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ブランドが競争力だ

ᗣ㸤ᗣ　ᅜ㝿≉チἲᚊ஦ົᡤ 

ᡤ㛗࣭ᘚ⌮ኈ

康　一宇

　ୡ⏺ⓗࢻࣥࣛࣈ࡞ホ౯ᶵ㛵࡛᭱ࡀࢻࣥࣛࣈ࣮ࢱࣥ࢖ࡿ࠶㏆Ⓨ⾲ࠕࠊࡓࡋୡ⏺

100 ኱௻ᴗࢻࣥࣛࣈࡢ౯್ࣛࣥࢢࣥ࢟ ࢝ࢥࠊ࡜ࡿࡳࢆ2014ࠖ · ୖ᭱ࡔࡲࡀ࣮ࣛࢥ

఩࡟఩⨨࢝ࢥࠋࡿ࠸࡚ࡋ · ࡜ࢇ࡞ࡀ౯್ࢻࣥࣛࣈࡣ࣮ࣛࢥ 800 ൨ࣝࢻ௨ୖࡿ࡞࡟

࢝ࢥࠊࡣ♫ᙜࠕࠊࡎࡽࢃ࠿࠿ࡶ࡟ · ࡍᵓ⠏ࢆࢫࢿࢪࣅࡿࡍᙉ໬ࢆࢻࣥࣛࣈ࣮ࣛࢥ

ࢻࣥࣛࣈ࠺࠸࡜ࠖࡿࡍᏑᅾ࡟ࡵࡓࡿࡍ๰ฟࢆ౯್࡟ᰴ୺࡟㛗ᮇⓗࠊࡾࡼ࡟࡜ࡇࡿ

౯್ᙉ໬ࢆࣥࣙࢩࢵ࣑タᐃࠋࡿ࠸࡚ࡋ

㸽࠿࠺ࢁࡔࡢ࡞㔜せࡀࢻࣥࣛࣈ࡟࠺ࡼࡢࡇࡐ࡞ࠊࡣ࡛　

ࡤ⤖࡟㛫ࡢ࡜⪅㈝ᾘ࡜（owner）࣮ࢼ࣮࢜ࡢࢻࣥࣛࣈࡣ࡟ᇶᮏⓗࠊࡣࢻࣥࣛࣈ　

ࡢ࣮ࢼ࣮࢜ࢻࣥࣛࣈࠋࡿ࠶࡛ࡢࡶ࡞࠺ࡼࡢ⣣ࡪ⤖ࢆ⪅୧ࠊࡾ࠶ዎ⣙࡛ࡢࡘ୍ࡓࢀ

❧ሙ࡛ࡣࢻࣥࣛࣈࠊ〇ရཪࢫࣅ࣮ࢧࡣཬࡧ௻ᴗࢆ࢕ࢸ࢕ࢸࣥࢹ࢖࢔࡟ࡢࡶࡢࡑ௜

୚࡜ࢻࣥࣛࣈྜ➇ࠊ࡚ࡋᕪู໬᭱ࡿࡁ࡛ࡀ࡜ࡇࡿࡏࡉ㐺࡞ᡭẁࠋࡿ࠼࠸࡜ᾘ㈝⪅

ࣝࣖ࢖ࣟࡢࢻࣥࣛࣈࡢᐃ≉ࠊ࡚ࡋ通ࢆᕪู໬࡜࢕ࢸ࢕ࢸࣥࢹ࢖࢔ࡢࢻࣥࣛࣈࡣ

෌㉎ࡢࢻࣥࣛࣈ࡚࠸࠾࡟⪅㈝ᾘࠊࡣ࢕ࢸࣜࣖ࢖ࣟࢻࣥࣛࣈࡢ⪅㈝ᾘࠋࡿᚓࢆ࢕ࢸ

ධ᭱ࠊࡋࡽࡓࡶࢆ⤊ⓗࡢ࣮ࢼ࣮࢜ࢻࣥࣛࣈ࡟฼┈ࢆ๰ฟࡿࡍ※Ἠࠋࡿ࡞࡜

　ᢏ⾡ࡢᖹ‽໬ࡾࡼ࡟ရ㉁᱁ᕪࡿ࠶ࡘࡘࡾࡲ⦰ࡀ୰࡛ၟࠊရ㉎ධࡢ㝿ࢻࣥࣛࣈ࡟

ࢻࣥࣛࣈࡢ௻ᴗࡣ௒࡛ࠊࡤࢀࡍ᱌຺ࢆ࡜ࡇࡿ࠸࡚ࡗࡲ㧗ࡍࡲࡍࡲࡀᙳ㡪ࡍࡰཬࡀ

⤒Ⴀ࡜ἲⓗ⟶⌮ࡀᮍ᮶ࡢ⤒Ⴀࡢ㔜せ࡞➇தṊჾࠊࡾ࠾࡚ࡁ࡚ࡗ࡞࡜௻ᴗࡀ㏣ồࡍ

ࠋࡿ࠼࠸࡜ࡓࡗ࡞࡟ࡘ୍ࡢ⏘୺せ㈨ࠊࡾ࠶ᑐ್࡛⤯ࡁ࡭

　ឤᛶᾘ㈝᫬௦࡟ධࡓࡗ㸰㸯ୡ⣖ࡣࢻࣥࣛࣈࠊ࡚࠸࠾࡟〇ရࡢ௚ࡶ࡟ಶேࠊᆅᇦࠊ

ᅜࠊࢪ࣮࣓࢖ࡢ᭦ࡣ࡟ရ᱁࡛ࡲ㧗ࡿࡁ࡛ࡢ࡜ࡇࡿࡵᡭẁ࡛ࠊ࡛ࡢࡿ࠶௻ᴗࢪࣅࡢ

඲ศ㔝࡝࡞ࢶ࣮࣏ࢫࠊ࣑ࢥࢫ࣐ࠊ⫱ᩍࠊ⾡ⱁࠊ໬ᩥࠊ⾡ᢏࠊᏛ⛉ࠊࡎࡽ㝈࡟ࢫࢿ
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　The report of the Best 100 Global Brands 2014, which was recently released by 

Interbrand, the institute evaluating brands all over the world, ranks CocaCola as one of 

the highest. While the value of its brand is over US$80 billion, the company aims at 

strengthening the brand further, thereby trying to create value for the stockholders in the 

long run.

　Why is the brand so important?

　Basically, brand is one of the contracts between its owner and its consumer and should 

be regarded as tying the two. It is the most effective tool for the owner to identify the 

product or service and the company itself and to differentiate them from other brands. 

The consumer can have a sense of loyalty for brand which is thus identified and 

differentiated. Brand loyalty is the source of the profit for the owner, making the 

consumer repeat purchasing the product.

　Considering that the implication of brand for the selection of goods is increasing as the 

difference in quality is disappearing owing to the standardization of technology, brand 

strategy and legal management of it are getting more importance for the future of the 

business. The value of brand must be raised as one of the major assets.

　In our world of emotional consumption, brand is a tool available also for individuals, 

local districts, states and dignity itself. The creation and active management of it is 

therefore required not only in business, but in all kinds of activities, e.g. science, 

technology, culture, art, education, communications, sports.

　   (Translated by TIP)
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