<
Unn 2

(Brand community)

(Community)
(Relationship between
consumer and brand)
(Marketing communication)

(Community)
(Community)
19 20



(Brownell, 1950, as cited in Kidd,
2002)
19 20 (Community)

( , 2533)
Tonnies (1963, as cited in Glasser, 1971)

(Society)
(Society)

(Neighbor)

Hillery (1955, as cited in Werry & Mowbray, 2001)

Brownell (1950, as cited in Kidd, 2002)

(Rural community)
Warran (1949, as cited in Edles & Appelrouth, 2004)

Freilich (1997)



Ritzer ~ Goodman (2003)

Dunham (1990, as cited in Werry & Mowbray, 2001)

Carter (1991)
Edles  Appelrouth (2004)
Rheingold (1993)
(2542)
Davis (1949, as cited in Atkin, 2004)
Davis 2

(Physical rules)
(Social completeness rules)
Inkeles (1964, as cited in Ritzer & Goodman, 2005)

10



(Rural community)

2-3 (Modernization)

(Carleheden & Jacobsen, 2001)

(Agriculture)
(industrialization)

(Urbanization)

(Robert, 1991)
(Urbanization)

(Carleheden & Jacobsen, 2001)
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(Globalization)
(Robert,
1991)

(Carleheden & Jacobsen, 2001)

(Consumer culture)
(Carleheden & Jacobsen, 2001)

(Consumer culture) Ritzer ~ Goodman (2003)
(Consumer culture)

Featherstone (1991)

(Featherstone, 1991)
(Modernization)
(Consumer culture)
(Community)
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(Freilich, 1997) Cooley (1909, as cited in Ritzer & Goodman,
2005) (Primary Group)

Tonnies (1963, as cited in Ritzer & Goodman, 2003)
(Gemeinschaft) (Community)

Durkheim (1938, as cited in Ritzer & Goodman,
2005) (Primitive society)
(Mechanical solidarity)

(Glasser, 1971; Freilich, 1997; Ritzer &
Goodman; 2003)
(Community)

(Freilich, 1997)  Cohen (1989, as cited in Kidd, 2002)

Krap  Yoels (19911as
cited in Kidd, 2002)

(Computer-mediated
communication) *
" (Virtual community)

(2546)
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2
" (Cyber society)
(1)
(Consciousness)
2)
(Principle)
(3) (Purpose)
(Baym, 1997)  Baym
(Web) (Cohesive)

" (Virtual community)

(Rheingold, 1993)
Licklider ~ Tylor (1999)
(Computer-mediated community)
(Geographically separated members)
(Common location)
(Common interest)
(On-line) 1
(Commonality of interests and goals)
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Jones (1998)

(Space) (Social)
(Social relations) (Spatial practice) (Values)
(Beliefs) Jones
(Create) (Maintain) (Control)
(Virtual) (Nonplace) (Networld)
Reighnold (1993) .
/
(Genuine community) Reighnold ‘o
(Artificial
environment)
' " (New
reality) (Rheingold, 1993)
(dentity)
1
(On-line)
(Off-line identities) (Werry & Mowbray, 2001)

(Para space)

(Electronic cafe) (Electronic town hall)
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(Shared consciousness)
(Brian, 1997)
(Community)
(Subculture) (Society)

Muniz ~ O’Guinn (2001) (Subculture)

(Image)
(Identity)
(2542)
(Subculture) 1

Assael (2004)
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(Subculture) (Community)

(Society) Tonnies (1963, as cited in Glasser, 1971)

(Gesellschaft) (Association)

(Urban society)

Cooley (1909, as cited in Ritzer & Goodman, 2005) (Society)

(Secondary group)

(Cooley, 1909, as cited  Ritzer & Goodman,
2005)
(2545)

Ritzer ~ Goodman (2003)

(Self sufficient)



Durkheim (1938,

(Modern society)

& Goodman, 2003)
(Society)

(Community)

community)

as cited in Ritzer & Goodman, 2005)
(Organic solidarity)

(e.g., Freilich, 1997; Giasser, 1971; Ritzer
(Community)

Giasser (1971)

(Giasser, 1971)

( . 2542)

(Subculture) (Society)
(Brand
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Anderson (1983, as

cited in Muniz & O'Guinn, 2001) (Characteristics
of community) 3

(1) P (Consciousness of kind)
(Anderson, 1983, as cited in Muniz & 0'Guinn, 2001) Atkin (2004)

(Shared experience)

Baym (1997)

5-6

(  2545)
(2) (Rituals and traditions)
(Community)

(Anderson, 1983, as cited in Muniz & O’'Guinn, 2001)
Atkin (2004)
(Rituals and traditions)



2542)

20



' 0

jmmivrmrnaVj A

] ,l " " (Priest)
“ " (Sorcerer  Sorceress) (

) .

, 2542)
(3) (Sense of
moral responsibility)

(Anderson, 1983, as cited
in Muniz & O'Guinn, 2001)

( | 2542)



12545)

22

( , 2545)
Atkin (2004)
(Look after each other)

(Formal and informal education)

(Atkin, 2004)
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(Atkin, 2004)

Brownell (1950, as cited in Kidd, 2002)
1) )

Carter (1991) ‘ "

Poplin (1979, as cited in Werry & Mowbray, 2001)
5 (1)
(Geographic area)
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(Social interaction)

(3) (Social relationship)

(Primary group) (Secondary

group)
(4)

(Psycho-ecological relationship)

(Poplin, 1979, as cited in Werry & Mowbray, 2001)
(5)

(Central activities for utilization)



Mowbray, 2001)

(2534)

(2542)

(Poplin, 1979, as cited in Werry &

25
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3)
( , 2542)
3
(1) (Consciousness of kind) (2)
(Rituals and traditions) (3)
(Sense of moral responsibility)
(Holistic view) 3
(1) (Family) (2) (Reference group) (3)

(Culture)

Assael (2004)

Solomon (2004)
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Schiffman Kanuk (2004)
2 Assael (2004)
(1) (Nuclear family)
2) (Extended family)
Schiffman Kanuk (2004) 3
(1) (Nuclear family)
1
(2)
(Extended family)
3)
(Single-parent family)
5 Schiffman Kanuk (2004)
(1) (Economic function)
2) (Status function)
(3) (Reproduction
function) (4)

(Socialization)

(5) (Functions of affection and



security giving)

(Family buying decision making)

(Schiffman & Kanuk, 2004)

(Sharp & Mott, 1956, as cited in
Fodness, 1992)

(Davis, 1976, as cited in Fodness, 1992)

(Assael, 2004)

28
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( 2.1) (Assael, 2004)

3 (1) (Joint decision making) (2)
(Role specification) (3)
(Conflict resolution)

A (Joint decision making)
(Assael, 2004)
Assael (2004) !
L
(Assael, 2004)
2,
(Assael, 2004)
3. . 1

(Assael, 2004)
4,
(Upper) (Lower)
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2.1 (Model of household decision
making)
RN
wdnste
nmssndula
> @ansyARs
y
ANABINTG
fuan
nsindula NIFTEYLNLM nsuslnA
Fauny ns3e
4
nsuilymanu
Taudia

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

Houghton Mifflin, p. 441.

(Assael, 2004)

(Role specification)
structure)

Lee  Collins (2000)

(Role




(Assael, 2004) (1) Instrumental Role
(2) Expressive role

Instrumental Role Expressive role
(Assael, 2004)
statt (1997) (1) Initiator
(2) Influencer
(3) Decider
(4) Buyer
(5) User (6)

Gatekeeper (Statt, 1997)

(Solomon,
2004)

(Conflict Resolution)

(Assael, 2004)
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Lee  Collins (2000)

(1) (Expert)
(Legitimate)
(3) (Bargaining)
(4) (Reward / Referent)
(5) (Emotional)
(6) (Impression management)
(Lee & Collins, 2000)
(Demographics) (Social classes)

(Sex-role orientation) (Family life cycle)
Lee

Collins (2000) (Coalition)

(Purchase influence pattern) 4
(Assael, 2004) () (Husband dominant pattern)
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(Wife dominant pattern) (3)
(Joint or syncratic pattern)
4) (Autonomic pattern)
(Assael, 2004)

3 (Assael, 2004)
(1) (Type of product)

(Assael, 2004)
(2) (Nature of the purchase influence)

Instrumental role Expressive role

Expressive role (Assael, 2004)
Ferber  Lee (2000, as cited in Assael, 2004)
(Family financial officer)

Instrumental role
Expressive role
(3) (Family characteristics)
(Traditional)

(Isabella and Green, 1975, as cited in Assael,
2004)
(Qualls, 1982, as cited in Assael, 2004)
(Conservative)
(Contemporary)



(Reference group)

Schiffman Kanuk (2004)

Solomon (2004)

Assael (2004)

Friedman (2000)

(Norm)
Kotler (2003)

(Blythe, 1997)

34
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Schiffman Kanuk (2004) 2 (1)
(Normative reference groups)

2)
(Comparative reference groups)
Assael (2004) 4
(1) (Member)
2) (Aspiration)

, (Disclaimant)

@)

(Dissociative)

( 2.2)

r R N \/r



2.2

36

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

Houghton Mifflin, p. 402,

Assael (2004)
(Membership) 4

(1)

(Primary informal groups)

@

(Primary formal groups)

@
(Secondary informal groups)
(4)
(Secondary informal groups)
(Aspiration Groups)
(1) (Anticipatory aspiration groups)

aspiration groups)

(Symbolic
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(Norms) (Value) (Roles) (Status)
(Socialization)
(Power)
(Expert power)
(Referent power)
(Reward power)
(Assael, 2004)

Solomon (2004) 2
(Information power)

(Coercive power)

Assael (2004) 3 (1)
(Informational influence)

(Comparative influence)

(Associating)
(Dissociating)
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(Normative influence)

Sheth, Mittal, Newman (1999)
(Conformity) Assael

(2004) 2
(Social multiplier effect)

(Reactance)

Solomon (2004) (Conformity)

5 (Cultural pressures)
(Fear of
deviance)

(Commitment)

(Group unanimity, Size, and Expertise)



(Susceptibility to interpersonal influence)

(Reference group)

Hawkins, Best, Coney (1998)

Assael (2004)

(Achievement)

Schiffman Kanuk (2004)

Sheth, Mittal, Newman (1999).

39

11

(Culture)
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(2542)
2 (1) (Material
culture)
2) (Non-material culture)
Schiffman Kanuk (2004) 3
(Culture
satisfies needs)
(Culture is learned)
(Enculturation)
(Acculturation)
(Culture is dynamic)
(Cultural values)
(Nicosia & Mayer, 1976) Hoyer ~ Maclnnis

(2001)



(2545)

Macionis (1997)

Schiffman Kanuk (2000)

(1) 2)
)
4)
Assael (2004)
4
(Youthfulness) (Individuality)

(Conformity to the group)
(Respect to seniority)

41



Hawkins étal. (1998)

(Norms)
(Sanctions)

(Consumption patterns)

(Ritual)

(Solomon, 2004)
Schiffman Kanuk (2004)

(Baptism)

Super Bowl 1

(Solomon, 2004)

42
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Assael (2004)
3 (1) (Ritual artifacts)

, (Assael, 2004; Schiffman & Kanuk,

2004)
2) (Ritual script)
(Schiffman &

Kanuk, 2004) (3) (Performance roles)

(Assael, 2004)

Solomon (2004) 4

(1) (Grooming Rituals)

100

(Private grooming ritual)
(Private self) (Public self)
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Qil of Olay
Qil of Olay (“And so your day begins, The Ritual of Qil of
Olay.”) Olay
ift-giving ritu
2 Gift-giving rituals

(Exchange rituals)

Assael (2004)  Solomon (2004)
(Economic exchange)

(Symbolic exchange)

6 (Gonzales, 1988 as cited in
Solomon, 2004)
Solomon (2004) 3

@)
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(Personal gifts)

(Company gifts)

(Solomon, 2004)
(3) (Holiday rituals)

(Ritual artifacts)
(Script)

(Secretaries' Day) (Grandparents’ Day)



(Solomon, 2004)
(4 (Rites of passage)

(Solomon, 2004)

(Beliefs)
Solomon (2004)

Schiffman Kanuk (2004)

(Community)
(Rural community)

46
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(Modernization)
(Consumer Culture)

20
(Community)
(Computer-mediated
communication) “
(Virtual community)
3 (1) (Consciousness of
kind) (2) (Rituals and traditions) (3)

(Sense of moral responsibility)

(Family) (Reference group) (Culture)



2

| and brand)

2003)

(2003)

(Brand)

(Sign)

(Attribute)

48

(Relationship between consumer

(Brand community)

(Definitions)
(Perspectives on brand)

American Marketing Association (1992, as cited in Kotler,
(Name) (Term)
(Symbol) (Design)

(Farquhar, 1990) Kotler
4
(Benefit) (Value) (Personality)
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Keller (2003) 'fl

Davis (2000)

Blackston (2000)
(Brand)
(Product)

(Biel, 1992)

(Brand equity)

Marketing Science Institute (n.d., as cited in Anantachart, 1997)

(Set of
associations) (Behavior) (Customers)
(Channel members) (Parent corporation)

Keller (2003)

Keller
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Aaker (1991)

Davis (1995, as cited in Anantachart, 1999)
(Brand value)

Farghar (1990)
(Price premium)
Knapp (2000)
(Added value) (Brand)
(Product)
(Firm) (Trade) (Consumer)
3

(Farquhar, 1990)
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(Incremental cash flow)

(Market share)

(Promotional
expense)
(Farquhar, 1990)

(Biel, 1992)

(Aaker, 1991)
(Brand awareness)
(Perceived quality) (Brand
associations)

(Aaker, 1992)
(Brand extension)

(Campbell, 2002)

(Aaker, 1991)
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(Farquhar, 1990)

(Gibson, 1988, as
cited in Farquhar, 1990)

(Private labels) 1

(Farquhar, 1990)

(Farquhar, 1990)
Winters (1991, as cited in L. Wood, 2000)

(Brand choice) (Brand
loyalty) (Pitta & Katsanis, 1995, as cited in L. Wood, 2000) Aaker

(1991) (Interprete)
(Process) (Store)
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(Aaker, 1992)

(Cobb-Walgren, Ruble, & Donthu, 1995; Holden,

1992, as cited in Anantachart, 1997)

(Crimmins, 1992)
(Schultz, 2001)

Aaker (1991)
4 ( 23) (1)
(Brand awareness) (2) (Perceived quality) (3)
(Brand associations) (4) (Brand loyalty)

(Aaker, 1991)

(Familiarity)

(Aaker, 1991)
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23
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:Aaker, D. A (1991). Managing brand equity: Capitalizing on the value ofa brand
name. New York: Free Press, p. 17.

(Knapp, 2000)

Aaker



(1991) 4 (

(1) (Unaware of brand)
2) (Brand recognition)
(3) (Brand recall) '

(Aaker, 1991)
(4) (Top-of-mind awareness)

(Aaker, 1991)
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24

mMauaTdum

gavenlula
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:Aaker, . A (1991). Managing brand equity: Capitalizing on the value of a brand
name. New York: Free Press, p. 62.

(Low-involvement product) (Aaker, 1991)

(Aaker, 1991)
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(Aaker, 1991)

(Product)
7 (Aaker, 1991)
(Performance)
(Feature)
(Conformance with specifications)
(Reliability)
(Durability)
(Serviceability)
(Fitand Finish)
(Aaker, 1991)
(Service)
(Competence)
(Performance)
(Tangible) (Reliability) (Responsiveness)
(Sympathy) (Credibility) (Trustworthiness)

(Aaker, 1991)



(Positioning)

(Aaker, 1991)

(Store image)

(Aaker, 1991)

(Aaker, 1991)
(Differentiation)

(Aaker, 1991)
' 1!

58
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(Aaker, 1992)

(Aaker, 1991) Burnett
Moriarty (1998)

(Aaker, 1991)
(Retrieve)

(Aaker, 1991)



(Aaker, 1991)

(Aaker, 1991)

(Aaker, 1991)

Aaker (1991)
2.5)
(Nonloyal buyer)

(Switcher)
(Habitual buyer)

60
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‘71Im : Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand
name. New York: Free Press, p. 40.

(3) (Switching-cost loyal)

(Aaker, 1991)
4) (Friends of the brand)

(5) (Committed customer)

(Aaker, 1991)



62

J. Griffin (2002) 4
(Attachment) ( , ) (Repeat
Purchase) ( , ) ( 2.6)
(1) (No loyalty)
10 ,
2) (Inertia loyalty)

(J. Griffin, 2002)
(3) (Latent loyalty)

(Situational factor)



(3. Griffin, 2002)

2.6 4

- Griffin, J. (2002). c ustomer loyalty. San Francisco, CA: Jossey-Bass, p. 22.

(4) (Premium loyalty)

Swiss Army

(3. Griffin, 2002)

(Aaker, 1991)

63
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(Aaker,
1991)

(Aaker, 1991)

(Patents) (Trademark)

Keller (2003)
(Customer-based Brand Equity)

(Strong) ' " (Favorable)
(Unique)

(Brand knowledge)



(Differential effect)

knowledge)

(Brand knowledge)
(Keller, 2003)
(Associative network model)
(Nodes)

(Keller, 1993)

65

(Keller, 2003) (1)

(Brand

()

(Consumer response to marketing)

(Links)



(Brand awareness)

2003)

1993)

66

(Keller, 2003)

(Brand image)

(Keller,

(Aaker, 1996) Keller (1993)

(Brand recognition)

(Keller,

(Keller, 1993)

(Keller, 2003)
(Brand recall)



(Keller, 1993)

(Keller, 2003)

3 (Keller, 2003) (1)

Roediger (1973)
2-3 (Consideration set)
(Keller, 2003)

)

(Consideration set)

involvement)

Ford car

(Car) Ford
(Keller, 2003)

(Low

67



(Keller, 2003)

Ronald McDonald

involvement)

(Types of brand association)
2003)

attributes)

68

McDonald’s
(Golden Arc) M
(Keller, 2003) Biel (1992)
(High

(Keller, 2003)

3 (Keller,

(Attributes)

(Product-related
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(Essential ingredients)

(Optional features) (Keller, 2003)
(Non-
product-related attributes)
(Keller, 2003)
(Benefits)
(Keller, 2003)
3 (1) (Functional benefits)

(Keller, 2003)

(Keller, 1993) (2) (Symbolic benefits)

(Keller, 2003) (3)
(Experiential benefits)

(Keller, 2003)

(Brand attitude) (Keller, 2003)



10

(Keller, 1993)
(Multi-attribute
attitude model)

(Keller, 2003)

(Keller, 1993)

(Dimensions)

(Strength of brand association)

(Keller, 1993) Keller (2003)



(Favorability of brand association)

(Keller, 1993)

(Unigueness of brand association)

2003)
(Product positioning)
(Keller, 1993)

(Keller, 2003)

71

(Keller, 2003)

(Keller,
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(Definitions)
(Characteristics of brand relationship) (Types of
relationship)

(Brand relationship)

Fournier (1998)
Fournier
Blackston (2000)
(Relationship
marketing)
(Evans &

Laskin, 1994 as cited in Fournier, 1995)

(Characteristics of brand
relationship) (Interpersonal
relationship) ~ Fournier (1998)

4 (1)
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(Fournier, 1998)

2) (Fournier, 1998)

(Fournier,1998)  (4)
(Fournier,1998)
Fournier (1998)
(Brand relationship quality)
(Repeat purchase intention)

(Habitual tendency) (Positive word-of-mouth) 6 (
2.7) (1) (Love and passion)
2) (Self-connection) (3)

(Behavioral interdependence)
(4) (Personal commitment) (5)
(Intimacy) (6)
(Brand partner quality)

(1) (Love and passion)

(Fournier, 1998)

(Lane & Wegner, 1995, as cited in
Fournier, 1998)
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2.1 6
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:Adapted from Fournier, . (1998). Consumer and their brand: Developing
relationship theory in consumer research. Journal of Consumer Research,
24{March), p. 366.

) (Self-connection)

(Fournier, 1998)
(3) (Interdependence)
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(4) (Commitment)

(Fournier, 998)

() (Intimacy)

(6) (Brand partner)

(Fournier, 1998)

(Types of relationship)
Fournier (1998) 6 (1)

15
(1) (Arrange marriages)
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Dove
Dove
(Fournier, 1998) (2) (Casual friends/buddies)
(3) (Marriages
of convenience)
Clinic Pantene
(Fournier, 1998)
(4) (Committed partnerships)
Knorr Magic Clean
(5) (Best
friendships)
Reebok
(Fournier, 1998) (6) (Compartmentalized friendships)
Love Spell

(Fournier, 1998)



(7) (Kinships)
Benz
Benz Benz (8)
(Rebounds/avoidance-driven relationships)

5
25 9) (Childhood friendships)
Clinique
(10) (Courtships)
Bobbie Brown
(Fournier, 1998) (11) (Dependencies)
Whisper
Whisper
(12) (Flings)
(Fournier, 1998)
(13) (Enmities)
Coke
Diet Coke
(14)
(Secret affairs)
Tootsie Pops
(15) (Enslavements)

Pepsi
Coke  (Fournier, 1998)



Blackston (1995)
6 (1) ' (Admiration)

(2) (Partnership)

(3) (Distant respect)

4) (Service)

(Fournier, 1998) (5)
(Intimidation)

(6) (Dysfunction)



&

(i 2.8)
(Consumer-brand dyad)
(Brand equity)

Davis (2000)

(Brand community)

(Consumer-brand dyad )
(Consumer-brand-consumer
triad ) ( 2.9) Muniz
0'Guinn (2001) ' (Brand community) Saab,



Macintosh Ford Bronco
Saab, Macintosh Ford
Bronco

2.8
(Traditional model of customer-brand relationship)

@ @

. Fournier, . (1998). Consumer and their brand: Developing relationship theory in

consumer research. Journal of Consumer Research, 24(March), p. 363.

2.9
(Brand community triad)

£D
3
Je
Y
v

: Muniz, A. M., & O’Guinn, T. (2001). Brand community. Journal of Consumer
Research, 27(3), p. 427.
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(Brand community)
(Definitions) (Forms of Brand
community) (Markers of Brand community)
(Development of Brand community)

Muniz  O'Guinn (2001) (Brand
community)
Muniz ~ O'Guinn
(Consumer-brand dyad )
(Consumer-brand-

consumer triad ) Flavian ~ Guinaliu (2005)

Muniz ~ Schau (2005)

Andersen (2005)

McAlexander, Kim, Roberts (2003)
(Brand

loyalty)

Algesheimer, Dholakia, Flerrmann (2005)

, Algesheimer, Dholakia, Flerrmann



Anderson (1983) (Markers of
brand community) 3
(Consciousness of kind)
Muniz ~ O'Guinn
(2001) (Brand community) Saab,
Macintosh Ford Saab “made by
Saaber for other Saaber's...to enjoy” Saab Spirit
Saab Macintosh 1 “The cult of Macintosh"
Macintosh
, : (

) 1 (Brand community) Vespa



Vespa

Saab
(New Driver)

Vespa

Vespa

Vespa

Vespa

Guestbook

Vespa
(Consciousness of kind)

Vespa

( , )
(Consciousness of kind)
(1) (Legitimacy)

Saab
Saab Bronco

(Muniz & 0'Guinn, 2001)

Vespa



2) (Oppositional brand
loyalty)
Macintosh
(PC User) (PC Software)
Bill Gates Microsoft
“Save us from the Gates of Hell” Macintosh
Windows Macintosh
“in95 = Mac 1984" Microsoft
Macintosh (Muniz &
0'Guinn, 2001) Vespa
Vespa
(
, )
(Rituals and traditions)
Saab
(Muniz &
0'Guinn, 2001) Vespa

Vespa
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(Rituals and traditions)

2 (1)
(Celebrating the history of the brand)
Muniz  O'Guinn (2001)

Saab, Macintosh Ford Bronco Saab
Saab
Macintosh
(Underdog)
Apple Ford Bronco

“The experiences of years of off-roading”
Ford Bronco

Vespa ( )

Vespa

Vespa
Vespa
Vespa Vespa
(2)
(Sharing brand stories)

Saab “The cross-country journeys in their car”



Saab “Saved my life”
Saab “Magic cavern"
Saab
Macintosh “Mac immunity" IBM
Macintosh (Muniz & O'Guinn, 2001)
Vespa
Vespa
Vespa
Vespa
Vespa ,
( , )

(Sense of moral responsibility)

responsibility) 2 (1)
(Integrating and retaining members)
“Moral failing”
Macintosh IBM PC

Ford Bronco

(Muniz & O'Guinn, 2001)
Vespa

(Moral

Vespa



8/

(2) ! (Assisting in the use
of the brand)

Saab
Saab

Macintosh
Hard disk drive
Macintosh

Saab Ford
Bronco

(Muniz & O’Guinn, 2001) ~ Muniz ~ O'Guinn

Vespa

Vespa
Vespa

(Brand community)
3 (1) (Consciousness of kind) (2)
(Rituals and traditions) (3)
( Sense of moral responsibility)



(Consumer-brand dyad) ( 2.8)
(Brand equity)
(Muniz &

0'Guinn, 2001)
(Brand community) ~ Muniz ~ ~ Q'Guinn (2001) (Brand
community)
(Consumer-brand-consumer triad ) ( 2.9)

(Cult brand)

Macintosh 1 “The cult of Macintosh™
Macintosh (Muniz &
0'Guinn, 2001)
(Brand community)

(Consumer-brand-consumer triad)
(Brand community)
(
2.10) McAlexander, Schouten,
Koening (2002) (Brand community)



89

(Consumer centric) (Product)

(Brand)
(Company) (Other owners)
McAlexander et al. (2002) Jeep
(Brandfest)
(Brandfest)
(Product) (Brand) (Company) (Other
owners)
2.10
(Customer-centric model of brand
community)

gﬁauﬁv’]

- McAlexander, J. H., Schouten, J. ., &Koening, H. F. (2002). Building brand
community. Journal of Marketing, 66(1), p. 40.



90

(Product) (Brandfest)
¢ Jeep
(Brand) (Brandfest)
Jeep Ford
(Company)
: (Other owners)

(Brandfest) Jeep

(Brandfest) Jeep

Jeep

Jeep
(McAlexander et al., 2002)
(Brandfest)

(Brand community)

Andersen (2005)

Muniz  O'Guinn (2001)
(Brand community) Saab, Macintosh Ford Bronco
(Computer-mediated
communication) Saab, Macintosh Ford
Bronco (Text) (Picture) (Sound)
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Guesthook
Guestbook

Schau Muniz (2002)
(Interaction)

Thorbjornsen, Supphellen, Nysveen,
Pedersen (2002)

(Brand community)
(Consumer-brand dyad )

(Consumer-brand-consumer triad )
(Brand community)

(Brand community)

(Brand community) 3 (1)
(Consciousness of kind) (2) (Rituals and



?

traditions)  (3) (Sense of moral responsibility)
(Brand community)
(Brand)
(Company) (Other owners)

(Brand community)

(Brand community)

3 (Marketing communication)

(Marketing Communication)
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“ " (Communication) !
! Aristotle (n.d., as cited in
Littlejohn, 1999) ! !
Schramm (1983)
(Information sign)

Osgood (1954 1as cited in Littlejohn, 1999)
!

Hovland, Janis Kelly (1953, as cited in Lewis & Slade, 2000)

! () (
) ()

Rogers (1994)
!

Cherry (1957, as cited in Lewis & Slade, 2000) !
!

Ruesch Bateson (1951, as cited in A, Beebe, J. Beebe, & vy, 2004)
!

Weaver (1949, as cited in E. Griffin, 2005)

Miller (1986) !
Jetter (2002) !
(Social interaction) (Message)



(Code) (Symbol)

Wood (2000)

Sapir (1933, as cited A Beebe et al., 2004 )

Tuhbs Moss (2000)
(Human communication)

Littlejohn (1999)

(Communication)



(DeVito, 2000)

(DeFleur, Kearney, & Plax, 1993)

2000)

(DeVito, 2000)

95

.. 1960 John Locke

(Jandt, 1999)

(DeVito,

(Socialization)
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(E. Griffin, 2005)

(Samovar & Porter, 2000)

(Jandt, 1999; Samovar & Porter, 2000)

(Diffusion of
innovation)
(Samovar & Porter, 2000)

1

5 Abraham Maslow

(Barker & Gaut, 2001; Williams, 1989)
Mead (1934, as cited in T. Wood, 2000)



2000; Wood, 2000)

Kelleher, 1993)

97

(DeVito,

(Bolger &
Stewart (1986)

(Tubbs & Moss, 2000)

(Barker & Gaut, 2001)

(McCoy & Hargie, 2003)



(Public opinion) (Opinion)

(Mass production)

(Advertising)

(Qutput)

(DeVito, 2000)

(Wood, 2000)

1999)

98

(Groups)

(Input)

(Jandt

(Wood, 2000)



99

(DeVito, 2000)

(DeFleur, Kearney, & Plax,

1993)
(Process)

(Dynamic) (Affect)
(Continuous) (Changing) (Adaptive)
(Barker & Gaut, 2001)
(One-way process) (Two-way process)

4 (1) (Sender) (2)  (Message)
(3) (Channel)  (4) (Receiver) (A. Beebe et al., 2004)
(Information source) (Source) (Communicator) (Encoder)
(Speaker) (Generator) (A. Beebe et al., 2004)

Barker  Gaut (2001)



, Wood (2000)

E. Griffin (2005)

(Interpersonal communication)

communication)

(

100

1 2542)

(Mass



2542)

2542)

(Source credibility)
(1987, as cited in A. Beebe et al., 2004)

101

( 1 2542)

McCroskey

(Competence)
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(Character / Appearance)

(Composure)

(Sociability)

(Prior
Attitudes)

(Extroversion)
(McCroskey,1987, as cited in A. Beebe et al., 2004)
Barker  Gaut (2001)

3 (1)
(Initial credibility)

2) (Transactional credibility)

(Terminal credibility)

(Barker & Gaut, 2001)



103

Wood (2000) (Homogeneous)
(Heterogeneous)
(News) (Information) Barker  Gaut (2001)
(Message)
(Signal) (Symbol)

A. Beebe et al. (2004)

3 (A.Beehe et al., 2004)
(1) (Message codes) (2) (Message content)  (3)
(Message treatment) (Message codes)

(Language) A Beebe etal. (2004)

Barker  Gaut (2001)
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(Symbolized meaning)

(Language) (Symbol)

(Verbal message
codes)

(Nonverbal message codes)

(A. Beebe et al., 2004)

(Barker & Gaut 1

2001)
(Message content)
(A Beebe et
al., 2004)
(Message treatment)
(Structure) 1
(A. Beebe
et al., 2004)
A. Beebe etal.

(2004) (Channel)



2542)
1 2 (1)
(Personal media)
(Encode)
media) (Telecommunication)

(Printed media)
(Electronic media)

2 (1) (Hot media)

(Cool media)

( 1 2542)

105

2)
(Mass

(Folk



106

media)

(General media)

(Globalization) (Information societies) ( , 2542)
Berio (1960)

2
Deutschmann (n.d., as cited in Barker & Gaut 12001)
2 (Private) (Public)
(Private)
(Face to face) (Interposed)

(Public)

(Interposed)
(Assembled)
(Non-assembled)
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(Strategy)

( , 2542)
(Mix media Media forum)

1 2542)

Barker  Gaut (2001)
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(%)

(Barker & Gaut 12001)
A. Beebe et al.
(2004)
( , 2542)
4 (1)
(2)
(3)
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(Heterogeneous)
(Anonymous)

(Active receiver)

2) (Passive receiver)

(Hypodermic needle model)

( , 2542)
(T. Wood, 2000)
(Communication skills) (Attitudes toward communication)
(Matters and communication knowledge)
(Demographic of characteristic of audience)
Tuhbs Moss (2000) 6

(1) (Dog matism)



110

(2) (Self-esteem)
(3) (Aggressiveness and hostility)
(4)
(Anxiety)
(5)
(Prior attitude)
(6)
(Machiavllianism)
(Tubbs & Moss, 2000)
4
(Noise)
Beebe et al. (2004) (Noise)
Shannon  Weaver (1949, as cited in A,
Beehe et al.,, 2004) 2 ()
(Physical noise)
2) (Psychological noise)
Blake Haroldsen (1970, as cited in T. Wood, 2000)
2 (2) (Channel

noise)

@



(Semantic noise)

(Process)

(Means)

(Traditional marketing)

Kotler (2003)

(Production concept)

(Communication)

(Instrument)

1



112

(Selling concept)

(Marketing concept)

(Outside-in planning)

(Kotler, 2003)

(Inside-out
planning)
(4P’s Marketing mix)
(Product) (Price)
(Place) (Promotion)
4C’s (Product)
(Customer solution) (Price) (Cost to the
customer) (Place)
(Convenience) (Promotion)
(Communication) (Kotler, 2003)
(Brand
equity)

(Relationship)
(Stakeholders)



113

(Kotler,
2003)
(Promotion)
(Product) (Price)
(Place)
(Promotion)

‘ " (Marketing communications)

(Marketing communications)
Shimp (2000)
2 (Communication)

(Marketing)

(Shimp, 2000)
Burnett  Moriarty (1998)



Pickton

Borderick (2001)

Duncan (2005)

Wood (2000)

(Person-to-person)

(Face-to-face-communication)

(Dyadic communication)

114



(Coactive)
(Privacy)
(Psychological data)
(Intimacy)
communication) (Direct marketing)

(Personal selling) ~ Lovelock ~ Wright (1999)

(Personal selling)
Duncan (2005)
(Personal selling)

Shimp (2000)

(Wood, 2000)

115

(Personal



(Two-way communications)

(Mass communication)
communication)

Kotler, 2005; Kotler & Keller, 2006)

(Kotler, 2003)

(Shimp, 2000)

116

(One-way

(Armstrong &



117

(Account manager)
(Duncan, 2005)

(Shimp, 2000)

(Shimp,
2000)

(Customer service)

(Duncan, 2005)



118

(Duncan, 2005)

(Word of mouth communication)

(G. Belch & M. Belch, 2004)



119

(Direct marketing)

(Catalog marketing)
marketing)

Anantachart (2001)

G.Belch M. Belch (2004)

(Telemarketing)

advertising)

Direct Marketing Association (DMA) (

system)

(Direct-mail

(Kotler, 2003)

(Direct-action

.., as cited in Kotler, 2003)

(Interactive marketing



Roberts Berger (1995)
(Direct mail)

(Catalog marketing)

(Telemarketing)
(Outhound)
(Inbound)
(Television and other media direct response marketing)
Kotler (2003)
3 (1)

(Kiosk marketing)

(Online marketing)

T. Wood (2000)

(Mass media)

(Printed



media) (Electronic media)
5 (T. Wood, 2000)
(Gatekeeper)
(Opinion
leaders)
(Public) (Heterogeneous)
(Anonymous)
(Delayed feedhack)
(Indirect
feedback) (T. Wood, 2000)
(Advertising) (Public

relations) (Sales promotion)

American Marketing Association (AMA) (n.d., as cited in Kotler, 2003)

Kotler  Keller (2006)



Moriarty (1998)

(Public presentation)

(Pervasiveness)

(Impersonality)
way communication)

Howard (2002)

Armstrong

@

()

Burnett

Kotler ~ Keller (2006)

(1)

(Amplified Expressiveness)

(4)
(One-

Kotler (2005)

1)

(Nylen, 1990)

(Kotler & Keller, 2006)

(Public relations)



G. Belch M. Belch (2004)

123

Burnett  Moriarty (1998)

3 (1)

relations) ~ Burnett  Moriarty (1998)

(Public relations tools)

(Publicity)

(News release)

(Press conference)
2) (Corporate advertising)

(3) (Publications)
(4) (Video and film)

(Marketing public



124

(Burnett & Moriarty, 1998) (5)
(Special event and company sponsorship)
(Opinion leader)

(6) (Lobbying)
(7) (Fundraising)
(Burnett & Moriarty,
1998) (8) (Meeting)
(9)
(Social activities)
(Sales promotion)
(Burnett &
Moriarty, 1998)
(Advertising) (Personal selling)

(Unplanned purchase)
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Burnett ~ Moriarty (1998)

2
G. Belch M. Belch (2004)
2
: (Consumer-oriented sales promotion) (Couponing)
(Sampling) (Premiums) (Bonus
Packs) (Price-off) (Rebates) (contest)
(Sweepstakes) (Event sponsorship)

(Pull strategy)

(G. Belch & M. Belch, 2004)
(Trade-oriented
sales promotion)
(Trade allowances) (Point of
purchase display) (Sales contest) (Training
Program) (Trade show) (Cooperative advertising)
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(Push strategy) (G. Belch & M. Belch,
2004)

Belch & M. Belch, 2004; Duncan, 2005)

(Computer-mediated communication)

(New media) ~ Werry ~ Mowbray (2001)
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(Media convergence)
(Diffusion)

Brian (1997) (Global mass media
system)

(Interactive)

(Telecomputer)

(Mobility)

(Convertibility)

(Connected)

(Ubiquity)

(Globalization)

Baym (1997)
19



20

each other)

Baym

(Compunications) Computer

Flavian  Guinaliu (2005)

(Computer networking)

infrastructure) 21 Flavian  Guinaliu
communication CMC
Werry  Mowbray (2001)
(Feedback)

communication)

(Brian, 1997)

Werry

(Encoding)

128

" (Computer talk to

Communications

(Global

Computer-mediated
20

(Text-hased

Mowbray (2001)
(Text)
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(World Wide Web)
(1)
(Two-way communication) (2) (Hypertext)
(3) (Information pull) (4)
(Demassified) (5) (Participative audience)
(6) (Identity shift) (7)
(Transient) (8) (Widely distributed) — (9)

(Manipulation of content)

Werry — Mowbray (2001)
3 (Substitution) (Add-on)
(Expansion) CMC

CMC

CMC

Flavian ~ Guinaliu (2005)
(Multimedia)



19

Kotler (2003)

Multimedia

(Recall)

(Recognition)

130



131

(Kotler, 2003)
M. Belch G. Belch (2004)

(Awareness)
(Knowledge or comprehension)
(Liking)
(Preference)
(Trial)
(Repurchase) ( 2.11)
(Cost efficiency) (Image) (Impacts)

(Kotler & Keller, 2006).
Appiah-Adu (1999)

500
270,000
5 3l
Kotler (1977, as cited in Appiah-Adu, 1999) 5
(Customer philosophy)
(Marketing information) (Operational efficiency)
(Strategic orientation) (Integrated marketing

organization) 4



2.11 (Communications effects
pyramid)

Repurchase

/ 20% Trial \
/ 25% Preference \
/ 40% Liking
/ 70% Knowledge / Comprehension
/ 90% Awareness \

:Belch, G. E., & Belch, M. A. (2004). Advertising and promotion: An integrated

marketing communications perspective (6th ed.). New York, NY: McGraw-Hill,
p. 204.

Gardener  Trivedi (1998)

(Free-standing inserts coupons)
(On-pack promotions) (Bonus packs)



(On-shelf coupons)

(1992, as cited in Gardener & Trivedi, 1998)

4 Gardener

4

Trivedi (1998)

133

Lilien, Kotler, Moorthy
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