(Brand Loyalty)

(Peter & Olson,
1996) Aaker (1991)

(Aaker, 1991)



Maloney (1966, cited in Aaker, Batra, & Myers, 1992) CAPP
(Continuous Advertising Planning Program)

1 (Brand Awareness)
2. (Brand Acceptance)
3. (Brand Bought Last)
4, (Brand Satisfaction)
CAPP
(Berkman, Lindquist, & Sirgy, 1996)
Vv

(Commodity Product)



(2542) |
n 8 n
Stephen King ( ', 2542) "
1 I/

Light (cited in Aaker, 1991)

(Repeat
Purchase)



(Market Segmentation)

(Powerful
Brand) ) ) !



o1 BB W D -

112

Marlboro
Coca Cola
McDonald's
IBM

Disney

(2541).

(Brand Extension)

mi © inuiumT
imp471

44,60
4340
1890
18.50
1540

“Brand Building".

(Keller, 1998)

(Keller, 1998)
(Line Extension)

80-90 (Kolter, 1997)

10



McGrath (1992, cited in Keller, 1998)
9

w

(Aaker, 1991; Keller, 1998)

1980" (Tauber, 1988)

. 1977 -
1984 40 175

(Nielsen, 1985 cited in Aaker & Keller, 1990)

80-150 (Aaker & Keller, 1990; Tauber,
1988)

«



# !

Keller (1998) (Brand
Association)
(Brand
Association)

(Keller, 1998)

(Aaker, 1991 Keller, 1998)

| 2537)



18-45 !

18-45

(Brand Loyalty)

(Brand Satisfaction) (Brand
Commitment)



/ ? !
‘ / (Line
Extension) (Category Extension)
y (Brand
Satisfaction) (Brand Commitment)
(Brand Extension) !
§
/ (Line Extension)
?
/ A
(Category Extension)
/ I
1 . . g (Factors Affecting Brand

Extension Evaluation) |

! (Perceived Overall
Quality)
(Likability)

[] ! (]
(Perceived Fit or Appropriateness)

o !
(Perceived Expertise of the Company)

] / !
(Perceived Trustworthiness of the Company)

o |
(Perceived Relevance)

o
(Perceived Similarity)

(Brand-concept consistency)
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