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ABSTRACT

InPhilipKotler’shyper-connected,social-basedMarket4.0,consumersandbusinessesareformedin
horizontalrelationshipsthroughcountlesschannels,andconsumersdecidewhethertoconsumetheir
productsorservicesthroughtheirindividualityandawarenessofthepeoplearoundthem.Therefore,
theimportanceofthebrandasacompany’sintangibleassetisgrowing.Thispapertriedtoanalyze
brandidentitybasedonKapfererbrandidentityprismmodel.BasedonKapferer’stheorythatstrong
brandscomefromthecombinationofbrandidentityandimage,ittriedtoidentifywhetherbrand
identityandbrandimagematchthroughsemanticnetworkanalysisbyusingtextextractedfromsocial
mediaandwebpageofSamsungElectronics,whichranked7thinglobalbrandvaluein2017.Asa
resultoftheanalysis,itwasconfirmedthatthebrandidentityandtheimagewereconsistentandthat
therewasnosignificantdifference.

KeywoRDS
Brand, Brand Identity, Brand Identity Prism Model, Brand Image, Hyper-Connect, Market 4.0, Sentiment 
Network Analysis, Text Mining

INTRoDUCTIoN

In 1960, the American Marketing Association began to recognize the importance of a brand as
aname,term,symbol,orcombinationofthese(Alexander,1960)toidentifyaselleroraseller’s
productorserviceandtodistinguishitfromacompetitor’sproductorservice.Inthe1990s,abrand
wasrecognizedasanassetofacompanyandstrategicallycontrolledbeyondthelevelofrecognition
asapartofthecustomer’sappreciationforatrademark.

InthetransitionoftheFourthIndustrialRevolutionin2017,companiesinmajorOECDcountries
showed the greatest investment in economic capacity (brand, human assets and organizational
structures),andamongintangibleassets,brandassetsweresaidtobethefastestdepreciatingasset,
indicatingthatbrandassetsweretheintangibleassetsthatrequiredconstantmonitoringofhowthe
entitywouldbeperceivedbyitsowners(Imetal,2019).
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IntheFourthIndustrialRevolution,withthedevelopmentofnetworktechnologyandvarious
communicationtechnologies,companiesandconsumersareenteringahyper-connectedsocietywhere
theycommunicateandconnectthroughcountlesschannels.PhilipKotleretal(Kotleretal,2016)said
thatthemarketingconsideredthesephenomenaismarketing4.0becausecustomersalsolookfrom
variousperspectives,notjustfromtheperspectiveofthecompany’sproductsandservices,butfrom
theperspectiveofthecompany’sinternalandexternalaspects,astheexistingmarketingwillbeall
connectedtoallhumanbeingsandevents.

Thisverticalapproach, inwhichcompanieshavetakentheinitiativeincommunicatingwith
consumers,hasbecomeaveryimportantchallengeforcompaniestocommunicatewithconsumers
asconsumersarenoteasilyaffectedbytheirmarketingactivities,andasconsumersarequicklyaware
ofandaresharedataveryrapidpace.(Imetal,2019).

Inaddition,asonlineandofflinespacessuchasAirBnB,andUberhaveemerged,andasonline-
basedcontentbusinessessuchasNetflixgrowinsize,itistimetothinkabouthowtogivecustomers
notonlyofflinebutalsoonline(Kotleretal,2016).Notonlythat,onWeb2.0,whichisbasedon
thespiritofopenness,participation,andsharing,customersarerelatedtotheirbrandinteractions.

Therefore,thispapersoughttofindwaysforenterprisesonlinetoidentifycurrentbrandsfortheir
enterprisesandexplorewaystoderivestrategies.Tothisend,thebasicconceptandimportanceof
thebrandwereidentifiedthroughpriorresearchontheexistingbrand,andinordertobuildastrong
brandpoweradvocatedbyKapferer(2008),thedegreeofconvergencebetweenthebrandidentity
onlineandthebrandidentityprismmodelcreatedbasedonthecommunicationtheorythatthebrand
identitysentbythecompanyandthebrandimagerecognizedbytheconsumeraboutthecompany
shouldbematched.

Toidentifythebrandidentityandbrandonline,thecompany’sintroduction,productdescription,
andbusinessenvironmentuploadedbyacompanythatcanbeaccessedandviewedbyconsumers
onlinewereextractedthroughtextmining,andthetextofcommentsonSNSandpagesrunbythe
companyandpostsaboutthecompanywasextractedtoidentifythebrandimage.

Finally,thekeyelementsofthebrandidentitythatanentitywantstosendfromwerecomparedto
thecoreaspectsofthebrandidentitythatconsumersareawareofbyanalyzingthemeaningnetwork
thatidentifiestheconnectivityandcentralityofthewordsbyfocusingonthewordsthathavebeen
extractedfromthetext.

LITeRATURe ReVIew

The Definition and Importance of the Brand
Brandscanbesaid tobean interrelatedconsumerresponsesysteminwhichconsumers identify
products(products,servicesorideas),buildawarenessofthecompanyandcreatemeaningforthe
company(Moriarty&Franzen,2009),andcanbeexpressedbyconsumers’perceptionsandfeelings
about theperformanceand functionofproducts,not justa setofcorporatenamesandsymbols,
whichmeansthatthebrandgoesbeyondthenatureofgoodsandservicestoconsumers(Kotler&
Armstrong,2010).

Morhartetal.(2015)saidthatthecompany’swillingnessandmanagementindeliveringthebrand
toconsumersinasinceremannercanleadtopositivebrandawarenessamongconsumers,which
eventuallyleadstoconsumerattitudes.Itwassaidthatimprovedloyaltytotheseentitiescouldbein
theformofrepeatedconsumertransactions(Imetal,2019).

Basedonthetechnologyof informationcommunicationintheFourthIndustrialRevolution,
businessandconsumerinterfacesarebecomingmorediverse,andtheconceptofMarket4.0has
emergedinthehuman-centeredMarket3.0,whichvaluescustomerthoughtsandfeelings,todescribe
newbusinesstypes,suchassharedeconomy,socialCRMandcontentmarketing.Researchisbeing
conductedonhowcompaniesandcustomerscanintegrateinteractionsonlineandoffline(Kotleret
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