(Exploratory research)

(Brand community) 1
(Ethnography)
(Depth interview)
(Participant
observation)
(Computer-mediated communication)
1 (Level of
involvement) FCB Grid (Ratchford, 1987; Vaughn, 1986)

(High involvement)

(Assael,
2004; Schiffman & Kanuk, 2004)
(Feel)
(Think)

lvm w ¢
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FCB Grid (Ratchford, 1987; Vaughn, 1986)
(Motive for purchasing)

(Feel)
(Think)
Muniz ~ O'Guinn (2001) Saab
Ford McAlexander, Schouten, Koening
(2002) Jeep
2 (Time)
(Contemporary) ' (Classic)
1
BMW
(Contemporary)
(Classic)

BMW

BMW Society
BMW
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4 ( .. 2544)

6,066  (

www.bmwsociety.com 9 .. 2549)

1
3
V Showtime
2
3,000 (... , 9 2549)
3

2

L (Secondary sources)

2. (Primary sources)

(Brand community)


http://www.bmwsociety.com
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(Ethnography) (Depth interview)
10
(Participant observation)

2
L (Ethnography)
2 (1) (Depth
interview) 2)
(Participant observation) (Stewart, 1998)
(1) (Depth interview)
1 1
2
(Cooper & Schindler, 2006) Baines  Chansarkar
(2002)
10
(Snowball sampling)
(Follow-up
interviews) (Informal dialog)

Gordon Langmaid (1997)
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(Tape recorder)

2) !
(Participant observation) Cooper  Schindler (2006)

(Interaction)

b BMW Society Jet
vw showtime
5 .. 2549 15
2549
2 (Computer-
mediated communication)
Andersen (2005)
BMW Society

www.bmwsociety.com vw Showtime

www.vwshowtime.com


http://www.bmwsociety.com
http://www.vwshowtime.com
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. 2549 15 .. 2549

(Brand community)

(Shared consciousness)
(Rituals and traditions)
(Sense of moral responsibility)

(Brand awareness)
(Perceived quality)
(Brand associations)
(Brand loyalty)

(Question guideling)
(Loosely-structured questions)
Gofton Ness (1997)

(Question Guideline)



(1998)

20 2
(Brand community)

Muniz -~ O’Guinn (2001)
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Aaker (1991), Blackston (1992) Fournier

' (2543)
( )
1
(1.1) (Shared consciousness)
(1.2) (Rituals and traditions)
(1.3) (Sense of moral responsibility)
4
(2.1) (Brand awareness)
(2.2) (Perceived quality)

(2.3) (Brand associations)
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(2.4) (Brand loyalty)

(Participant observation)

(Computer-mediated communication)

(Text)
Classified



—_— ——~ —~  —
PO PO OO

(Projective techniques)

2,
3.
Showtime

.. 2549

~ w N =

(Text)
(Brand awareness)
(Perceived quality)
(Brand associations)

(Brand loyalty)

(Projective techniques)

(Cooper & Schindler, 2006)

(Free association)
(Shopping list) )
(Brand Personification)

BMW Society

5 .. 2549
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4,
5 .. 2549 15 .. 2549
B.
(Depth
interviews)
(Participant observation)
(Computer-mediated communication) 1

(Descriptive analysis)

(Bias)
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