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Abstract 

The purpose of this study is to clarify the strategic effectiveness in form to pay off 
the genealogy of the brand theory. The brand is used widely to the place occupying a 
market how you can tie to the continuous purchasing as part of a marketing 
strategy by a company brand, a product brand, a national brand, the thing in 
conjunction with the company such as the private brand. From the viewpoint of the 
marketing theory, I often place a brand as one of the tools of the marketing. The 
viewpoint of the marketing theory is generally understood by this like a brand 
strategy and brand marketing. Then how should I understand a brand theory and a 
marketing theory? Therefore, in this study, it rises in the viewpoint of the meta 
study and wants to arrange it about the strategic effectiveness in form to trace the 
genealogy of the brand theory. 
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