PR 2000 0 3 0 98-125 iﬁﬁ$uﬁﬁhﬁﬁﬁ
R AL

Wz FasREXERT RS Frcg e ma
¥ g3l

$0 R B 3 R A

#F O£

RRUSHE ST SR JURN Lute S R e S SRl

91 R PR o b I AR R S R A Al

SEVRURU o R A

- S ORI RS RERIE 18 SRR SRR Y
AR~ S QR PR o

D SRR R WIS LR T ALY G
GRS N RS IARC I g e i e/A el AU

B L i e N i T R e e e I TN

B PRI (PO SR PR - PR R R 2

98



PRI 2009 3 2 98-125 (-3 i ATETE RIS
SRR Rl

RIS G 5750 ~ SR AN BE AR SR AR 1 ORI 3 B

BT PR - S

99



PHISIFT i 2009 » 3 2 98-125 ¢ lﬁyﬁlﬂ YT RURER
SRR Rl

PC WEEK (2003 ) f7it!7 = SRPTEsye (1 il o i amg = o

ﬂ:{

TG 5s SRR IR B0 Urde (1994) - ARE) (brand
-mmqufgpiﬁﬁﬁﬂamﬁﬁﬁﬁﬁ:me(mmnfﬁwﬁ@&gﬁiﬁ@ﬁﬁﬁ
TRR= 0 oo W ) lﬁ Dt Fﬁp-fm (2006)%@1 21 ] sl -3

OPEEESAIR > =& T glApagl ) ARG e o FLI= S (1 5 fRF > O

=

mﬁ*lﬁﬁ@m%’MWﬂ7wawﬁﬁﬂm#%mﬁq
e 1R O R P P OIS T Y 40 AT

SR B 2006 F F N ;J%Hh i F#ﬁ@fiﬁﬁgh B o % [ 2006
ISR T A PSR REPITBIR R T AL )

£ TIPS L PO+ BIT (Brand In Taiwan) i/l ( » <itigs =

IR PSR T B BRI R % O R v

TR IR R ] IR R S ] o P R
(¥ PTEE ] R AR S 0 R

i 5 RIS+ R 5 T ) L [ T A
TR R T IR S A B HRAOITIR R RO

SR B+ S R ETAORE 1R

100



fo?\:“ﬁﬁ 2009 » 3 > 98-125 (= 4 ﬁﬁﬁ'ﬂ JiFJEft RIRERE 4L
= ;[rilf#ﬁﬁlﬂjf] g?ﬁﬁﬁﬁ*?;l

H‘ﬁf‘ﬁ'ﬂiw S BEE AT R ] 2002 F Z 00T WTO (World
Trade Organization ) i » GV #-Z Wk & TV = SRS 1] R 000l sl
BRSO > YRR S T P SRR - BRETE o 1
AR W IR  [RERE IRRRY T IR AL TR ST
105 5 AR S [IROR ER A9 R (S B > 2006) 0 TPt o
GURTEIE) A & R (e SRS D > B S T RN o SR
Stk

[l PRI AR S0 T 3 RIS Vo R D (G- FIR

R~ B L (RS EII S ST AR S P e

IR > PR RV E IR T (e
[ A STl

R VEPE fl BRC EL R 250 B R R T
g
-~ &R
(FRFifM 2 Aaker (1996) HETLIARER " [ lFOFTR T - jfET=="]
ESTPREIE > B (R G RPRR [T g  RORAL
43575 Kotler (1999 ) FIZE S AHRL - S=FREA T At - B8 7 o o

FIRESER £+ A O - 7% R ~ IS ~ o % A

101



PHISIFT i 2009 » 3 2 98-125 e ffr J;gj# R
SRR Rl

& [~ L 5 Aaker 1 Joachimsthaler (2000) i1 il RL (- A2 15
R & %2y~ R IE G R ~ FIES ARV G R
R R T s PR (2006) il B I SRy e
B R SR R S RERERL AR R AL LY T RS
B T T S PRE S TR IR PSRRI A R AR RS
PRI [ BACEIH Rk ISR R TS -
b I PO R B BUHAE (2007) SRS = KRR LRLG AN DT P
fif = LSRR A~ TV < QALEYROBCTRERR ¢ JDB B VT BT

T o 3R &SRB ?ﬁﬁ”»fdlrl ggjlﬁﬁﬁi ﬁ;ﬁpﬁﬁ% T}Iﬁbﬁi'—«ﬂjﬂﬁ?

§t o

FFI

b AT IR T O P SRR P ASRE - A g
HEE e IR T R T S OR  RLRLOT R H R Y
[ ST Y YD PR PR - ETRI RSP RIS E - A,
ARPSEZ AR » T YRR SRS EPRAIRGE - ) < R A
Ffl  RUFHGET  REPR  H PR A ABUARRT S5 YR I - 22
CRNRRE S USTE SR AE & C R T R e g PR e i

S PRI > ISP 4R T R BT - SR R - e

/U L:[:

s

o

102



ST 2009 3 - 98-125 T AR

SR e = S
=~ &0 e g
ﬁf—ﬁlﬂj,ﬁ T B S T [ R Elﬁéfﬁ! s ?mjl?ﬁ”ﬁ:ﬁllﬁﬁ £

[ OBAIEY » SR 7 B 1 R P T GERERE e AL T -
Keller (2001) REE{fHAMAVE I o5 (EEUAHIE: fHAo 3 - [RHE DTy &
FIAEY Bl SR o RS QAR (L ETGETY TP Kolter AT Fox (1995)
LA TS B RV RO S RO [y R D
Chernatony #{1 McWilliam (1989) PGP [ S FIGABAOTIRZ (=) iR
~ PRROIA > PTG - (2 ) (ARRLI IR A -
HERT % FIORHETERTFE o (5 fIBRLE 1554040 R H )
FEEIF OGP IR - (D) GRAMRLSET (AR o
R T RS o

[ RS HERACIROR  STHRE RS ) S A
19 BRI

ORI L - 78 ~ AR~ (O RO I R
LB -
2.7 kR Py TR

RSBIB9S

A R

103



zi}?mﬁﬁzm 398125 *ffwﬁiﬁfﬁ'ﬁ”??g‘%#%du
PR MRS Al 2 I R

3.ﬂjﬁﬂ,§1[ﬁjﬁfjﬁjﬁ:
AR T B 55 55 i R ORI - 12 IR e -

- FREF PR

Aaker (1991) §TE]+ T 5 PO RAMRLERET RSO I S9f1 - 1L~ ki
BURAVESEE YA 5 ¢ 2 g (2006) Fé":hﬁﬁﬁlﬁ}*ﬂ AR WERL T
AR ST ] — RN - B TR o T i
FIT EARRLASER (30 iy VTR LY R RRer il ~ pu iRt -

bie s SANEETT I RIS ES 2 ane Sy AR S T i T
SO o G I R S A R RS RN - R L
W YBEPREE FRE T - ORI BRI AT . el
PR (R 0 2 o S 2 SR T BRSO 0 F o B D
<[P ER > T e ] SR TR (e 55 2007) ~ AR RIS ]
[ORFIR ] CRRET= > 2007) ~ FRBRRLE pof (5= (3RE1 » 2007) S35 R 4 -
IV AR SR T 2 T U] o B SR D PSR S * o
R~ P IR o 0 S R (R R AR AR
R S IBRAIR S > I E R YRR S ST A S e BT

eI PR e I R IC R (SN R I C o FJIIF]IJ iy

104



xﬂﬁ ?P%2009 3 08-125 - ﬁﬁﬁ'ﬂ J?FJQ 1 RIS
S A A2 5 ST

FPNPBEF 2 JERE TR 200 (PRS- IRy BR[O Ol
FRALEIORP I RS - FRAT AL
PP NRVELG S BURL- SR O PO~ ~ s B PR
I BEPPURE R < SR A VR ORE SR F S E VAR T R
CRRIOHIM AR - BT - 57 B S SR IR T
[T GITE ~ R - S PR T AR ETTILRL PRAT N - )
FIRRSIRETTL | B2 i 2 [ P AR S I - AR
I I 0 EUPSTPREIOR YR REESTIOE  DSEREDE
UV TR o RS G VRO - TR - R Y
AT [ (S % OB SRS TR b RS e

RS {Z' 2 ﬁ#@lf “p JHEURG o
A S & ECIE

T R SRR R ) S T G
SR - PN T [f' SEHAENE > ﬁﬁ?}ﬁ*ﬁﬁ
Jobber (2008) "t eRLEAR A O E RIS 2 ) — A - gt

YT jJF[Jﬁ#@IVEE,J e IES (i/pqgﬂl 1) > ﬁ,;{fj’:ﬂ FEFRYIS

105



PHISIFT i 2009 » 3 2 98-125 ﬁ;lﬂﬁlgu@ S RS A
ﬁ IBYELl; ”Q?ﬁﬁﬁﬁ*?;l

- 4
RLAF RIS % - AL oty (5 2
g N S
TR A B DR O 48 - R TR 4 B
o= s
ERN - 31
R B T R O LR R ] R - R
PR A o
r ~ £ gk
BARHEEYRLRIPIOT e St WA R OFEL
HRAFE -
I ~pIREe
T N GRS M U T N AR
o~ B B
PR AL B BRSO 2 IR
FlE S R Lt o
R =

i~ TSR SR RO PR

106



TS 2009 » 3+ 98-125 A
I ﬁﬁmmﬁigﬁ%ﬁi

@%ﬁMmﬁ%o

e e

A | Iikir=y R IR
AEH RS Wik Sy
i éﬁj @F‘%T

[ﬁl 1 J?}j;#ﬁﬁlpfjgli

e Y5 © Jobber (2008) . What factors are important in building brand value?

Stamats (2007) 7 T S pUEEEEEE ) - L pIRE] S E SRR
wlFlRE 5 R A ik
- TR EMER

[ GAREVERIEN ~ 557 sl R o MR R BRI R AR

XL TS

Q

G ERR R E T= REERERS I O VR P A kL

107



ﬁﬂﬁi?ﬂﬁ IF F]au i 2009 > 30 98-125 (= 4 ﬁﬁﬁ'ﬂ J?Fﬁ HERIRER A
= )Filf#ﬁﬁlﬂjf] ”Q?ﬁﬁﬁﬁ*?;l

FIRIf ~ B (FE0T) SRR -
= s i R

SRR PR IR+ 2B IO R -
T~ IR

A AR R o TR R RS I AR R A T B
FFOTRE ~ BARPYET RIS ~ FERORELGRE -

~AhRdantg

VSR e A ORI ~ BRI B0 SRR O TR

=9} > Glatsten (2008 ) #ﬂt“’ﬁ@j’ élgizi?ﬁ#ﬁﬁlb;ﬁ* R R Jﬁrlfp
PPS ZefltH R
(=) Fé?ﬁ#ﬁﬁlj@ﬁifﬁfmﬁﬂl

T PR R PR 2 R 2 ERARRRIEY o AR P SRR
l’ﬁ [~ TR o
(Z) FEEkpoer

T R AP T o S ( R R SR R o T g

—

PRI 2 B O 07108 i 2 2 s
=) TREERE Y a‘f‘)lfm%@%

ST R — [T 2T S PSR R S R Y

108



PRI 2009 3 2 98-125 (-3 i ATETE RIS
SRR Rl

AP A E R e
() R B
FVRR TR R R FRETH A T A -
() SRR R & BRI
o il A T SR R R &R > PO R SRR S
P T B AR AL R -
PSS A T SR AR R DR R
il COPBRARES {18 ~ F2055  GET ~ [p9hAIRRefiog 57 A pose= (g
SR AUERO)S > AR FITEI AR R BRI R Al fpoRt
HIE) PIERINS « TR EDE SRR IR - o A5 ey
D IR AR O] R (SR MR i
LA il O
(1) SR
SRS AR (T S (WSRO ) >
FPVERIRLI e ? PP EORLA e ? BISGE (et 2
(2) AR
WAFIEIE AT PR « SR AT - o T T

i 2 AP VRS B AP A SPRERRR §0o STF AT R

109



[eEdi i Flau i 2009 > 30 98-125 (i Wﬁlg A R
SRR Rl

(3) ALY ES
SR RIS Ry [T PRI B L RO R
P A frﬁﬁ,ﬁu%m JFTER R L R ERE e
(4) SR
U RN AT o B [REESST AR o
FIA IR EREI R @
(5) i
A R FLE TR G > TS A~ R o SRRV
R T R R R
SR AR
(1) 7] [ETRL AR = (i
SEHIRPIEPRL [ RCEARES » SPRAEETR S PR QT A
) o (PR R = R RIS RS TR - ey
R R AMOSLRE o SPOE R R S R SR
4 RIS - PHSRDA A - R S

VI RS

110



PHSFT i 2009 » 3 2 98-125 ¢ lﬁyﬁlﬂ YT RURER
SRR Rl

(2) I E] 0 TRV TE MRS AR 5

PRl AR (I o SPME el & PO o ST PSS
USRI > SPREBEERE RN 92 I MERRLS R ROk < 8 1)
SRR | (SR A SRR ORI R -
(3) Fu! EEVEH ™) G ==t

~ T SR BT AR G IO I o ) 56 E IR SRR S
(S QB H IFHISECT RS T (S ORI » (R
ORI ~ R R > RO BRI B 0™ P AT 10

[ %I—E'[ ~ FiApY [’ﬁ EL e
L~ BR&EGenTHER

5 E=E (Marketing Management ) = fol v [t ) BRI =" R 2] i Sl f 1ps
SRR AR R e o SRR RS SRR IO b IR -

FURES BT 20 5 i R 2 T 2o YRR (2003) T
SV EATY) - PSSR 5 i IR R B (VP ) 5 B (2003) T
RIS 5P YA PR BTV P, 5 R (2003)
" RS P — ) = AR UL ER T B Y AL (2005) %ﬁ’ﬂﬁ‘%ﬁﬁlﬁ?ﬁ

I 1] 55 :ﬁ ifl“ﬁﬁlﬁ“@*pii\_ flq'iffﬁg' ] f[ ’ tj‘ijl_f%JIE%IE[J LIRS

111



PR 2009 0 3 > 98-125 e 4 Wﬁ'ﬂ U RAAER R
ﬁ’wﬁ“@ﬁﬁ*ﬂ

IR o Ty RS A 7 R R o ik Rl 3B i iR

B[ e RfE- ol H?K‘T SR T RIS HEAE IR

Wordpress (2006) =t " Y g2t { A Sty - b pIRE] - SR R
P fif ) O ST R e 1) S IR -
- S VEEREAP R

ﬁ#ﬁﬁlﬂfiaﬁ%ﬁ@?ﬁ»ﬁgp\ﬁl ) f—?.,’—&ﬁjﬂug‘ﬁh ﬁﬁéﬁj Fé[ YRR Pdikﬂﬁ[{ﬁ]spl l’»—?@ﬁjg ]
o RRETH P IRV -
=~ ek

SR T RO R R AR

R AR RAL PP 2

Ji

C B R
BT RL = A s
RS
GEFREREE | ZURE R I 502 R
I~ FReha
(I RSUES IR (eSS (RS e iR S e R e R R
P I SR

112



Qfsr?ﬁ\r?ﬁwu 2009 > 3> 98-125 P ﬁﬁ—ﬁlﬂ J?iﬁfih (Gt
PR MRS Al 2 I R

R n—,—'”ﬂ il"’ m'g'

SRS TS T [P L St 2ok S R U I

B WS TR TR -
N -';P“_"é:
P e %{F’%ﬁu%:a'b o
HURT] (2004 ) 8 = S gl =R VAR IR 2) - 2 S oy
RN E TN e e Tk E R SRR
(= ) EEFY ARG
ZETEPALT |9 L BT - SWOT ST (RSP s Ao 43 -
(=) gt i1
R SR S g B RS A R SR S S ﬁfﬁ«s}wu'gﬁ%mg@

SPAHE s H R SR T

M

T FR SO EER

I LIS T 8 TSR T s

113



ny?\?wu 2009 - 3 » 98-125 ¢ lﬁyﬁlﬂ HFJE#ZF‘* e
PR MRS Al 2 I R

=) FRALHTI i
R A BRI AR R R
() 7 S8R
SRR A TSI (BPAT ) o B SRE T (HE R
o TR ST [
() 7 ffh = iR s
SR [ PRI RV RIS R ([ 2 R f
(PIF(] o BRI FS R L
() dsa =l e

UL PR SR [ 0 SR IR

114



3}”7?\3“%% 2009 > 3 > 98-125 ﬁ;lf’wplﬁ JyFJq HERIRER A
|f’{ IBYELl; ”Q?ﬁﬁﬁﬁ*?;l

A 4
m‘
5
4%
P
_hlv»
S

E éﬁj = Eﬁjﬁb %L

REERCIEE TS

il 2 S A

R HR  SHE (2004) o SR ERICE G2 PO -

S (2003) HE ] SRR 9
LIRS

SR TSR] SR A R -
LI I A

PR 15 S R

3SR T PR R

115



PN i 2000 0 3+ 98-125 (e ﬁﬁﬁ'ﬂ A R
S

P RUI )~ 75 TP AT - 5 PR YOI
L ﬁﬁf—gl—' 1% LE[”

4-:,f

T

_Elf

TS AT ~ B SRR AR -
5. SR AR TR RO

By SRR AR R LA ST SRR R AR
P REFR TR BT AR
6.7 P S R 5 35

PP R~ AP R TR~ SR SRR RS
BTSRRI  F A -

o £ SR P SRR R SRS SRR BT
RREIIN R o SRR ~ AR AT ~ AR TR AR AIE] -
AR T SRR~ AR fARRELE 2R TR

(1) S ARty o A

SIATERRL R ARBUFRL AR S PV RLRE - BT fol SR SR TR
SV SRR, » TSR ORI [ YOS I PR B
PO - PP A LA © P - A (IR - T R

HEf Jiﬁﬂlﬁf B~ B ) R AP O~ F R OB ) O

116



ST 2009 3 - 98-125 T AR

SR Al S A
ST ORI RS (B~ R TRERL S SWRESEED) 1

SRS PO IR (9 - SERTU - S50 1~ ATl -
SR ) [T GRS« C BRI - 2o
T~ A (R Zpe 10~ FEBE 3 FTJ‘&%? ° L
SISO 7 » AR A IR L5 B
(2) S0l pqpe i
R FHIETRLT |50 958 2 RLS % (3 €1+ 2 TWEFORH © 5 SRR i
B PR S RO - T R R IR (e
SRR > ST TEEELE GIGRTORE  Y GIIE Y T RERE -
(3) SAEARY [~RTs
Y {TRLEH AR > RS RAEIRR - (T R SR R
FH PR (“HRE e AR ORI o S BREORL £ - B
PreRATA ]~ o P R « BRI IR O (T
A RLE A 1 R ]
(4) SPRUfAT™ S0t
PRIPER RS PRI D © PRGT B2ERA (-
B S PR OB SR BTSSR RSN (IBES - R -

VEPREPHESTL L) - B IR S PSR ) R

117



PRSI 2009 3 2 98-125 (-3 i ATETE RIS
SRR Rl

A COPEEP Ao RUEE & ~ ROV e o RSO A S A
TP Tor sk S WIS PR F O (227 [ e SR o (=2 PR
A
(5) S bt Rt
07— TG E 1 ol - D0 R o S AR PR L
A EPEFRREIORERY SR KB P o g S I
(6) PRSP 5 i
SRRl AN ST PURETRORE EEHT TR MR AL
EYIEE SR ANT)G o IR T SURL ST A Y ] R
T~ o SRS o gt AR SRR YR U R S e 4
81 [ PR
(7) LA AL s

TSP R AR TV AR IR AT

-

FIRRTS G~ B S RERRESE ~ (PO 8RS A PR R
R ~ SPRLT YRR (T3l SWOT S A » it iR ] PRI 1o e o (R
B LA BRI (BRSNS OB RE) 2

(8) SAE I PR S

REPIRE (EP RGN AN - S - MR A I 3

118



P 2009 + 3 2 98-125 - O R
S R I T

PJ#LM o=t Eﬁﬁﬁf—ﬁl’ﬁ?lﬁﬂji i;ql—fﬁﬁﬁﬁﬁglﬁ@dnlﬁ S o FIFEE S | 24

s

FE

ik
n\e
Bt

[V 22 S5 ] IR | 0 D (LG O S 3
FRFEFTAFIRRRET > T G ORI G SRR ) A
FRVEERSS o SR AN e~ P R ERETT ~ BER 2 20 [ B
LS [P IR

e okl 78 DT, Bt SER AR R IR e RS
S > RIS E Ry OGRS s s, - B o
R~ I T PSPPI TR SRR AR
TFbL ~ R A% SRR ~ e P PR AN PR

SRR o RS PRI AT~ Y [T A SRS T R S
i frE‘ o PSR 2 R I S RO R - AR =

119



ST 2009 3 - 98-125 ﬁﬁﬁﬁlﬁuﬁi#h#}%%
SRR B

342

PSS AL (2006 5 3 F] 21 FU) o Fy R0t e - [ g7t o £ A7) 2 I -
2006 F 3 5] 21 |1 fggskef 1 ¢ http://www.ris.gov.tw/ch4/static/st20-.x1s

S (2006) © BIT » G - PEE -9 44-45 -

FEC5 (20073 8 £1 29 [1) o [RE] 9~ B o i #2007
F 8 F] 29 1> A1 ¢ http://tw.news.yahoo.com/article/url/d/a/070829/jks8.html

MEIZ (2007 5 9 F10 F1) o /b= (™8R > A GRITHIRT )0 77 f/’?)?ﬁﬁﬁf
722007 5 9 F] 10 [ 1+ fardk] 1 :
http://tw.news.yahoo.com/article/url/d/a/070910/1/k92e.html

MR (2003) o BB B 1Ry © fISFERE AR ?f?"f’bf/ BB
P W B

SUEL (2004) o S0 T EIECE SRS © S 0 47 0 23-34 ¢

RS

ﬂ&%

fAESR (2006) = glAfil A2E) - i FT AV AIEE £ = 1™ - Pl iR
Bl

IS (2003)  SFFE T4 GRSV P — ) = R ] £ 5 BRI RST)
PR e o A R -

Fra5.2L(2005 )o [ 1] 5k 5 S Epiese = et (el s - f] P - SR AT 5002) -

120



fo?\?wu 2009 - 3 > 98-125 (- ﬁﬁﬁ'ﬂ J1FJE¥:E [RERE 4
;;[rilf’{ ﬂJﬁ] SES mﬁﬁﬁ*@

139-158 -

B (2003 ) [l 1] S RABITE SO AL Y 53T o B AT > 114 96-110 ©

B (2007) 0 SRS TR RS SRYRE NSl SR IR o S SE
[ 2 28 > 195-224 ©

SAIZ(2003) 7RIS ) * IR A R
Bt AR PR Y RS FiTk -

Aaker, D. A. (1991). Managing brand equity. New York: The Free Press.

Aaker, D. A. (1996). Building strong brands. New York: The Free Press.

Aaker, D. A. & Erich, J. (2000). The brand relationship spectrum: The key to the brand
architecture challenge. California Management Review, Berkeley. Summer 2000.

Aaker, D. A., & Joachimsthaler, E. (2000). Branding leadership. New York: The Free
Press.

Chernatony, L. D., & McWilliam, G. (1989, July/August). Branding terminology the
real debate. Marketing Intelligence and Planning, 29-32.

Glatsten, S. (2008). 5 Steps to brand building. Retrieved January 20, 2008, from
http://sbinfocanada.about.com/od/marketing/a/brandbuildingsg.htm

Keller, K. L. (2001, July/August). Building customer-based brand equity. Marketing

Management, 14-19.

121



T 2000 - 3 2 98125 el PSR
SRR Al SR

Jobber, D. (2008, January 20). What factors are important in building brand value?
Retrieved January 20, 2008, from
http://tutor2u.net/business/marketing/brands_building brands.asp

Kotler, P. (1999). Marketing management. Retrieved December 10, 2007, from
http://www.stamats.com/whatwedo/creativeservices/brandmarketing/strategyandpl
anning.asp

Kotler, P. & Fox, K. F. A. (1995). Strategic marketing for educational institution (2nd
ed.). Englewood Cliffs, New Jersey: Prentice-Hall.

Park, C. E., Milberg S., & Lawson, R. (1991). Evaluation of brand. Retrieved
December 10, 2007, from
http://ubrander.wordpress.com/2006/08/3 1/evaluation-of-brand/

PC WEEK (2003). Retrieved January 20, 2007, from
http//pcw.infopro.com/rep/brand.html

Stamats (2007, December 10). Higher education marketing: Strategy and planning.
Retrieved December 10, 2007, from
http://www.stamats.com/whatwedo/creativeservices/brandmarketing/strategyandpl
anning.asp

Urde, M. (1994). Brand orientation-Astrategy for survival. Journal of Consumer

122



E\Jiﬁﬁffﬁéﬁﬁ 2009 - 3 > 98-125

Research, 112, 18-32.

AT T R
ey lﬁ#ﬁﬁlgﬂ é;ﬂjl’ﬁgif = {:FJ»FEI

Wordpress (2006). How do I crate a brand marketing plan? Retrieved December

10,2007, fromhttp://ubrander.wordpress.com/2006/08/3 1/how-do-i-create-a-brand-

marketing-plan/

123

@A

LR s

i

B0

2009 & 06 ] 01 !

2009 F 07 F] 21 k!

2009 & 10 5] 08 !

12009 F 10 5[ 30 f!



T 2000 - 3 2 98125 el PSR
SRR Al SR

Explore the School’s brand building and management

from the advance of enterprise’s brand

Tsai, Chin-Tien
Assistant Professor, Department of Educational Police and Administration,
National Chi Nan University
Shih, Huang-Yu

The Director of Hao-Hsiu Elementary School in Changhua County

Abstract

A successful enterprise’s brand brings about the production value for the enterprise.
An Excellent school’s brand is helpful for the competition for material resources and
human resources. The article explores the principles of the building and management of
school’s brand from the advance of enterprise’s brand. The results from the analysis of
literature are as follows:
1. The components of the building of school’s brand: the goals of school vision, the
structure of school organization, the faculty of school and the strategies of marketing.
2. The principals of the construction of school’s brand: educational quality is the core

value of brand, excellent design of school identification image, and building systematic,
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positive and clear image of school’s brand.

3. The factors of marketing management of school’s brand: the analytic factors of
school’s brand environment, the choice of the school’s brand strategies, the cultivation
of the school’s brand culture, the design of school’s brand image, protection rights of
school’s brand image, the marketing of school’s brand, the examination of the

development of school’s brand, the raising of the value of school’s brand.

Keywords: school brand, education marketing, marketing management
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