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(Abstract)

Multinational brands have rapidly penetrated into the
domestic dining business and their brands are increasingly
recognized by Koreans. Considering fast-food as a kind
of brand product, we attempt o investigate recognition
of brands and association by images with the focus on
visual identity.

The economic value has been reevaluated with more
attenion on brand images and brand identity. The
purpose of the current paper is to find out the meaning
of brand association in the fast-food industry.

Fast-food business has been rapidly increasing thanks
to quick service, convenience, relatively fow price,
equalized quality of food and service. Most fast-food
restaurants are run under franchised system. This helps
enhance the recognition of brands among customers.

We intend to see whether there is significant relationship between
customers’ preference of brands and brand images. We also aim
to seek for their problems of identity in the merchandising pracess
for brand colors. We hope to help develop Korean franchise

industry by asking how association by visual images such as colors
and figures of such brands takes place.
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Brand Association, Fran chise, Brand Positioning Image
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