
I. rn&01a~n'7di~~w:n74amd~~~u 
(Standardized B~and~F?duct and Standardized Communioatians) mitpdd 

L&~N*I&~'~'I&L~ ~ ~ h n t p h ~ ~ o m d ~ h ~ ~ ~ ~ w ~ ~ ? i i u  
&%=in ~ d n u s ~ r ~ m h ~ ~ ~ n ~ d n n ~ ~ ~ d n ~ ~ ~ ~ ~ ~ ~ l ~ ' ~ ~ $ ~ ~ l ~ ~ ~ &  



2. m ~ ~ ~ i A r i ~ w n ~ ~ ~ ~ r n ~ s d o m a ~ ~ ~ d ~ ~ I t i  
Y Y  Y 

LU~IIWIN~ (Standardized BrandlRoduct and Locally-Adapted 

Comrnuniaations) i % G & n u i ~ ~ i ~ i u ~ ~ n d u ~  &qdR'dditnrtir rdqn 

r h \ n f l u d m l d u m ~  G u  ndomt~j~6oio~~nr~~uuhmiumirn'7~h vdw 
Iu~r~y11ii?'mu7u~hl~rdoni~y~inia Iua~~u1)5:rn&u~muiuDn 

I%hw~wu&~ud.~~ry rmAmiu4i~hO;onissi~~Ciu%~i.rU 

3. m & o l h K & ~ M ' ~ 4 i ~ o ~ & ~ ~ m i s ~ a ~ i d ~ ~ i m  

y u  (Locally-Adapted Product or Brand and Standardized 
u i  r i  

Communioations) m&mr,au~au~~niaI~n'i~umnoi.l~iiw~~dm*o~nih~ 

m&~md1~wa7mli  ~mu~i7nid%~hn'i~h~A'n~~oi6a~n~amna&i'1 

ijomrrulll~tniiwh~n m~hn"i~:~~1daw'i i in5r~u~a'  rPhl Levi ' 8,  Esprit. 

Benetton nda~diubhia6i~~u%m~a~~uibn~hd.1~'~ 

4. m & a / a ~ n ' ~ ~ r a : n ~ ~ a m ~ ~ I M ' ~ ~ i ~ a ~ h  ( L W U ~  

-Adapted Product or Brand and Locally-Adapted Communications) rw\qnb 

& m ~ n ' ~ n ' i i s ~ ~ i i w n & a ~ ~ ~ i ) m ' a &  r m r i i n ~ & ~ s ~ a r n ~ u m ~ a ~ ~  

r h h  idu u~crmir$rynin & r ~ r r w u ~ ~ n r u  iirni~Im-iiinr4wlix1ah 

m9~~rns'IM'GjfiL;n~hmuanoia7 h h r a ~  'Liriiun7a~rnimiu~ooii~~ 

uiniin 

5. mVbni&ahn'i1~u' (Product Invention) mqn&i8 

~ ~ ~ i r ~ n ~ n ' l ~ i ~ ~ ~ ~ i ~ ~ ~ J ~ 7 n ~ ~ ~ ~ i ~ 1 ~ ~ d l ~ : l ~ ~ (  i i? :hs~%ih 
~ ~ & ~ u m n o i ~ ~ ~ o o n u i 4 i ~ i u r d o ~ M ' ~ ~ n ~ i u i ~ o ~ 6  

nmqna'nis~o~ianiammim~~Imn~~oim:nm4nri~u~rDn*ii1d~6 

acihnhxrumiuffiiis1umdl @bniinnu6oio~nia , iroisunt~~:irnqi& 

&u&, uomid nisdanlh&naW7,ku &ot,/iiu.nni miu 



D. Aaker (1996 : 141) b ~ i i ~ i i k i ~ ~ ~ r m a ~ w n h 6 1 i i  

4 ~ h i i i ~ h n ~ ~ R ' m ~ q n i , m m n o J u y & ~ ~ ~ ~ ~ ~ u ~ h ~ ~  

(A brand personality can be defined as the set of human 

characteristics asscciated with a given brand) 

D. ~ a k e r  k&m0j i4nGm~~mnhi i i ihh~*  
A * n o m o J  

~n~&.mo4ionR'nwli (Identity Structure) & ~ f l ' l ~ h J ~ 0 i l R ' d ~ ~ ' 3 : : f l ~ ~ f i U  
2 o ~ j m r m n ~ i ~ : d ? ~ ~ u ~ v ) u o ~ a ~ ~  &irwuniwi~wpialh 

hi~7 : 6ndm111 Aaker, David A. 1996. New 

York : The Free Press. 



I. core Identity AD ~huddumn~'dntin & t h d ? ~ d ~ ~  

&~m~Lhhh~. Imihrn* l  (Brand Essence) ? : ~ ~ M : k l L ~ ~ ~ ~ h 6 1  

manhl r&uuG~'L~ammaUn'i (Heart) han&~u&admh67 

@rand prsiti-g) m m G h a n &  rni~&6qgnnrnoamh6i 

&m~miur&u~:~ci idL~u~~wfin~I~'ma~~i  miuiijClnttniwM3omiu 

mrnxramo.16~~h~6~aavmh6i rmqnhmh6id~hrni+naaod6m 

2. Extended Identity 40 dmdlhnfi-&Aknr 

mrnmmnl id ~ ~ ~ u ~ u l i i m ~ 6 1 i l ~ ' w ~ ~ ~ d ~ ~ w i : ~ ~ : l i  
rr' X r m ~ m  r%~n*56ryqi~ (soul) IM'iiymauiii ;dlA~rri  yn8n 

aodmh61 (Brand Personality) d ~ g ~ m f i i ~ ~ ~ n i n f i m ~ ~ ~ : ~ ~ ~ o . ~ m  

h6dr~uuLdm~nnwj iLht i~1,  nuhh r~xnoudu~  & I A L L ~  ria 

w i ~ 1 ~ 4  bM U ~ L W  #ryfinwrl oi.rud Lm:~al+nd~7 nisl%pn~si 

$~LALIJ (Endorser: ~ ~ h f i t n a i ) ? 7 ~ ~ ~ i n a a m n a ~ 6 i d ~ ~ ~ n ~ p i a i i w n  

(Brand Heritage) ihh 

?ln~ma&dam~nA'nd (Identity Structure) ri7b$LonA'nrmi 

mnh6l (Brand Identity) & U @ k l h ~ n ~ u k u  2 d ? ~  40 

d 
1. oiill&o~mh61 (Brand Positioning) B J M U ~ ~ I J  n-15 

~ ~ o r ~ ~ m m i ~ A ' n w ~ ~ o ~ ~ ~ ~ ~ o ~ ~ ' i ~ n ~ ~ r ~ m n d i a ~ ~ : i ~ n r ~ i n i u ~ ~ ~ ~ a a  

qn6iiihvsnu (Kotler, 1997 : 307) 

8 ,  

2. ~~8fi%I.Imlh61 (Brand Personality) $JMU~O& 8& 
~tnp6nnn~ma~6do~2umim &rW&h~wn:~&onmi+ni~u 

IM'~iiniiy(fi'Innbi 



Keller (1998) kldl?&fl?l~l6Ulii~ana~n'l (Brand 

Knowledge) &~h!%~?d. ln '~o~ni5&~mh~i i  huwr6wIM'~hiqninno~m 

a U & ~ % d ~ 6 u q h u i ~ i n n 7 ~ 6 d n a ~ m a ~ n ' i   r rand ~ m a ~ e )  &.uuunid 



d 2 2  : rmu~durriuc~ma& (Brand Kam1edpe) 

fl Brand Recall 1 

Awareness n-l 
Price 

User and 

I Usage Imagery I 

1 7 Feeling and Experience 1 
I Recognition I 

Favorability of 

Brand Associations 

Strength of 

Brand Associations 

Attitudes 

Uniqueness of 

Brand Associations 

4611 : m'nrrdmm Keller, Kevin Lane. 1998. 

- a n d -  
. . 

N e w  Jersey : Princetice Hall., p. 94. 

n ? i ~ ~ u ? i i ~ w n h 6 i ~ : n ~ u h u ~ & 6 ~  2 d?u Wa nls 

~ ~ 1 ~ 8 6 T l h ~ i 7  (Brand Awareness) u ~ Z l l ~ A ' & J V W l h ' 8 1  @and 

Image) &1u~~mndl~?lJniw~nwri~oawnh'8hil~~mRm0.1mh6i~&u 

~dw:~~i~%~~1~n~ma~mh61odl~ns~ 



KeUer ~ i n ~ 6 n w \ i n ' o J m h n ' i  ~ u i u &  ni&jriu96% 

m~&Qm60~oanuibunisL&~Twaa~wnh~i h m b m o y ' i m ~ i m a  

W b n  n m b h m n h i i i  ~o ~zrao~otl&r6u?h~zrao~wn~~i'Iumiu 

~ ~ ~ ~ ~ 0 1 1 k u m i u ~ u l u ~ a a m h A i d ~ M i i r ~ y i h n  b m o ~ n i s ~ % o u h  

tIENWlh61 (?lrpes of Brand kssoaiation) i] 3 ad14 kUd (1d=DJ 

mhn'l (Amibutss) q&kdn~am%t6i (Benefits) u~y-n'mn4damnhn'i 

(Attitudes) 

1.4 r @ w n o ~ o m h n ' i  (~ttributes) W $R'mnamu 
YyY i 6=a~aUn'i L& ~hn8cvj7a~n'$u~h:I5 ~ i t u n i u u r n d a ~ n i s  

yihh.117 q ~ ~ m h n ' i B n ~ ~ ~ m ' I u ~ a i u % i ~ u o ) n i ~ ~ I ~  h 
i% KeUer ~ ~ ~ ~ ~ ~ ~ m n h n ' i ~ i u n ~ i ~ ~ ~ u m ' u n ' u ~ " ~ a ~ a ~ n * i  &r;iuri 

q ~ W A ~ i d ~ J ~ h n ' l  (Produot-related-attributes) & ~ ~ ~ d 7 ~ W f i & l ~ h h 4  
m ~ m Y i ~ ~ ~ i d P n ~ w ~ b ~ ~ I n ~  r~ :~ ru~ -w" t j~ iu?a 'o~~ i  

(Non-prduot-related-anributes) & ~ ~ ~ ~ 0 ~ n l t ~ 0 m ~ ~ a u n ' 1 d a ~ 1 ~ 1 ~ f i a l , ~  

m&4nrn~ihnlu~aiu~~u2ni~69tlh 

p " n m ~ b $ c n a ' o ~ ~ 6 i  (Non-product-related 

amutes)  o ~ ~ ~ a ~ m ~ ? ~ n i # a ~ ~ n i x i i I n n  LL~UWRI~U~~~~OS-DJ 
u Yd 

h;il q ~ 4 k d u ? m ' ~ n ' ~ ~ a w  5 h z m n  16~it-i nni  (price) mwma 

$4 User imagery) mo~nis la"  usage imagery) m i ~ n n ~ ~ : w n i s d  

Feelings and experiences) ~ ~ q a ~ n n 0 4 a n ~ R " l  (Brand Personality) 



& ~ I u ~ i  w'nbioismr~maWn'iEi7qn~n~W'1~ninilIM' 

m ~ i ~ ~ ~ i ~ ~ a ~ ~ i ~ u ~ : ~ ~ ~ s r f l ~ r v ~ o u s r ~ ~ d ~ ~ r n ~ ~ ~ a " ~ n ~ ~ n ~ i 1 ~ M ' ~ n ' i ~ ~ % m  

(Anthropomorphization and Produat Animation Teahnique) d6lpft?kf114 

(Personitiaation) hmI#-wmaWiG) &ni&wnm@4 b&'h 
n& biaisdwsmmu~niima~omaUn'i hdiryncn&maun'i 
Eu7 r h  % n Z a n r ~ w I w h i  ~ n I % r n & a I ~ a r n ~ + i ~ m n '  

m h i  u~armni&rm@d~rn~qn~5bumaWn'i 

w'n~m?i?nuiv~iu~1~d~I64nwn~1o&iuii~n~nn1wddn11~h 
4 a 4 i l l  (Trait Approach) &8nmn~:7'~n$mm~d 

r m r r ~ m r r n r ~ d ~ : n w ~ n i ~ ~ ~ I ~ ~ l l l ~ n & ~ m w i ~ u ~ : : a u  %n-n 
2 
U Gordon Allport, H. J. Eysenok LLR: Raymond Cattell (6u~ln Batra. 

Myers LLR: Aaker, 1996) ~ h b j ' w ' w U i ~ 3 ~ l d ~ l 0 ~ m d n n d  1930 i i 4 h  

1960 I u a r u z 4 b j ' n w i i ~ i ~ m i ~ m ~ ~ ~ a ~ n ~ n ~ ' n ~ ~ ~ n i n n ~ i u  

a h ~ n i w E u  ~nm-~'fitu6i~~nAnnnncd1~~1~~~M'~~hVi~nd~~u'au 
F+3@&&~duFUdfiu~l The Big Five" d4kiiri 

1. Extraversion/ Introversion (hi]Lihl~~~~&Vi 

Adventurous-Cautious; Sociable-Reclusive) 

2. Agreeableness (hh4~1)4~/fUh6 kid Good- 

Natured-Irritable; Gentle-Headstrong) 

3. conscientiousnass (hacilmwq~h! \hi 
Responsible-Undependendable; Tidy-Carelass 

4. Emotional Stability ( h d l m a 4 q ~ h ~  kid 
Composed-Excitable; Calm-Anxious 

5. culture (h r i7aa4qk '  'Bid ~ r t i s t i c a ~ y  

Sensitive-Insensitive: Intelledual-Unrdeative; Refined-Crude; Imaginative- 



Simple 

J. Aaker (1997) ~nfimI51915d~&Wlfitr University of 

California, L a  An+ ~ ~ u ~ ~ m ~ & m ~ o m a ~ n ' l  b!.k6ndon 
u A u  6hm~'711qnhl~ (Personality Trait) u1 IM UZ~Y ~~1:6m6~na~~lmGjyibn 

$nhhfiu~+nGn'I~n~- so &a uinoonuuufiwmujiu?u 1,200 qm 

~ ~ ~ F I U & F I ? ~ ~ ~ ~ U ~ ~ M F I ~ E ( B I S L A ~ ~ ~ U ~ ~ S ~ ~  BuIG 

hq&fion~rnhomhAd~hhoti~ wminnn~m~%Wnvji~~n~u 

w n i m o ~ m s l ~ ~ i ~ u w u n i ~ v i o I d  

Si,Laritv Exoitement Comoetence 
I 

'Imaging 

'Wholamme 'Up-to-date 

'Outdoorsy 

'Tough 

J nu7 : Aaker, Jenifer L. 1997 Dimensions of Brand Personality. JPumal 

of 34 (August), p. 352. 

yMrnaU67~n<n~hnu?c l~~~ t i1&~  5 R'wn'qu 

hi 40 Sincerity, Exoitement, Competence, Sophistication L W  Ruggedness 

~ ~ ~ ~ : d - o ~ n ~ ~ ~ ~ o ~ a ~ n ' i ~ ~ r n ~ ~ ~ u ~ ~ 4 r ~ i - ~ h n ~ ~ G n  

h 15 finnu,+ h ~ ~ i ~ n ~ n [ ~ . n 2 u n m i ~ ~ ~ ~ ~ 1 i m o ~ o m a \ i ~ i o i i ~ ~  
GoMnrwr 



R'my*miluCC1uuu sincerity O I ? L ~ L J U L M ~ W ~ ~ ~  

m w m ~ n ' ~ ~ 1 ~ ~ 7 ~ 1 u & ~ & n Z ~ ' h m i h r n ' i I u R ' ~ a ~ m i u ~ h & ~ i i r a m  

u f i d o ~ ~ ~ ~ n u b n ~ ~ Z w n u m ~ ~ ~ b n  won?it[ ynimowm~~iuuu 

sinaerity ~ ~ m d : Z ~ w n a ~ i ; l d ~ f i b n i j n ~ i u ~ n w ; i o i ~ ~ h Z u ~ a  

M i %  Iu~w~nima~wnaUn'iuuu ~ x o i m m t  tf.h&md~wm~aUR'i 

kuinmuud q ~ ~ i  r&&ai.r rm&n'iu&u &rn~&q&nd~ 
111  n a w m u  .8 Si%&i [IYMIUIU diuwim ~~lfidtl u~:iqnGma~m 

aw;ii Competenae ~ ~ 4 ~ n ~ ~ ~ 1 d ~ a ~ n ~ a w o ~ a a n 4 N c 1 ~ 1 u r i 1 ~ 4 a ~ a  

r m u ~ ~ i  n?iujiilryqjnhnr&~ warnu&& Fh~n8ma~wniluR'i 
Y .lr rrw Sophistioation ~ ~ ~ 1 : h a U n 1 ~ 1 ~ a ~ r n ~ ~ ~ ( ~ m i u ~ ~ ~ : G i Y n i ~ u a ~ w  

u A ,  
&nu lumw.~n~~miluCC1uuu ~ u g g e ~ w  m:r~ui:%hninma~ni5 

1~wn~n4Nmiuni i~du MH~: w:a@danl]rn~Onl 

w ~ c n q ~ i r l n 8 m a ~ m i h r n ' i ~ i ~ ~ m w ~ ~ ~ u  fiwclda 
A urn 

m i ~ a I ~ ~ ~ ~ n 8 m a ~ w n a ~ n ' ~ w u ~ n i n n u m ~ ~ t l a ~ ~ h n  ~ U ' I I I U Y ~ ~ ~ D J  

rn%flaJ~-&u ~ j u i h n i i n n ~ m a ~ ~ ~ H a n n ~ a d r i u q n 8 d u h i ~ i l ~ ~  

LO.) 4a ~&aI~M~&l~~~~:a~~~iimiwLh$Uii~lu LW% 

(2542) ~8rm\m%'il R'rmwqnitnuuu Sincerity, Excitement, 1% 

competence ~ h y n 6 ~ r ~ n r ~ ~ ~ c a ~ ~ u ' I u ~ ~ ~ w ' a ~ ~ r r i ?  rr~nfinuw 

Sophistication Im: Ruggedness ~ & u y ~ ' Z ~ 6 - + ~ ~ m l ~ n ~ r k , ~ ~ l Q :  

rib &rU16doq?u~&iriauii~hIn' 

1, M U ~ ~ D ~ ~ ~ ~ R ~ M I D J O ~ ~ U ~ ~ I  (R€se~~chiig 

Brand Persondity AsmAations) ~ u ~ m w t l ~ ~ n l 5 ~ m ~ ~ ~ ? ~ ~ m 0 d m  

a ~ A t j y i h r b u h h m ~ , n ' i h ~  ~L~~~~LLCMI~~~J~~UMUI~'YYW~OJ~U~(~ 
& Y U U U ? Y ~ ~ ~ ~ " U L ~ N ~ U Y L ~ L L % ! ? M ~ U ~  ~ ~ ~ ~ U L % F ) W W  



M Muri n i ~ ~ i i ~ h d m ~ w ~ m n a U n " i ~ ~ ~ ~ b J 7 . a ' m a U n ' ~ ~ u d i q ~ n '  

hq ddmid-14nhm &~unn4nwwd Young ~r Rubioam ki%i%ni~lG 
eJ w " J r  - wrmwhrm%rnqripnm M, f i ~ ~ z ~ & r d d o a ~ n h i w n ~ h n l & h i u  

r @ m d u i i 7 u o i R ~  uum&odu 2 hm ndn6o h w m  uivm 

. 5 A # ~ n G , , , , l , " o 1 9 ~  UR*Acrod f i r i i h n o 1 9 h d b  

r & 1 9 1 G m l l u a ~ i ~ d i w ~ d ~ n i i M I O J v m ~ & ~  

1.3 ~ ' L ~ ~ ~ F I ~ L ~ R M ~ ~ ~ ~ O J Q ~ ~ ~ ~ ~ L ~ ~ W ~ ~ ~ ~ ~ ' I  
J 

~ i l m r j l v m a U n ' i ~ u r i i & u ~ ~ ~ m t - ~ ~  (Have Consumers Interpret a 

Scene Presented Visually in Which Brand Is Playing a Role) 

1.4 n ~ ' I ~ ~ ~ . l i d m u u u n t j u  (Pqohodrama 

Technique) qOd Ernest Diohtar & L i h r i r 0 l l l L & ~ " ~ ~ ~ ' m ~ J ~ ' I ~ ~ ~ 9  %15 

~ I u ~ u w a ~ ~ i ~ r ~ ~ n w ~ u  40 ni~I i imr lm'wm~mm~~A~I~ '~h  
rmu@tnnmAomo~w u~idortiui'I~unn7~~nw~~u?~&mo~ma~n'i& R 
~ ~ U U L ~ ~ ~ ~ ~ ~ L W ~ L ~ ~ U ~ U Y I U  t i ~ q ~ ~ h & ~ ' - \ t [  
~ l~ lhhd L ~ w ~ & ~ w ~ ~ Y I @  l J & ~ r ~ d ~ N L h E l h d ~ T  L L ~ M ~ Z ~ ~ W  

alu 



1.6 mrIii~yibn~h'LMma~~'ir~iiyrrnrpftmoiu ( ~ s k  

Consunen t3 I1ak.e Brands to Other Kinds af Objeds) Uhi Jd muuoi 

&IU uunnih &M muwd Miodhdo t%mhn'i~~hrnuum'h:~h 

muum'uuulwu rhh 

2. dl~wFtph&lmhn'l (Tergeting a Brand 

personality) I U ~ ~ ~ M I ~ ~ ~ ~ L ~ ~ ~ ~ ~ T I ) I E N ~ ~ R ' ~ % ~ ~ M ~ ~ ~ ' U I U L ~ ~ J & Q ~  
Qn~il~~&uur~~ni~cjliiInn~~ih~~~~w~nln~mmra7~i?urdu~~ 
h I ~ v n G & u ~ J m 2 4 ~ S d o u i n ~ h  M ~ b n l ~ m m o J y n G r m ~ ~ o m  

~ & ~ ~ ~ z ~ a a M n i ~ ~ ~ ~ ~ i u u u ~ c i i u n i s h i  &Zummn~~cim 

l i i o n q ~ o m h n ' i ~ ~ u ~ ~ P h r 6 o d ~ ~ n i ~ ~ i 5 1 u ? o d h l ~ u ' ~ n  q&nd 

~ n ' ~ n i s r i i m m ~ u 6 a ~ a a m ~ 1 ~ i o ~ r i ~ ~ ~ ~ ~ n i ~ n i u n ~ n i ~ ~ n t n ~ m n h i i i  

h I ~ ' ~ i 7 ~ ~ o k l i i i y ~ f i h n  

3. nmli~fl~qnAnno~maU& (Esmting a Brand 

Personalit,) r d r n / ~ a ~ & ~ u u ~ ~ m ~ d i d u &  h i f l  



3.1 Endorser UU~MYOJ Endorser rfiud&6ryi~d~7n LWT):. 

i i q n h o ~  Endorser m ~ ~ ' ~ u I ~ ~ r n n i l u ~ i n * ~ u n i 5 m o n j , O ; r ~ w  Grant 

McCracken & ~ a ) i i ~ ~ ~ ~ ~ l r c i l " 1 M " a ' ~ ~ m ~ % ~ ~ t i l ~ c i 7 ~ l u ~ i l i l  Endorser & 
.I.- r r 'mm#ryymomqduin ~df l7~1~&dl~ ld~Jma~n ' ld  Endorser %rsD~ 

Endorser ~lh6oJra)n?iu'3iJ hldrldr%uqd 

3.2 User Imagery k ~ o J f l a ' 0 n & 6 1 ~ m 1 l ~ ~ ~ ~ ' I ~  
h i r % u ~ ~ n ~ n ? i u h 6 r y  rhr#u?rhrrh Endorser mwam$a"mh& 

; * a  m u m r h % w m m a  

3.3 Executional Elements F~~~'I :~DMDJ~w~ 879 61 

r h u u m h i  %is&onrww nimihaRilao~nrrc Can: msnn%oanirs 

m ' w h  Ma' w m n r h I m i d f i d  ni~iMum~u'ro'm' 4 610'~ &um 

~ ~ l M " r i i q ~ m m m h n ' i ~ n " o t i i ~ i n  

3.4 Symbols d - n a l m o m a ~ n i s r l i ~ m d ~ ~ i n  Ao 

m ' l ~ n w J n o ~ m h & i ~ d ~ ~ ~ a w i : : ~  #ry~'nwliAidi=p&innAuM 

rmm v n n m h n ' i ' t j d ~ ~ d n d i ?  8 d ~ i m i n m i % ~ # ~ d & i  

v i l 1~nwJ~wi l ron i&~nh  



Y Y  1 
Arnold (1993) ~ m a i 4 M a 0  World Class Brands WJ 

Chris Marnae 41 Meroree ~ ~ 1 k ~  stereotype ~ L # I U $ B ~ R ~ M I M W ~ ~ ~ I  

th 6 ~IWW 64d0Id 

1. The ritual m ~ ~ i l ~ ~ ~ i i j j c n i u ~ i : o ? a ' a J ~ ~ n i d ~ ~  

h t i ~ r d ~  n l ~ i i l ~ i ~ ~ ~ ~ ~ ~ ~ a ' i h d t n a ' o 4 i i u n i ' 1 ~ ~ ~ ~ ~ a a ~ ~ ~ ~  Aan?sri~~aina~ 

rduu~roini~ra'ildr~~a~iiy~n~ni~nifluiud 

2. The symbol r n w 6 ~ ~ ~ ~ m ~ l a ~ n ' 7 . d , j i 8 ~ n ' d ~ ~  
0"6umiqwfilr~u (Added Value) i h ~ ~ 4 u i 9 1 n n l s ~ ~ a u ~ J m 1 ~ i r ~  hOt i1d 

r f h  bi-M3xr{n~mn%n'l Lacoste &O Dunhill ~ m i u n ? i u l g ~ ' ~ j ~ u ~ ' ~ ~ n n  

aoJauii1~~1~~~6bjn~iud.1n'~a::~'1~~u 

3. The heritage of good ~ ~ ~ I u ~ & I ' I F ~ ~ J ~ ~ ~ B J  

qmd~~:r~ifi& & r n u i m i ~ i i r ~ ~ o ~ ~ ; i i r ~ ~ i i ~ i f i u & n ~ h o ~ a ~ n ' ~  
qutf hci~rahr ?he Body Shop h~oiir~&a~mr)hn"1iirhAsd.1oh)& 

@m~n'lu&r~?p~~'ou 

4. The aloof mob o m ~ n ' i ~ ~ l ~ n n & ~ ~ ' ~ d  



6. 'Ihe legend oma~n"Icii~h~ifl~H~::nrnu~htn~u& 

ldu Lari ' s 501s & W L L & ~ ~ & t u f l d  19 M % ~ o J L ~ ~  

Tinhe~~snd ~Ts\unnI&n&JL%&aJ~uLfiuLLmdi&Lilil 

4747 8w:%u7 Mia semiotics duinnn7~7tlnin &! 
mutlmuii 8~6'nwri &a Sign -iY~j~~jnui~i3u~t1nikh7n'qu&mo~nia 

~ I X U ~ ' ) I M ~ M ; ~ ~ ~ ~ ' ~ ~ ~ U O ~ J I ~ J  ~ryinmbtiidmuimion~iu 
wiuathd& 'tti1~:~hdi Law $aiw ~ d m w  ~jo~~lji~4~8afii  

(Carigan, 1998 : 75) 



#cy f id61h~d l&  (Mowen UR:: Minor, 1998 : 84) 

Mowen Lm:: Minor h ~ j l  n ~ m U l ~ s i & : :  

m d ~ n ~ u n i i # ~ ~ u i ~ ~ ~ ~ m ~ ~ r i i m i n m w m ' m n I u n ~ ~ m &  

m u n ~ r n ~ i m i n ~ f i n w S  6aucii hrn~ pb-17~ %&I m::TRTn' #Mu 
MndomYom~u?~mJnn&l~~nn~i t~ I l i ;o~~l~  

Hawkins, Best UR: Convey (1998 : 306) ~~6~~ 

mM flw&ui liii &yod~uir4ucnn&oJn?iUMui&&& QW% 

ihtt-1; rtargnrAnutdm ~ ~ ~ u i ~ ~ u ' u ~ d ~ r y 6 ~ & ~ h ~ 7 ~ 6 J U W o ~  
* 

mwm~mimulu 5 - i ~  @-~w rwm d @uuu n& hnu Mi nn i  

'1R7 



Peiroe (Ojmln Fiske, 1990 : 41-42) kndinl 8 ~ A ' d  

~ L ~ ~ ~ L L Y M ~ ~ ~ u ~ ~ ~ D W Q ~ ~ W I U ~ ~ ~ ~ ~ ~ U  InlSiuwunm 

r~wZ~' rhrrn~h"ui&9io~  

Sign 

sjw~stnourroin:~Iur~~~11w~:~iu~~miu~~~1~I~da~~)1 

~ : m n i d u 7  ndiqiia sign r r w & n ~ & 9 l n h o ~ k  &fi 
t o  Object r~~:~n~a'ib~m~lnn~~~tlu & : ~ w n ~ u n o  hnfiuni~ 

Interpretant l l~{l ld~~~lmmuh~d@$ Sign LW~L~LU?RR~UI~~~&&IRU 
Sign LLR~:~~nldnoJ~%iu)iiy Object $U &~:?rurnnoilJiiUrn7mh:~nld 

d * . " J  m@ Tnu~o~~norn~nriwnIn~~wtCIrn~#~nu ~wn:$~miuumn~hlu 

ti7&nrr~~G&rn 

Mowen LtR: Minor kkh?f i~oJVldf in l f  LWO 
I J a u r w o o ^ m n w ~ ' i & a ~ ~ ~ ~ ' ~ i 0 ~ 7 . ~ . C : r ~ n i ~ o r n ~  rrwwlm6aio'hkumi 

Semiosis Analysis & L V B ~ O U & L L W W ~ W ~ O ~  Peiroe 



d?u Sign 6a ~ v i i o n ~ m d 9 1 ~ ~ ~ ~ f m n ~ ~ m ) . l ~ m ~  Objeot 

LLA: Intqretant &l ~ I ~ ~ W M ~ ~ ~ R U ~ M I U M ~ & P I ~ # ~ ~ ~ ~ S ~ U  

Solomon (1999) ~ ~ ~ h m l ~ b ~ h a & r n u  

~ w m i r m 4 m i m u n i ~ ~ - 5 n u m  nnujyMm#ryrp.jinui i o ~ i m r s  

m&&.Js;rh:na+ 3 ad1.1 &I Object, Sign &I Symbol LLR: 

Interpretant & OW ii60 a ~ 6 d r i j W 9 m & ~ ~  L$U ~ T U I ~  
d7W Sign iita i a a J ~ i f l & i ~ ~ D n ? i ~ d & ~  Object LP~(  

rnaou~s'Iy1'1 in: Interpretant &I WTMUII~MWOM L$U Iurnrjno~ 

~pkii'IyI'~ 4a miuunidndw miu~h~mhr0.r muihuiirhc & w m  
Y U  l i~Phit~LMuwmlu~u~'ui~9iaId 

Object n 

Ogden Lm:: Richard (t?l~?ln Fiske, 1980 : 43) ~LIWWIW 

& I U ~ C I ~  Peirce 

Referent 

Reference 



Referent Object. Rederence &I Jnlntarpretant UR: 

symbol 40 Sign &ZULWW~~J Ogkn UR: ~ i o h d  ?Ydn71d& 

~[~~(UVT~JIAIJ Referent h Referenoe Symbol Reference u i  

symbol h Referent ~ ~ m ~ ~ w ' u ~ l n u p n ~  &anncio~iiuuu?Rrn~~ 

Saussure t o  Symbol ?y~~~nUA:Fjmn?lu~& Reference UR: 
Y " A  Y 

Reference i i ?~mninva \nu?hfn iu~h~ id  M u  Symbol r l ~ :  Referenoe 

gad Ogden UA: Richard idn61u%hu (Siqnifier) U A : ~ I &  

(Signified) YO4 Saussure 

Ferdenand DB Awsue h l B 1 ~ 1 3 ~ h h -  

ri5u~nn~d~ordu~~inIun~~i~ain~1uGnn~~~n~Plini~m'iu#~~&1'I~u~~~d 

O h d h t w '  (Corrigan. 1998 : 75) Sausbure (61~91n Fiske. 1990 : 43-44) 

bYM'miuhi i ryhhi I~~~'d i I ~ ~ ~ ~ m m n i u n i & n ~ i u M u i u  

d m m ~ h u h ~ u ~ ~ : h ~ ~ ~ u i r J  h u ~ u 4 a Q m ~ ~ i I v Q d h & ~ n ~  h 
~mufi4auu~m1u~nIut~rdu?n'~ii&u1u~ &rru~rn~u~n&3w%nm& 

L j w r n ~ ~ w ~ r + ~ ~ ~ ' L q i i u  

, , 
wnqid Sauasure %b?tM'n~iwu7mi)~ Sign 1% %M 

- & d ~ h J & u ? &  r m : r h & k n ~ & h n ~ d ~ a ' ~ w h ~ h u  

(MES~) qh j~n&%1h~~~2u  Sign tu L ~ U  L ~ R I L ~ ~ U ~ W ' M ~ ~ ~ I  ST 
bdmvunufi '-?iqn ~ d r h n 5 m u i u  (k8nw~~ow61~1 "bji") Urim 

'h I (Signified h&&??dq ~ut?unil 'hmu% (Signified) 
Y 

mi+imundrmi iuni i  n i ~ ~ ~ ~ n ~ i u ~ m . ~  (Signification) 

Roland Barthea iint!wlm?d+Jlflff &~hm&~uncjul~m 

~ ~ u ~ ~ ~ r o ~ ~ i r m ~ r y ~ ~ u i u ~ Z % r n n ~ ~ m o ~ ~ ~ ~ ~ ~ h ~ u u r i u ~ ~ ~ ~ r ~ ~ :  

~ ' I u n c j u ~ v ~ ~ ~ d . 1 6 r y m m w  Judith Williamson (Cotrigan, 1998 : 

75) Barthee ( 8 ~ 1 ~  Fieke. 1880) b ~ M ' r r ~ ~ ~ n r d u ? ~ ~ ~ u n i ~ & ~ n 3 1 ~ u 1 u  

2 ~ O U  (Two Levels of Signifioation) f~i~hh? 



2.2 u 7 t n n ~ m l u ~ i o k ~  (Myth) 1 ~ 5 l ~ l ~ ~ l ~ ~ u l ~  

1Ukd 2 I!&&Wuftl& (Signified) M l u c ~ w ~ m h ~ n d  2 ~ryR'd~~l~ 
h 2  m m i s b i n ~ u ~ u 7 t l 1 u ~ ' ~ u i n ~ m i u L & ~ ~ ~ ~ ~ ~  2  

h dTlfiCl ~ ~ ~ ~ L ~ L L u ~ o ~ I M I ~ ~ ~ ~ ~ L ~ M ~ J ~ J ~ ~ ~  

&r9u~umm~~u~miu~on?uUoo~io~hnini,miu~%1~~~~ &Muri i?od 
i 

I E ~ & L ~ ~ ~ ~ ~ ~ L % ~ ~ M ~ ~ ~ u o ~ ~ ~ I M L ~  W ~ ~ F I N  40 wW%I 

(Dynamia) ddfio M ? ~ L ~ M U L Z I R W % ~ P I O ~ ~  lh751dd~ddLi?&d 

mm~m r r & m ~ n ~ ~ n i ~ ~ ~ ~ ~ ~ ~ ~ d ~ ~ h ~ ~ o t j i m m ~ ~ ~ ~ ~ ( w m m o ~ m i u 6 a ~ n i ~  

~ w ~ i h o d w a n ~ i i r n ~ d ~ u u u ~ ~  

2.3 (Symbols) f K h ~ C l ~ j 9 f p r n t l ~ h ~ R ' ~ %  

h ~ % $ ~ ~ ~ w & ~ u p r n I ~ n ~ i u n r n u u d ~ ~ n '  &u WJTI 
d3d (2641 : 46) ~ ~ n ~ o h ~ o J ~ R ' ~ ~ . u ~ ~ f r ~ l u ~ u 7 ~  L d w  xl 

h E W h ~  (Index) or)CnlUk~u U A Y I L ~ ~ ~ W ~ ~ W \ I W ~ ~ T \ U  

m ~ h  n o ~ ~ h ~ ~ m r n ~ u ~ ~ : ~ ~ n w r ~ ~ m d i u i q  



1. nrrqdu~ (Metaphor) hndhd~mq~~y-adm~u 

& n n + i n d d d ~ ~ ~ r r : ~  n q d u i ~ u I & ~ ~ n d o u r h r ~ d u m n ~  
k r n I i i u r n ~ h b 7 u ~ % ~ ~ a o u  w I i r ~ ~ n ~ i u ~ ~ ~ ~ n ~ ~ I u ~ % ~ & u y ~ G i u u  

2. rn7'I%m&LLrndnrhs1 (Metonymy! 40 nl~L&uTtM 

r n u I u ~ & ~ W t n i i u  rslmn'lihMdttnuhhun rnsI6-A 

&+pnn rrmmu7~Iw'~~~1~m1uqid~~iiAW~h7~k 
i~h~n~:;fin'ryw~m~u~h~i~ (~eality) L ~ : L ~ W L & & U R : L ~ ~ L L Y ~ U ~ D <  

dm-n 

Y E .  
Mowen L% Minor ~ntl~~~nuwmiu&n'ryaaJ~ryy: 

' i n m h m h ~  ~ryry~wfimluLi~adiiuao~&Aa<m&** 
mrmu' lmia r w n ~ 7 a r y r y ~ ~ ~ ~ n 7 ~ I i c ~ r y 6 d h n i i ~ i n I ~ ~ a ~ s a ' ~  

t i b % ~ a U i i ~ n 1 d ~ @ T n n  hamrt~tu'nhfimWo%iU~wnl~ 

U R ~ C ~ ~ ~ ~ ~ ~ ~ ~ U ~ ~ ~ U I I R M ~ W U ~ ~ ~ ~ J ~ Y ~ ~ ~ O ~ D ~ ~ ~  

Lwdliu 

~k~~muiu&~mF;n~1uarrw'ua7,nd '1wi~lj7.1 Object 
UR: Interpretant b ~ n h n m & u h I w 1 j 7  ' ~ ~ & ~ : q & T u m b ~  

PIROOIL?RI (Solomon. 1999) h l ? l ~ n h h l ~ ~ R ' & J l  IU 
l u ~ w u h q  I n ~ u l & d ~ i i d m m o 1 1 i n ~ m i m d r 3 ~ ~ ~ ~  

&$mdmm& &~hm~6onao~mi~iuu1nuiu~~~&udon1fi~rm& 
L & ~ w w ~ & ~ & I U ~ ~  (East, 1997) 



rmrr wuhrwrla (2540) b4~1&ana~1n1ailttmh 

n~nm~M'~:fiU%mIuh:rnnIntl  W.R. 2638 T P l t l s h ~ ~ n ~ A ~ a ~ l  
natlna'rra:rwqwaluni~~i~iiuw~~ni~ni~waimno~~~s:~u%w~uds:rn~~nu 

m a o ~ ~ u ~ n n 1 r ~ u u ~ C l ~ y f & i ~ n a ~ i ~ ~ ~ c i n ~ ~ a n i ' 1 m ~ i ~ ~ ~ n n ~ 6 7 ~ n i 1  

a D m m n &  w a n i . r ~ n w % d i - h % m d 3 ~ ~ n y ~ ~ a ~ i 1  
. *am 

na~ i1 r r~mp1~~mT~u% h i t i o n  by Competitor ?&UUZ~[~OJ~J\~WO 

Position by Product Attribute 1~~:8u&q&10fi 2 % 40 Position by 

Prduct User L ~ L  P~&tion by Cultural Symbole h&&:fiu%mniin4a 

m~7~amfi(~bn~~~~mwn~~imw~iuvnimiani'1m~i~~iali h 
~%dr&a~:ru'uIdnini7im~su~do&nu 
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