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An exploratory study on the
applicability of flexible identity to
the building of brand identity

Yeon-Hee Hwangl*, Jai-Beom Kim®

' A& Lab, Seoul, Korea
? School of Business, Sungkyunkwan University, Seoul, Korea

Background Brand is no longer an assortment of attributes. Brand identity provides
consumers with core values and signals which reflect the firm and the product. Consistent
brand communication under volatile market environments can quite often cause fatigue
about the product to consumers. Under such circumstances, consumers are more
willing to try new brands. To avoid such risk, firms need to diversify communication
with consumers. Firms need to at least slightly change their identity in a dynamic and
interactive manner. In this regard, this study intends to propose flexible identity as a

concept to build brand identity effectively.

Methods As a research method, case studies offer a valuable tool for empirical
inquiry to investigate contemporary phenomenon within real-life contexts; when
the boundaries between the phenomenon and context are not clearly evident; and
in which multiple sources of evidence are used (Yin, 1981). Case studies emphasize
detailed contextual analysis of a limited number of events and/or conditions and their
relationships. This study introduces three cases relevant to flexible identity in the service
sector. One is global TV channel MTV that offers diverse visual images to consumers.
Another is Target, which provides a variety of marketing communication in its logo and
its advertising campaign. We also deal with how Obama utilizes flexible identity in his

2009 Presidential Campaign.

Results This study is an attempt to analyze three types of flexible identity. One is
concerned with the flexibility of logo design. A notable example is MTV, an American
cable TV channel specializing in music. Through its flexible logo design which reflects
the characteristics of its diverse programs, MTV communicates effectively with its
audiences. Another is the flexibility of visual expression. Target, a successful retail outlet
in the United States, has strategically utilized its logo in a flexible manner and further
implemented an advertising campaign with a flexible identity. The other is the flexibility
of visual image. One notable example in this category is Obama's 2009 Presidential
Campaign that utilized its campaign logo. Voters are allowed to freely modify and

recreate the Presidential Campaign logo during the campaign period.

Conclusion Under volatile market environments, consistent brand communication
with a fixed brand identity can quite often cause fatigue about products and/or services
to consumers. Under such circumstances, consumers are more willing to try new
brands. To achieve greater communication effectiveness, firms need to diversify how they
communicate with their consumers by at least slightly changing their brand identity in
a dynamic and interactive manner. This study, based on three case studies (MTV, Target,
and Obama Presidential Campaign), proposed flexible identity as a concept to effectively
build brand identity.

key words Flexible Identity, Design Identity, Brand Communication



1. M2

o,

L AlEe] A HH e A=

<) ]
S50 Ar|RolA ALFORN FHH thi] WeA] HAL ofoldle]
= %

sto] Bzl HAdE 4
HE QJIAEE 0|2l HIgHASHaL 54 4¢ HHE 4 o|v]Al& dEfes
EAMYsH= Zlolth

T Bllee] GAdS At A AT A S L Ay ACl
Aol ae dA FHshs A @0 dA ARsidve eAdS 2

A7) 73] 8] uhgstel AvAET ARUA A & 4 S o] BIiE
L okl ABARA dnl Aol A T4 Sof Alobde % g Flolch
uebd] 2 A7 Az A9l 2420l A a8 8

felam! =20 ==
oldlE|e] o] AH¥S AAITITE. TS ATHAol AL SE A BAE ek
A gujsto] FHo| WA FEAGE PR ofoldE|elS WAL, LA
o= HAE ololdE|EE Pk T el SN ofoldE i HAE
of that FEHAII T ahE ]olo] AT chE A el AulAe] S WA
A BACALE b7 BE2 ol | Aloltt

Archives of design research 2013.02. vol 26. no1 552



553 www.aodr.org

ofoldlElel o] Y AN, EAHE ofoldlelE s} A AHES §5
of A0|e] §TE FHAY0] 47T AL 7ML ololEle] T5HE

Qo M2k g8 =L e G| | 112} i)

AE R | -1

2. AH|Xte| EFMX SHE (Exploratory Behavior)®il CHSt O|5H

2.1. AH[X}e| EtMX sHE(Exploratory Behavior)at CIA 32
(vVariety seeking)
A O] Aol A AxBIAEE A thefet Hidhs B ok AH =
oh GurA o g AHRE GRERS Hloju ks F4toh S =
g} 814} sl 7] E Al 82 ZH] uf o (McAlister & Pessemier 1982;
A

Ratner et al. 1999) o1& HFE2 vl A= sl g4 4 945-2] Z3FS Kol

ol et HAA PFa} T 9] P2 AvRbE0] 'S4 FFolgt
+ WA 712 Qlal 28 A S5l grolso]| 1%} 517] witof HhA
RSk
o] 2 AT H e IS BEAtKBerlyne 1960). 5 27412 theFet 44

BHE TS 3= AL Teoh= uid FA1A 57)4 v R T 2ol
ol AEE Tol=t shuke] tiAtol| el ©aske] 1 thAt
Ao gt A4 27)40] DATIEA] S=tt.

S714e] S Wt tidolut A= BAelaLA she e E HE
o]

O
fo
N
jukad
flo
ol
Jr
=
e
<
(@]
2
<
o
Q|
N,
>,
)
-
__>;L‘
N
2
3
D
(@)
=
o
Q|
N
>,
(o]
ol
-

J
o:

=

|

fillo
Sl
41 H
o,
%
ol
ol
L
o1z
rH
fin}
o
2
[

oA o= o= thE ehE AHot= s 2uloh (American Marketing
Association 2005), ¥ o] AEFE tfero =R e Hloju} Aj28- tieto g A
ghsbala} sk= #A3K(Kahn, Kalwani, & Morrison 1982)0.8 A ojgt}, = o}



50]A) sk, 487}
of Afefe] o

Sh
h=4

[e]

=

&(brand switching)

[e}

Y

[¢)

o] G} uk o] ket A5

5

FH=2 ol AolthHoward and Sheth 1969).

e

AA A

12

aslge)

6.\_1_

ki

s
iy

1

fIle)

&

el
ol
oF
X
o}

S} FokRaju 1980). o]

7|
BN
/M

gud

il 7+

[}

]

th(Zuckerman, 1979). o]
o=z 9l

€

oLt thete] Aeiupgo] A=)
2t 7] =] 2l (Slovie 1964) M
(Brand Switching)& E.<It},

(Zuckerman 1979).

1o
B

o

| L
X!
i
—_

554

|H XI=4+F(0ptimal

of Aol A Al eld 71573

0|2 (two-factor theory)z}
Archives of design research 2013.02. vol 26. no1

Stimulation Level)

IH(Mere Exposure Effect)ol] 2]3]

S Kol (Van Trijp, Hoyer, and Inman 1996)

o] A tH(Bass, Pessemier, and Lehmann 1972).

|



f

O
[e]

=

ol
=

I

(<]

of LhAr] B

2}
X

[e]
2}7]4==(arousal level)

St Eo] © o]
ol ¥F= L7A HrkBerlyne 1960). 7tk

o

A5
o]th(Menon, Satya and Kahn, 1995). 12{2& #}

A
& Zwol FEA 2= AZto] Aol utf

she el §7

S}A]

[e]
[e)

A=}

1

.

Pt
Herzberg(1959)2t Berlyne(1970)

v Al
[e)

HHWE Apojof| A evlesiv Al
A

71 o Aol di el
(Howard & Sheth 1969).
o] YEfLt

e uE A

=
H
o

T

o|J

;OO

-
%
@.o

80| Z(two-factor theory) 2.2 A3}ttt 1 o] 29 <]
T

A}
(Menon and Kahn, 1995; Read and Loewenstein, 1995) &

nr

454 7

=S
ju

g2 g WA =

LERH th(Berlyne

1960; Fiske and Maddi 1961).

555 www.aodr.org



J3 1 AH|XO| TR = e 2N X=4E

Aol ¥z
B | AHHAIRE
I (Optimal Stimulation Level)

welA] A A= 422(Optimal Stimulation Level)S B2 @ A% 715}
£ Avto] Y% At Berlyne 1960). AFRES HHEA Q] Ao &
of thigt dFa AFTE Folil TEAeE 1A 25 SHA1717] Slote] Af
253 OFYE F ok BeS E3thMenon & Kahn 1995; Steenkamp &
Baumgartner 1992). Z12|u} HIth 2 ko Algho] 2[4 A= 3 o] 4ko] v - =
& A e =E3ET 152 95]8 ARolu S FehiA A=
= 0]l T3t sto & § AASH S 2 FtiMenon & Kahn 1995).

wheba] AH[RES] SAARL RS A7 AL A S AR I
AHRRe] dere 2|48} ofal Bl = tigh FAEE fAlohs WS 14E
o] A5 5t F &40 A= optimal stimulation level)& -G-A|5H= Zo|w] o]
£ Sl B glol MEA A= SHAATFE= Aolth. AlEelv BHE
< THS} ohal AlEiEe] SlolA A4S v A9 AS5EE FAIH]
SofA thFd Fot BAE A e Bol= AR o|gS vt
B o] HA4go|t ofoldlEf o] it o] &5kt Hs5to] YA ol EEoto]
A B AREH 45S 27w HAES ASA 0 Ag U Aol ddljof
geh E3t A0 TAE FAISH | SlelAl = 71 B E Qtoll A aio] theds
B15 SHAE =S AIZHA BHE ofoldlE Bl & FofjA FEo] Al

A AGe Bat olek. weby 2ulape] chazel 78 wEA)7]7] 9l

ﬂi

Archives of design research 2013.02. vol 26. no1 556



557 www.aodr.org

3. B2 E OfO|HIE|E|(Brand Identity)2t S&A{E OtO|HIE|E|(Flexible
Identity)oil CHSt O]5H

3.1. 2= oto|HIE|E|(Brand Identity)

HYE ofoldlEl e Y] glolut HAES} Hx5

% 2|3 vl o]l ERET} Au[Rpof| A AJASIALA} Sk B
HEQ] Bgola v, HrE AEshe 7AwyAlelde] dgs Fskal it
= Qs B =otoldlE Bl = 1A T] WA Y S SHEHA 7L Al

ofLf Mu|2of ZFAE Frofste] 7] o] AlF et ARl Al =714 o]l A=
= ot St 9= skl Al
HHE ofoldlE |7} FABHES O] 2PHoE T3 A4 BHES] S4&
ARA AAAIZ]AL AlF2] Y 7A€ FdShe 8450 SHARA 1t

FEo] e ul 7IdolAl 1ol B ofeldlEg] F55 ¢fs 71 F8 A

N

N
©
=
B3
i
=

(|
I

o

L

B

o,

luj

rl

Hsfjopdt gtk (Albert and Whetten, 1985; Whetten, 2000). B
L an|At Q14 ZRs BAEY 43 XS U SHe A
P42 23 glofo} 5t 74 HAC L £4L 2ol Aesh 7
ofof 5t <52 54 Y o|uA7} fnfRbe A EapH o R HgE 5 xR
E

£ Yool Yaajo] 3L 2440 2 gulofof Yl Holc}



o
=)
)
i
B
=
>
<
L
ol
A=
)
|o
il
2y
e

ol
ol
N
4o
rok
N
Sl
v
)
o
20
A=
=)
)
ofl
o
10
N

HLs] $I5t 2014 LS AFotelof st Hlolct, uheb

=
o] FAjolLt gL Wstalof & Bt 9lon] £ ofoldl

m
m
>
iy
5
fu

X pH
= |-
o
N
N
=N
2 o
g3
T >~
»no=
o

Mo
i) N
l:o -~
3o

tlo
%0, o
'E ol
™» =
=
S5 oox
g
—_ m,lm
\O
oI}
2 e
q o
[-‘:‘OII _ﬁL

o
l -

ol
E——
M B o
o B &
T Eow
o R =
fuj i ox
LN oo
o o N

i
)

-
1o
)
i,
it
i<l
o
oM,
el
o
B
=
>~

Irt
o
i)

T

f

r
i)
>
¥,
Y
oZ,
oZ
_o#

X,

e

fo
N

2
o
ol
&,
=)
rE
=
bl
Mo
N
1
o
o
:?é
>,
B
I,
>
1o,
o,
el
4
FN
o
i
9
o
ok
e
QL

I
AL
o o
o
=)
R
o, ol
I
LA i
lo

AR
A AE Eah A0l o] 20t ohe FPEAS Bas ofolde g
b EAROR 2T YA FAK AFFHE AU Beltk Tey

HHE ofoldlE B[S T3t 7 Al AIAAIAZE obd BHES

30
—
>
=
D

3

—_
\O
\O
N
=

N
i—‘;
N

s
R
[
o
o,
=)
ful
ful
1o
2
:
e
4y
-
_(|)L
rir
2
i3
-
32,
&
=
©
o
B
=)
>
1o,

Archives of design research 2013.02. vol 26. no1 558



559 www.aodr.org

.I.4

Q1 A7 ofol e lo] W sHe e %
= ololRlE 8|S A AJ517] oA w gt
whebA] Awlgjel ) B O] £4 ofnj2 HIHIL 7S ol A7 7]H A

gamo gl of o) AEshd nal

Foluh HA] AHL TSt Sho] o] kgLl AT o] A% Ao}
9l BAE ofodE 6|5 TE3k1 Akao|wA thape Wejo] AR Aol 4
OF AW Gt BACE WwAs] SshAL WBksH 2 Rek A e
S AL A% A0 GRS 27K 4+ 9l o] BashA HY
o} o Al B ofoldE |7} An|ztel AR UACIA se Az Aesh
g 4517] SIa AR H Z4 S ofoldlE| g o] A o] A4 = gict.

B
A% 9(Shin 2003) 14 Fi= A AE] w5lge] shte] oju]A = 2}
2] a1 71 ofw |7k A0 upE-& Ao YF-& TSt R THHA AEFY of
o|dlE] €] (Flexible Style Identity)& Als-alloF shrpal s A 714 Aet
U ofoldlE |t 7] o] shite] HFO & Holi= Ao oy 7} /O] RE 4%}
of %= 7PAS WAk 128 A9 wtelgho 24 shE o]Folxl HF
QtellA] of2] 7HA] 559 A4 AlA”olet A2 sF¢lrt. £Rl(Son 2005)
2 A ZHA oju] ] B oh et A K.O| Al FAFEAC] HAE 7FA ofo|dlE]E] A]
Aglolgh 7l A A shaA BHEC] 7P A ofoldleElgt np=7t 7h2l AJ2H4

A AT A Vi) YRR T 7HA) o] ofe] WeHR FAlo] Ei
sAHoR

2(Yoon 2009)%= AASE WFakAdL 1A

Alstlet.

o|AY ZHUAE ofo|dlE €= VI Z ofo|dlE|E] AIARI(EDT], 2005),
THHZE AERY ololdIE E|(Al%E-L, 2003), 712191 E3F ofo] e E] Al
(#7442, 2009) E= FHAE ofe|HE E (24, 2009) & TRt §ol= A

A3 Lot T Al WEE “EBASIE AU g S el Ao



4, 28X Z OO|HIE|E|(Flexible Identity) At S17

AAE AL HARele] 7S Fofsto] FHAE ofoldIE EE Rh= Al

Sh A Folut Au|Ae] ojule} e Ageln ZERAS 9 ARUA ol
SUOR B Targetd] AlE BAISHALA Atk wpxero Tojaoln] o}
2129l QA o|uA|E 23] Sl IR 2P0 o] §dte] HAE A

7 1= ANt Targeto] AH| et eubupe] AR Q1 AR A1 SFaLA} St

4.1. 23 CIXfOIe] 714~ MTV 211 CIXIl
1 vloe A A9l MTVE 19814 89 19 HE2 WS vhel7) o7 &
2 % Qe AN A ee)d A ek Alme AulA0] E419h 2

AHISHL A EA A3 $19] 7120 231 iRl B2 st

18 2 HPE MTVO| 23 CixfQl

i

MUSIC TELEVISION®

HEFVUVE AFTEN

ZeA A7) (Frank Olinsky)oll olsh AlEA AR Glew]o] 231 Tkl
< MTVZF A MAF 910l TVE A sho] BlAE3] 914 & vl dshd =4

Zi
ofll
o
A=)
N
i\
1o
s
&
i
g
=)
)
mlm
i
ol
N
do
:%
Hy
B
[
il

2G50 2l AT Wabl glol Befe] Tl e Agstelct

Archives of design research 2013.02. vol 26. no1 560



I

0] 4
al

o
oo
=
=

o

=
=S
L

]

o

i<

A~
ne

o
of ¥

BohE 231 tiRRelo] opd AH|zpo]

AAZH A8 AR} 77U A o]

Harelo® Ae] Zhoket. thAl EjA MTVE 829

fel3
=

ofoldEle o] 7

H

A

=

Gk

=

ool MTVolA Algsh=

of ure} 2ol

=4
[e)

o

X=X

FA] ekrom AdofA Sfut
o1%E MTVe] 7]

FEollA Al

o

J 2
2 g%

o

A
OO|HIE|E| TIXQ!

£ A
M7}

=

=

o W 2713E @5 7HA A4 wste] o] 4]

42 7ol
48 A
ool

=
N

Alg=lo] of2] 74| 1t siel

a2 3 MTVe EaiA

=
=

24

Fomf 4] 2

5

i

NELE

=
Bl

=
=

Aol &7

www.aodr.org

561



B

|

o
R8s

&

3|
=

st ]

0|

=g

=

=

g WHA7]AL Stk o
4]

=

st o]

stof devl el A &9

9

7|

AA]
Aol 3Ate] HIHE o]m] %]
OLO[HIE|E] CIXf!

=

=

iko

Foll &

3k
BAHE MTV7} AH41e] 87

F A

T

o

ol of
=4 MTVO MEL SN

o BEE 4

°

o|J

ol

Aelet,

|
.

AT

o] &

3t

h

&

1

.

ot

0]

A

£ 23 A7} 2ujxjel AR Al A

| 7PH - Ef2l(Target) 211

ol

Z+ o

~ll
Ha

)

7]

L

fu

Expect More, Pay Less' &}

= o ¢
=21

bk 15

Il

|

=
=

=z
=

3

A

=3

14

o
= v

o2

—_—
fife)

<
oy

562

Archives of design research 2013.02. vol 26. no1



o
wour
<l
AU
X2
%o O
oy = ey T o
pim = 7o ,m,A o = mﬂ OC :_
K 2 il NN o ORSET! Jool 9
Tom G my o o my EORES N me
) v ) BH R
Eﬂa %Pﬂm%%ﬂ%@ﬂ.ﬂ.q
L_LL 5w mr@nﬂ_wﬂ_aﬂﬂ1o_e
I T A
. H° N . =y v e
Y 3 V1u|QLoUEmEﬁo
oy mww&mm@%g?ﬂ
o _ <~ ¥ o EX
e Q%gﬁﬂ%w@wmi
,ﬁ ‘_lru| E_ Mﬂ Ml = oF mﬂﬁ ,mﬁ - jo ﬂﬂ
5 %%er_%LmM%
3 o u_uuux,%}l7lx%é
e e ™ = T o = T o
T P o gy HP o o M bo 5 %tu B
op W ,Wm :_:._1_ % o X o) & SR Nfo
0 w oy A e o o 1 & o =
LB g orﬂﬁﬂﬂﬂﬁﬁﬂﬁ:_z
<A N ol 7o iy T = i - G i
E = mx = = 3 o nH
R o Wuxeﬁ_ﬂvw%ELEu_
20 9P iy m =y O It o B ] BoE W
s = : o PR mtzulxgq 2
DT o B [ E_Qﬂmz%ﬂﬂﬂ&% 5
R g X e I u B -
= b o w i = ® =R 5 o
< W uﬁw_._ X | 5o ol ‘Wl % Hl o 1) ~u i 0
T OB T m (] o o = 2o B XN T )
o | n NG Y B ro o) g N B =0 ~
10 o - ] I =2 oy QL o o
To! il c my o R o = o < w
y iﬂlﬂua_alfﬂﬂao 1)
<L i o T % S = P o
= ﬂga_;xfatq ik 5
— N N O ~ =
< © 2 Y . 3 w5 Bl
) LI o 2 Ch o
L_Lﬂul%ﬂﬂ,T@ﬂﬂﬂ e
= o 5 o oy o ) .mm oF
fo Rm ok e o ©
S l
1

56
3  www.aodr.org



My Np ook oW ol M T T T w B 9 W oF
o N Moo o ROl & i MID = " 0N X
T TR T oo ! So Ny X 0w =
B R T A om0 o < T W oo W T ST
N Wuu oo o~ - % % X W oo ® s Ko m.”__
o oo XX = z" 3 < X % Wy T o T
Y gqmmgww 2 e | ﬂﬂmw%ﬂoﬁﬁ of < 4 g o
Lm.o 1 _ﬂ_ 10_._ Uy O~ ..hr w ‘t| Lf Tr l_ﬁl =y DU _._t O_E o
T M B e M g . 3 2 0ot R o W U ogg W
= s = " 2 g 0 0 ~ =
= WP S or XA = 5 o M. Mo i o ﬂ e <
oo T m o g 8 eI B R R
mo TR o wp B = P Mﬁ 0 17r = do T K o o
S M OE o T hor Boaowt X w o X
o o NG oo o LN : : w2 °
® T o.M g iy : - = = w9
~ ‘DI B T mﬂ - i 3 4 1_m_l ﬂAl o = —
' oMoE o X8 it g ~ T R N N N G
— o ! T £ = NN o No = = —_—
) ) Mo :.Lﬁ [~ 1 - — X g OT._._ ol ~o ~ O_E o
. ~O Noo “H._ X ~ z,__u ~ z_.n_ X b = o —
L I N Ht T M By R
T W T 4 w20l BOS m of ° X
™ A i P oo oz ” g T N
> H o Hf o1 oo = oo o T
o J BEX H g ¥ |51 o) 0 EH Tom o 2 X
o mﬁ N = m oo ) o W W XK N %
1ﬂr o X W T K woER o ) 2 = T X
oo %ok Loy oF = oF W B T & 2 3 o X X
=) ‘oH B o5 ) Y w M o %" O pp W om X
| E_E I _vi —_ o 4 ™ o_e X | ==
i ™ a1 T X " W = T %o o~ WO o WM M B
i T X OB O W mu_ MoN gy B S o N T o
S T - L B | Moo @ B g S o TR
N g wod oo iy 2wws g X
[ W o T B Y
o g B oo p MOX - K4 2 B oo T ogr BB o
Mo X mom o & a0 W oop oo W ox R 8o
oo N o3 b N M N R oW e B R

564

Archives of design research 2013.02. vol 26. no1



LERE-
~ & 26!

e olo]
T je] 4]

‘j__-‘i‘

U A ()2 (rAHXIC| EFZL B A|2|=(0f2H)
=

71,

HA

=

ofoldlE ]
o]

A, A

sl A Al ¥l (cheap and chic)’

ofsti Hrj#o|n Edr]

A=}

O} M AT
<4

A
9’]

=
=

4.3. AIZt% 0|0|X|2| hH4- EF(Target)2l HAUC HHQIZt @
of o4)

Epl]

<t

RS

SEE
HE 7

9l

ol mlzte] B Sol st

5|

o

AL kot

i

Joll 7kt sHAlE

x

Ao )5t A

& 2t oz oo

]

R

565 www.aodr.org



)

ol
TR

=

2l ofn]

7|

"
<
B

=

S

]

ol 2] 2o]

ol

£F dolz ek

=il
1

i

UAlol 4 e 1

1
T

o]

g oput A e el

otoldlE Bl = v Hei =it

5

3T
=

2] lef o]

OfO|HIE|E| &

=
=

J8 9 20| M7 ALloMe| SN

= 20094 19]

QHMHObama)

719 B E ofold]

2 27] FRakglont onts

ol bl

5

79}

51

%

o] 59| o)} BAof wke} ok

=
=

elejof 7ha S el

[e]
=

qiEollAl AAE oM Ae] 2] Ak

A7 = A

4

5t

A HolFes 2%

566

Archives of design research 2013.02. vol 26. no1



567 www.aodr.org

3t o AU Aol BES Fof B o] ofoldlE €12 Bhi1s] AL, §4
SRR

DY AU A RA 0 8 TR e 2 an sl 872 243 glo]
whebA okt BA o} AE Aolo] A Avlo] £7 8L wstA BAE A
5ol TAA SE|E melth mekA ofefat Anlte] 7l RAel 878 U
713 BRE] ggt SRS} AT RS $A517] g Heto g ZuAL of

kS MTVSF EF Al (Target) 12|31 £

of AAZ =10 Al -S4l AT o] A d EH AL ofoldlE ¥l

= AHRY &5 FE2A7|H oHAE ARy Aol A-S SHiSketal f-54 ¢l
Eii=k=, Z

K] otoldEe] 72l Hekz] o



17
18

20

21

22

k]
1
2

e

Aaker, D. A. (1996). Building Strong Brands. The Free Press..

Ahn, J., Lee, S., & Jeong, H. (2010). Future Design value for successful design
identity. International Conference of KSDS (Spring), 112-113.

Albert, S., & Whetten, D. (1985). Organizational ldentity. Research in
Organizational Behavior, 7, 263-295.

Frank, B. M., Pessemicr, E.A., & Lehmann, D. R. (1972). An Experimental Study
of Relationships Between Attitudes, Brand Preference and Choice. Behavioral
Science, 17(Novembcr), 532-541.

Berlyne, D. E. (1960). Conflict, arousal, and curiosity. New York: McGraw Hill.
Fiske. D. W., & Salvatore Maddi, eds. (1961). Functions of Varied Experience.
Homewood, IL: Dorsey Press.

Herzberg, F., Mausner, B., & Snyderman, B. (1959). The Motivation to Work. New
York: John Wiley.

Howard, John A. and Jagdish N. Sheth (1969). The Theory of Buyer Behavior.
New York: John Wiley.

Kahn, B. E., Kalwani, M., & Morrison, D. (1986). Measuring variety-seeking and
reinforcement behaviors using panel data. Journal of Marketing Research, 23,
98-100.

Kim, M. (2000). Studies on Flexible Identity System. Journal of Korean Society of
Design Science, 13(3), 303-312.

McAlister, L. (1982). A Dynamic Attribute Satiation Model of Variety-Seeking
Behavior. Journal of Consumer Research, 9, 141-150.

Menon, S., & Kahn, B. (1995). The impact of context on variety seeking in
product choices. Journal of Consumer Research, 22(3), 275-295.

Moon, S. (2010). Studies on the Extendibility of Identity through the Structural
Analysis of Flexible Identity(Published dotorial disseration). Dankook University,
Seoul, Korea

Raju, P. S. (1980). Optimum Stimulation Level: Its Relationship to Personality.
Demographics and Explorator' Behavior. Journal of Consumer Research, 1, 272~
282.

Ratner, R. K., Kahn, B. E., & Kahneman, D. (1999). Choosing Less—Preferred
Experiences for the Sake of Variety. Journal of Consumer Research, 26, 1-15.
Read, D., & Loewenstein, G. (1995). Diversification Bias. Journal of Experimental
Psychology: Applied, 1(1), 34-49.

Schmitt, B. H. (1996). Experiential Marketing. Free Press.

Shin, D. (2003). Flexible Style Corporate Identity Design. (Master's thesis).
Sangmyung University, Seoul, Korea.

Slovic, P. (1964). Assessment of Risk-taking Behavior. Psychological Bulletin,
61,220-233.

Son, G. (2005). Studies on the Participatory System of Dlexible Design Identity.
(Master's thesis). University of Seoul, Seoul, Korea.

Steenkamp, J. E. M., & Baumgartner, H. (1992). The Role of Optimum Stimulation
Level in Exploratory Consumer Behavior. Journal of Consumer Research, 19
(December), 434-448.

Trijp, H. C. B., Hoyer, W. D., & Inman, J. J. (1996). Why Switch? Product Category—
Level Explanations for True Variety-Seeking Behavior. Journal of Marketing

Archives of design research 2013.02. vol 26. no1 568



569 www.aodr.org

%0
B
T

e

i

o
(@]

)

o

;{i,

o

A
A

2]ot ZH A E- ofo|HlE]E] o] 8754

A o

A3, A’

'A& Lab *AJrdistal 7 st

MZ AES o o4 7% A SAS0] Mol ohlw] BATL o ol A%S TSk Apuste] 4
Ao ohch, HATE Anlate] FES FBpA7|T Aulztel AF 1] BAZ FAH

BAA sl 2ol ] 221 Ak A ABeel A%l ht olvlsk olvl s F g,

webd] BREE T AR HE AT 0 ol 4L W

o1 AR M2 5 Seloloh o), HAIE A} Lol0] B2 AFE

% qlofof she] BANEO] A1ZH4 olo|dIE €2 BalA] AW HAURAS AZA 0.2 HLT 4 glo]

of 5He Zoltt.

BRE AET b HAES ek ot e ARt Aol 58 Aske Aulxe] g B
3} chopg 7 G720l Thet ofshE Bl 2o Bt HHe] HTES §AT 5 Gk PHS B
ek om 42142 ARUA AL AT Slat B ofoldlE o] TEuore At

£ AN 7|20 A ofoldlElEl} MR A AT FolA Hofut AFo] st} of
uAE Ak 2|42l ARUAL|H] Aetrte] dahe Sashe B 1 A Aokl 4
o2 Ay B ofolRlE|e] 2 557] Slote] S ofoldle o] FE7F5 AL TAslgch.
St B 7oA ZEAE ofo] e Elo} BiE ARIES AFH0R v BT 319
ok 94, 231 tlAe19] AR B8l 4hAQ) chpet 124 ofol RlElE] S A RS MIVE] Z)
Ak ctelRElE] gAIS Atsinslet o1, thekat 5} A2 A el 23 9o
2 eJstel] npAg MoK BeANE ofo|de €S T8 P (Targe)®] Al S Awlmglet.
5 An|Rhol A A3ekA] SovlAl hAske BAE ofu| 4 P& v HEA ARUAIH
ETEH AZH olul o] uAS B ] BAS Aol orpte] AAAH A Y] F
A2 ofo|HEE] Al 450 2 EeM2 ofoldlE|e]7 AL ofoldlel o] 753} B
Exeel B4 4 9l WS BASi)

Y
i
bl
=
0,
Y
o
1o
N
R
oX
o
I
e
-
F[F
>
g
il
>
=
,ﬂ

SEEEEES
A 910 Sk, A7 THS] A okt A ol B A argen
AF2E Ak gtk B ERNTISHL ool ek o]u] 9] o] ikt v el Helx of

JHE el Qehgoli A4H 0% Hg3oRn 150 /HAeh 7zel thstel A%H R Anl%t
Sk ARA | Mt} o }”}(Obama)~ 2005 915 471 4 238 A Sl A1
w0 21 eeRe APYaks ZsteiAl el A7 Aol 211 TiAkelE Angich. 417 Asfelo]
phe] S5 208 e AT E FA4 BU B FEsiect 2ok 29 1
A ofol el elo] 73S Holdte] AlgEol 150 At Sajo] uket choyet Bok oful
Z3eA BESES Asioct

ZE ZYAE ofoldlEl ez 234 S Ao EH AuAe] SAA 815 WA F
Aol Al oful A& FolA th 2 vAAE ddshs Bl ARyAlold mi2A &8 71
Stk B =80 MTVE} Target “L2]al Sufue] A7 70 #]¢12] AR

2 B4 Z42 ofolde e
o ARUARIM 75 4S Aol gk, o 4 ZAMZ ofoldE |l 2nlahe] B7E F5AI7]0]
UMIE] Ao me Sefstelan 549 A% BAlA §7180]H Aotgl BAEEA of



	생명력 있는 브랜드 아이덴티티 구축을 위한 플렉서블 아이덴티티 이용가능성에 관한 탐색적 연구
	1. 서론
	2. 소비자의 탐색적 행동(Exploratory Behavior)에 대한 이해
	3. 브랜드 아이덴티티(Brand Identity)와 플렉서블 아이덴티티(Flexible Identity)에 대한 이해
	4. 플렉서블 아이덴티티(Flexible Identity)사례 연구
	5. 결론
	참고문헌


