(Keller, 2003)

(Keller, 2003)

(Branding) ‘
(Term) (Sign) (Symbol)

(Keller, 2003)

(Farquhar, 1990)

', (Brand)

(Value)

(Design)

(Name)



(Functional value)

(Pleasure value) (Symbolic value)
(Randall,
1997) (Brand)
(Aaker, 1991)
(Brand equity)
(Aaker, 1991)
(Brand

extension)
(Keller, 2003)

John Stuart
Quaker Oats ‘

", (Dyson, Farr, & Hollis, 1996)



Ogilvy & Mather Worldwide

Shelly Lazarus CEO Ogilvy & Mather Worldwide

(360 degree branding)

(Butler, 1999)

(Fournier, 1998)

(Consumer-brand dyad)
(Brand equity)

(Muniz & O'Guinn, 2001)



(Brand community)
(Brand community)

(Consumer-brand-consumer triad) (Muniz & O’Guinn, 2001)
Anderson (1983) (Markers of brand
community) 3
(Consciousness of kind)

(Rituals and traditions)

(Sense of moral responsibility)

(Muniz & O'Guinn, 2001)
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\ )

(Brand community)
(Computer-mediated
communication)

(Andersen, 2005)

(Muniz & O'Guinn, 2001)

(Brandfest) (Product)
(Brand) (Company) (Other owners)
(Brandfest)

(McAlexander, Schouten, & Koening, 2002)
(Brand community)

(Muniz & O'Guinn,
2001)



1
2,
2
BMW (Ethnography)
(Depth interview)
BMW 10
10
(Participant observation)
(Computer-mediated
communication) 5 .. 2549 15
2549
(Brand community)
(Muniz & O'Guinn, 2001)
BMW 3
(Consciousness of kind)
(Rituals and traditions) (Sense of

moral responsibility) Muniz ~ O'Guinn (2001)



and brand)

(Fournier, 1998)

(Perceived quality)
(Brand loyalty)

(Relationship between consumer

4 4
(Brand awareness)

(Brand associations)
Aaker (1991)
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