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A Theoretical Study of In-depth Mechanism
of Corporate Brand Management :
Focusing on a Integrated Perspective

By Sung Min SEO

The purpose of this study is to examine an in-depth mechanism of corporate brand manage-
ment from a integrated perspective. As a result, the following implications are identified.
Firstly, by classifying two perspectives of product brand and corporate brand in Japan,
Europe, America, and Korea, the perspectives are combined within a new brand framework
based on a integrated perspective. Secondly, by comparing various perspectives of relation-
ship between Product Brand Management and Corporate Brand Management, Corporate
Identity and Corporate brand, the common points and the differences are clarified also mutual
relation between Corporate Brand and Product Brand is specified. Thirdly, from a integrated
perspective, a framework of the Corporate Brand Management and the structure of the in-
depth mechanism is described. In other words, the former is the core constituent of the
Corporate Brand Management framework, top management strategic vision, the corporate
culture that leads to an employee’s actions and beliefs, and the external stakeholders that
organize the images of interaction mechanism. The latter is the in-depth mechanism structure
in a dynamic Corporate Brand Mechanism. This structure is the central criterion for a compa-
ny’s stakeholders of the Corporate Identity and the experience of Brand Loyalty through a
company’s Corporate Brand Management activities, which the external stakeholders develop
and are linked to the image of the company.
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“The six convention of corporate branding”, European journal of Marketing, Vol. 37, No. 7-8, 2003, p.
1002 LR [~—7 74 Y7 ICBF575 Y FRSICHTAMEOIRE 70t 2—9eui %
Bl LT—] TREFRIIZEER] H375, PIRANFERZEHEEIERE, 20084, 57-76-%
—VIETE, N,

CBM FHBICERAZUTTCVEIETH D, TN L, YAVAY M EOEEOTHE #
DWW FADTIES EARWICE LS, T74hbb, PBMIZ, I FV-<x T v —%fuhd
L7275 F =AYy —ifl P&GRALELRYEY) ICHEDE, YATVRA Y F2IToTWS

WKHLT, CBMiE, by 7 -4V y— (CEO%RLHETEERERELEL) %
Hul & L7224y CBM MHIc D&, 32 VXY FR2EFLTWS, $7-, BikE®
BB, PBMAIY—7 74 Y ZHETH 2D LT, CBMESE0H 50
LEMOEMBIIRS, L7225 T, CBM REERBOBELBREZTH Y, LS
HEOHLETLD S,

2EHOMESL, 77V FORRME LB EORETHE, T4bbH, PBM 2
BRI EE D Wz T E R R AR, BROME R E2EHRLTWADIIH LT, CBM
P EBNEIEIC RSV RO RBEDOEIR TSIV F - 74525 454 (Brand
Identity © BLF Bl £ kf) ©o—HM, —BLMEBRLL2EHLTWE, )b
CB & PB O LOEEZE VL, PBEIZAEN R~ — 75 1 ¥ 7 REEEH 4 LI
LoT, MAESNELHDOAFNTERLZHEMERIL L) LT 2ESH L, FD—
Ji, CBABfEIZAEME ORIZEM M & B, R, b, REHs, SEHy, <42
AP DHNHEAMBEIL Lo TEABENS,

SHEHOMERIL, B LOFELRATF—2 RNV —Thb, $4bb, PBMIIBIT
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by 7 w4 Yr— (CBO) %Hulk Lk

HEOEREZFD | 275V F <3V v —ilE Ean: A N N SV
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i & g = o
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Ianb=vE | W=FTAYT AFasy— | b=FNa=Fl—P: - 232=2F—¥s

Voo F xR agvs IvsR VIEl1OEE  BE - -0k E, M
HOBR, CEO OATE) & RS kR
DOREFREHEAMLONH. F20TEHR <
=T T4 YT EEOMOERINzTI 2
r—arolE, FI0EFR . s3I,

FELEET L | 757 FIifE (axF 2 M) | 75 2 Bl (X2 M)

i #Hihosg TATYT4 74 fEBE, 7 - 2vF

a3azAhr—vav, BEHD
WA A=Y L ¥ayr—3 3
v, BE~DIIv AV MNE
B (BuhR, #&9%, W3, 44,
Heafr)

27), &FEmE, ¥ ar (CEO & E#E
HEC L VATbh3), a3 aldg=Va ¥,
BREHLNINA—VELEaTF—Y Y,
AF—TRNT—=~DAIy FAY T (HE
EHESD R TF— 7 RV y =), BiEE (BUA,
R, fE, fhsx, Bl

BB 00 L 1) 70 B

*

PBOMEENERT 4w, B
mOBEEMON L, FHizk
PB® v 7 hoAldE, itk
TR X OMliEAERE, T oK

| RYYaZr O

REHSOLEL, CBOME - F0, Lk
SCl-IREE), —EHLAAYv—YDRE
HAES VoI E, —EBE0H 5 BI O
B L OHAEEOIER,

MREOD T — v

Y RIEE &SP

by T AT XY, KR, TIVTA
¥ 7 COMBRET]

g O RE R=T T4 YT LR R T S FREE L AL

A WAL AN

THTH00 | MR X O EAMABLOC BLO—EE
WA A | RV YV am v rR HiEAN— 25 (RBV)

WRBTITVFD
{1

{1177 © Balmer, J. M. T. and Gray, E. R, “Corporate Brands : what are they ? What of them ?”, European Journal
of Marketing, Vol. 37 No. 7-8, 2003a, p. 978 |2 3D %, %,
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LM L DEFE R AT — 7 RV T —HEE - FARBETHAOIZH LT, CBM I,
- ARABBEZITERL, REEMVEBLDOWIAT— IRV F—Th2
(Balmer, 1995, 2001a, b; DeChernatony, 2001 ; Hatch and Schultz, 2001, 2003 ; Ind, 1997,
2004 ; Gylling and Lindberg-Repo, 2006). §7ZbbH, REONEBA T — 7 KL ¥ —I121,
CBMOHBEZZR LEHSELIIN o TRIKRELERETH ) ETHTH S CEO
RWEB R EDEUL, WA T =7 RNy =121, T, BEF, MBIk, FTREUE,
WTIA4Y—, 2747, THY AL, fEEE, WEEEAK, NPO, Hsits, R,
HiGE, BUT, BOAEIMK, BEEET 2N T . L) b, REHOSEIINT LM
WARERNT F VR - a4 YT 1E, CBVORE - 8 LIc Y72 TEREBHEES
FIEd, (E¥ERIL, REDHOLWIAT—IRNVF—Lar ¥ 7 b - KAV ERH-T
CBVZZADBICHIEMICER2REERALTHBY, 2513 CBM 7ot 2nh
DI RENTEOREZ L RIZLT0E, 512, WSIIHE - FoBERO S v ¥ 7 =
—A (BER) ZRELTED, CBAMEL, FFT 22 L 2WHEICT 2 (King, 1991;
Balmer, 1995 ; Harris and DeChernatony, 2000 ; Balmer, 2001a, b), * 72, &\ CBV I,
HREIZ B TEN AN OFHRA L EIEHN AN ER~ 2D A Y FOBKOES &% 5
HELBARTH S (Keller, 1999 ; Balmer, 2001b ; Harris and DeChernatony, 2001).

AFHOMENIL, 2322/ —Y 3y - FYANEZORBELELTLHETH S,
ThbL, PBMEY—Fr 747 - 23ay—vay - 3IvZ7ATHY, ZOHMAOD
FEALRBENDIIY XY MRHERBICHEDIBHEOAICBEESN TV S, Fhizxt
LT, CBMiZb=% - 2—FKL—}b T32=2r—23rThh, ZOHADIZEA
EREHOWEAT—IHRNVT —~DII v b Xy bR Cl, SHERE, BKRHEY s,
FEXALZ EICEFTRATYS,

5HEHOMERX, BEOPONLEERLZOELY -V ThHb, T4bL, PBMiE
RmOMEENAR74 v b, BEOMEHMOMNLE, #H7z% PBM O3 Y7 O,
itEREE B L OMiEHERE, 75 v F - BV Y a o v VO E e R RIEMEEE LT
EIFTHBY, TOWBOIELR Y —ViZ~ XEE & SP (sales promotion) T 5. FiLIC
LT, CBM 3B &% CBV 0441k, CBICHT2MWERLEED, Ll - Cl-
IR (Investor Relationship) DiFE), — B L72X vt — I 0FRE, HHWEES VO -
LHEEROMMEBIOWEY, WET—EMOH 2 CI L Bl O, CB OFHEEDIER
LEELERMNERE LTET, 20BBOELY -V y T A IA L EHLW
LUEERDOFERE)), T L TCCBV R EO 720075 V74 ¥ 72 ETT HHMEETITH
%o

6 # H OMESIE, PBM & CBM OBBEHIEE2 /R 27T ¥ FOMBESITTH
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b bbb, R, Porter DIMET LRI Y a = v FimllEOonzb O TH S DITH
LT, &I\, Barney ®OET 2 HFH— A5 (RBV) 12D WTW5,

FO—F, %A PBM & CBM ZHMNICEAL L) L35 HMWERAKETH L. 50
Wz 5751, MEIHERTRLBESEMZRILT 572512, PBM & CBM % #lli# A I
By ANDD LRI, BRRGPOEIEIII AT AL M LARTNE RS2, £l
DREDOBE PN TV LR F 721EZ O MADTEREIZ L > T, PBM & CBMO—F/H D
HWEAZ 2 IEVT WA REDL DD, TN ZEFIEATICT ) ¥ LEERANL TS (|,
2007) o

PEo k9 7% PBM & CBM MO &2 HAENAEM» OBBE L2 BT, REFAED
AT 7 BeBS & LT, PB & CB ORIIHBIT 2 MR MEMEEMRE X & BIRMICH
5 MTT A0, BELZTERS v [CBAPBIZ], [PBACBIC), £hE
MIZE 2 B EBIZOWTIRRIz v,

Y, BWCBVEETAE¥E, UTOX)2MEEd707. 112, #HLwPB
EHHICTR D ADEIL, No—REEREEL, TV F—%— T RENET TV
F) ERFAN=- T F BEEREKRT 7TV F) oE@z K3, #2102, #L
WIHERH L WEEEADO I A PR HIT AR R 52 5. 8310, @3, o
B - P20 BR, BEINOEHEAT -7 F V- LERPEREZ S 2
BNTW5, Tk, HOMITOERZERL, BEERZRHT 572012, PB~—
FFA VT OO A N EFRBEELIENTE L, 412, ZO0—N) - =77
q v TR ra—UEERBERTABIC, Fua—r - 752 F (PB) IIBITAHED
R L B OB 2 R EART ZENTE S, 510, BEHHIINT 2 PBO
TL 3T AMIMEEMZE RIS, RO EICEHBKT AL TE S, H612, FHELD
WIER S — N F— DR FE BRI LD LRI, XU Fr—EFZERABOHN
CBVZ2 AT 5 RERMLHOBWHENRERETE L3 - 7705747 (77 VP
¥) Z@ELT, PBefidil, PBICHTABEECHEMNELZ —BREOLIENTE b,
%712, PB ® PLC (Product Life Cycle) ZfXL, PB 2R TADICHEML T 5. &
812, CBIZ, PBIZH L CHBMELRE L, REOREEZRTD, EEIrLORHN
BHEEZEBLTEEEORMNZ )L —2a v vy TORTHR T X AHEDIEL 25,
91T, MBNOEREREZER, 50 CBICHTAZELELLARIHTLEFN—Y
aUEEDLOEF, KS0—BL7ATB S fE&% RO 5EE & %5, 551012,
BIRAN— AMRBETRI 2 B A DI 2 5 EAEME, AV, TANENE, RREEE, R
W 7 & OWIER 2R EZF BN IChb > TER SN TV A 720, BEhtr oA
BHOTAAMIPRNDETANEY T4 R RZSHEEL LT PB OEFERZ Ol -
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WCHBRT A2 EHTE 5,

ZO—J, PBACBIZEZ2EHMICIE, UToL) ZAEFERSNS, 112, PBO
PERICE 7L I 7 2l 2 HHICAEAMT I LI2E Y, CBV (BMie®E2 L) #
MESELIENTED, H21, BWMHEDDLPBOEFI - Fx—> (Bdk, Mk
THA Y EOHE) 2 PB O (BMEd LRIy VELRE) % ﬁﬁ:au;
STCBDTAT YT A4 T4 %G bEREZEHTEDL, £312, PBOMERCHIER
MEEMEIELILICZLST, CBRBGNLEEZE2) B YAV E2MITLIEHNTE
Bo AT, ~RENFTT—INNAEL LT, FU—2\ - TS LS ANSNE 2D
DEOEARNPOBELRFEIINIED 9 5 H51C, Bethitr SEREEEEL 203
PB Ao a7HME T I v 74 v /b5 &2, CBE2WALT A2 L05TE 2,

BH1Z, 4, CBIZHT2EMIIBRAICITDNT VA2, CB & CLEO#EVD#HmE
BEAERV, £1% 25T, Melewar and Wooldridge (2001) &, CI 21 [H¥L A~
MOEYa eIy ia VICHTA2BEN R ~Y=7 2 A5 —3 3>~ (manifestation) & L
THRTE, TREREDFTRL =Y a Y REEICHAVIEIEIZL>THIbNTWS ]
LBRTWE®, L, #hbid, LIELIECB LAKABAL LTREZSAN LTS
%o € 2T, Balmer and Gray (2003) 2 XL, ##kD CBV W< o2 DA ICIFET

BOBNAMETH A EHLH2LI12E 5T, CB & CIOBMARZRILTWwa2,
INOOROEEMLMHERE LT, ClEDOWLHET 2IZHBKIEHTRETH 2
A, CBIZHOLWAHERFTHMBOTAEL L) L3THIL, EA, DEELAVWEZAIC
Hbo ThWZ, CLIZVLANZMETH LD LT, CBIZERNAMETH D, -k
21, CBZHAE L, MFET2LEERIE L33, AMERIEO LS 22 BoboBEEI
BoTWwWbe %72, CLCBUIAEERATF— VAN —IX, 790574 Y FIB T LE
FHLOMBEI DL LA, MBORERPLONKICESAZ S TTWS, ZRIIKHLT
CBid, BWZHEHRLOINEDAT— 7 RNV F—IZEHZEL O LFIEC, WEHO A5 —
TRV —ICDERZENTVES, ZNLUAOENIZONTIZIEIOLIICFEDON
Bio

EDbiF, Clicid, ¥k, ©EFFA 2, L¥EHE, DERE, SXFHBL0
BEII2=F—Yay, ERTAFVFATADPLERINTVS (Melewar and

22)  Melewar, T. C. and Wooldridge, A., “The dynamic of corporate identity”, Journal of Communi-
cation Management : An International Journal, Vol. 5, No. 4, 2001, pp. 327-340. Melewar, T. C. and
Karaosmanoglu, E., “Seven dimensions of corporate identity : A categorization from the practition-
ers perspectives”, European Journal of Marketing, Vol. 40, No. 7-8, 2006, p. 847.

23) Balmer and Gray., 0p. cit., pp. 979-981.
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BHOREE R 1Y 72 7 I A i
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HTEHOL— S EMSE LR B

EER KT 45—
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T B 10T 1 A (CY a7 V) &R | R R
FUELATF =7 RV F — FICHIA~DOER, SED A F— | T/~ DEH,

7 RN T — DB AR A EE
HarEZ b,

£72, WEOAF— 7k y—
HEE

IR EABD AT — 7 KV T
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ZEtE (U4 EhbE
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EHINza3azr—va | TEH (TE) flcgsie
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av, BERT7AT VT4 T4%E
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T LE LT 5T ERHE
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(7 ANVFx—%Et) 23
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¥ —%Et)
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HiFT © Balmer. and Gray., op. cit., p. 981 12360 &, Jp4E,

Karaosmanoglu, 2006). &EDWETIE, T 5OEZEMOBCHEEHIZ O W THH
LIEDT WA, ELE, CIOFAFIvrhareEd, £ELIZ, HkicslT
DAl 478y & TEHERIMIER O X 9 TR A LT 2 W L 18 2 R NG EE TD B
bo RFETFTYA VL, CBHELOFHMAE, T4bbi—4a, Au—Fr, JU7N (FE
WCM Y YY), Fx 57— EEUBNICRZ TS, DEEEIL, MEEEE TS
YAV TEENL B, FNE, CIOBEARERL LTRZENTWAS (Ind, 1992).
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PFEWIEIE, —EOTHTHEAT 2200 LCEORRDN L EARKEOEFIRKTHL, +
MICHEYSTH0IE, EIMLEIEE KDY a =0 ZFRIESRIF O N2, T8I, ANE
B70 LA HBRRMOT a2, HEBOMRERLEIBEEEALCITIA VICHoT
m#mv%yxybﬁémﬁzﬁbéoﬁ%:ia:#-&ayu,ﬁ%%<a®%%
BMLERTH D ThUE, Ll LMMOEREMEERT LT TERL, REOHEL
DEWBAT =7 RNV —EHEMEAL, HBOICEEMEZIELLHHOWETI 2 —
Yarv V= VThb, ¥z, AFICBII 233227 —a i, AREFAK, &
KEA0LOBEICIBHD, FLEBELEESHEOII 2 r— v a VEGATERE:
FXRNPHTbNE, S50, ©¥EII2=r—2avOIERBRIL, ~—FF1 v
Jeadlazh—=varviBiaiaor—yay, FLTIAYVAY N - OI 22—
YaviLTHBETHIENTERDY, %A A—Vi3, REONBOSEHRAT—2
RANVY = OMANERTAEM B IIar—Yay - V= Lz@LTREERS, o1
i, Aoz azr—vary (L2 koL BEEIL—Yasryy 7.
TR FGLETAVI b R=FT T4 Y TERRAR VY=V 9 7) DX)RERDY —
VeEATVS, RSN NEOBEMEI, ClO—BHEEWMIEEL TV 5,

ZO—F, TNOWMEOMEOKBELLTIE, REOMY T -2 TAYFOY =%
=YY TDOTFT, IAVAYPFINTEY, CIE CBIClT AT AV A Y bOEMER
by 7 AV A MIHT D, T, BENERLEMSTOL—VIE, 550 5HHE
EHRMMEITRI TH o £ 51T, ClL & CBIZHAEMEMERTH 2, SN2 545, Cli,
CBOYY a7 VMl RENMELLZ5HLHEERTHY, CBIE, CILOEE
KRBT 2R R MHEZ2 5 TH %,

DLk, RETIE, EB, SEFTIOF A VAY MEFTFIICYST o TUT MR -
AL % 57% v CBM & PBM [ o B 4%, CBPGW®%%%&ﬁ&ﬁﬁ#b&
BN HZET, TNLOMERLEELBENEWASC L, 72, CB & PBHE DM
HAcBRZE & DR BIRIMISKREE - 54T L7z KETTIX, B, %5 CBM 217512
BleoT, by 7 - AT AL MOFRA - BF - BAML BT RIER 5%\ CBM BT 5
FRBINGRA DL LDT L — LT — 7 LS AT 2,

NV MEMBRBEALSEZ S CBM OERBH A D= ZLD
TL—AT— 2 L

B, B » OB II 2=or—Y 3 b0aryF 2 AN LTHZ LD E AR

24) Melewar. and Karaosmanoglu., 0p. cit., p. 850.
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2, REABOBRIERNORODY —VE LTRZTZENTE L, 72, CBVI,
I TAREIBENDT IV R - A XA=Y 0 A Y VT4 2T Tid%L, £¥EERD
BAHOLWHLAT—IHRNY—, Thbby, EER, &EE, KE KER ¥77
AX—, N=1F— (B, EEERYE, FIASEE BEtE2E075 0 F -4
A=VruAf YTtk TEKSI, mibk3hb,

)b}, CBORMSHMEE, vy 7 AV R MIEARBHRE Y g Y, ¥
Bzt g ft, 2L CHEOLER AT — 7 FV ¥ — OR#MEED SR ST b 83
A A=VHMOMIERZBL TS, W{k3sd (Hatch and Schultz, 2001, 2003a) .
Fhwz, CBM I, ERMY Y 3 v, ¥l ©¥A 2 —-VHOMEMEREZ AL T
HmmIcHET 2854 -39 7 - 7UATHHEF 25 ThbL, CBMIiE, &K
W E I3 ERREO LU AL 2D My T RV A Y OIS (Y Y g
hEREt), MBRNIOMREBICLZBERELHESOITHICKNE 2B 2254
YAk, FLTHEDRATF— 27 RN — Il X2 BERREICELS DY ODLEHEA -
REEDTLIAF Iy - TUEATRITNE RO R\, 25612, CBMANO7 70—

Fi, MBOICHRAE SN BIIEKNTH 5. Thwz, CBMiZ, 2=—7 - +—
X+ 7uKY ¥ g (Unique Sales Proposition) ®—# (Ackerman, 1998 ; Balmer, 1995,
2001a; deChernatony, 1999, 2001 ; Ind, 1997) & L < (&84 o K& Al il $2 %€ 0 — &F
(Knox, Maklan and Thompson, 2000) & LT, HMRMEOEKW LY Y a v L oE LT
HWbR—r54 v 775074 v 7% b7:67,

PR L2 BT R, 58, ©EIECBM 2 E479512%7/2-T, by 7 AT R

VN ASAMEBRAPSHZI LT NIERS W CBMICBU2EEBN A=A LD T L
— AT =7 R EETLLEND L, MENREE» SRR S CBM OWRBH R A/ = X 4
DIV —AT— OWEEHZEELTE, 7 AVAYMILA2BERREICEE 2

AN BBEHYEY a v hlegt) &, MBATOREB L 2BHRELES
DITENCRE G ELE 2 0%, ZLTHEOAT -7 SV ¥ —ICL 2 BEREL
HELEDYDHLEEA A—VDPRITFONE, DL BRANLEZOI v 7 AT, H©
LK ITHRE LS 72 7 70 — 7128V T PBM 4* 5 CBM & # O E
NEDLYOOHLMBNT T —FHPUEL LI EERELTW5,

CBM O¥EMsRy 22 BEEIL, THICBITE2RFEORY Y a = v 72T TIERL, CBD
fififli % 3 2 A NEBIATE & W E GRS, WBIAY %5t (physical design), ©x3E3¢fb7
) 1ihb, 72, CBMIE, by 7RI AV bOFEEES, ¥, L TAEEA
A—VEBEESTL IO AL THZONE, £2°C, H41E, BHENGRLA» L]
2.5 CBM DR GA N Z AL ZBMT 572007 =077 %% RThH, INH3
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AR & % % Vi ZAENOR A ISR
vi CEO 77 v N (REO{RMNE) 7y
A8 —FN =T IIAT—F =TT T
AYT—FN s TGoT4 2T CBM IIAG—=FN - TITF 7
UARN O EREEEDPHE FIT D (AT =2 RN =D BRSNS
ite-3'&ld| AL A=)
I EFICHTE2RVEFN—T 3 » i Flem B - = ADMA
i AFCHTAENOA Y LT 4 = T i kg
i & < 7 & Phigksd fh AY55 0747 | i # X3 AR (EE L8R
v EEIIRT B =TT 4 VT v E¥EAORIWN 5%
v MRS ARYF 4 TRBLEE IR R v BN TR
HT 4 THRBECTOTHEOERY vi B T ROMEHEENOE L E
vi HEEHOBE W EHEL & R

[CBM i28B1T % b v 7Of%él]

@ HBUCB DA A=V lET 27012 CLESOBREL ARG T 2% % 577,

@ 4vy—Fn- 77/7‘»{/70)’/D4:7\"~"F‘HLkCBM’I‘gtk{if"ﬁwfﬁtﬂ%ﬁ@1"‘¢| ERIT.

® BMPLLBV—F— L LTRHAERLTILICLY, BERLOTIVF - T3ar—va Y ERESHIIL,
HILWCBVEHOLWAMEERIRZ A RFEET,

@ W-AE0T T Y FIRERO - -EOBRE THICT 2 B3OS 5 CBM Hisk % 794 »+ 248 % R:

HiFT : Hatch, M. J. and Schultz, M., “Bringing the corporation into corporate branding”, European
Journal of Markeing, Vol. 37 No. 7-8, 2003a, p. 1046 & Vallaster, C. and DeChernatony, L.,
“Internal brand building and structuration : the role of leadership”, European Journal of
Marketing, 2006, Vol. 40, No. 7-8, pp. 761-784 (232 %, N4,

DOEFEIL CBM OB EZ T 5.

ZITEOWBNEYay RS FVv T A rFrb) L, SHB0EIMl%E
TLENICET L by T - 7%/x/b®km%ﬂﬁmt,ﬁ%ﬁ%ﬁﬁ%?&éﬁﬁdﬁ
ZRTHLULZMES T A, Hamel and Prahalad (1990) 1%, N EERT L7200 50
DEAZIRL TV, #1012, BEZEICHTCHRNOBLZEhsw2, #2102,
ADT TV ATV XA LMEBREEERICEL, BT, £312, A
HBHVIETF - LANOHEREELIRT, $410, BEERSULTEBES 02+ HES

25) Hamel, G. and Prahalad, C. K., “The Core Competence of the Corporation”, Harvard Business
Review, May-June, 1990. GREIR [KROFF I EMBIIHELT L3 7 - a0 ¥y AR
[Diamond Harvard Business Review] 20074F 2 A5, 145~¢—3)
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T3, BB, BERSIOV—VEEBATE, LEA->T, by 7 - wxV AV M
EDOHBALE D TEMEEZ RTRBNE Y 3 V2RO 50 L EEEN X LIRS 2
LEBIL, FRICEITEATT NS XIS, HEBEOHSWH AV E s N B U]
PSP B B CRURINICE Z R IT TR 5 %2,

Fo, BBENE Y a V28 L ANV TITI 20IE, by T VAV O EE
HANEDLDOTEEIIR>TL b, BERD, HHIE, MEWEONE, MMEL, WM
A7 h, HIEHE, BREBFROESIIOVTEELERREZIT, SEFHOLFEHIZ
bizo TREBHOETRHRIIERELEAI PO TH D, TR 2T, —MKICty 7 -
RATVAVMIRODLNDHETE, ROLIII3DICHTETAIENTEL, Thbb,
DEMEs, OARES, @SBRI TH 2, T/, HBOORNIE, XDk %
SEHBEICAETE S, Thbh, OEAR)), QFEFIIHEERHRET, OCERKE
BHTH2T, by, by T AT AV MCRLERINLREIE, SANERE
NECERHREN THDLEEZX D, ZOEIR Iy T - ATV AV RIS/ Uy, H
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