CHetobx|tsts|X| 37(4) 2010

g TEE 2|91, Al St X\ Fe e} <A Bk, PAeletAZ 2 AL A
"o Tl AHEA| Y o}

7 55458 445 288 /1s40] i 20099 thgiolx|ete) 59 5518e) AT el 9E S Ea

1. 7gWd b A3} §5359S W dabe HEHE 334%, AW/AY §3 31.7%9 £ gken, oze
‘ ’ PR 22 ZAFATH(p(0.05).
1Fo2 & 196013 olzﬁ 66.7%. 1960t 62.5%, 1970+ 68. 87
= 2 o= AAsk o, 1990t AR f30] 52.2%, 20004 ©] %= 59.8% 2 &
Aol wheh 23} F5F el 2kol 7k AATHp<0.05).
s

2 A7 HEHE A9 SEFEH] 7P B, 1 o9 BAlE
1

FN

P

o7y al ‘o]tﬂ/x]uﬂ'g]

= = r o

ool A3tE Fal Hel, 2009 AA titiobx|Fets ] A3} ol T53TE 2 A

HJE
i
2
i
o
N
)
=2
=
K

.M £ A BoFe Aom, A7t nhAR Aol a3k A

Ae Aolth, BA=d o]F(Name), £°1(Term), 71%

AeALS] o] ol = efAatet Sixte] BAZE HA FEARE (Sign), 4 (Symbol), 18] TR (Design) 55 =F X

oAb 915e] AdellA FaARl St TR Wskska Sl ot AR 54 7ol A AlFo|v AH| 25 147

=, 59 o5l gk A2} Q1A gEo] oA HA gat Bt A7 AL, BAARFE AFo|v Ar| A5 ApEst
A5 A zAde] FA R AL FE e delsh & A Al AFE Aoty

gg& g7sH HATEY TS 7hE PR v A HA A8 T4 Aldell= X3 rpAR oy A7 X 27

A5d e B AEE HA HE 5 A Hol, A 170 Foll WA= o] Ao HZ 5o A} LHAEY W

WS o7t 2FAL FAdA W] uAe Folrts & I v A 5o ek Fo7F 2R FTksta vt mid 7009 4

H| 2} FAle] Al 2 Wt Atk A g AAES AEE T To] XAt wjE o] X Hejake] 7t 28 WS dqle

1)

Jalhe Aol ol 4EE UL A} ol AR T8 720099 25,4757, A AR E]), Avid AR & 7}
B Ba=g Auja Aol WAl7k Agtet Mul2g BRI, RS S AR Astet Aul~nrE AHsAL Aoz wgoldl olF, of
. A, oIt} e, iz o)5e] Zifelekn Aol ke,

(a name, term, sign, symbol or design or a combination of them, intended to identify the goods and service of one seller or group of sellers
and to differentiate them from those of competition)
A= v EeAEE 3] (AMA. American Marketing Association)

HAIXA ok A

47| ZEA| MES 1142 / A CHSHn x|Bicyst A2 X Bl 2] 20pA|nfst A / 031-390-2556 / suell11@freechal.com
AT/ 20104 098 032 / ADESTHY: 20104 118 08 / AAAENL: 20704 118 13

*o] =52 20083 = A otie] wHl Aol el el

461



J Korean Acad Pediatr Dent 37(4) 2010

A AFGHEAZ S0l 711, a9 o g #F3} FA e omAIE Axshe TFEAEE | 7 WA F ofo] AHF
AUl B Fart MEehe kel Wzt Aol Ad FHol A3} o} o] AEHE (oIS BT TELS
SAAA wAR I} el et Q1A= D3 it st A BMAle A A, A A 9 o] EAEwE #
22 g2 v FEolA dutAel Adde vEA s W 545, ol AAle o X3F | ot A3} g o] o]
o] A g5 W] Wi AAA ] Fae g AgH o ® Al EfAR 559 A%E vYele 554sH, ol diAle 7
=3 vk @A 5N E X} 2L o8 7] tia) A AT, HAA AR o} o] W Y AW S ®71¢ TFF
AAZ Fa FAE st ol W HFE elM F H A= o & (7 F@)ez Rt ARe 4 3l &
2l npAe & S8 i) o] I whF FadA L 3 Sdsro] AAMFRA I o o] ZFstaat ke 57HA
utebA X7 55T o818 54F FAA717] 9% G Toll 27474 o9l o] BT xFE Aol A2
FIA el 2 5 A = ®%) 2w E 2 ) Aoy onAE A2 ) I
Bl= dlo|®(Brand naming)ol& of® el 23 2 AYE #71 ) HEAZS Hehlle o545 522 ¢4
1EE AL RS Ao VI, Tadel=, ¥ £9E o 2ARA,
27, AR EY Hnte] Ao o] FoA|ul”, Aol A Fsh
A ARG Fow 2MAR SelF BAS G FHY=5 n.z
2QH 2 Wl o BAeR W ol Bhele] ¢S i)
Froam AR A2 A drh. ek Bals vlo| 1. ATchetel 23 (Table 1)
< BHE omx o] Eriz} H7|® g}, gtk 54 71]]0]
ARgshE ST tall MA 52 kA @ot B2 B4 2. dof e Xt SELEYH =4
AbEo] B2AY AR BA S A '&E‘r‘ﬂ kel Aol
AN G2 vIA F 9lon A BAlE ofm]|A] o oo @2k A3 %%*Ji‘%ﬂ,gi AEAE 334%, AH/A
e vE A, o= Qg BB 1 % dEvAE Fl W 3 31.7%9] w2 wekeH, Adake HEHE 49%,
BHEry glth olel HYAA & %oq,] ZoAe HAE 4 27 73 29.9% {x‘ii BWtH(Table 2). e w&
glor Al S8l s=uo SHdE 7 A3 Hejdyy A3} T EHAE ol gk Abol7k AATHpC0.05).
Eo| EAlsh
utebd & ATl BA2 A3 s S Ade] &8 3. Zdol ME x|t SEHEH =4
7Ferdel Sl 2009 tigkiolx]#ets] gldor F5H o
A FYE A, EYUs, A Yo wE X7 yelde 5 AF/AH o] o] EHUUE 7IFo 2 £ o 1960
E35HE B % SAS Got g sigint °olHE 66.7%, 19609t 62.5%, 19709+ 68.8%,
1980l 46.5% % tiFiES A8t oy, 1990d =
. 7R E 2 i AR g3 o] 52.2%, 20004 o|FE 59.8%% A8
o A2 9 fEe Al BARle] vsd FES B
2 AdFE 20099 % tighiolx| #Ete s|hor FHE ] AH(p<0.05) (Table 3).
AL, B3 FEs st e 84979 s ke 49,
FaIy, o9 AL, F7UH = A3 5517 ARE ©f 4. X[Hof| E Aot SELZH =4
ok, AT A7 idAe A, e, 24dd, i
Ao FEoIT Mgt g AV ee HEds 2 28dte fE8cl 7P
AT AL A FEFSHE A FFete A% W Bol 2AatA 3, 1 o]9le] mAlE 2 B AW/AY ¢
A2 71Fo R v 7 fEow EReiiich. A A fraol 7H wol AR 8 tHp(0.05) (Table 4)
© W7 okEthE A3, o]k X7 ¢} o] 2zt
? B = v]o]") (Brand naming) ' 71914 Aatete AlFol Aol s So] BAE ARUAIAS EH0 R § o] &S Adeln 2t 5o
BAEE A5t gle o8 84F FoA Ul (name), A3 (color), A& (symbol), €271 (slogan) o] A¥ FAE W= Pgloln Pz vl
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7W'd ( The perception of a brand in the minds of persons. The brand image is a mirror

reflection (though perhaps inaccurate) of the brand personality or product being. It is what people believe about a brand-their thoughts,

feelings, expectations.).
A5 v rAE 3] (AMA. American Marketing Association)
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Table 2. An analysis of the pattern of dental brand naming depending on the sex (Unit : N, %)
Pattern of dental brand naming el
Clinical speciality Dental schools of graduation Friendliness Name of people/location Network
S Male 116(33.4) 12(3.5) 90(25.9) 110(31.7) 19(5.5) 000"
* Female 100(49.0) 7(3.4) 61(29.9) 22(10.8) 14(6.9) :

*p<0.05

Y B@E 2FE (Brand royalty) " BAlE A= 2627t 54 BAllsd 2he 5949 ERA BAEge By WA o g Pujdle S ojn|
gt} (sales promotion definition) The situation in which a consumer generally buys the same manufacturer-originated product or service
repeatedly over time rather than buying from multiple suppliers within the category.

A= v eAEE 3] (AMA. American Marketing Association)
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Table 3. An analysis of the pattern of dental brand naming depending on the year of graduation (Unit : N, %)
Pattern of dental brand naming pvalue
Clincal speciality ~ Dental school of graduation ~ Friendliness ~ Name of people/ location ~ Network
Before1960's 0(0.0) 0(0.0) 1(33.3) 2(66.7) 0(0.0)
1960's 0(0.0) 0(0.0) 5(31.3) 10(62.5) 1(6.3)
Year of 1970's 1(3.1) 0(0.0) 8(25.0) 22(68.8) 1(3.1) 0.00%
graduation  1980's 22(15.5) 4(2.8) 42(29.6) 66(46.5) 8(5.6) '
1990's 141(52.2) 12(4.4) 71(26.3) 30(11.1) 16(5.9)
After 2000's 52(59.8) 3(34) 23(26.4) 2(2.3) 7(8.0)
*p<0.05
Table 4. An analysis of the pattern of dental brand naming depending on the regional location (Unit : N, %)
Pattern of dental brand naming(%) pvalue
Clinical specialty ~ Dental school of graduation Friendliness ~ Name of people/ location ~ Network
Seoul 70(40.5) 10(5.8) 34(19.7) 52(30.1) 7(4.0)
Gwangju 8(30.8) 0(0.0) 9(34.6) 6(23.1) 3(11.5)
Daegu 6(24.0) 1(4.0) 8(32.0) 7(28.0) 3(12.0)
Dagjeon 6(27.3) 0(0.0) 6(27.3) 9(40.9) 1(4.5)
Incheon 9(45.0) 0(0.0) 5(25.0) 4(20.0) 2(10.0)
Pusan 18(46.2) 0(0.0) 17(43.6) 4(10.3) 0(0.0)
Ulsan 3(333) 0(0.0) 4(44.4) 2(222) 0(0.0)
Regional ~ Gangwon 3(37.5) 0(0.0) 2(25.0) 1(12.5) 2(25.0) 0.03*
location  Gyeonggi 70(54.3) 8(6.2) 30(23.3) 15(11.6) 6(4.7)
Kyungnam 7(36.8) 0(0.0) 6(31.6) 5(26.3) 1(5.3)
Kyungbuk 2(13.3) 0(0.0) 4(26.7) 6(40.0) 3(20.0)
Chonnam 3(18.8) 0(0.0) 6(37.5) 5(31.3) 2(12.5)
Chonbuk 3(15.8) 0(0.0) 10(52.6) 6(31.6) 0(0.0)
Chungnam 6(30.0) 0(0.0) 6(30.0) 7(35.0) 1(5.0)
Chungbuk 2(20.0) 0(0.0) 4(40.0) 2(20.0) 2(20.0)
Jeju 1(50.0) 0(0.0) 0(0.0) 1(50.0) 0(0.0)
*p<0.05
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Abstract

STUDY OF TYPE OF BRAND NAMING OF DENTAL CLINICS
IN THE KOREAN ACADEMY OF PEDIATRIC DENTISTRY

Youn-Soo Shim?, Ah-Hyeon Kim?, So-Youn An?

'Department of Dental Hygiene, Shin-heung college, *Department of preventive Dentistry and public Oral Health, College of Dentistry,
Yonsei University, Research Center for Orofacial Hard Tissue
‘Department of Pediatric Dentistry, Sanbon Dental Hospital, College of Dentistry, Wonkwang University

We examined the pattern of brand naming for dental clinics depending on various factors in 551 members of
The Korean Academy of Pediatric Dentistry. The results follows:

1. Brand naming depending on the sex showed that the clinical subspeciality was 33.4% and the name of
people or regional location was 31.7% in male members. In female members, the clinical subspeciality was
49% and a feeling of affinity was 29.9% (p<0.05).

2. Brand naming using the name of people and regional location in association with the year of graduation,
the period before the 1960s was 66.7% the 1960s was 62.5% the 1970s was 68.8% and the 1980s was
46.5%. That is, these periods accounted for the most part. During the 1990s, however, brand naming
based on the clinical subspeciality accounted for 52.2%. After the 2000s, it accounted for 59.8% (p<0.05).

3. In Seoul, Pusan and Kyounggi Province, brand naming based on the clinical speciality accounted for the
most part. In other areas, the name of people and regional location, as well as a feeling of affinity, was the
most prevalant (p<0.05).

To summarize, there was a variability in the pattern of brand naming for dental clinics in association with the

sex, schools and year of graduation and the regional location.

Key words : Korean Academy of Pediatric Dentistry, Brand naming, Brand, Patent
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