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AMA America Marketing AssociationCkE~—4#7 4 v 7 HE)

BE Brand Equity(Z7Z > K - =27 47 1)

BI Brand Identity(Z7F > K - 7AF T 4T 1)

BIS Brand Identity System(Z7 5> K « 7A T T 4T 4 « VAT A)
BL Brand Loyalty(Z75 > K « uA ¥/LF 1)

BM Brand Management(7"5 > K« %A R)

CB Corporate Brand(©t%7 5 - K)

CBM Corporate Brand Management({t¥#7 7> F « =X T A 1)

CBO Chief Branding Officer(&& 7 7 > 7 4 > 7/ BIE#H)

CBV Corporate Brand Value(t2£ 7 F o NfifE)

CEO Chief Executive Officer(5: & ¥ BH{1-#)

CFO Chief Financial Officer(B S M EELE)

CI Corporate Identity(2—RL—bk « T4 FT 4T 1)

CIO Chief Information Officer(5: & {F B

CMO Chief Marketing Officer(Km~—7 7T 1 v 7 B&IEH)

(o{0]6} Chief Operation Officer(B &\ THLHE)

CR Corporate Reputation({=23FH))

CRM Customer Information Management (i Z1& & )

CSR Corporate Social Responsibility(dt2 DA EE)

EB External Branding(= 2 2 ¥ —F N « TS5 05 4 v 7)
EVA Economic Value Added (&7 34+ AT fi)

IB Internal Branding({ > & —F /v « 755 4 )
IBP Internal Branding Program(A > #—F )V « 7530 F 17 « Fu s T L)
IM Internal Marketing(f > % —F N « =—FF 4 )

IR Investor Relations(f > RZX & —+ J L— 3 »X)

M Marketing(~—%77 1 > 7)

PB Product Brand (&~ 7 > K)

PBM Product Brand Management(#5, 75 K « =XV A 1)

PLC Product Life-Cycle(zX¥m &2 + « SA4 7% A 7 V)

PR Public Relations(/X7 Y v 7V L— g X)

ROI Return on Investment(B &I 3R)

SCBM Strategic Corporate Brand Management(B{ISHEET T K« =X TP A 1)

SP Sales Promotion(t—/V X - FuE— 5 )

SRI Social Responsibility Investment((t 2AIF{L-HE)

TG Target Group(# —4#'v k « 7 )L —7)
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