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FA41. 2= ZAF(Brand Equity) 8] 71ES A3ty BAE=2 ZoAS
A stet.
A2, 1AL 7Wro R = HUlE 2AFS] Equity Pyramidel A

Resonance Dimensions< A7 3}t

FA)3. Criteria for Choosing Brand Elements Z}7t9] 94 =

227154 (Adaptability) = 419 &2}

A4, BA=0] ApHA A4 (Point of Parity) 3}
HA+A AAF (Point of Difference) 2 A&z}
A5, 2= 7§A (Brand Personality) 2] 7/1dS A9Wsly Bl /JAS 83

ohAIE Az oA S A4,
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A 1. A=k 9 34 (strategic management process) = 2 3FA| 2

(Please explain about strategic management process).

A4 2. OgA7ER] ME Y (Five Forces model) ¥ VRIO R &of thslo] A 3lA <

(Please explain about five forces model and VRIO framework).

i
2
w

L A7H-9 ARE Tjstel AL
(Please explain about sources of cost advantages).

BA 4 FAF ANE AT BB 2As ) datae
(Please explain about the value of vertical integration according to

three kinds of explanation bases).

24 5. AIvhste] AAE ofe 4 BE 7 W9 A6l At APaAe

(Please explain about value of corporate diversification

according to different types of economies of scope).
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1. A8 FA3} (Globalization of Trade Fairs) & F7F4 ztel|A Avgstar,
=l AAAEA S @A o e =AgtE AW sk .

2. AN 57} T2 Al AET S R4 thate] AAE| 7] 2.

3. AAFHAZE ZA7FG AU vholol & FAt7] fste] AA|FHAN:E BE
AA AgentE o] &3t=A 7]=3sHA] L.

4 ANFAAE FBA2D FH 67 F DAL
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L. A3 o] 44 A5 V=8 2.

2. FAB e NHA A SAE 7IEshA L.

3. FAIE ) Lol B2 BAsR] AAE 45T AL,

4. =3 2] RFP(Request for Proposal) o] Z&ALSS 7| <3614 2.

5. Selutet AMANY Y BARS AN PR 7 E5A 2.
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Al 2. e—Tourism ¥ AwtE #Fo] Zpo|7t FGlojekal AZbsl==] Q7
B 3. AUE B ZHE n|=UAs) o) FQdA] AWEialo.

WAl 4. 2vtE Bgo] AEjA ol thalA AT sk

WA 5. AntE #F SAZE BdeE] i E A2, ASTESAT
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1. Melthe) A% (paradigm shif ol ©HE whAE AT el viste] 7% Al

2. WA A ek Aol thste] kA L.

3. SOSTACe] thato] ApAsHAl M=kl 2.
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1. AFU A9 g9 53AE 7|&3o e
2. B XY EZE @ ke thste] 7|&shA L.

3. A AA vizdSE 2ol st Ysstoit.

4. AAFF7IA] Q)2 elA F st KPIgE o =kel diste] &2l 7 o A]

& = 23zt

5. DEA (Data Envelopment Analysis) & 3117} 18]31 gl AE oA

DEAEAHIH S Q)3 592 (inputs) I AF= (outputs) W ojw st A Lo
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1. A8 A~E A (service quality) & AT (customer satisfaction) 2] 2po] A 3}

A S A EA 2

L AR AHAI" e A= 720 vpAl" Y Al de] Al (people), &2 4 5 A (physical evidence),
18] 3 3 (process) Ol 37FA Y MR Q47F F7FE EgE =Y of 194 =gldo®
AT Al Q.

3. GAP MODEL<E A|9Fst Zeithaml, Bitner, Gremlero] =W 7]¢Jo] ‘BHst Au| Az &
SAAS 7] Y= B AA A 4714 GAPS &9joF dttial itk 1)GAP ModelS 19 &
7} GAPQ] g Qdels 7)<%dA) 2. 2) Av)|AA|FA 7 (Provider Gap) 47FA = 7F& vl 4-7]
oA GAPS FARIA] 1 o] & =Ed oz HAYsir e

4. )X AH| A0 AAMA " o)A LS 9F) AN AFEAT Au|AEAlo] Wl$ F9d AS

ol wigleh [MHIAFA - ME| A -AME] A Q] o] dAE T =2 oR

5. AMu|AvHAIE AW & KANO Model 22 U=E A7 3714 302 w7 5H
DA v s Awsa gt 449 U= o] aAuEe] BuE
g FFL VA=A A So] M@sty, ARFH AAGL BHRAS
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A 1. WEFd 9l (natural wine), 7% 92l (organic wine), H}o] . t}o]
2}el (biodynamic wine), A%7}53F 9b<l (sustainable—produced wine)S zZF A9 s}
ARl QT2 F38lo] Ql=X] AF29 HWAHI XI& 2AAQ.

=

kB

A 2. ¥x Fol(Pinot Noir), A/ #*(Syrah/Shiraz), Z48]% B3 (Sauvignon
Blanc) & & &F9 AEIsto] ofQl A5 T FUIEH AdFel Fd= ke 9l
AR o] gelS H]i’-o}/\] . *g’&%ﬂ AR AR 9FQl EA Y o], 9FQl Ak,
8 AR sk 8=

A4 3. = A 2 (Rhlne Valley) A9 #= W 3lo]E glolof] tja] AEalr 2. JA
A, A9H = 1, 71 5-9F Bkl 5 ofl gxo] AMREHE WE wF5E, 59 5949,
AR = 9hqle]l 2B, F2 ¢kl A Xl =2 AOC, HE AR, 54 <kqlEe oid
e st HF 23 BO0E FES] AL

A 4. olgkg]o} =8 EAJIY(Toscana/Tuscany) AW #HE el
AL, 715, A, 9}l Sxel AMEEHE R FEE, 5
DOCG/DOC, thx Akl 7 <9ls 9 IGT, &9 F2% 99l
AN Q.
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