brand relationship)

(Fournier, 1998)

(Brand community)

(Muniz & O'Guinn, 2001)
(Brand community)

(Long-term
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(Muniz & O'Guinn,
2001)
BMW Society vw Showtime
(Ethnography)
(Depth interview)
(Participant observation)
(Computer-mediated communication)
20
BMW Society 10 9
1 23-45
BMW Society
BMW Society 4
3 BMW
BMW

BMW BMW Society
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Jet - BMW
BMW Society
6.000 .. 2545
www.bmwsociety.com BMW
Jet 9
1 Barcelona Motor BMW
BMW
BMW
vw Showtime 10 9
1 25- 52
BMW Society
VW Showtime
VW Showtime
.. 2544

www.vwshowtime.com

VW Showtime
3.000


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

222

vw Showtime
Modern Bug Auto Square Club
Thaivw club
3
3 BMW Society vw Showtime
3
BMW Society
BMW Society
6,000
BMW Society
BMW
BMW Society
BMW Society

BMW



BMW Society

BMW Society

BMW Society
Wristband

BMW

BMW

BMW Society

BMW Society

BMW

BMW

BMW

BMW

BMW
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Member ID

BMW



Society

BMW

BMW

BMW

BMW Society

vw Showtime
VW Showtime

VW Showtime

224

BMW
BMW

BMW

VW Showtime



VW Showtime

vw Showtime
BMW Society
VW Showtime
VW Showtime
Hot Volk
2

225
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BMW Society

BMW Society

BMW

BMW
BMW

BMW

BMW Society



' BMW
' BMW Society BMW
BMW Society
BMW
BMW “Sheer Driving
Pleasure’ BMW
BMW Society
BMW Society
BMW BMW Society
BMW
BMW
BMW BMW
BMW
BMW Society BMW
L

BMW

21



BMW

vw Showtime

Showtime

VW

Showtime

228

BMW society
BMW '

BMW
BMW

BMW

VW

VW



VW Showtime

vw Showtime

229

(Model)
(Model)

VW Showtime
VW Showtime
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Showtime
Vespa, Posche, Mini
2 (1) 2)
Muniz ~ O'Guinn
(2001) Saah, Macintosh Ford
3 3
' BMW Society
(Contemporary) VW Showtime
(Classic)
3
BMW Society VW Showtime

(Freilich, 1997) 2



(Networks)
BMW Society

231

vw Showtime
3

(Consciousness of kind)

'(Consciousness of kind)

2
(Muniz & O'Guinn, 2001) BMW Society BMW
VW Showtime
(Muniz & O'Guinn, 2001 ) Muniz ~ O'Guinn (2001)
Saab, Macintosh Ford
3
( )
Vespa
Vespa
2
2
BMW Society
BMW
BMW

VW Showtime
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BMW Society
(Informal leadership) (Robbins, 2003)
BMW
' 1 vw Showtime
(Formal leadership) (Robhins, 2003)

2 Robbins (2003)

2
(Computer-mediated communication)

(Licklider & Tylor, 1999)
(Two-way communication)

(Werry & Mowbray, 2001) Thorbjornsen,
Supphellen, Nysveen, Pedersen (2002)

BMW Society
www.bmwsociety.com VW


http://www.bmwsociety.com

233

Showtime www.vwshowtime.com
(CMC)
2 BMW Society
BMW
BMW
vw Showtime
BMW Society
BMW
BMW
VW Showtime
2
2 (Informal vs formal settings) (Robbins, 2003)
Muniz
0’Guinn (2001) ) Saab, Macintosh Ford
(CMC)

Saab “made by Saaber for other Saabers...to enjoy” Saab


http://www.vwshowtime.com
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Spirit Saab Macintosh “The cult of
Macintosh” Macintosh
2
(1) (Legitimacy)  (2)
(Oppositional brand loyalty)
2
I (Legitimacy)
BMW Society VW\Showtime
BMW
2
2
( )
Vespa
( , 2542)
Muniz
0’Guinn (2001) BMW Society vw Showtime

Saah, Macintosh Ford

(Cultural difference) (Solomon, 2004)
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( ,
2545)
(Mueller, 1987) Assael (2004)
(Cultural values)
(Individualism)
(Conformity)
(Flavian & Guinaliu, 2005) 2
BMW Society
BMW Society
E30 Thailand, E34, E36,
Gangza BMW Society
BMW Club
: vw Showtime
Modern Bug,
Auto Square Club, Thaivw Club, ,
( )
Vespa Vespa
Vespa
, : CLK, 1

Vintage Machine
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“ " 2547)
Muniz
0’Guinn (2001) ' Saab, Macintosh Ford
3

Mueller (1987)

I, (Oppositional brand loyalty)

2
BMW Society
vw Showtime
( )
Vespa
(
, 2542)
Muniz ~ O’Guinn
(2001) BMW Society \W&howtime

Saab, Macintosh Ford

Muniz ~ O’Guinn (2001)

(Cultural difference)

(Maynard & Taylor, 1999)
(2542)



Maynard  Taylor (1999)

(Rituals and traditions)
(Rituals and
traditions) 2
(Shared experience)
(Muniz & O'Guinn, 2001)

2 BMW Society
VW\Khowtime

Vespa
71 Vintage Machine
(Schiffman & Kanuk, 2004)
BMW Society 1

Schiffman Kanuk (2004)
(Symbolic activity)

VW Showtime
VW Showtime

237



Showtime

BMW Society

101,

) Vespa
71 Vintage Machine

BMW Society VW
BMW Society
VW Showtime
(Hawkins, Best, & Coney, 1998)
VW Showtime
2
(Solomon, 2004)
BMW Society

VW Showtime

238
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(Assael, 2004) Neal, Quester  Hawkins (2001)
(Lifestyle)

(Neal étal., 2001)

(CMC)
2
Thorbjornsen (2002)
(Company)
(Sponsor) 2
BMW Society
McAlexander (2002)
Jeep
vw Showtime

' VW Showtime



Muniz
Ford

VW Showtime
BMW Society

Showtime

VW Showtime

0'Guinn (2001)

Vespa

Solomon (2004)

BMW Saciety
Wristband
BMW Society
(Chang, 2005)
2 (1)

(Celebrating the history of the brand) 2)

240

Saab, Macintosh
Saab Ford

Vespa

Member

VW

(Rituals and traditions)
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(Sharing brand stories)

2
' (Celebrating the history of
the brand)
BMW Society
BMW
BMW vw Showtime
Muniz ~ O'Guinn (2001) Saab,
Macintosh Ford 3
( )
Vespa
Vespa
Muniz ~ O’Guinn (2001)
(Sharing brand stories)
2 BMW
BMW
BMW
VW
Showtime
Muniz ~ O’Guinn (2001) Saab, Macintosh Ford
3
( )

Vespa
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Muniz 0'Guinn
(2001)

(Muniz & O'Guinn, 2001)
(Sense of moral responsibility)

(Sense of moral responsibility)
BMW Society vw Showtime

2 (Muniz & 0’Guinn, 2001) (1)
(Integrating and retaining members) 2)
(Assisting in the use of the brand)
(Integrating and retaining
members) 2
BMW Society

VW Showtime

1 BMW Society
1 VW
Showtime
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BMW
( )
Vespa
Vespa
Saab,
Macintosh Ford BMW Society VW
Showtime
Saab, Macintosh Ford
3 1
Ford Bronco
(Muniz & O'Guinn, 2001)
"Moral failing"
. Macintosh IBM PC
(Muniz & O’Guinn, 2001)
(Cultural difference)
( , 2542) Mueller

(1987)
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(Assisting in the

use of the brand) 2
Muniz ~ O’Guinn (2001) Saab,
Macintosh Ford 3
Saab Saah
Macintosh Hard
disk drive
( )
Vespa
1 Vespa
2
BMW Society W\showtime
BMW Society
BMW Software Hardware
VW Showtime
Robbins (2003)
(Formal leadership) (Informal leadership)
VW Showtime
: L BMW
Society ' 1 (Robhins, 2003)
BMW BMW

BMW

BMW
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2
2
2
BMW Society
BMW
VW Owtime
BMW Society
VW Showtime
BMW
, BMW
BMW Society VW Showtime
(Brand community) 6
Algesheimer (2005)

(Computer-mediated communication)
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Muniz ~ O'Guinn (2001)

(Solomon, 2004)

Muniz
0’Guinn (2001)
Algesheimer
(2005)

(Andersen, 2005)
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McAlexander,
Kim, Roberts (2003)
(Brand loyalty)

BMW Society VW Showtime
2
(Brand community)
Fournier (1998)
BMW Society VW Showtime
BMW
Algesheimer (2005)

Muniz ~ O’Guinn (2001)

(Consumer-brand

dyad) : : (
5.1)
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(Consumer-hrand-consumer triad)

(Muniz & Q’Guinn, 2001) (Brand community)
(Consumer-centric) (Product)
McAlexander (2002) (Brand community)
(Consumer centric) (Product)
(Brand)
(Company) (Other owners)
McAlexander (2002)
BMW Society VW Showtime
BMW Society vw Showtime
BMW
BMW Society
BMW BMW
BMW
Jeep

(Customer centric)
(Product)
(Brand) (Company)
(Other owners) (McAlexander et al., 2002)

(Product)



51

A) Traditional model of customer-hrand relationship

. .

B) Brand community triad

C) Customer-centric model of

brand community

:Adapted from Fournier, . (1998). Consumer and their brand:

Developing relationship theory in consumer research. Journal of Consumer
Research, 24(March), p. 363; Muniz, A. M., & 0'Guinn, T. (2001). Brand
community. Journal of Consumer Research, 27(3), p. 427;  McAlexander, J.

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

249
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91w 1w lemaassdusonielunu usu fLislnafianuduiusiarensndudn

(Other owners)

(Company)
(Focal customer) (McAlexander et al., 2002)
1 1

(" " 2547)

BMW Society vw Showtime
(Brand community)

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

Aaker (1991)
(Recognition) (Recall)
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(Aaker, 1991)

2 2
BMW Society
vw Showtime VW,
(Long-term memory) (Nodes)
(Linkages) (Keller, 2003)
BMW
(Keller, 2003)
(2543)
Nokia, Ericsson, Moccona
Nescafe (Product-

related Attributes)
BMW
BMW
BMW

(Aaker, 1991)
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(Familiarity)
(Muniz & O°Guinn, 2001) Schiffman Kanuk
(2004) (Reference group)

(Schiffman & Kanuk,2004)

Solomon (2004)

(High involvement)
(Low involvement)

(Assael, 2004)

(Perceived quality)
Aaker (1991)

BMW Society

vw Showtime



Solomon (2004)

2
(Utilitarian needs)
(rational)
BMW Society BMW
(Hedonic needs)
(Emotional) (Solomon, 2004)
vw Showtime
2
BMW Society
. BMW
VW Showtime
2
BMW Society
VW
Showtime
2
BMW Society BMW
(Utilitarian needs) : vw Showtime
(Hedonic needs) (Emotional)

(Solomon, 2004)

253
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(Strength)

(Favorability) (Uniqueness)
Keller (2003)

(Product-related attributes)
(Non-product-related attributes)
(Symbolic benefits) (Keller, 2003)

BMW
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(Aaker,
1991)
2
BMW
BMW BMW
“Sheer Driving Pleasure”
BMW BMW Society L
VW Showtime
(Model)
2
Aaker (1991)
(Aaker, 1991)
(Muniz & O'Guinn,
2001)

Aaker (1991)

(Aaker, 1991)
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2 BMW Society
BMW vw Showtime
BMW
Society BMW VW
Showtime D
(Multiple loyalty)
Jacohy Chestnut (1978) ,
(Retention rate®
2
BMW Society
BMW VW Showtime
2
Chaudhuri (1999)
(Brand
community)  (Muniz & O'Guinn, 2001)
4

Blackston (1992)
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(Trust)
(Satisfaction)
(Intimacy)
(Blackston, 992) Blackston (2000)

(Consumer’s attitude toward the brand)
(Brand’s attitude toward the consumer)
(Blackston, 2000)

2
( 5.1) BMW Society
(Trust) BMW (Credibility)
vw Showtime (Trust)
(Intimacy)
(Satisfaction)
BMW
(* ;" 2549)

(“ ;" 2547)



5.1

11

1.2

(Rational)
(Trust)
(Credibility)

(Intimacy)

(Satisfaction)

(Emotional)

BMW

258



BMW Society
BMW
Showtime
VW Showtime
BMW
VW Showtime

Fournier (1998)

259

2

BMW

VW
Blackston (1995)

BMW

2

(Blackston, 1995)

BMW Society



"y

(Reciprocity)
(Meaning provision)

(Multiplex phenomena)
(Process phenomena)

4
( 5.2) 2
BMW Society
BMW vw Showtime
(Reciprocity) BMW
BMW Society
BMW
Society BMW Society

BMW Society



5.2

BMW

BMW Society
McAlexander,

(2002)

%1



Jeep
(Brandfest)
Jeep

998)

BMW Society

BMW Society

BMW Society

constellations)

VW Showtime

262

Jeep
vw Showtime
(Meaning provision)
(Fournier,
(Self-concept)
(Hogg & Michell, 1996)
BMW
(Solomon, 2004)
BMW Society :
Solomon (2004) (Product
VW Showtime
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2
Solomon
(2004)
(Symbolic interaction)
2
BMW Society
BMW Society www.bmwsociety.com
Member
Wristband
BMW Society W\showtime www.vwshowtime.com
VW Showtime 2
(Muniz & O’Guinn, 2001 )
(Multiplex
phenomena)

(Fournier, 1998)

(Think)


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

FCB Grid
(High involvement)

(Hedonic)
BMW Society
BMW Benz BMW  Volk
1
Posche Vespa

Assael (2004)

BMW

FCB Grid  Ratchford (1987)

(Thinking)
(Utilitarian)
(Hedonic) (Solomon, 2004)

BMW
(Utilitarian)

BMW

BMW

(Hedonic)

(Assael, 2004)

(Dual loyalty)
1
vw Showtime
Mini

Benz

(High involvement)
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BMW
BMW Society
(Process phenomena) (Fournier,
1998)
(Frame)
Fournier (1998)
BMW 2
(Kinships)
(Fournier, 1998)
BMW
BMW
BMW BMW
Solomon (2004)

(Nostalgia)

(Marriages of convenience)

(Fournier, 1998) BMW
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(Best friendships) (Fournier, 1998)

BMW

(Compartmentalized friendships)

(Fournier, 1998)

(Kinships)
(Marriages of convenience) (Fournier, 1998)

(Committed

partnerships) (Fournier, 1998)

(Best friendships)

(Fournier, 1998)
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(2543)
4 Nokia, Ericsson, Moccona
Nescafe

(Exploratory research)

(Ethnography)
BMW Society vw Showtime

20
(Understanding of the phenomena)
5 .. 2549 - 15 ..2549 1 vw Showtime

BMW Society

(Ethnography)



1

BMW

(Brand community)

(Word of mouth)

268
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2
L
BMW
Aaker
(1991)
McAlexander (2003)
(Brand loyalty)
2. (Brand community)
Keller (1993)
(Brand extensions) , : , , ,
BMW
BMW
BMW
BMW
( 5.2) McAlexander
(2002) Jeep

(Brandfest)
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5.2 BWV
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. Adapted from Aaker, . A.(1991). M anaging brand equity: Capitalizing on the
value ofa brand name. New York: Free Press, p. 220. McAlexander, J. H.,

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

(Negative impact)
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