-21

2002 4 24



-21

12002 4 24 () 1400 1530
2 )



2002 4 24 () 1400 1530

( )

: (TEL. 02-3669-4032, 031-288-7335)

http//Awww.hri.co.kr









contents




(FIFA)

(I0C)

(199 )

197

15

8~12




2002

2002 FIFA /

2002. 5. 31 - 6. 30

/ 10
32 , FIFA : 13,000
160

600 -

1994 320 , 98 400 , 96 198






OECD /

R R




~







10



11



contents




13



LOC

1,946
1,985
4,828

FIFA

(

25%)

1,207
1,630
579
2,837

LOC

(70%)

1,991
1,394
597

14



15



1100.00

(KOSPI)

1007.77

ooy,

900.00

80000 EEEEEEEEEE

70000 EESSER=———

600.00

50000

400.00

88.1

89.4

89.12

7,000

6,000

5,000

4,000

3,000

2,000

(CAC40)

o~

1998. 1.

1999.1 1999. 12

16



(24.5,18.8)

/
/
1/(16.9, 28.2

5%

17






391
295

32.5%

1994 1995 1996 1998 1999



20



contents




1.

3

W
=

22



=98

27.0% -> 2000

28.1% -> 2001

30.1%

R &

. “Industry 21”

23



24



NN N

N NN

25



N NN

N NN

N NN

26



27



28



29



contents




e ey a5 es e

31






2 :Post World Cup Marketing 35



World
Cup
Effect

World Cup Time

2 :Post World Cup Marketing 36



845

588
451 391

295
232

1994 1995 1996 1997 1998 1999

2 :Post World Cup Marketing 37



2 :Post World Cup Marketing 38



2 :Post World Cup Marketing 39



. made In USA

2 :Post World Cup Marketing 40



TO BEACH ROAD.

SINGAPORE. OUR HOME.

2  :Post World Cup Marketing 41



........

ABORIGINAL NAME, MEANING
WATERS. BUS 380 TQO THE BEACH.

SYDNEY.

o

S-S,

b W e e

2 :Post World Cup Marketing 42



90

.
90

( )- _ ] =), 28,000

() my ) 2, 50,000

2 :Post World Cup Marketing 43



2. Brand State

Brand State

Post Soviet State,
Baltic Country

Rule Britannia ’ ’

- Cool Britannia

2 : Post World Cup Marketing 44



EU NATO Brand

E» D

Qo Qo
Qo Qo (Respectability)
Qo (Affluence) o (Westernness)
Qo Qo (Security)
NATO EU , Cost
NATO EU

: Mortgage Paradox

2  :Post World Cup Marketing 45



' 1994

1998

1982

1986

>

2 :Post World Cup Marketing 46



“Spain is Different”

* )
+ 40
, 3
'*- ) ) ?
% 10 1 GNP 2.5
‘5,380 14,160
+ '92

2 : Post World Cup Marketing 47



2  :Post World Cup Marketing 48



Wir sehen uns im Herzen Europas!

( ')

« 1990 2006

1974
, 2006 ‘ ’

2 :Post World Cup Marketing 49



(31%)

%)

41%)

N o Ok wDdhRE

41%

88 18%
10%

9%

8%

5%

, 4%

2 : Post World Cup Marketing

50



: +
Dynamic Koreﬂ
+ |IMF

+ 21
*

Hub of AsiaJ

+ IT )
IT Korea J

* ;

2  :Post World Cup Marketing 51



i Feedback J

— — —

~ ~ ~ ~

2  :Post World Cup Marketing 52



2 :Post World Cup Marketing 53



Post - World Cup Effect

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo
. .
.

Corporate
|dentity

Brand
|dentity

. .
) 3
oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

2 :Post World Cup Marketing 54



o : 198

e TV : 400

. : 30

. : 8~12
Personality

Dynamic, Dramatic
Powerful, Energetic
Universal, Popular

2

Key-Word

Worl d Cup

Experi ence

: Post World Cup Marketing

55



2  :Post World Cup Marketing 56



Sense

Feel
Think
Act

2  :Post World Cup Marketing 57



2 :Post World Cup Marketing 58



TV,

Hub Mall

2

: Post World Cup Marketing

59



2 :Post World Cup Marketing 60



Experiential Grid
— Bernd H. Schmitt -

Sense /»\
Feel | //,

Thlnk

Relate W

N

\\L)/'

)

7 V4 V4

/

N2 V4 /

\M
\

~ =

/
\

2 :Post World Cup Marketing 61



2 :Post World Cup Marketing 62



— Nike(Performance), VISA card(Leadership), Coca-Cola(Dynamic)

2 : Post World Cup Marketing

63



