRE, p. 180






