2007

Interbrand ; Hirose ; BBDO
2007 5000
500

73 14.6%

500



(2006)

2003

ASUS

Interbrand

2006

2012

21



; BBDO
2003 Hirose
( 2006)
Interbrand
€H)

®)

interbrand

interbrand

; Hirose
: BBDO

(2004)

2

(4)



(2004)

(2

(2006)

(4)

interbrand

21

BBDO

2003 Hirose

)
©))



(

)

Interbrand

(BSC)

2003

BBDO

Hirose



( 2007)

2-1 :
2-1
1 (Leadership 25%)
2 (Stability 15%)
Interbrand 3 (Market 10%)
4 (Geographic spread 25%)
( 1974) 5 (Profit trend 10%)
6 (Support 10%)
7 (Protection 5%)
. 1 (Prestige Driver)
Hirose 2 (Loyalty Driver)
(2002) 3 (Expansion Driver)
1
BBDO 2
3
(2003) 4
5
¢ )
1
(2004)
€y

(2)




©))

%)
2
Kaplan and Norton(2008. )
2-2
2-2
D Q 7/ D (€H)
@)
(2) @) @)
(©)) €)) 3)
OO
Kaplan ©)) 4)
and C)) ®) ®)
Norton | (5) (6)
(2008) (6) 5)
) ™
®) (6)
®)
™
€)
Olson
(2002)
Maltz et
al.
(2003)




Banker
et al.
(2004)

Fletcher
& Smith
(2004)

2-3
A Interbrand

(a) - Banker et al.(2004)

Aaker(1991)

(b) - Dunning(1993)

Kaplan and Norton(2008)




(©) - Panrose(1989) Interbrand

Kaplan and Norton(2008)

( )
(d) - Panrose(1989) Interbrand
Kaplan and
Norton(2008)
(e) - Panrose(1989) Interbrand
Kaplan and
Norton(2008)

@) - Oldham and Cummings(1996)



(@)

(b)

©)

(@

Hirose

BBDO

et al.(2004)

(2004)

Kaplan and Norton(2008)

- BBDO

Banker

Fletcher and Smith

Dunning(1993)

40%

40%



(b)

©)

(d)

e)

20% Maltz et al . (2003)

- Banker et al.(2004)

Kaplan and Norton(2008)

BBDO

Aaker(1991)

Dunning(1993)

Kaplan and Norton(2008)



2-3

ANVHEY3LNI

)

Banker et al.(2004)

Kaplan & Norton(2008)

Kaplan & Norton(2008)

Kaplan & Norton(2008)

Kaplan & Norton(2008)

Oldham &
Cummings(1996)

¢ )
9S04 IH

Banker et al.(2004)

Fletcher & Smith
(2004)

Kaplan & Norton(2008)

0dad

Maltz et al. (2003)

Banker et al.(2004)

Kaplan & Norton(2008)

Banker et al.(2004)

Kaplan & Norton(2008)

1)

know-how




Oldham and Cummings(1996)

Keller(2003)



(2006

(2)

(2004)

Aaker(1991)



Mahajan, Rao, and Srivastava (1993)

R&D

Mahajan, Rao,
and Srivastava (1993)

R&D

®)



Kotler (1999)

Piercy, Anna and Constantine (1998)

Groth (1994)

(exclusive value premium)

Butz and Goodstein (1996)



(2007)

(4)

BSC

BBDO



(

)

(2006



) ()

(Benner and Thshman, 2003).

(Benner and

Thshman, 2003)

CRM

Venkatraman and

Ramanujam(1986) (@) (2 )



)

(2007)

(2006)

H1 :
H1-1
H1-2 :

H2 :
H2-1 :
H2-2 :

H3 :
H3-1 :

H3-2 :

)



christensen (2004)

Zhou, Yim and Tse (2005)

(Tech-based)

H4 :
H4-1 :
H4-2 :

H5 :
H5-1 :

H5-2 :

)

CRM

(Fornell, 1992)

S%

Gupta and Lehmann(2003)

22%  37%

(Market-based)

Reichheld and Sasser (1990)
25%  85%
(Hallowell, 1996)

S%



H6 :

H6-1 :

H6-2 :

CRM

H6

H4

3-1



500 500

73 14.6% (73/500)

0.5

56.552%

Cronbach’ s a
Cronbach’ s o

0.6136 Cronbach’ s a 0.7

0.3704

0.5

¢ )



(

)

0.4 P =0.000

3-2

V\ /V

0.479*** 3***
/ '
0.388***
- TGP
* k%
/ \ 0.444 / ~

0.605*** © 0.481***
r'd N

3-1



3-1

0.264* |0.367** |0.118 |0.230 | 4.562E-2 | 0.118
0.243% | 0.260%* |0.306%* | 0.423** | 0.547** |0.392%*
0.464%*%* | 0.375%%* | 0_460%** | 0.123*** | 0.284* | 0.274*
. 0.499 |0.571 |0.412 |0.333 |0.336 |0.301
3-2
3-2
0.530%* | 0.140 | 0.423** | 0.230
0.235 | 0.424** | 0.297 | 0.500%*
R |0.442 [0.309 |0.335 |0.415
3-3
3-3
C 0.578%** | 0.497%**
R 0.247 0.338*
M R [0.433 | 0.527




(BSC)

(2006
) (
) ( )
Marguardt(1996)
(the systems-linked organization model)
(learning) (organization) (people)

(knowledge) (technology)



(2005)

(2006 )



Robbins(2001)

Christensen(2004)

(Adner, 2002)

Cooper(1984)



(Christensen and Joseph, 1996)

(Sorescu,

chandy, and Prabhu, 2003; Wind and Mahajan, 1997)

CRM

Reichheld and Sasser (1990) 5%



25%  85%
(Hallowell, 1996) Gupta and Lehmann(2003)

5% 22%  37%



Kim and Mauborgne (2005)



1. Christensen, C.J. 2004
2. Gad,T. 2003

3. Kaplan,R. Norton,D.P. 2008

4. Kaplan,R.S. and Norton,D.P. 2008
5. 2004

6. 2006

7. 2007



8. 2007 1 391

2006
10. 2006 —
11. 2004

12.Ader, D.A., 1991, Managing Brand Equity, New Y ork, The Free Press.

13.Andrade, S., 2002, Using Customer Relationship Management Strategies. Applied
Clinical Trials, 37-41.

14.Banker, R.D. and Hsihui, C. and Janakiraman, S. N. and Konstans, C., 2004, A
Balanced Dcorecard Snalysis of Performance Metris. European Journal of
Operational Research, 154, 723-437.

15.Benner, M. J., Whitwell, G. J. and Lukas, B. A., 2003, Schools of Thought in
Organizational Learning, Journal of the Academy of Marketing Science, 30(1),
238-256, 2003.

16.Butz, C.L. and Godstein, L.D., 1996, Measuring Customer Value :Gainningthe
trategic Advantage, Organizational Dynamics, 63-77.

17.Christensen, J. and Joseph, L.B., 1996, Customer Power, Strategic Investment,
and the Failure of Leading Firms, Strategic Management Journal, 71(3),
197-281.

18.Cuieford, J.P., 1965, Fundamental Statistics in Psychology and Education. 4™
ED, NY: Mcgraw Hill.

19.Dunning, J. H, 1993, The Eclectic Paradigm of International Production : A
Restatement and Some Possible Extensions, Journal of International Business
Studies, 19, 131.

20.Fletcher, H.D. and Smith, D.B., 2004, Managing for Value: Developing a
Performance Measurement System Integrating Economic Value Added and the
Balanced Scorecard in Strategic Planning, Journal of Business Strategies, 21,
1-17, 2004.

21.Gupta, Sunil, and Donad, R.L., 2003, Customers as Assets, Journal of
I nteractive Marketing, 17(1), 9-24.

22.Kdler, K.L., 2001, Building Customer-Based Brand Equity, Marketing
Management, 10(2), 14-19.

23.Kotler, P., 1999, An Asian Perspective, Marketing Management.

24.Marguardt, M.J. 1996, Building the Learning Organization: A Systems Approach
To Quantum I mprovement and Global Success, N.Y: Mcgraw-Hill.

25.Mahahan, V., Rao, U.K. and Strivastava, P.K., 1993, An Aapproach to Assess the
Importance of Brand Equity in Acquisition Decisions, Journal of Product
Innovation Management, 221-235.

26.Maltz, A.C. and Shenhar, A.J. and Reilly, R., 2003, Beyond the Balanced
Scorecard: Refining the Search for Organizational Success Measures, Long
Range Planning, 36, 187-205.



27.0lsonm E.M. and Slater, S.F., 2002, The Balanced Scorecard, Competitive
Strategy, and  Performance, Business Horizons, 45, 11-17.

28.Piercy, N.F., Anna, K. and Constantione, S.K., 1998, Sources of Competitive

Advantage in High Performing Exporting Companies, Journal of World Business,
33(4), 378-393.

29.Reinartz, K., and Hoyer, 2004, The Customer Relationship Management Process :
It’s Measurement and Impact on Performance, Journal of Marketing, 293-305.

30.Robbins, S., 2001, Organizational Behavior. Upper Saddle River, New Jersey
Prentice-Hall

31.Sorescu, A.B., Chandy, R.K. and Prabhu, J.C., 2003, Sources and Financial
Consequences of Radical Innovation:Insights from Phamaceuticals, Journal of
Marketing, 67(10), 82-102.

32.Venkatraman, N., and Ramanujam, V., 1986, Measurement of Business

Performance in Strategy Research : A Comparison of Aapproaches. Academy of
Management Review, 11(4), 801-815.

33.Wind, J. and Vijay, M., 1997, Issues and Opportunities in Nnew Product
Develpement : An Introduction to the Special Issue, Journal of marketing
Research, 34(4), 1-12

34.Zhou, ZK., Yim, C.K. and Tse, D.K., 2005, The effects of strategic orientations

on technology- and market-based breakthrough innovations, Journal of
Marketing, 69(2), 42-60.



