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Abstract The purpose of this study is to establish and propose a post—diagnosis checklist for the
revitalization of domestic regional co—brands that have not been activated despite many strengths. First,
I looked into the brand revitalization methodology through prior researches and among them, referring
to the cause—remedies model, the cause of the deactivation of the co—brand and the currently used
revitalization method were examined through case studies and expert interviews. Regarding the
currently used method, the reason for using the method was inferred, and the factors corresponding
to the cause and effect were found and categorized in the inferred sentence, and the corresponding
detailed items were set and the checklist items were presented. Although this study has a limitation in
that there is no practical checklist verification, it is expected that a specific activation plan will be

presented through verification of future studies.
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Possible remedies

Innovation

Restyling and new packaging

|
|
Line extensions ]
|

Brand extensions

New attached services |

s
i
s

New uses and/or higher frequencyl

—| From young to old or vice versa |

_|

{New) Segmentation |

{ New distribution channel |

—| Using the same umbrella brand |

L]

Developing sub-brand

Increase the SOV

1
L

Renew the reminder

Causes of Possible rejuvenation
the Aging Orientations
Renewing
— Offer L Extending
Completing
Brand Modifying
rejuvenation  +—— Target
decision 2
Enlarging
Intensifying
— Communication
Changing

Fig. 1. Causes—Remedies Decision—Making Chart

Modify the reason why

4|
_|
_|

Shift the spokeperson

|
|
|
_| Modify the media planning I
|
|
|

Modernize the style
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Table 3. Expert Interview

—

the biggest

w

failure . Failure to communicate with persistence

e~

replacement without justifiable reason.

. When the consumer does not feel the connection or relationship with the brand
. When the brand is inconsistent and slightly different brands appear

1. When the consumer no longer expects a new look or value
Reasons for . .
brand 2. When the consumer does not feel the need or desire to purchase
3
obsolescence 4

. Local public brands do not match the perception of local residents and general consumers, so it is essential to collect opinions
in collaboration with residents, government officials, and general users in the process of bridging the gap. In many cases, it
is made unilaterally by a member of the union or commissioned by a design company.

reason for 2. Fundamentally, a brand is not formed based on the local sympathy for the local brand.

. Whenever the head of a local group or the competent government agency changes, there is also a reason for frequent

Table 4. Check List

e The design looks old.
e Compared to other products, the packaging, logo, and brand design are memorable.

[1]

. Differentiation e If you look at the logo or packaging, you can see the characteristics of a certain region or special
Design product.
Reliability e | believe in the packaging design or the brand design.
7 e The packaging design conveys information well.
Trend e [ believe in the packaging design or the brand design.
e The packaging design conveys information well.
Product Consistency ® Products are clearly categorized.
o ’ e [ don't understand why some products are this brand.
Differentiation ® Products are competitive and differentiated from other products.
Awareness e This brand is also known to young consumers.
Wareness e This brand is less well known than other brands.
Consumer . . .
Trend ® Brands are offering new technologies or packaging to meet consumer needs. (Ex. Development
¢ of small packaging for single—person households, apple watermelon, flat peach, etc.)
Awareness ® Brands have been seen through advertisements.
a e [ got to know the brand because of the advertisement.
PR e Advertisements for the brand are memorable.
Efficiency e [ bought the product because of the advertisement.
® Media advertisements are made according to the current trend.
Differentiation e Brands communicated with consumers through new media (ex. Instagram, live commerce, etc.).
Communication e The brand's communication method is memorable.
Consistency e Brands have been constantly communicating with consumers.
Satisfaction e [ am satisfied with the quality of the product.
Product Quality Consistency e The product has maintained a steady quality over the years.
Reliability e | have confidence in the quality of the product.
) 2~ 3L O O = = E! - Ie) = S
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