(Source Credibility)
(Brand Equity)
(Consumer's Attitude and
Decision-making)

(Source Credibility)

(Clow & Baack, 2002)

(Hawkins, Best, & Coney, 2001)

(Communication Process)

(Communication)  Berger (1995)



Shimp (2003)

Hovland, Janis  Kelly (1953)

4 (Communicator), ~ (Content),  (Audience)
(Response)  Laswell (1984, cited in Berger, 1995)
5
(Communicator),  (Message), (Channel), (Receiver)
(Effect)

Solomon (2004)
(Communication Model) 5 ( 2.1)
1) (Source)

(Organizaton), 2)  (Message) .3 (Medium)
) (Receiver) !
) (Feedback)

21

Feedback /"
T - e e Consumer

TF“"“@

Organizaton ’»——~’ Message Medium h——bQonsumer

Consumer
\ \ ,

: Adapted from Solomon, M. R. (2004). Consumer behavior: Buying, having and
being (6th ed.). Upper Saddle River, NJ: Prentice-Hall, p. 255.



Berio's S-M-C-R Model (1960)

4 (Source),  (Message),
(Channel) (Receiver) ( 2.2)
Arens (1999) 7
(Source), (Encoding),
(Message), (Channel), (Decoding),
(Receiver) (Feedback)

Shannon-Weaver Model (1947, cited in

Berger, 1995), Wells  Prensky (1996), Mowen  Minor
(1998) (Noise)
(Source) (Enocding),
(Message),  (Medium), (Receiver)
(Decoding), (Feedback)
2.2 Berio (Berio's S-M-C-R Model)
M C R

 skils [ o SEenic
e b ‘;&45-«%4«
’\H CHING

MELUN

Ar"" & TASTE

'Berio's S-M-C-R Model. (1960) Retrieved December 13, 2005, from http://www
cultsock.ndirect.co.uk/MUHome/cshtml/index.html

4 (Source)
(Communicator),  (Message), (Channel) (Medium)


http://www

(Receiver) (Audience) (Noise)

(Source)
6 ( 2.3)
(1) (Encoding) (2)
(Message) (3) (Channel) (4)
(Decoding) (5) (Receiver)
(6) (Feedback) (Arens, 1999)
(Arens, 1999)
(Advertising Communication) (Source) ,
, (Message)
(Advertisement)
(Verbal) (Written Words) (Visual) (Receiver)
(Channel)
(Feedback)

(Mowen & Minor, 1998)

2.3 Arens

Source > Encoding J> Message > Channel 1 Decoding > Receiver

L :

Feedback

:Arens, . F. (1999). Contemporary advertising. (7th ed.). Boston, MA: McGraw-
Hill, p. 9.



Arens (1999)

4 ( 2.4) (1) (Source)
(Sponsor),
(Author) (Persona) (2)  (Message)
3
(Autobiography), (Narrative)
(Drama) (3) (Rec’eiver) 3

(Implied Consumer), ?
(Sponsorial Consumer),

(Actual Consumer) (4) (Feedback)
24
Source Message ) Receivers
r==-n Soonsor
Author

Within the text of the advertisement

Literacy from
Persona 1. Autobiography Implied Consumers

2. Narrative

3. Drama
Sponsorial Consumers
¢ Feedback
------------------------------------------------------- Actual Consumers

‘Arens, . F. (1999). Contemporary advertising (7th ed.). Boston, MA: McGraw-
Hill, p. 10.



1

(Sponsor)
(Author)
(Copywriter) (Art Director) (Production Technician)
(Implied Consumer)
(Spokesperson)
(Encoding)

(Receiver) (Hanna & Wozniak, 2001)

(Sponsorial Consumer)
(Actual Consumer)
(Feedback)
(Noise)
Assael (1998)

(Barrier)

(Source)

(Sender) (Creative)



12

(Copywriter) (Art Director) (Production
Technician)
(Channel)
(Clutter)

(Advertising Wareout)
(Decoding)

1 ,

(Source) (Originator)

(Hanna & Wozniak, 2001 ; Mowen & Minor, 1998; Wells & Prensky,
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1996) (Assael, 1998) (Wells
& Prensky, 1996) (Celebrity/ Spokesperson) (Brekman, Lindquist, &
Sirgy, 1997)
Assael (1998) (Types of Source)
3 (Commercial)
(Personal)
(Neutral)
, Consumer Reports
McCracken (1989)
3 1)
(Source Crediblity)
2)
(Source Attractiveness)
(Physical Appearance), (Personality)
3) (Meaning Transfer)

Mowen  Minor (1998)

(Source Characteristics) (Features of Source)
4 (Credibility), (Physical
Attractiveness), (Likability) (Meaningfulness)
(Credibility)

(Mahony & Meenagan, 1997-1998)
(Expertise) (Trustworthiness)

(Assael, 1998; Dholakia & Sternal, 1977; Lafferty &
Goldsmith, 1999; Mowen & Minor, 1998; sternal, Dholakia, & Leavitt, 1978)

(Effectiveness)



i

(Aaker,

Batra, & Myers, 1996; Assael, 1998; Clow & Baack, 2002; Engel, Blackwell, & Miniard,

1986)

(Corporate)

2001)

(Personality)

(Activities),

(Endorser) (Celebrity)

(Hawkins, Best, & Coney,

(Physical Attractiveness)

(Source Attractiveness)
(Physical Apprearance)
(Popularity) (Social Status)

Mahony ~ Meenagan (1997-1998)

(Similarity) (Likeability)
(Similarity)
Mahony ~ Meenagan (1997-1998)

(Attitude), (Opinion),
(Background), (Social Status)
(Lifestyle)
(Likability)

(Mowen & Minor, 1998)



(Clow & Baack, 2002)

(Mahony & Meenagan, 1997-1998)

(Mowen & Minor, 1998)

(Aaker etal., 1996) (2546)

Kamins (1990) (Match-
up Hypothesis)
(Physical Attractiveness Celebrity)
(Attractiveness-related Product)

Mahony
Meenagan (1997-1998)

(Likability)



Mowen Minor (1998)

Mowen Minor (1998)

Clow  Baack (2002)

Friden (1984)
(Celebrity) (Consumer)

Kahle Homer (1985, cited in
Mahony & Meenagan, 1997-1998)

(Purchase Intention)

Mahony ~ Meenagan (1997-1998)

Mahony ~ Meenagan

(Meaningfulness)

McCracken (1989)



i

(Meaning Movement and Endorsement Process) (

2.5)
(Endorser)
(Culture) ~ Mowen Minor (1998)
(Cultural Symbol)
2.5
Culture Endorsement Consumption

Objects
persons

| context

’ celebrity celebrity ’ product product ’ consume

Role

S

Stage 1 Stage 2 Stage 3

Key ’ = Path of meaning movement
= Stage of meaning movement

- McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the

endorsement process. Journal of Consumer Research, 16(3), p. 315.



McCracken (1989)

(Functional Value)
(Social Value)
3
(Culture), (Endorsement)
(Consumption)
Deutsch Gerard (1955)
(Informational Social Influence)

(Normative Social Influence)

Kelman (1961)

(Compliance), (Identification)
(Internalization)
(Compliance)

(Identification)

Kelman (1961)
(Source Attractiveness)

Kamins, Brand, Hoeke Moe
(1989)
(Normative Social Influence) Deutsch ~ Gerard (1955, cited in Kamins
et al,, 1989)
(Internalization)

Kelman (1961)



(Credible Source)

Kamins et al. (1989)
(Informational Social Influence)
Deutsch Gerard (1955)

6
4 (Credibility),
(Physical Attractiveness), (Likability)
(Meaningfulness)
4
3
(Compliance), (Identification)

(Internalization)

Ohanian (1990)
(Source Credibility)
Mahony ~ Meenagan (1997-1998)

Maathuis, Rodernburg
Sikkel (2004)



Hovland

Weiss (1951, cited in Mahony & Meenagan, 1997-1998)

Mowen Minor (1998)

(Expertise)

(Expertise)
(Knowlegable)
1998)
Ohanian (1990)
(Authoritativeness)

(Expertness) (Qualification)

Minor (1998)
150

(1973, cited in Ohanian, 1990) 1 (1)

(Mr) Or) @

(Trustworthiness)

(Mowen & Minor,
(Maathuis, étal, 2004)

(Competence)

Mowen

Crici Kassinove

Crano (1970, cited in Ohanian, 1990)

Woodside

Davenport (1974, cited in



ol i1 7]

V'* V] Z.
Ohanian, 1990)
(Trustworthiness)
(Unbiased)
(Honest) (Mowen & Minor, 1998)
(Robertson,
Zielinski & Ward, 1984) (Ohanian,

1990)  Clow  Baack (2002)

(Likability)
1 ] 1

Miller ~ Baseheart (1969,
cited in Ohanian, 1990)
(Opinionated Message)
(Non-opinionated Message)
McGinnies  Ward (1980, cited in Ohanian, 1990)

Mowen
Minor (1998)

Atkin - Block (1983, cited in Mahony & Meenagan,
1997-1998)
(Celebrity)
. (Non-celebrity) H. Freidman,
Michael  Anthony (1979)



(Similiarity) :
(Expertise), (Attractiveness)

(Dholakia &
Sternal, 1977; Mahony & Meenagan, 1997-1998; Mowen & Minor, 1998; Ohanian, 1990;
Sternal et al., 1978)

(Endorser)
Aaker (1992)
Tellis (1998) (Endorser)
6
(1) (Celebrity) (2) (Typical Consumer) (3)

(Professional Expert) (H. Freidman & L. Freidman, 1979) (4)



(Company President/CEQ) (Friedman, Termini, & Washington, 1986) (5)
(Spokes-characters) (Schiffman & Kanuk, 2004) (6)
(Corporate) (Goldsmith, Lafferty & Newell, 2000; Lafferty & Goldsmith, 1999)
(Celebrity)

(H. Friedman et al., 1986;
Schiffman & Kanuk, 2004; Shimp, 2003) McCracken (1989)
(Public Recognition)
25
(Schiffman & Kanuk, 2004)

Clow  Baack (2002)
3 (1) (Unpaid Spokespersons)

2)
(Celebrity Voice-over)
Clow  Baack (2002)

(3) (Dead-person Endorsement)

Clow  Baack (2002) !

Schiffman Kanuk (2004)

4 (1) (Testimonial)



(Endorsement)
(3) (Actor)
(4)
(Spokesperson)
Til. Shimp (1998)
Schiffman Kanuk (2004)
(Technical Product) (Trustworthiness)

(Non-technical Product)
(Physical Attractiveness)

H. Friedman L. Friedman
(1979) 3

Bettinghaus ~ Cody (1994) 3 (1)

24



25

Craig McCann (1978, cited in Assael, 1998)

Tripp, Carolyn,
& Goldsmith, 1999)

H. Friedman

Jensen, Thomas  Carlson (1994, cited in Lafferty

L. Friedman (1979)

Mowen Brown (1981)

2 1)
(Attribu tion Theory) 3
(Distinctiveness)
: (Consistency)
(Consensus)
2)
(Balance Theory)
(Attribution Theory) (Balance Theory)
(Distinctiveness) (Consensus)

(Typical Consumer)



(Prospective Customers)

(H. Freidman etal., 1986)  Schiffman
Kanuk (2004)
(Slice-of-life Commercial)

(Professional Expert)
4 (H. Freidman et al., 1986)
Schiffman Kanuk (2004)

Oral-B
Oral-B 1"

Aaker, et al. (1996)

(Company President/ CEO)



H
Schiffman Kanuk (2004)

(Spokes-characters)
M&M
Tony the Tiger
Schiffman  Kanuk (2004)

Ronald
McDonald (Friend)
Mcdonald's
(Corporate)
Lafferty ~ Goldsmith (1999)
(Corporate
Image)
(Corporate Credibility)  Keller (2003)
3 (1) (Corporate
Expertise)
2) (Corporate
Trustworthiness) (Honest)

(Dependable) (Sensitive to
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Customer Needs) (3) (Corporate Likability)
(Attractive)
(Prestigious) (Dynamic)
Kotler ~ Armstrong (1996) I

(Corporate Reputation)

Fombrun (1996)
(Attiude toward the
Ad) (Attiude toward the Brand)
(Purchase Intentions) (Reputation)
(Credibility)
Goldberg Hartwick (1990, cited in Lafferty &
Goldsmith, 1999)

Aaker et al. (1992)

(Consistency Theory of Attitude)



Aaker et al. (1992)

2 (Favorability)
(Credibility)

(Solomon, 2004)

(Aaker et al., 1992)

Kamins (1990) (Match-up Hypothesis)

(Kamins, 1990)
Hoyer ~ Maclnnis (2001)

Baker  Churchill (1977)
(Source Attractiveness)



H. Friedman L. Friedman (1979)

(Perceived Risk) (1)
1(2)
)
(H. Friedman & L. Friedman, 1979)
Kamins (1990) (Match-up Hypothesis)
7 (1)
2) (3) (4)



Mowen Brown (1981)
(Attribution Theory) 3
(Distinctiveness)
: (Consistency)
(Consensus)

(Balance Theory)

(Consistency Theory of Attitude)

(Match-up Hypothesis)

Mowen Minor (1998)
(Highly Credible Source)
(Less Credible Source)

(Attitude Change)



(Behavioral Change)
(Fear Appeal)
Aaker et al.
(1992) 2 (1)

(Social Influence)

(Trustworthiness)

2) , (Expertise)
(Likability)
2 Aaker et al. (1992)
J
2 ( 6% ) (Cognitive
Dimension) (Power) (Prestige)
(Competence) (2)
(Affective Dimension) (Trustworthiness),
(Attractiveness) (Dynamism)
(Unbiasness) (Similiarity)

(Physical Attractiveness)

(Aaker etal., 1992; Assael, 1998; Dholakia & Sternal, 1977; Lafferty &
Goldsmith, 1999; Mowen & Brown, 1981; Sternal, et al., 1978)
Assael (1998)



(Low-involvement Product)
(High-involvement Product)

(Consumer’s Best Interests)

(Treatening) (Fear
Appeals)

2.6

Source

Dimension of

Sources Credibility

Power
Cognitive Prestige

Competence

Trustworthiness
Affective Attractiveness

Dynamism

:Aaker, D. A., Batra, R., & Myers, . G. (1996). Advertising management (5th ed.).
Englewood Cliffs, NJ: Prentice Hall, p. 358.



Dholakia ~ sternal (1977)

(Advocacy)

Sternal et al. (1978)
(Cognitive Response Theory)
56 3

(Support Argumentation)
(Counterargumentation)



 (2)
(Authoritarian),
,(3)
4)
(Dholakia & sternal, 1977)
McGinnies (1977, cited in sternal et al., 1978)

Dean, Austin, ~— Watts (1971, cited in sternal et al., 1978)

2 Bochner  Insko (1966, cited in
Sternal et al., 1978)

Bock  Saine (1975, cited in sternal et al., 1978)

Lafferty ~ Goldsmith (1999)

(Attitude toward the Ad)
(Attitude toward the Brand) (Purchase Intention)
2 (Endorser Credibility)
(Corporate Credibility)
100

X M UHTIC



Goldsmith et al. (2000) Lafferty
Goldsmith (1999)

152
(Attitude toward the Ad)

(Attitude toward the Brand)
(Consumer's Reaction)

2. (Brand Equity)
(Brand Equity)
Building)

(Brand Loyalty) (Name Awareness)

(Brand



(Perceived Quality)
(Aaker, 1991)

(Brand)
Association (AMA, n.d., cited in Keller, 2003)
(Name) (Term) (Sign)
(Logo)

(Package Design)

Knapp (2000)
stobart (1994)

in Keller, 2003)

(Perception)
(1994, cited in Crainer, 1995)
Jones (1986, cited in Marconi, 1993)

(Value Added)
Duncan (2005) Keller (2003)

37

(Brand Assaociation)
!

American Marketing
(Symbol) (Design)

Aaker (1991)
(Trademark)

Achendaum (1993, cited

Koch

Farquhar (1990)



(Tangible Attributes)

(Intangible Attributes)

(Values)

Mecedes

Feelings)

Kotler
6

(Person

Keller (2006)

)

(Benefits)

Mecedes

ality)

(User)
Mecedes

(Attribute) Mecedes
2)
Mecedes
3)
(Culture) Mecedes
)
5 1
(Overall

Keller (2002)



(Macro Brand Consideration) (Market Leadership)
(Market Share Position)

(Micro Brand Consideration) (Familiarity) (Knowledge)
(Preferences) (Loyalty)
Keller (2002) 4
(Product-related Effects)
(Product Evaluations) (Perception of
Quality) (Purchase Rates)

Feinberg, Kahn McAllister (1992, cited in Keller, 2002)

(Price-related Effects)
(Brand Leader)

(Price Sentivity)

Boulding, Lee  Staelin (1994, cited in Keller, 2002)

I (Communication-
related Effect) Brown  stayman (1992, cited in Keller, 2002)

(Halo Effect)



4)

(Belch, 1981 cited in Keller, 2002) Raj (1982, cited in Keller, 2002)
Ahulualia, Burnkrant ava (2000, cited in
Keller, 2002)
(Channel-

related Effects) Montgomery (1975, cited in Keller, 2002)

4 Keller (2002)
Shimp (2003) 2

' 2 1)
(Economic Role)

(Aaker, 1992) 2) (Strategic Role)

Keller (2003)
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Keller (2003) (Branding)
7 (Physical Goods), (Services)
(Retail Stores), (Online Business), (People)
(Organizations), (Places), (deas)

(Physical Goods)
Coca-Cola, Kellogg’s, Kodak, Malboro, Sony

(Keller, 2003)
(Services)

(Abstract)
(Concrete) Keller (2003)

British Airways
Club Class (Premium)
(Retail Stores)
(Image)
(Positioning)
Marks & Spencer

St. Michel

Keller (2003)

(Online Business)
(Keller, 2003) (Online Brand)



(Interactivity)
Google

(Web Site)

Google 25
1
(People) (Organizations)
(Keller, 2003)
(Entertainer) 'y
1 1
(Places)
(Australia Tourist Commision, ATC)
(Optimistic) (Energetic)
(Stylish) (Fun) .. 1997
(Keller, 2003)
(Ideas)

Starbucks of Recycling Business

Starbucks

(Keller, 2003)



(Brand Equity)
Marketing Science Institute (MSI) (n.d., cited in Anantachart, 1999a)

Brand Equity Board (n.d., cited in Keller, 2003)

(Ownable) (Trustworthy)
(Relevant) (Distinctive)
Davis (1995)
Aaker (1991)
(Assets) (Liabilities)
Biel (1992)
(Value)
Schiffman Kanuk (2004) Farquhar (1989)

(Added Value)



Keller (2003) | o

(Brand Equity)  Anantachart (1999b)

3
(Qualities of Brand) (Sources of Brand Equity)
(Involvement Situations)
(Qualities of
Brand) 2
(Quantitative) (Qualitative)
(Brand Value)
(Biel, 1997)
(Distribution Coverage) (Performance)
(Physical Features)
(Qualitative)
Srivastana  Shocker (1991, cited in Anantachart,1999b)
(Brand Awareness)
(Brand Image) (Perceived Value) (Brand Loyalty)
(Distribution Coverage)
(Sources of Brand Equity) 2

(Attribute-based Component)
(Nonattribute-based Component)
(Characteristics) (Benefits)



(Product Performance) (Physical
Feature) (Distribution Coverage)
(Intangible)
(Communication-generated)
(Psychilogical)

(Brand Personality) (Attitude Accessibility)
(Brand Loyalty)
(Involvement

Situations) 2
(Low-involvement) (Awareness)
(Preference) (High-involvement)
(Brand Association) (Perceived value)
(Trustworthiness) P (Feeling) (Performance)
Farquhar (1989)
3

(Firm's Perspective)

(Price Premium)
Coopers Lybrand
(n.d., cited in Farquhar, 1989)



Arthur Young
(Trademark)
Interbrand
7 (Market Share)
(Ranking), (Brand stability)
(Track Record), (Stability of Product Category),
(Internationality), (market trends), (Advertising)

(Promotional Support),
(Legal Protection) (Wentz, 1989, cited in Farquhar, 1989)

(Platform)
(Brand Extension) (Aaker,

1992; Farquhar, 1989)
!

(Farquhar, 1989)

(Aaker, 1991; Farquhar, 1989; Keller, 2003;
Shimp, 2003)

Aaker (1991) 1 '

(Aaker, 1991; Montgomery, 1975, cited in Keller, 2002)



47

(Trade's
Perspective) (Brand
Leverage) 2 1)
Cibson (1988, cited in Farquhar, 1989)
(Allowance) 2)
(Private Label)
(Consumer’s

Perspective)
(Fazio, 1986, cited in
Farquhar, 1989)

(Interpret) (Process)
(Storage) ,

Kotler  Keller (2006)

(Brand Awareness) (Recall)



(Recognition), (Brand Acceptability),
(Brand Preference) (Brand Loyalty)
Blackston (1995)
3 (Brand Saliency)

: (Brand Assaociation)
(Brand
Personality)
Lasser, Mittal ~ Sharman (1995, cited in Anantachart, 1999h)

(Performance), (Social image),
(Feeling), (Trustworthiness)
(Value)
Farquhar (1989) 3
(Positive Brand
Evaluation) 3 1)
(Affective Response) :
: (Status)
(Affiliation) (Uniqueness) 2)
(Cognitive Evaluation)
3) (Behavioral
Intentions)
(Accessible
Brand Attitude)
2 (Automatic Activation)

(Controlled Activation)
Farquhar (1989)



Berry (1988, cited in Farquhar, 1989)

Aaker (1991)
(Name Awareness)
(Perceived Quality)
2.7) '
(Name Awareness)
(Aaker, 1991)
Keller (2003)
(Recognition) (Recall)

(Cue)

(Cue)

49

(Consistent Brand Image)

4
(Brand Association)
(Brand Loyalty) (



(Aaker, 1991)

(Solomon, 2003)

2.1
Reduced markeing costs
Trade Leverage
Brand Loyalty Attracting New Customers
Create Awareness Provide value to customer
Reassurance by enhanceing customer's;
Time to response to competitive threats - Interpretation/
processing of
Anchor to which other associations can be information
Brand anagheq : Confidence inthe
Awareness Famiiarty-iking purchase decision
Signal of sulbstance/ commitment Use satisfaction
Brand to be considered
Reason-to-buy
Brand Perceived Differentiate/position Provide value to firm by
Equity Quality Price enhanceing -
Channel member interest Efficiency and
Extensions effectiveness of
— : markeing program
Help process/ retrieve information
Diterentiatelnosii Brand Loyalty
Biasti RI eren Laz position Pricel margins
Association CeaStOI'\- O-.t_uy tiudel el Brand extensions
reate positve attude/ feeling Trade leverage
Extensions "
o Competitive
er Propriel y
priocty Competitive advantage advantage
Brand Assets

:Aaker, . A. (1996). Building strong hrands. New York, NY: Free Press, p. 9.

Aaker (1991) 4 (
2.8)
(Unaware of Brand)



2.8 ft #

Top of

mind

/ Brand Recall \
/ Brand Recognition \
/ Unaware of Brand \

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

(Brand Recognition)

(Cue) (Bettman, 1979)

(Point of
Purchase)
(Brand Recall)
(Brand
Position) '
(Top-of-mind)
fl Aaker (1991)

(Anchor to Which Other Associations can he Attached)



McDonald’s Ronald McDonald, ,

Big Mac
!
(Familiarity) (Liking)
(Low-involvement)
!
Aaker  Joachimsthaler (1999, cited in
Keller, 2002) :
!
(Presence) (Commitment) (Substance)

(Aaker, 1991)

(Brand to be Considered)

2-3 !



Keller (1993)

(Brand Association)

(Aaker, 1991)

Aaker (1991) 1 (
2.9) (Product Attribute)
(Intangibles)
(Customer Benefits), (Relative Price),
(Use/ Application), (User/ Customer), (Person/
Celebrity), (Life-style/ Personality),
(Product Class), (Competitors),

(Country Geographic Area)

(Strenght of Brand)

McDonald's McDonald's



, Ronald McDonald,

McDonald’s
2.9
Product
Country /
, Attributes -
Geographic Area Intangibles
i Customer
Competitors
Benefits
\ Bradd : /
Prodiict Name and
B Symbol Relative
Class ey
Life-style/ e
se
Personality e Sl
Person/ User/ pplication
Celebrity Customer

- Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value ofa
brand name. New York, NY: Free Press, p. 115.

2
(Brand Image) (Brand Positioning)

Kohli
Leuthesser (2001)



5
(Help Process/ Retrieve Information)

(Differentiation/ Position)

buy)

(Create Positive Attitudes/ Feelings)

(Basis for Extension)

55

Aaker (1991)

(Reson-to-



(Perceived Quality)

(Superiority) (Aaker, 1991)

(Bias)

(Satisfaction)
Aaker  Joachimsthaler (1999, cited in Keller, 2002)

(Low
expectation)
Aaker (1991)
(Product Quality) 7
(Performance), (Features), (Conform-
ance with specification), (Reliability), (Durability),

(Serviceability)
(Fit and Finish)



(Reliability)
(Competence)
(Responsiveness)

5 (Empathy)

(Reason-to-huy)

(Premium Price)

(Service Quality)

(Channel Member Interest)

) (Tangible)
2)
3)
4)
Aaker (1991)
5
(Differrentiation)
(Positioning)

(Aaker, 1991)

(Aaker, 1991)



Extensions)

(Aaker, 1991)

(Aaker, 1991)

(Aaker, 1991)

(Brand Loyalty)

(Solomon, 2004)

(Brand



(

Aaker (1991) 5
2.10)

2.10 2

Commited

Buyer
Likes the Brand —
Considers It a Friend
/ Satisfied Buyer with Switching Costs \
/ Satisfied/ Habitual Buyer No Reason to Change \
/ Swichers/ Price Sensitive Indifferrent-No Brand Loyalty \

‘Aaker, . A. (1991). Managing brand equity: Capitalizing on the value ofa

brand name. New York, NY: Free Press, p. 40.

1) (Nonloyal Buyer)

(Switcher) (Price Buyer)
2) (Habitual Buyer)



(Aaker, 1991)
3) (Switching-
cost Loyal)
(Switching Cost)

(Aaker, 1991)
4) (Friends of Brand)

(Aaker, 1991)

5 (Commited Customer)
5
1 (Aaker, 1991)
Aaker (1991)
Knapp (2000) 4 (
2.11) (Dissatisfied)
(Satisfied)

(Loyal)



(Repurchase)

“W OWH
2.11
“Wow”
Considers the brand a friend
Wow
7 7 7 7 / 7
Dissatisfied Loyal Satisfied
/ 7
“Dissatisfied” (Disloyal) “Loyal" “Satisfied” (Loyal Suspect)
Looking for alternative brands Commited to future purchase May, or may not purchase again

:Knapp, . E (2000). The brandmindset. New York, NY: Prentice Hall, p.16.

Aaker (1991)
1) (Behavior Measure)

(Repurchase Rates)

(Percent of Purchase) (Number of Brand
Purchase) 2) (Switching Cost)

Aaker (1991) 2



(Additional Price)
9)

(Trade Leverage)

(Measuring Satisfaction)

(Liking of the Brand)

(Commitment)

Aaker (1991)
4
(Marketing Costs)

(Aaker, 1991)

(Attracting New Customers)

62



H
(Aaker, 1991)
(Time to Respond to Competitive Treats)
(Aaker, 1991)
4
Aaker (1991)

(Other Proprietary Brand Assets)
4

Aaker (1991)
(Patent) (Trademark)
(Channel Relationship)



4 (Name Awareness)
(Brand Association) (Perceived Quality)
(Brand Loyalty)

Aaker (1991) 4
Keller (2003)
(Customer-based Brand Equity)

(Keller, 1993)

(Brand
Knowledge)

Keller (2003)

(Different Effect)



(Brand Knowledge)
(Consumer Response to Marketing)
(Perception) (Preference)
(Behavior)
(Keller, 2003)
(Farquhar, 1989)
(Brand Knowledge)

(Associative Network Model)
(Memory) (Network) (Node)
(Links)
] ] ]
(Verbal) (Visual)
(Abstract) (Contextual) (Activation)
(Keller, 2002)

] (Brand Node)



Keller (2003)

2.12

Brand Awareness

Brand Knowledge

Brand Image

( ,212)
Brand Recall
/ Price
Packaging
\ Non-Product-
Brand Recognition Related User Imagery
Product
Attribute Usage Imagery
Related
Types of Brand
7 Benefits Functional
Aasociation
Strength of Brand Attitude Experiential
Association
Favorability of Symbolic
Brand Association

Uniqueness of

Brand Association

- Keller. K. L (1993). Conceptualizing, measurmg and managmg customer-

based brand equity. \llﬂ'ﬂd Miiﬁ]

(Rositer & Percy, 1997)

T 57(1)

(Brand Awareness)

Shimp (2003)




Keller (2003)
2 (Brand Recogpnition)
(Brand Recall)
(Cue)

(Product
Category)
(Brand Image)
(Keller, 2003)  Shimp (2003)
(Strenght)
(Favorability) (Uniqueness)

(Word of Mouth)

(High-involvement)
(Brance Preference)
(Brand Choice)

(Keller, 2002)

(Brand Association)



Keller (1993)

(Types of Brand Association) 3
(Attributes) (Benefits) (Attitudes)
(Attributes)
2
(Product-related Attributes) (Non-product-
related Attributes)
4 (Price),
(Packaging or Product Appearance Information),
(Uer Imagery) ,
(Usage Imagery)
(Keller, 1993)
(Benefits)
1
3 1)
(Functional Benefits)
(Basic Motivation) (Physiolgical)
(Safety Needs)
2) (Experiential Benefits)
(Sensory Pleasure) (Variety)

(Cognitive stimulation) (Keller, 1993)



3) (Symbolic Benefits)
(Underlying Needs)
(Prestige) (Exclusivity)
(Fashionaility)
(Self-concept)
(Badge)
(Keller, 1993)
(Brand Attitude)

Fishbein ~ Aizen (1975, cited in Keller, 1993)
(Multi-attribute Model)

(Functional Theory of Attitudes)
Keller (1993)
3 (Strength)

(Favorability) (Uniqueness)
(Strength of Brand Association)

69

(Amount or Quantity) (Nature

or Quality) (Encoing)



10

(Durable)
(Decay) (Keller, 1993)
(Favorability of Brand
Association)
(Needs) (Wants)

(Keller, 1993)

(Uniqueness of Brand
Association)

(Brand Positioning)

(Product-related Attributes)
(Non-product-related Attributes)

Marlboro
(Keller, 2003)

(Congruence)

(Keller, 1993)



(Brand Equity Building)

Keller (2003)

" (Brand Identity)

Keller (2002)

1
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(Brand Meaning)
" (Brand Responses)
" (Brand Relationship)
Keller (2003)
1" " (Brand Building Blocks)
6 ( 2.13)

2.13

4. Relationships
X

Resonance

3. Réponse
Judaements Feelinas

2. Meaning
Performance Imagery
/ Salience \ L Identity

Keller, K L %(gd 3. Saeye randnarevert Bildy messLing aro

ﬂ}.lly 2nd ed.). New York, NY: Prentice Hall, p. 76.

(Brand Salience)

(Keller, 2003)



3

, (Top-of-mind)

(Aaker, 1991)
(Brand Performance)

(Utilitarian) (Aesthetic)
(Economic) (Keller, 2003)
(Brand Imagery)

(Intangible Aspect)
4 (User Profiles),
(Purchase and Usage Situation), (Personality and Values),

(History, Heritage and Experience)
(Keller, 2003)
(Brand Judgements)

Keller (2003) 4



(Quality) (Credibility)
(Consideration) (Superiority)
(Brand Feelings)

(Warmth), (Fun), (Excitement), (Security),
(Social Approval), (Self-respect)
(Brand Resonance)

4 (Behavioral Loyalty)
(Attitudinal Attachment) (Sense of Community)
(Active Engagement)

(Brand Building Blocks) (Brand
Salience) (Brand Performance) (Brand
Imagery) (Brand Judgements)

(Brand Feelings) (Brand Resonance)

Keller (2003)



73

(Measuring Brand Equity)
(Brand Equity Measurement)

)

(Keller, 2003)
Cobb-Walgren, Ruble,  Donthu (1995)

(Financial Measures)
(Customer-related Measures)

4 (Financial Measures)

(Marginal Income)
(Higher Demand)
(Higher Price), (Lower Production and
Distribution Cost) (Keller, 2003)
Simon - Sullivan (1993)

2 (Macro Approach)
(Micro Approach)
Cobb-Walgren et al. (1995)

&
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. Schultz (2000) Simon  Sullivan
(1993)
Financial (Cobb-Walgren et al., 1995)

(Leadership) (Stability) (Trading
Environment) (Internationality) (Ongoing
Direction) (Communication Support)
(Legal Protection) Kapferer (1992)

(The Premium-pricing Method)
(Brand Strength)
Keller (2003)
(Holistic Method) (Abstact
Utility Terms) (Concrete Financial Terms)
2
1) (Residual Approach)
, 2)
(Valuation Approach)
# (Customer-related Measures)
Cobb-Walgren et al. (1995) 2
(Consumer Perception)
(Consumer Behavior)

Yoo  Donthu (1997, cited in Washburn & Plank, 2002)
4 Aaker (1991)
(Brand Loyalty) (Brand Awareness)



(Perceived Quality) (Brand Association)

Cobb-Walgren et al. (1995)

Aaker (1991) (Hiearchy Effect Model)
(Brand
Preference) (Purchase Intention)
3 (Brand Awareness)
: (Brand Association)
(Perceived Quality)
Kamakura  Russell (1993 cited in Cobb-Walgren et al., 1995)
3 1)
(Perceived Value)
2) (Brand Dominance Ratio)
)
(Intangible Value)
(Utility Perceived for Brand) (Objective utility
Measurement)
Weidmann (2004)
(Customer Satisfaction)
(Customer Retention) 3 1) (Energy
Competence) ,
2)
(Customer Orientation)
3 (Reliability of Supply)
(2541) Aaker (1991)
5

(Brand Awareness),
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(Brand Liking), (Brand Purchase Intention),
(Brand Satisfaction)
(Brand Loyalty)
(2542)
Aaker
(1991) (1)
2)
Keller (1993) 2
(Indirect Approach)
(Direct Approach)
(Indirect Approach) Keller (1993)
3 1)
(Brand Awareness)
(Brand Recall) (Brand
Recognition) 2) (Characteristics of Brand
Association) (Qualitative Technique)
(Projective Technique)

3 (Relationships among Brand Association)



(Congruence)

(Competitive Overlap) (Leverage)
1 (2543
(Brand Knowledge)  Keller (1993) (Brand
Awareness) (Brand Image)
(2543) Keller (1993)
g
2
3)
(2544) Keller (1993)
1)
@
(Service Business) (Tangible)
(Intangible)
2
(2545)

Keller (1993)



(Direct Approach)

(Direct Approach)

(2546)

Keller (1993)

Keller (1993)



Solomon (2004)

Minor (1999)
(Acquiring)
(Disposing)
Assael (1998)
Schiffman ~ Kanuk (2004)

Mowen  Minor (1998)
(Stimulus)

(Consumer Behavior)

Mowen

(Consuming)

(Cognitive Kowledge)



82

Hawkins étal. (2001)
(Motivational) (Emotional) (Perceptual) (Cognitive)

Peter  Qlson (1990)
(Affective Response) (Overall
Evaluation) Solomon (2004)
(Attitude Object ~ AQ
Fishbein  Ajzen (1975, cited in Lutz, 1991)

Schiffman  Kanuk (2004) (Attitude) (Predisposition)
(Favorable and
Unfavorable) (Object) (Leam)
" (Qbject)
(Lutz, 1991)
(Consumer-oriented)
(Product), (Product Category), (Brana),
(Service), (Possessions), (Product Use),
(Causes or Issues), (Peaple), (Advertisement),
(Internet Site), (Price),  (Medium) (Retaller)
(Object-
specific)
Nokia, g  Sony-Ericsson
(Attitudes are learned)
(Information)
(Attitude Object) ,
(Lutz, 1991) (Word-of-mouth)

(Schiffman & Kanuk, 2004)
(Attitude Object)



(Lutz, 1991)
(Attitudes are predisposi-
tions to respond)
(Covert)

(Lutz, 1991)
(Attitudes have consistency)

(Schiffman & Kanuk, 2004)

(Brand Loyalty), ,
(Lutz, 1991)
(Attitudes occur within a situation)

McDonald's McDonald's
(Schiffman & Kanuk, 2004)



Hanna  Wozniak (2001)
(Consistent Inclinations) (Favorable)
(Unfavorable)
, (Mental States)

(Mass Media)

Porche
(Consistency)

Peter  Olson (1990)

. (Level
of Specifivity) (| 2.14) (Product
Class) (Fast-food Restaurant)

(Product Form)
(Brand) McDonald's ~ Burger King
McDonald's (Model) 1 (Grant street)
(Chester Mall)
(Brand/ Model/ Situation) McDonald's

(Brand/ Model/ Specific Situation)



2.14

Levels of Attitude

Examples

Product Form

Product Class

Brand

Model

Brand/ Model/

Situation

Brand/ Model/

Specific Situation

Fast-food Restaurants

[ |
Pizza Restaurants Humberger Restaurants
|
[ |
McDonald’s Burger King
McDonald'’s at Grant Street McDonald’s at Chester Mall

I

[

|

Eating lunch with friends
at Grant Street
McDonald’s

Eating dinner with kids
at Grant Street

McDonald's

1

Eating dinner with kids at Grant

Street McDonald's after a soccer

game

Eating dinner with kids at Grant
Street McDonald's for a birthday
party

- Peter, J. P& Olson, J. C. (1990). CYRNE Hairan naiﬂlrgsnae(y

(2nd ed.). Homewood, IL: Irwin, p. 139,

Hanna

Wozmiak (2001)

(Attitude Object

AQ 3

(Valence)



(Intensity)
(Centrality)
(Central
Value)
Pratkanis, Greenwald, Leippe ~ Baumgadner (1988 cited in
Engel et al., 1986) 3
(Resistance)
(Persistance)
5
(Confidence)
6
2

3 (Tripartite View of Attitude)
( idimensionalist View of Attitude)

86



| (Cognition)

Colgate
(2001)

2.15

Cogpnition

Vv

3
3 (Tripartitte View of Attitude)
3 2.15)
(Belief)
(Lutz, 1991)
Osihi Hawkins et al.
Diet Coke

Shell

Attitude

1

Affect Conation

s s

)

87

Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T. .

Robertson (Eds.), 28

Ve IN QBTG R 4th e, pp. 317-339).

Englewood Cliffs, NJ: Prentice-Hall, p. 319.

Colgate

(Negative Response)

I (Affect)
|

A Osihi~ Hawkins et al. (2001)
!

Diet Coke
(Positive Response)

(Motivation) (Personality)
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(Past Experience) (Reference Group)
(Physical Condition) (Culture)
(Cognitive Belief)
I | .
(Conation)
(Actual Behavior)
(Intented Behavior) Colgate

Qishi  Hawkins,et al. (2001)

Lutz (1991) 3

(Cognition)
(Affect) (Conation)
Hawkins et al. (2001)

(Indirectly)

(Cognition) (Belief) :
(Affect)
(Conation)



( idimensionalist View of Attitude)

(Cognion) (Affect)

Assael (1998)

Component)

dimensional)

(Multidimensional)
(Excellent)

Attitude)
(Favorable)

(Beliefs)
(Behaviors)
3

(Favorability)

(Intentions)
(Conation)

(Unfavorable)

(Attitude)

&

(Unidimensionalist View of Attitude)

3
(Conation) 3
(Affective or Feeling
(One-
(Poor)
(Prefer Least) (Prefer Most)
(Brand
Assael (1998)  Lutz (1991)
4
(Intentions)
(Cognition)

(Unfavorability)

(Behaviors)

3

(Antecedent and Consequence)



(Intentions) (Behaviars)
(Fishbein & Ajzen, 1975, cited in Lutz, 1991)

Lutz (1991)
(Beliefs) (Affect) (Intentions)
(Behaviors) (Causal Flow) (Consistency)
( 2.16)
(Antecedent)
(Consequence)
2.16
Beliefs Attitude g\ Intentions Behaviors
(Cogpnition) (Affect) i (Conation) (Conation)

1 Lutz, R J. (1991). The role of attitude theory in marketing. ~ H.H. Kassarjian &

T. . Robertson (Eds), PSRV INCOBINE 054570 (4th ed., pp. 317-
339). Englewood Cliffs, NJ: Prentice-Hall, p. 320.

Assael (1998)  Lutz (1990)
( idimensionalist View of Attitude)

3 (Tripartie View of Attitude) 3
(Cognition)
(Affect) (Conation)



Schiffman ~ Kanuk (2004)

| (Learning) !

Assael (1998)

Schiffman ~ Kanuk (2004) 3
(Direct Experience)

(Experience Condition)
Crest Crest
Schiffman
Kanuk (2004)
Schiffman ~ Kanuk (2004)
Assael (1998)
Katz ~ Lazersfeld (1955, cited
in Assael, 1998) (Peer Group)

, Coleman (1966, cited in Assael,



R

1998)
, Arndt (1967, cited in

Assael, 1998)

(Personality)
(Aggression) (Authoritarianism)
(Extroversion) (Submissiveness)

(Assael, 1998)  Schiffman  Kanuk (2004)

1 (High Need for
Cognition)

(Low Need for
Cognition)

Katz (1960, cited in Solomon, 2004)
(Functional Theory of Attitudes)
(Social Behavior)

(Motives)

Marlboro

(Attitude Object ~ AQ



Katz (1960, cited in Assael,1998; Lutz, 1991;
Mowen & Minor, 1998; Solomon, 2004) 4
' (Utilitarian Function)
(Reward) (Punishment)

(Pleasure)
(Pain) (Solomon, 2004)

11
(Mowen & Minor, 1998)

(Lutz, 1991)

Katz (1960, cited in Lutz, 1991)

2 1)
(Behavioristic Learning Theory)
2) Fishbein
(Fishbein's Learning Theory) (1963, cited in Lutz, 1991)
(Brand Perception) (Beliefs)
(Attribute)
Diet Coke
(Solomon,

2004)
(Value-expressive Function)
(Self-concept)

Playboy  Solomon (2004)
(Lifestyle)



(Activities) (interest) (Opinion)
(Social Identity)
Lutz (1991)
(Value-expressive Attitude)
Attribute) Michael J. Fox
Pepsi Jamas Gadner

Mazda

(Peaple

(Ego-defensive Function)
(External Treats)

(Internal Insecurities)
Mason (1950, cited in Solomon, 2004)

Lutz (1991)
2
(Sex Appeal) (Fear Appeal)

(Knowledge Function)
(Lutz, 1991)
(Solomon, 2004)
Lutz (1991)
Gestalt (Gestalt Theory)

" (Frame of Reference)

Perception)

.. 1950

(Selective



4
(Fear Appeal)
(Attitude Models)
(Multiattribute Attitude Models)
Solomon (2004)
3 (Attributes) (Attitude Object
A0, (Benefits)
(Importance Weight)

(Solomon, 2004)



%

(Multiattribute Attitude Models)
Fishbein (1963, cited in Assagl,

1998) (Fishbein Model)
(Weakness) (Strength)
Solomon (2004) Fishbein
3 (1) (Salient Beliefs)7
(Attitude Object  AQ (2) (Object-
attribute Linkage) (3)
(Evaluation) Assael (1998)
( 2.17) (A 0)
(0) 0 (€) 0
A0= }IXe
2.17 Fishbein
Evaluation of Product
Brand Beliefs (b,
Attributes (e,)
.
Overall Brand

Evaluations (A,)

Intention to buy (B)

Behavior (B)

:Adapted from Assael, H. (1998) Consumerbehaviorand marketing action (Gth ed)
Cincinnati, OH: South-Wester, p. 304.



2.16

Listerine

Listerine

Assael (1998)

Fishbein (1963, cited in Assael, 1998)

2.18

Beliefs about Consequences

of Engaging in the Behavior

(Theory of Reasoned Action) (

Listerine

y

y

Evaluative Aspects of Beliefs

about Consequences

Attitude toward |

the Behavior

4

3

Normative Beliefs about

What Others Expect

Y

y

2.18)
Fishbein (1980)
Intention Overt
to Perform Behavior

Motivation to Comply with

Normative Beliefs

Subjective

Norm

y

3

- Lutz, R. J. (1991). The role of attitude theory in marketing.
T. . Robertson (EdS.), Perspective in consumerbehavior (4th ed., pp. 317-

339). Englewood Cliffs, NJ: Prentice-Hall, p. 332.

H.H. Kassarjian &




9%

Assael (1998)

Porche
Porche
Fishbein (1963, cited in Assael, 1998)
(At
Fishbein (1963, cited in Assael, 1998)
(Perceived Consequences of an Action)
(Brand Attribute)

Fishbein (1963, cited in Assael, 1998)

(Subjective Norm SN
(Normative Beliefs about What others Expect)
(Motivation to Comply with Normative Beliefs)

(Attitude-
.oward-the-ad Models) 2.19
(Affect)
(Cognition)
(Attitude toward the Ad)



(Beliefs about the Brand)
(Schiffman & Kanuk, 2004)  Edell  Burke (1987)

(Feelings) (Exposure to
Advertising) (Zajonc, 1980, cited in Burke & Edell, 1987)
(Nonverbal)

(Edell, 1988, cited in Edell & Burke, 1987)

(Co-occur)
(Edell & Burke, 1987)  Edell
Burke (1987) (Cognition)
(Brand
Beliefs)
Gresham  Shimp (1985)
(Attitude toward the Ad) Machieit (1988)

Olney, Holbrook,  Batra (1991, cited in Assael,
1998)

Assael (1998)
(Transformational
Effect)



(Attitude-toward-the-ad Models)

Feelings from
the Ad

(Affect)

Beliefs about
the Brand

- Edell, J. A., & Burke, M. c. (1987). The power of feelings in understandind

2.19
Exposure
to an Ad
y
Judgement
about the Ad
(Cognition)
Attitude toward
—>
the Ad
Attitude
toward
the Brand

advertising effects. llffﬂ d OJHJTG’

14(3), p. 431,

100



Kotler  Keller (2006)
5
2.20
Need Information Evaluation of
Recognition Search Alternatives

- Kotler, p. & Keller, K. (2006). I\Mﬂlrgnﬂﬁg

River, NJ: Prentice Hall, p. 204.

101

2.20)

Purchase Post

Decision Purchase

Behavior

B8 (12thed.). Upper Saddle

(Need Recognition)

(Physical Pro
(Customer Problem)
(Sheth, Mittal

(2004) 2

(1)

blem)

, & Newman, 1999)  Solomon
(Actual State)

(Need Recogniton)

(Ideal State)

@
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(Opportunity Recognition)

(Information Search)

(Prepurchase Search)
(Internal
Search)
(External Search)
(Solomon, 2004)
Kotler  Keller (20006) 4
(Personal Sources)
(Commercial Sources)
, (Public
Sources) (Mass Media)
(Experience Source)
(Alternative Evaluation)
(Evoked Set)
(Solomon, 2004)
(Purchase Decision)
Schiffman ~ Kanuk (2004)
3 (Trial Purchase) (Repeat
Purchase) (Long-term
Commitment Purchase)
(Postpurchase Behavior)
Kotler  Keller

(2006) 2



103

Schiffman ~ Kanuk (2004)

3 @)

(Satisfaction)

@)
(3) (Dissatisfaction)
5
Kotler  Keller (2006)
(Involvement)
2

(High-involvement Decision Making)

(Functional
Risk), (Physical Risk), (Financial Risk)
(Social Risk) (Psychological Risk)
(Time Risk)
(Low-
involvement Decision Making) (Passive)
Assael (1998)
2
2 (Decision Making)

(Habil
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(High
Involvement Purchase) (Low Involvement
Purchase)
2 Assael (1998)
4 ( 221) )
(Complex Decision Making)
2)
(Brand Loyalty)
3)
(Limited Decision Making)
4) (Inertia)
(Habit)
Assael (1998)
Solomon (2004) 3 1)
(Extensive Problem Solving)
(Self-concept)
(Internal Search)
(External Search) 2) (Limited Problem Solving)
3 (Routinized Response

Behavior)



221
High-involvement Low-involvement
Decision
Making Complex Decision Making Limited Decision Making
Habit Brand Loyaly Inertia

 Adapted from Assael, H. (1998) (Imnﬂtﬂmcraﬂnaiﬂrgaﬂm

(6th ed.). Cincinnati, OH : South-Western, p. 67.
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