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Brand Name Development Using Brand Name Strategy
Techniques to Improve Brand Awareness of SMEs

Focusing on ‘P’ Company BI Development
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Abstract

This study is a study on the development of business consulting ‘P’ corporate BI to improve Brand
awareness of SMEs. Recognizing the importance of brand name development, which is an important
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Brand Name Development Using Brand Name Strategy Techniques to Improve Brand Awareness of SMEs: Focusing on ‘P” Company Bl Development

element of a brand, as a way to increase brand awareness of SMEs, Bl was developed through the brand
name strategy technique of management consulting company ‘P’. As a research method, Bl was developed
based on the S-step process of the brand name strategy technique of Bespoke Co., Ltd, a company
specializing in brand naming. In addition, in the analysis stage of the 5-step brand naming strategy process,
it was identified based on Acker's (1996) <Brand Identity System>. Based on the brand identity system and
the keywords derived through interviews, we were able to present brand naming candidates that imply
brand identity in four aspects. As a result, management consulting ‘P’ company selected 6 out of 10 initial
naming proposals, and finally selected 1 out of 4 naming proposals excluding already registered or unusable
naming proposals with the advice of a patent attorney specializing in patents and trademarks. In the future,
it is necessary to study various strategies to secure awareness that can improve brand awareness, focusing
on brand identity and branding process strategy.

Keyword : Brand Name, Brand Identity, Brand Identity System, Brand Name Strategy Technique,
Naming Strategy
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of CHHX| AlE|E EABIYCHE HOM Aol A S JEct

JHO|E o A= p MY 7|YS B¢ F47|Y0te] HME QX ot Mg fts

ACh= Hof 2|7t Qi 2 AFE &df 547|Y BEUE QXK= JHX|7F S &0 Z47|Y0|
e 2o QoS st YU FAE FE3l0] HAUE QX SAO| J01E 5 UTIE 7|
Chstct
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