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Rl ALFH P [ (Vision and Culture): 3= firf~

A H et (brand soul): =5 A%< (EHFLRL 1 E?
4 i:{%pg‘f@ " £ (owner vs. managers): ’gli&lﬁﬁp J@ﬁgﬁ [F' jf] o o
Fp Fﬁ#ﬁﬁlﬁﬁ J (core/sustainable branding capabilities)

S sERS (organizational structure): B i ek el g ©
ﬁ%ﬁi”%‘}ﬁ'{ (internal branding): g agE"" < ﬁiﬁypfjﬁﬁﬁﬁt@ A2
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P ( brand adaptation)

pEET]H 1R (market knowledge): =5 ol iRl fL R A
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AR AL AL (brand equity and brand tracking)
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