(/AN
2 Ul 2N )%
"?, : \"\r'f"i? /{f
! 3
L
2
3
L
(Country
image)
11 (Country of origin: c00)
Ozsomer  Cavusgil (1992)
(home
country) Lee  Ulgado (1996)
(Country of
brand; COB) Samiee (1994)
(Home country)
(Country of
manufacture) Sony

(Country of origin) Sony



(Country of origin)

Chevrolet, Honda ~ Mazda

(Usunier, 2000)

(Country of manufacture) (Made-in label)
(Country of origin) Insch
McBride (1998; as cited in Chueh & Kao, 2004)
4
(Country of parts; COP) Honda
(Country of assembly;

COA)
(Country of design; COD)
(Country of manufacture; COM)

'Made in..."  (Samiee, 19%4)
(Country of origin)

4 (Country of parts),
(Country of assembly), (Country of design)
(Country of manufacture)

(Country of manufacture)

10
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(intrinsic Cues)

(Extrinsic Cues)

(Monroe & Krichnan, 1985, as cited
in Ahmed et al., 2004; Lee & Ulgado, 1996; Zain & Yasin,1997; Ahmed et al., 2002)

(Intrinsic Cues)
(Schaefer, 1995; Zain & Yasin, 1997)
(Extrinsic
Cues)
(Ahmed, Johnson, Yang & Kheng., 2002)
(Extrinsic Cues)
(Intrinsic Cues)
IBM

(Brand name)
(Models)

(Extrinsic Cues)
(Intrinsic Cues) (Lee & Ulgado, 1996)

(Country of origin)
(Papadopoulos, 1993, as cited in Cai, Cude & Swagler, 2004)



12

(Maheswaran, 1994; Laroche, Papadopoulos, Heslop, étal., 2003)

(Country of origin perception) (Country of
origin) (Country of origin effect/ Country of origin
influence) (Country
image)
(Country' of origin)
1960
(Exporting) (Manufacturing abroad)
(Laroche et al,
2003)
(Country image)
Nagashima (1970)
(Country image) (Picture) (Reputation)
(Stereotype)
(Mass communication)
(Personal experience) (National opinion leaders)

(Nagashima, 1970)
Narayana (1981)



Bilkey ~ Nés (1982)

Roth  Romeo (1992)

Johansson (1989)

(Product Evaluation)

(Country image)

13

(Country image)
(Kotabe & Helsen, 1993) Nagashima (1970,1977)

(Japanese
made in label)

(Bhuian, 1997)
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Trinitron
Sony Honda  Toyota (Kotler
& Keller, 2006)

Khera (1986, as cited in Usunier, 2000)

1984 2 3 65.3)
1982 1 3 Kotebe  Helsen (1998)

(Kotler & Keller, 2006; Kotabe & Helsen, 1993)

Badri, Davis  Davis (1995)
Gulf States ,

1 ] ]

Han  Terpstra (1988)

Roth  Romeo (1992)
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(video recorders) ( ier, 2000)

(Design) (Hedonism)
(Kotabe & Helsen, 1998)
Lee
Ganesh (1999)

2
(Country of Manufacture Product-specific image; CMPI)

(Country of Manufacture Overall Image; CMOI)

14

(Unidimensional Construct)
(Crawford & Garland, 1988, as cited in Usunier, 2000; Hong & Wyer,
1989; Howard, 1989; as cited in Roth & Romeo, 1992)

(Roth &
Romeo, 1992; Cattin, Jaffe & Nebenzahl, 1984)
(Multidimensional Construct)

21
Roth  Romeo (1992)



21)

| 4
(Innovation)
, (Design)
(Prestige)
(Workmanship)
4
3 ,
Cronbrach’s alpha 082,09 084
Mohamad, Ahmed, Honeycutt  Tyebkhan (2000)
4
(Innovativeness) (Design) (Prestige)
(Workmanship)
8 v
4
Okechuku  Onyemah (1999) 4
Roth  Romeo (1992) Cattin, Jolibert
Lohnes (1982)  Han, Terpstra (1983)
(Country of manufacture) 4
(Prestige) (Workmanship)
(Technological Advance) (Reliability)

16



iy

21 (Country image dimensions)
Study Country Image Dimensions Production & Marketing Image Dimensions
Nagashima Price & Value
(1970, 1977) Service & Engineering Innovation
Advert sing & Reputation Prestige
Design & style Design
Consumer's Profile
White Expensive & Price
(1979) Technicality Innovation
Quality
Workmanship Workmanship
Inventiveness Innovation

Selection & Serviceability
Advertising & Durability & Reliability

Brand recognition Prestige
Narayana Quality Workmanship
(1981) Recognition
Prestige Prestige
Production Form Innovation
Expensiveness & Popularity
Functionality Design
Cattin, Jolibert Pricing & Reliability
& Lohnes Workmanship Workmanship
(1982) Technicality Innovation
Performance
Jaffe & Product-technology Innovation
Nebenzahl Marketing Prestige
(1984) Price
Johansson & Economy
Nebenzhal Status Prestige
(1986)
Han & Terpstra Technical Advancements Innovation
(1988) Prestige Prestige
Workmanship Workmanship

Economy & Serviceability

. Roth, M. . &Romeo, J. . (1992). Matching products category and country image
perceptions: a framework for managing country-of-origin effects. Journal of
International Business Studies, 3(3), p. 481,



15

(Country image)
Papadopoulos (1993, as cited in Kotabe & Helsen, 2001)
(Globalization)

Kobe
Kobe
Procter & Gamble, Nestle  Eli Lilly
Kobe (Kotler & Keller, 2006)

(Perceived quality) (Product belief)
(Attitude toward products) (Attitude toward brands)
(Purchase intention) (Haubl, 1996; Lee & Ulgado, 1996; Zain & Yasin,
1997; Knignt, 1999; Piror, 2000; Ahmed et al., 2005)

(Attributes) (Country of
manufacture)

(Usunier, 2000)
(Perceived quality) (Attitudle)
(Purchase intention)



(Intrinsic cues)

(Olson & Jacoby, 1972; as cited in Thorelli, Lim & Ye, 1988)
Mohamad et al. (2000)

Hong  Wyer (1989, 1990; as cited in Li & Wyer, 1994)

(Reputation)
(Li&
Wyer, 1994)
Thorelli, Lim Ye (1988)
(Country image) (Store image)
(Warranty)
(Store image) (Warranty)

(Country image)

Ahmed et al. (2005)
(Brand name) (Warranty)

Erickson, Johansson ~ Chao (1984)

(Image variables) (Beliefs) (Attitude)
(Beliefs) (Attitudle)

19



20

(True levels)
(Famliarity) (Subjective familiarity)
(Stimulus)
( 21)

21

___________________ > Beliefs < True Levels

A 4

Vo B e gon o . Attitude

Subjective &

A

Objective Familiarity

 Erickson, G. M., Johansson, J. K. & Chao, P. (1984). Image variables in multi-
attribute product evaluations: Country-of-origin effects. Journal of Consumer
Research111(2), p. 69%.

Erickson et d.
(1984)
(Cal, Cude & Swagler, 2004) Lin
Kao (2004)

Knight (1999)

(Thorelli, Um & Ye, 1988)



\f»

Kim  Pysarchik (2000)

(Uni-national products) 1 (Bi-
national products/ Hybrid products)

(Brand attitude), (Country of
manufacture), (Ethnocentrism), (Prodluct
evaluation) (Prodluct attitude) 3

(Ethnocentrism) (Brand attitude)
(Country of manufacture) (Product evaluation)
(Wang &

Lamb, 1983; as cited in Kim & Pysarchik, 2000, Cai, Cude & Swagler, 2004)
Cai et al. (2004)

2 (<< ()
2
(Country of origin)
(Country of manufacture), (Country of design),
(Country of part) (Country of
assembly)
4 Ahmed

d'’Astous (1994) (Country of design)

(Country of assembly)



(Country of design)

(Country of assembly)
(Ahmed & d'Astous, 1994)
Chao (2001)
(Country of parts), (Country of design)
(Country of assembly) Hybrid
(Country of assembly)
(Country of design) (Country of parts)

Chueh ~ Kao (2004)
(Country of design)

(Country image),
(Value perception)

(Risk), (Trust),
(Attitude toward the brand), (Satisfaction)
, (Familiarity),
(Attachment) (Involvement)

(Country of manufacture)

1 (Bi-national products/ Hybrid products)
(Country of origin) (Country of

22



23

manufacture) Honda

Tse  Gorn (1993) (Country of
manufacture) !
Sony Sony
(Country of manufacture)
, 1 (Bi-national products)
(Brand name)

Eroglu ~ Machleit (1989)

(Brand name) (Country of
manufacture)
(Well-known brands)
(Han & Terpstra, 1988; Hui & Zhou, 2003 )
Volkswagen
(Ahmed et al., 2001)
Lee  Ulgado (1996)
1 (Bi-national products)
(Brand name) (Country of manufacture)
Honda
Honda
Nebenzahl

Jaffe (1996) (Brand image)

(Country of manufacture)
(Well-known brands)



24

Nikon
() (Kim & Pysarchik, 2000)

Thakor  Lavacki (2003)
(Country of corporate ownership)

(Country of origin)
Kawazaki
() ()
(Country of
manufacture) (Brand name) (Lee &
Ganesh, 1999; Lee & Pysarchik, 2000)
Okechuku (1994)
Peterson  Jolibert (1976; as cited in Thorelli, Lim &
Ye, 1988)
(Price) (Brand)
Tse  Gorn (1993) (Well known
brands)
Sony

Terpstra  Sarathy (2000)
2.2
2.2
(Country of origin) (Country of manufacture)
(Individual factors),

(Product- Market Factors)
(Environmental Factors)



(Individual Factors) (Brand
familiarity) (Experience) (Level of
Involvement in Purchase Decisions) (Ethnocentrism)

(Patriotism),
(Product-Market Factors)
(Product type, Characteristics and Attributes),
(Brand Image), (Reputation of Intermediaries),
(Labelling Requirements)

(Market Demand)
(Environmental Factors)
(Global Markets), (Level of Economic
Development) (Political, Social and Cultural
Influences)

(Country Stereotyping Effect)
(Other Influences)

(Program standardization)
(Product Image and Positioning)
(Plant Location Decisions)
(Brand Profitability)



2.2

Framework for Assessing the Country-of-Origin Influence)

Segment
dentification

Country of
Origin/
Manufacture
Awareness

And Saliency

Market/ Customer Level
Considerations

Individual Factors

Level of Involvement in
Purchase Decision

Ethnocentrism/ Patriotism

Brand Familiarity and Experience

Product-Market Factors

Produc: Type, Characteristics,

And Attributes

Market Demand

Country

Stereotyping

Other

Influences

(A Conceptual

Purchase

Environmental Factors

Global Markets

Politicel, Social, and Cultural

Influences

e —

- Terpstra, V. & Sarathy, R (2000). International marketing (8 thed.). Forth Worth, TX:

Dryden Press, p. 241.

Progrand Standardization

Product Image and

Positioning

e o e — — —— ———

Plant Location Decisions

Brand
Profitability
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Okechuku (1994)

L (Technical Complexity of Products)
(Technology complexity)

(Li & Monroe, 1992; as
cited in Li, Leung & Wyer, 1993; Okechuku, 1994)
(2545)

(High involvement products)
(Low involvement products)
d Astojs  Ahmed (1992)
(Country of manufacture)

Ahmed et al. (2005)
2
(Technology complexity)
(Technology simply)



Amine  Shin (2000)

(Country of manufacture)

" (Country of origin) (Country of
manufacture) 80.8%
Ssony (Made in China)
Usunier (2000)

Hampton (1977 as cited in Usunier, 2000)

1 (Usunier, 2000)

2 (Degree of

Availability, Familiarity and Perceived Serviceability of Products)

Schaefer (1997) (Brand name)

(Brand familiarity)
L

(Product
familiarity)

28



(Johansson,1989; as cited in Ahmed et al., 2002) Rao  Monroe (1983)

Han (1989)
(Country image) (Beliefs)
(Brand Attitude) 2
L Halo Model
(Country of origin information)
(Brand attitude)
(Country image) (Beliefs)
;! (Brand attitude) " (e »
------ » ) Jaguar
Jaguar
( 23)
2. Summary Construct Model
(B1-B5)
—) —)
MP3  Sony

29



2.3 Halo Model

Beliefs Brand

Country

Image Attitude

B1 B2 B3 B4 BS

‘Han, CM. (1989). Country image: Halo or summary construct?.
Journal of Marketing Reasearch, 26(2), p. 224.

2.4 Summary Construct Model

B1

B1

B1

B1

B1

. Han, C.M. (1989). Country image: Halo or summary construct?.
Journal of Marketing Reasearch126(2), p. 224.

30



3

1 (Bi-national products)
Lee  Ulgado (1996)

(Brand name)

Gold star
(Kim & Pysarchik, 2000)
(Usunier, 2000)
3. (Consumer Beliefs About the
Appropriateness of Purchasing Foreign-made Products)
(Stereotype)
(Stereotypes)
(Stereotypes)
( ier,2000)
Usunier (2000)
(Stereotypes)
(Industrialized Countries)
(Bias)

(Developing Countries)
(COE)



32

(Cateora, 1997)
(Ethnocentrism)
(Consumer Ethnocentrism)

(Sharma, Shimp & Shin, 1995) Kotabe  Helsen (1998)

Renault
, Toyota , Volkswagen Fiat

(Shimp & Sharma,1987)
(Developed Countries)
(Deveoping Countries)
(Less Developing Countries) (Cordell, 1992)
Okechuku (1994)

Levin (1993)  Bos (1994)
Jaffe and Martinez
(1995)

o (osa7)



(Patriotism)

(Han, 1988)

10

18-24

Ace Hardware

TeleNation 57%

85%
55

10

11
(Business Week, 2004)

(Perceived Level of Econiomic

Development of the Source Country)

Han (1992)

Wang

Lamb (1983)

3



Johansson .

Mazda

Countries)
(Kim & Pysarchik, 2000)

(1991)

(72%)
48%
29% (Usunier, 2000)

(Developed countries)

(Ahmed et al., 2004)
(Less developed countries)

(Yasin & Zain, 1997)

Nebenzahl (1986)

Wang

Chevrolet, Buick, Honda

(Industrialized

(Newly Industrialized Countries)

Lamb (1983)

Cordell
(Industrialized)

(Less developed countries)

(51%)

32%

34
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) (Degree of
Similarity to the Home Country and the Foreign Country)

Usunier (2000)
(Excellent goods) (Democratic Countries)
Wang  Lamb (1983, as cited in Usunier, 2000)
(Economic Development)
(Political Freedom)
(Organization) Crawford

(1985, as cited in Usunier, 2000)

Krishnakumar (1974, as cited in Usunier, 2000)

5 Usunier (2000)
(Demographic)
Usunier (2000) 3 (Gender)

(Anderson & Cunningham, 1972;

£ -OCM
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Tongberg, 1972; Graby, 1982, as cited in Usunier, 2000) (Age
group)

(Education and income)

17
(Prodluct),
(Place), (Price) (Promotion)
(Country of origin)
Sony : Benz ,
Levi's
Hl - Samli (1998) (Country of origin)
5 (

2.5) (Physical Component), (Brand name),
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(Packaging), (Services)

(Country of origin)
(Physical Component)
(Brand name)
IBM, Xerox, Coca-
Cola
(Packaging)
(Recycled)
(Auxilizry Services)
(Country of origin)

(Light-thin-short-small)

Papadopoulos

Heslop (1993, as cited in Baker & Ballington, 2002)



(Country of origin)
(Local market) 3

1 (Bi-national products)

(Campaigns) Volkswagen

, Tommy Hilifiger

(Country of origin)

(Made in fabels)

(Country of origin) (Brand
name)

(Agarwal & Sikri, 1996)



2.5

Country of Origin
Services
Package

Brand Name

Physical
Product

:Samli, A c. &Hill, J. . (1998). Marketing Globally,planning and practice.
Lincolnwood, Ill. : NTC Business Books, p. 243,

(Brand equity)  Lin
Kao (2004)
(Brand equity)
5 ( 2.6)
(Information Accessibility)

(Product Familiarity)

(Affective Prejudice)

39



(Product Importance)

40

(Product Complexity)
2.0
Country-of-Origin N Consumer Perception »| Purchase Action Brand Equity
Moderators
L Information Accessibility

Product Familiarity
Affective Prejudice
Product Importance
Product Complexity

, C. H. & Kao, D. T. (2004). The impacts of country-of-origin on brand equity.
Journal of American Academy of Business, 5(1), p. 39.

18

(Globalization)

North American Free Trade Agreement (NAFTA)
(Lee & Ulgado, 1996)
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(Uni-national
products) Sony

(Bi-national products/ Hybrid products)
Nike '
(Made in
label) (Zain & Yasin, 1997; Lee & Brinberg, 1995)
1 (Bi-national/ Hybrid products)

(Country of
origin) (Country of
manufacture) (Lee & Brinberg, 1995)

(Country of manufacture)

' ! (Country of manufacture)

M
(Keegan & Green, 1997)
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L (Less developed countries; LDCs) /
(Developing Countries) / 1 (Newly
Industrialized Countries; NICs)

(Kaynak, Kucukemiroglu & Hyder,

1999)

(LCD) (NICs)
Ahmed et al. (2005)

(Ahmed et al., 2005)

(Milibank, 1994,
as cited in Astous & Ahmed, 1999)

(Awareness) Daewoo
, Goldstar  Acer (Ulgado & Lee, 1993)



(2005)

(Product belief)

(High Brand Equity)

Sanyo

Sony

Sony

(High Brand Equity)

Hui  Zhou (2003)
(Attitude toward brand)
Sony
Sanyo (Low Brand Equity)

Sanyo

Ahmed et al.
(NICs)

Hyundai
( lgado & Lee, 1993)
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2 (Highly developed countries)
(Industrialized countries)

(Cordell, 1992)

sony
(Brand image)
(LDCs) (NICs)
(Lee & Ulgado, 1996; Lee & Bae, 1999)
(NICs)
(Ahmed et al., 2005)
Johansson ~ Nebenzahl (1986)
(Brand image)
Han
Terpstra (1988)

Sony (Brand image)

(Cognitive perception)
Sony Sony



Mohamad et al. (2000)
12

(22

)

(Made label)

(Premium price)

)

(Brand name)

Kotabe  Helsen (1997)

4
(Product Policy)

Giordano

Parfum Perfume
Watson, Lotus

Christian Dior
(Private-label branding)

(Innovation)

(Exclusive locations)

(Brand name)

Bossini

(Brand equity)

45



(Pricing) : (Low price)

(Premium price)

(Distribution)
(Communication) :
2
(Brand image)
2.2
Country Image
Marketing Mix Positive Negative
Product Emphasize “ Made " Emphasize Brand Name
Price Premium Price Low Price to Attract Value
Conscious
Place Exclusive Locations Establish Supply Chain Partners
Promotion Country Image Brand Image
1 Nation 1 Manufacturer
Sponsored Sponsored

. Mohamad, O., Ahmed, Z. ., Honeycutt, E . & Tyebkhan, T. H. (2000). Does
“made in..." matter to consumer? A malasian study of country of origin effect.
Multinational Business Review, 8(2), p.73.

46



1 (Bi-national products)

(Lee & Ganesh, 1999) Kotler  Keller
(2006)
(Co-production)
1
Ahmed et al. (2002)
Honda
(Intrinsic Cues)
(Brand name) (Country of

manufacture)  (Lee & Ulgado, 1993)

(Lee &
Ganesh, 1999)
Lee  Ganesh (1998)
(Multi-National
Corporations)

47



of Manufacture Product-specific image; CMPi)
(Country of Manufacture Overall Image; CMOI)
(Stereotype)

Sponsor

Cordell (1992)
Thorelli et al. (1988)
Developed countries)
(Brand popularity)
(Brand equity)

(Kim, 1995)

48

(Country

(Less



Kim (1995)

L Double positive orands :

Honda Civic, Toyota Corolla

* (Premium price)
2. Popular but country deficit brands :
Ford Escort

*

*
3. Popularity deficit brands :

Mazda 323

1 (Brand image)

*
4. Double negative brands :

* (Niche market

(Lower end of a market)

49



50

2. (Brand equity)

2.1 (Brand)
(Branding)
(Brand)
(Brand)
American Marketing Association (as cited in Kotler & Keller, 2006)
(Brand) (Name) (Term) (Sign) (Symbol)
(Design)
stobart (1994) (Brana) (Sign)
(Label)
Knapp (2000) (Brana)
(Brand name)
Ogilvy (as cited in Miller & Muir, 2004)
(Name) (Packaging) (Price)
(History) (Reputation) (Advertising way)

Miller ~ Muir (2004)

Kotler  Keller (2006)
(Brand)



(Functional) (Rational)
(Tangible)
(Symbolic)
(Emotional) (Intangible) ~ McDonald
(Functional risk), (Physical risk), (Financial
risk), (Social risk), (Psychological risk)
(Time risk) (Keller, 2003)
(Brand
name) Plonda , Tag Fleuer

(Kotler & Keller, 2006)

(Brand)
Kotler  Keller (2006)

(Brand name)

Miller ~ Muir (2004)



2.2
Aaker (1991)
(Liabilities)
(Symbol)
(Brand equity) (Value)
Keller (1993)
GE
Kotler

(Brand Equity)

(Brand equity)

1980
(Keller, 2003)
(Brand equity) (Assets)
, (Name)
(Brand's name) (Symbol)
Bergh  Katz (2004)
(Brand)
sony

Keller (2006)
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(Psychological) (Financial)

Jones (1999) Brand equity 3

g @)
(Attachmentto a brand)  (3)

(Financial performance) (Customer
loyalty) (Satisfaction) (Esteem toward the
brand)

(Knapp, 2000)
Crainer (1995)

Farquhar (1990) 3

1) (Firm’s perspective)



(Premium price)
(promotion)
(Brand extension)

(Aaker, 1991)

2) (Trade's perspective)

(Private brands)

(Farquhar,
1990)

3) (Consumer's perspective)

(Farquhar, 1990)
Aaker (1991) (Value)

(Interpret)
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2.3 (Brand equity)

Aaker (1991) 5
(Brand loyalty), (Name awareness),
(Perceived quality), (Brand associations)

(Other proprietary brand assets)

L (Brand loyalty)



56

Aaker (1991) 5

L (Nonloyal buyer)

(Switcher) (Price buyer)
2 (Habitual buyer)
3

(Satisfied buyer with switching costs)

4, (Friends of the brand)

(Symbol), (Use experience)
(High perceived quality)



(Committed buyer)

Harley Davidson
Harley Davidson

(Aaker, 1991)

(Brand Awareness)

(Brand awareness)
(Recognize) (Recall)
(Prodluct class) (Aaker, 1991)

57



(consideration set)

Microsoft
(media)  NBC MSNBC
(Bergh & Katz, 2004)
Aaker (1991)

4

1 (Unaware of brand)
(Cues)

2. (Brand recognition)

(Cues)

(Cues)
(Point of purchase)
3 (Brand recall)
(Unaided recall)
(Brand position)
(Aided recall)

4, (Top of mind)



Aaker (1991)

Golden Arch, Big Mac,

(Recall)

(Perceived quality)

McDonald
- Ronald McDonald

(Low involvement product)

59



Amould, Price  Zinkhan (2005)
(Excellent)

(Consumer report)

(Expectation)

Schiffman ~ Kanuk (2004)

(Intrinsic)

(Superior)

(Performance)

(Intangible)

(Aaker, 199)

60



I (Extrinsic)

(Intrinsic)
(Extrinsic)
L
(Country of origin)
(Country of manufacture)
Kobe/ Nebraska com-fed
beef
(Johansson & Nebenzahl,
1986
(White & Cundiff, 1978)
Schiffman
Kanuk (2004)
Alpert & Kamins (1995)
Pioneer Pioneer
( ) Pioneer

Pioneer

6l



62

(Country of origin)

(Stereotype)
V
!
(Intrinsic cues) (Extrinsic
cues)
(Aaker, 1991)
(Brand Name)
Amould, Price Zinkhan (2005) (Developed
markets) (Brand name)
(Retail firm)



1 b (Private labels)
(National brands) i (Intrinsic
Cues) (Extrinsic cues)
(Extrinsic cues)
(National brand name)
(Intrinsic cues) (Arnould et al., 2005)

Arould, Price  Zinkhan (2005)

(Economy)

ISO (International
Organization for Standardization)

(Czinkota & Ronkainen, 1995)
(ROI)
Aaker (1991)

63



(ROI)
The Profit Impact of Market strategy (PIMS) Database

(Return on Investment; ROI), ,

64

3,000 450 PIMS Database
PIMS Database

(Perceived quality) (ROI) (Aaker, 1991)
L
2
3
4,

Aaker (1991) (Perceived Quality)

(Brand Equity) 5
( 211

L (Reason to buy)



65

(Motivation) ! 1

2 (Differentiate) (Position)
(Super premium), (Premium) (Economy entry)
2 (A price premium)
(Premium
price)
(Awareness)
3 (Channel member interest)
(Retailers),

(Distributors)

4, (Brand extensions)



2.1 (The Value of Perceived Quality)

Reason-to Buy

/ Differentiate/ Position

Price Premium

\\“ Channel Member Interest

Brand Extensions

Perceived Quality

. Aaker, . A (1991). Managing brand equity: Capitalizing on the value of a brand
name. New York: Free Press, p. 86.

Garvin, D.A. (1984, as cited ~ Aaker, 1991)
7

. (Performance)

. (Features)

66



6/

. (Conformance with specifications)

. (Reliahility)
(Durability)
(Serviceability)

Garvin, DA (1984, as cited in Aaker, 1991)

. (Tangibles)
(Fit and finish)
. (Competence)
(Performance)
. (Responsiveness) 1
(Empathy), (Credihility),
(Courtesy)

Moen, Nolan & Provost (1991)
Garvin (1984) 3
. (Consistency)

(Fit and finish)

(Trustworthiness)



. (Personal Interface)

. (Harmlessness)

Parasuraman, Zeithmal ~ Berry (1990)

5 SERVQUAL
. (Tangibles)
. (ReIiabiIity)’
. (Responsiveness)
. (Assurance)
. (Empathy)

Aaker (1991)

68
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(Cateora, 1997)
Zeithamal (1988)

(Unidimensional)
Rating Scale
0-5
0-7 0 5 T
Chao (1993)
1 (Bl-national products/ Hybrid products)
4
(Workmanship), (Reliability), (Durability)
(Quality)

(Country of design)

(Country of assembly)
Ahmed, d'’Astous  El-adraoui (1994)

(Country of design), ' 1 ' (Country of
assembly) (Developed
Country) (Newly Industrialising Country)

Rating Scale 9 Chao (1993)

P ron (2000)

Rating Scale 5



(Necessity Products)

Aaker (1991)

(Guarantee)

70

(Luxury Products)

(Warranty)
10

(Feedback)



Aaker (1996)

(Brand associations)

Aaker (1991) (Brand associations)

(McDonald) ,
Golden Arches



2
(Brand equity) (Brand image)
(Brand positioning)

1
(Aaker, 1991)
Aaker (1991) 10
(1) (Product attributes)
2) (Intangibles)
1
(3) (Customer benefits)

(4) (Relative price)
(5) ( elApplicati )
Campbell

(6) (User/Customer)



(10) (Comp

Aaker (1991)

(Trademarks)

(Celebrity)
(Life style/ Personality)

(Product class) Caress

etitors)

(Country/Geographic area)

(Other proprietary brand assets)

(Patents)
(Channel relationships)

Keller (2003)
(Customer-based brand equity)

73
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(Customer-based
brand equity) (Brand knowledge)

(Brand extension)

Keller (2003)
L (Differential effect)
2 (Brand knowledge)
3. (Consumer response to marketing)

(Perception), (Preference)



&)

(Brand beliefs)
(Attitudes)
(Brand equity)
(Brand knowledge)

2.4 (Brand knowledge)

(Brand equity)
(memory)
(Associative network memory model) (Nodes)
(Verbal)  (Visual) (Abstract)
(Link)

2
(Brand awareness) (Brand image)

1 (Brand awareness)
2 (Recognition)
(Recall)

(Recognition)
(Cues)
(Recall)
(Cues)



(Recognition) (Recall)

2
(Brand awareness)
3
(Consideration set)
(Low involvement)
(Brand awareness)
Slogan
2 (Brand image)
(Strength) (Favorahility)
(Uniqueness)
(Brand equity)
L
(Word of mouth)
(Brand image)
3 (Brand
Attributes), (Brand Benefits)

(Brand Attitudes) (Keller, 1993)

76



7

(Attribute)

2 (Product-
related attributes)

(Nonproduct-related attributes)

(Price),
(Packaging or product appearance
information), (User imagery) (Usage
imagery) (User imagery) (Usage
imagery) (Brand personality)
(Benefits)
(Benefits) 3
(Functional benefits)
(Expereintial benefits)
(Symbolic benefits)
(Non-product-related attributes)
(Badge product)
(Brand attitudes)

(Multi-attribute
attitude model) ~ Fishbein  Ajzen



8

(Brand attitudes)
(Product-related attributes) (Functional benefits)
(Experiential benefits)
(Non-product-
related attributes) (Symbolic benefits)
(value-expressive)
3

(Strength of brand associations)
(Nodes)

(Favorability of brand associations)

(Brand attitudes)

(Uniqueness of brand associations)



2.5

Keller (2003)
(Value of a brand name)
L (Help process/ Rétrieve information)
(Chunk)
(Recall)
2. (Differentate)
3. (Reason to buy)
Crest Colgate
4, (Create positive attitude/feelings)
(Celebrities)
(Symbols) (Jingle)
5,

2.6 (Measuring brand equity)

79
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2 (Financial measures)

(Consumer-related measures) (Cobb-Walgren et al.,
1995)

L (Financial measures)

(Farquhar, 1990)
Simon  Sullivan (1993, cited in Cobb-Walgren, 1995)

Mahajan, Rao
Srivastava (1991, as cited in Cobb-Walgren, 1995)
(Potential value)
Keller (2003)
(Holistic methods) (Abstract utility)
(Financial terms) 2 Residual

approach
Valuation approach
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2, 3 y (Customer-related measures)
/

Keller (1993) 2
(Indlirect approach) (Direct approach)
(Indlirect approach)
(Brand knowledge)
(Brand awareness)
(Brand image) (Brand
associations)
(Brand equity)

(Brand awareness)
(Recognition) (Recall) (Aided recall)
(Unaided recall)

(Top of mind)
(Brand image)
(Qualitative techniques)
(Free association)
(Indepth interview)
(Projective techniques)

(Brand personality)

(Direct approach)
(Brand knowledge)
(Experiment)
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Blind test

Aaker (1991)
2
(Consumer perception)
(Brand awareness) (Recognition)
(Recall) , (Perceived quality)
, (Brand association)
(Other proprietary brand assets)
(Consumer behavior) (Brand
loyalty) (Commitment)

Young & Rubicam (Y&R)
the Brand Asset Valuator (BAV)
(Global brands) 450
(Local brands) 8,000
32 (Brand
personality) 4

. (Differentiation)

. (Relevance)
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. (Esteem)

. (Knowledge)
EquiTrend : Total
research , the Brand Asset Valuator
Y&R 3
(Salience)
(Knowledge) Y &R (Awareness),
(Recognition) (Recall)
EquiTrend Total research
11 (11-Point scale)
(Unacceptable) (Outstanding)
(User satisfication)
Toyota 62
4
Mercedes
Interbrand, (Branding consulting
company)
]

(Leadership)
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(Stability)
(Market)
(International)
(Trend)

(Support)
(Protection)

The Brand Equity Ten 4
Aaker (1991) The Brand Equity Ten

(Loyalty measures)
(Price premium)
(Satisfication/ Loyalty)
(Perceived quality/

Leadership measures)
(Leadership/ Popularity)

(Associations/ Differentiation measures)
(Perceived value) (Brand personality)
(Organizational associations)
' (Awareness measures)
(Brand awareness)
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; (Market behavior
measures) (Market share)
(Market price/ Distribution coverage)

(2543) Keller (1993)
(2543) Keller (1993)
(2544) Keller (1993)
2 (Tangible)
(Intangible)
(2545) Keller (1993)
(2542) Aaker (1991)
5

(2542) Aaker (1991)



Hu  Zhou
(2003) Aaker (1991), Kim  Chung (1997)
3 (Popularity),
(Reputation) (Quality)

(High Brand Equity) (Low Brand Equity)



31 (Perception)
(Hanna & Wozniak, 2001) 1
311
(Perception) Assael
(2004) (Selection) (Organization)
(Interpretation) (Marketing Stimul)

(Environmental stimuli)
Schiffman ~ Kanuk (2004)

(Stimuli)
Hanna  Wazniak (2001)  Solomon (2004)
(Selected) (Organized) (Interpreted)
(Sensation)
(Stimuli)
5

(Hanna & Wazniak, 2001) Schiffman  Kanuk (2004)

87



(Needs) (Values)
(Expectations)
(Consumer Perceptions)

(Hanna & Wazniak, 2001)

3.1.2 (Marketing stimuli)

(Stimul)
(Marketing stimuli)
(Environmental stimuli)
(Marketing Stimuli)
(Marketing stimuli)

(Primary or Intrinsic stimuli)

(Secondary or Extrinsic stimuli)

(Secondary Stimuli)



8

Assael (2004)

2

(Characteristics of the stimulus) (Consumers'
ability to perceive the stimulus)

(Characteristic of the stimulus)
(Sensory elements)

(Structural elements)
(Consumer Characteristics)

2 (Stimulus Discrimination)

(Stimulus generalization)

Honda

(Stimulus Generalization)

Sony
Sony
(Brand



90

extension)

(Cereals)
(Perception)
(Selection) (Organization) (Interpretation)
313
Assael (2004) (Selection)
(Organization) (Interpretation)
(Exposure) (Attention)
(Categorization) (Inference) 31
2.8
(Selection) 5
(Exposure) 5

(Attention)



(Structural factors)

2.8

Selection

(Sensory factors)

(The Perceptual Process)

A

Organization

Y

Interpretation

A 4

Exposure

Attention

: Assael, H. (2004). Consumer behavior.A strategie approach. New York, NY:

Houghton Muffin, p. 159.

perception)

Categorization

Inference

(Selective

(Selective organization)

(Selective interpretation)

(Selective perception)
(Perceptual vigilance)
(Organization)

91



(integration)

Gestalt
psychology
(Assael, 2004)
Assael (2004) 3
(Closure) (Grouping)
(Context) (Closure)
(Grouping)
3
(Proximity)
(Hanna & Wozniak, 2001)
(Similarity) (Physical
Characteristics) (Continuity)
(Context) (Figure)
(Ground)
(Interpretation) 2

(Categorization)

(Inference) 2
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(Assael, 2004)

Assael (2004)
(Perceptual interpretation)
(Perceived risk)

Assael (2004) 5
(Financial risk)

(Social risk)

(Psychological risk)
(Self-esteem)
(Performance risk)

(Physical risk)

(Consumer Reports),



94

(Brand image)

(Store image) :

(Warrantee) (Guaranteg)
(Schiffman & Kanuk,
2004)

(Warrantee) (Guaranteg),

(Assael, 2004)
Schiffman ~ Kanuk (2004)
(Physical
Appearances), (Stereotypes), (First
Impressions), (Jumping to Conclusions) (Halo
Effect)
(Physical Appearances)

(Stereotypes)



(First Impressions)

(Jumping to Conclusions)

(Made-in labié)

(Halo Effect)
(Halo Effect) (Extend a
brand name)
3.2 (Consumer Attitude)
Kotler  Keller (2006)
(Object)
(Idea)
Hanna  Wozniak (2001) (Attitude
object) Vo , , ,
Amould, Linda  Zinkhan (2005)
(Concept) (Object) (Issue),
(Person),  (Group), (Brand) (Service)
(Favor) (Disfavor)
Sheth  Mittal (2004)
(Object)

(Class of objects)

9%
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Schiffman ~ Kanuk (2004)

Solomon (2004)

Schiffman ~ Kanuk (2004) 3
1) (The attitude object)

2) (Attitudles are a
learned predisposition)

3 (Attitudes have consistency)

(Valence),
(Intensity) (Centrality) ~ (Hanna &
Wazniak, 2001)
(Attitude object)
(Valence)



Inside"

321

objects)

Hanna

Intel "Intel

Intel
(Intensity)
1 1
(Centrality)
(Core value) (Beliefs)

Wozniak (2001)
3
(Personal experience with
‘1

(Word of mouth)
(Social interaction)

(Exposure to mass-media)

1

97

1



9%

3.2.2

Katz (1960, as cited in Sheth & Mittal, 2004)

4
L (Utilitarian Function)
Software
1 1 1
2 (Ego-defensive Function)
3 (Value-expressive
Function)
(Patriotic consumers)
Pepsi

4, (Knowledge Function)

(Stereotype)

(Stereotype)

(Stereotype)



9

(Stereotype)

Software (stereotype)

3.2.3

2 3 (Tripartite Attitude
Model) (Unidimensional View of Attitude)

L 3 (Tripartite Attitude Model)

Lutz (1991) 3
(Cognitive) (Affective)
(Conation) 2.9
(Cogpnitive)
(Beliefs)
(Schiffman & Kanuk, 2004) K-Mart
(Lutz, 1991) (Affective)



100

(Schiffman & Kanuk, 2004) K-Mart

(Conation)
K-Mart
3
(Cogpnitive)

(Affective)

(Conative)

2.9 (Tripartite View of Attitude)

Attitude
Cognition Affect Conation
\ y

- Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian &T.
. Robertson (Eds.), Perspectives in consumer behavior (4hed.). Englewood
Clitfs, NJ: Prentice Hall, p. 319.

3 (Tripartite Attitude Model)
3 3



( idimensionalist View of Attitude) (Lutz, 1991)

2. (Unidimensional View of Attitude)
Lutz (1991) (Unidimensional
View of Attitude)
(Affective) (Cognition)
(Beliefs) (Conation)
2.10
2.10 (Unidimensional View of
Attitude)
Beliefs Attitude Intentions Behaviors
(Cognition) » (Affect) 0 (Conation) » (Conation)

: Lutz, R J. (1991). The role of attitude theory in marketing. In H. H. Kassarjian &T.
. Robertson (Eds.), Perspectives in consumer behavior (4hed.). Englewood
Clitfs, NJ: Prentice Hall, p. 320.

1 Assael (2004)
(Cognition), (Affective) (Behavioral)
(Brana) (Cognitive Component)
(Brand belief)

(Affective Component)
(Brand evaluation) 3
(Affective Component)
(Favorable) (Unfavorable)



(Behavioral Component)
(Intention to Buy)

( 2.11)

211

Cognitive Component

Brand beliefs

A

Affective Component

Brand evaluation

A 4

Behavioral Component

Intention to buy

Y

Purchase decision

: Assael, H. (2004). Consumer behavior:A strategie approach. New York, NY:
Houghton Muffin, p.216.

324

3 Assael (2004)



(Beliefs) (Attitudes) 2 (Assael,

2004)
(Beliefs) (Attitudes)
. (Multiattribute Model)
(Attributes) (Benefits)

(Assael, 2004)

2.12 (Multiattribute Model)

Evaluation of product attributes

Brand beliefs

A 4

Overall brand evaluations

Intention to buy

A

Behavior

. Assagl, H. (2004). Consumer behavior.A strategie approach. New York, NY.
Houghton Muffin, p.225.
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212
(Brand beliefs)

Volkswagen
Volkswagen

(Brand attitudes)

Volkswagen
(Brand attitudes) (Intention to
buy)

. (Theory of Reasoned Action)
(Multiattribute Model)

Rolls-Royce
Fishbein (1967,as cited in Lutz, 1991)
(Theory of Reasoned Action) 3.6

(Lutz, 1991)
(Attitude toward the behavior)
(Attitude toward the brand) Rolls-Royce
Rolls-Royce
Rolls-Royce (Assael, 2004)

(Subjective Norm) 2
(Normative Beliefs about What others Expect)



(Motivation to Comply with
Normative Beliefs) Volkswagen

Volkswagen
(Schiffman & Kanuk, 2004)

(Sheth & Mittal, 2004)
(Theory of Reasoned Action)
Multiattribute

Model Wilson, Matthews ~ Harvey (1975, as cited  Assael,

2004)
(Attitudle toward the behavior)

(Attitudle toward the brand) Knox
Chernatony (1989, as cited in Assael, 2004)

(Intention to buy)
(Behavior)

The Survey Research Center
63%

2000

105



2.13

Beliefs about Consequences
of Engaging in the Behavior

(bi)

Y

Evaluation Aspects of Beliefs
about Consequence

(ei)

Altitude toward the

Behavior

106

(Theory of Reasoned Action Model)

A

Normative Beliefs about
What others Expect
(NB)

h 4

Y

Intention to Perform

the Behavior (1)

Motivation to Comply with
Normative Beliefs

(MC)

Subjective Norm

(SN)

4

: Lutz, R J. (1991). The role of attitude theory in marketing.
. Robertson (Eds.), Perspectives in consumer behavior (4hed.). Englewood

Cliffs, NJ: Prentice Hall, p. 332.

(Behavior)

(Attitudes)

Overt Behavior

(8)

H H. Kassarjian &T.
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o Cognitive Dissonance

(Fashion)

o Passive Leaming

« Disconfirmation of Expectations

Assael (2004) 6



attitude accessibility)

McDonald

(Lack of involvement)
(Lack of purchase feasible)
Rolex

Rolex
(Lack of direct product experience)

(Values) (Beliefs)

(Changing market conditions)

(Poor

McDonald

108



33

Intuit Quicken
Quicken
Bissel
(Kotler & Keller, 2006)
5 ( 2.14)
(Problem Recognition), (Information search),
(Evaluation of Alternatives), (Purchase Decision)
(Postpurchase Behavior) ~ Kotler  Keller (2006)
2.14
L (Problem Recognition)

Kotler  Keller (2006)

(Internal stimuli) (External
Stimuli)

109
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2.14

Problem Recognition

Y

Information Search

Y

Evaluation of Alternatives

y

Purchase Decision

A

Postpurchase Behavior

: Kotler, P. & Keller, K L.(2006). Marketing management (12hed.). New Jersey,
NJ: Upper Riddle River, p. 181

(Information search)

Kotler  Keller (2006)

(Personal) ,

(Commercial)
, (Public)

(Personal)



(Commercial)
40%
Sheth  Mittal (2004)

3 (Sources of
information), (Search strageties) (Amount of
search)

(Sources of information) 2

(Marketer Sources)
(Nonmarketer Sources)
(Consumer Reports)
(Experts)
(Search Strategies) ,
(Amount of Search)
(Perceived risk)
, (Involvement)
(Familiarity)

(Expertise)

(Time pressure)

(Sheth & Mital, 2004)



3. 3 (Evaluation of Alternatives)

(<otler& Keller, 2006)

(Expectancy-value model)

Schiffman — Kanuk (2004)

2
35 (Evoked set)
Each Brand)
Solomon (2004)

Solomon (2004)

112

(Criteria to Evaluate



(Evaluation of alternatives)
(Purchase intention)  (Kotler & Keller, 2006)

4, (Purchase Decision)

(Attitudes of others)

(Unanticipated
situational factors)

(Warranties)
(Kotler & Keller, 2006)

) (Postpurchase Behavior)

(Sheth &
Mittal, 2004)  Kotler  Keller (2006)
(Postpurchase Satisfication),
(Postpurchase Actions)
(Postpurchase Use and Disposal)
(Postpurchase Satisfication)
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(Postpurchase Actions)

Toyota 75% Toyota Toyota
Chevrolet ~ ( 35%)
Chevrolet
(Postpurchase Use and Disposal)
Oral-B
Recycle
(Kotler & Keller, 2006)
5
(Involvement)

(High Involvement)
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(Assael, 1998)

(Low
Involvement)
Solomon (2004) 3
( 2.15)
L (Extended Problem Solving: EPS)
2. (Limited Problem Solving: LPS)

3. (Habitual Decision Making: RRB)
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2.15 (A Continuum of Buying Decision
Behavior)

Routine Response Limited Problem Extensive Problem

Behavior ” Solving g Solving

Low-Cost Products More Expensive Products

Frequent Purchasing Infrequent Purchasing

Low Consumer Involvement High Consumer Involvement

Familiar Product Class & B'ands 1*  Unfamiliar Product Class & Brands

Little Thought, Search, or Time > Little Thought, Search, or Time

Given to Purchase Given to Purchase

: Solomon, M. R. (2004). Consumer behavior: buying, having and being. (6thed.)
Upper Saddle River, NJ: Prentice Hall, p. 295.
Assael (1998) 4
(Extent of Decision Making) (Degree
of Involvement in the Purchase) 2.16
2.16

High-Involvement Purchase  Low-Involvement Purchase

Decision Decision
Decision Making Complex Decision Making ~ Limited Decision Making
(Autos, Electronics, (Adult cereals, Snack
Photography systems) foods)
Habit Brand Loyalty Inertia
(Athletic shoes, Adult  (Canned vegetables, Paper
cereals) towels)

' Assagl, H. (1998). Consumer Behavior and Marketing Action (6thed.). Cincinnati,
OH: International Thompson Publishing, p. 67.
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2.16 (Complex
Decision Making) (High-Involvement)

(Low-Involvement)
(Limited Decision Making)

(Brand Loyalty)
(High-Involvement)
(Habit)

(Inertia)
(Low-Involvement) (Habit)

(Perception)
(Attitude)
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