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A Study on the Feasibility of Integrated Marketing
Communication in Korean Real Estate Investment Trusts:

with special reference to the Brand Image of REITs

Bae, Jae Myon
Ph.D. candidate, Hansung University

Abstract: The purpose of this study is to find the feasibility of Integrated
Marketing CommunicationGIMC) about Korean Real Estate Investment
TrustsGREITSs) which opened institutional way in Korea 2001. 7.

we can expected that "trust’ will be a critical problem in operation of REITSs.

To gain the trust, Brand Image of the REITs should be managed with a
viewpoint of long-term. its pratical way, IMC could be mentioned.

Among the four dimentions of IMC( Chan wook Park, 2001), This study is
about 'Integrated Management of Brand Image’ on REITSs. Investors will entrust
their fund only when they can trust the Brand Image of REITs.
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