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'The mmose of this research is to uderstand the brand identity of the prime time
|

television dram producer bramding, as well as, to study the brand performance of the producer to
|

the viewers, the television stations, amd the sponsors.
|
|

]lrlm in-depth interview with the group of prime tine television dram producar in 1996

reveals thaf each brard of the producer carries its own brard identity, which may be varied with
| . .
respects tordifferent daracteristics of that particular brand identity, such as product,

imfirmrant; camumnication, ard behavior. Subsequently, these different characteristics will lead
to each hr*drﬂ icentity' s central idea. Hwmever, the brad identity of the prime time television
fdmm Lmhcer has not differentiated coamietelv.

iﬁdditiu‘lallv the in-depth interview with the group of television viwers, the

tPlF‘k‘lleﬂ Statlm regresentatives, ad the spansors about the brand performance of the prime
th mlevlelun drame producer finds that the bramd influences the viewers in terms of quallity
|q1mrant& regEat viewing, ardd trand image. As for the television stations, the brarmd alsc
Iperfomh an imrortant role on brand repeat and brard inage, Nevertheless, the trard does not

gorr*rate any apparent perfonmance to the sponsar group significantly.
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