(Kotler, 1994)

(Brand Loyalty)

(The American Marketing Association)
(Brand)

Aaker (1991, p. 7) (Brand)

Murphy (1987)
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(Brand)

(Murphy, 1987)
2 (Intrinsic
Factors)
(Extrinsic Factors)

(Murphy, 1987)

(Murphy, 1987)
(Me-too Product) (Aaker, 1991)

(Concepts and
Definitions of Brand Loyalty)

(Brand Loyalty) (Keller, 1998)
(Brand Equity) (Aaker,
1991)

(Peter & Olson, 1996)
2



(Instrumental Conditioning Approach)
(Repeat
Purchase Behavior) (Reinforcement)
! (Stimulus-to-response) (Assael, 1994)
Stochastic Models

(Assael, 1994)

Tucker (1964, cited in Assael, 1994)

Mowen (1993)
(Repeat Purchase)
L 1
Deterministic Models
(Assael, 1994)
(Cognitive Approach)
(Commitment)
(Altitudinal Aspects) (Behavioral Aspects)

. (Assael, 1994)
Day (1969, cited in Assael, 1994)

Day (1969, cited in Assael, 1994)
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(Spurious Loyalty)

Cunningham (1967, cited in Jacoby & Chestnut, 1978)

50
108 148
76 148
Jacoby (1971, cited in Jacoby & Chestnut, 1978)
(Cognitive)
(Affective) (Evaluative)
Jacoby Kyner (Jacoby & Kyner, 1973) ' .
(Decision and Evaluation)
(Psychological Commitment) P

(Jacoby & Chestnut, 1978)

Jacoby  Chestnut (1978)

(The Biased: Nonrandom)
(Behavioral Response: Purchase)
(Expressed Over Time)
(By Some Decision-making Unit)



(With Respect to One or More Alternative Brands out of A Set of Such Brands)

6. (Function
of Psychological Processes: Decision-making, Evaluative)
Jacoby  Chestnut (1978) ! ‘ 1
(The Bias)
(Random)

(Biased Purchasing
Behavior) ' X

(Expressed Over Time)
(Loyalty)

(Decision-making Unit) 1

(Respect to One or More Alternative Brands out of

Set of Such Brands)
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(Function of Psychological-Decision-making, Evaluative-Processes)

(Commitment)

(Repeat Purchase Behavior) 2

Assael (1994) (Brand Commitment)
(Inertia)
(Commitment)
(Commitment)
(Acceptance)
Jacoby

Chestnut (1978)

Aaker (1991, p. 39) (Brand Loyalty)

(Attachment)

Assael (1994, p. 131)
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Peter  Olson (1996)
(Repeat Purchase Intentions) (Repeat Purchase Behavior)

(Internal Commitment)

Berkman, Lindquist  Sirgy (1996)

(Baldinger & Rubinson, 1996)

(Assael, 1994, p. 132)

(Measuring Brand Loyalty)

(Proportion-of-
Purchase Measure) (Sequence-of-Purchase Measure)
(Proportion-of-Purchase)
Charlton ~ Ehrenberg (1976, cited
Jacoby & Chestnut 1978) (Two-Third Criterion)
4 6
Cunningham (1956a, 1956b, cited in Jacoby &



Chestnut 1978) (Triple
Brand Loyalty)

(Sequence-of-Purchase Measure) Tucker &
Mcconnell (1968, cited  Jacoby & Chestnut, 1978)
(Three-in-a-Row Criterion)

Jacoby  Chestnut (1978)

Jacoby  Chestnut (1978)

(Validity) (Reliability) (Sensibility)
Mowen (1993)

Assael (1994)
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(Assael, 1994)

(e.g., Jacoby & Olson, 1970; Javis & Wilcok, 1976)

Guest (1955, cited in Jacoby & Chestnut, 1978)
(Constancy of Preference)

Jacoby (1971, cited in Jacoby & Chestnut, 1978)
Shérif (Shérifs Theory of
Social Judgment) ~ Sherif ~ Sherif (1967) Jacoby (19711cited in Jacoby &
Chestnut, 1978)
(Accepted Brands) (Neutral Brands)
(Rejected Brands)

Jacoby  Olson (1970, cited in Jacoby & Chestnut, 1978)  Jacoby (1971,
cited in Jacoby & Chestnut, 1978)
(Distance between Acceptance and Rejection Regions)



(Distance hetween Acceptance and Neutrality Regions)

Jacoby  Olson (1970, cited in Jacoby & Chestnut, 1978)  Jacoby (1971,
cited in Jacohy & Chestnut, 1978)
if

(Number or Proportion of Brands in the Acceptance Regions)
(Multibrand Loyalty) (Unibrand
Loyalty) , NN (Number or

Proportion of Brands  the Rejection Regions)

Jarvis Wilcok (1976, cited in Jacoby & Chestnut, 1978)
(Cognitive Loyalty)

(Brand Awareness)

Jacoby  Chestnut (1978)

(Sensitivity)

Day (1969, cited in Jacoby & Chestnut, 1978)
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Towle  Martin (1976, cited in Jacoby & Chestnut, 1978)
(Package Search)
' / ’ Likert Scale
5 (1) 2) ) (4)
(5)
Aaker (1991,1996)
1 (Behavioral Measurement)
(Repurchase Rates) (Percent of
Purchase) (Number of Brands Purchased)
2. (Price Premium)
3 P
4
(Switching Cost)
IBM IBM
tin®
(Measuring Satisfaction)
1 (Liking of the brand)

(Commitment)
!



(e.g., Aaker, 1991; Jacoby & Chestnut, 1978; Jacoby
& Olson, 1970)

Aaker (1991)
(Brand Equity)
A (Brand Name Awareness)
I I (Perceived Quality) (Brand Associations) !
(Other Proprietary Brand Assets)
2.1
2.1
fujf (Perceived Quality)
« Moo« « N (Brand Associations)
(Brand Name Awareness)
AMIINARRATIRUAY \ nindaulrznviue veennaud
(Brand Loyalty) (Other Proprietary Brand Assets)

/

ATIAY
ATIRUAY
(Brand Equity)

« ( « ® ir

« ' } }« « «}3 }I

$ ! KK KK
« b ’ i }
¢ «

- Aaker, . A.(1991), Managing brand equity; Capitalizing on the value of
a brand name. New York: Free Press, p. 17.
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(Aaker, 1991)

(Brand Loyalty) (Brand
Extension)
(Aaker &
Keller, 1992)
2. (Brand Extension)

(Brand Extension)

(Aaker,
1991; Keller, 1998)

(Extending Brana)
(Parent Brand) (Keller, 1998)

(Categories of Brand Extension)

Farquhar (1989) 2

(Line Extension)
(Category Extension)

1 (Line Extension)

(Farquhar, 1989; Kotler, 1997)
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(Innovative)
(Me-too Product)
(Filling-in) (Kotler, 1997)

(Line Extension)

(Kotler, 1997)
2. (Category Extension)
(Farquhar, 1989;
Kotler, 1997)

Gap

(Advantages of Brand Extension)

(Extending Brand) (Parent Brand)

(Keller, 1998)
(Kotler, 1997) Kim  Sullivan (1995, cited
in Keller,1998)

(Brand Association)
(Quality Association)



2

(Aaker, 1991)

(Keller, 1998)
(Variety
Seeking Consumer)

(Non-variety Seeking
Consumer)
(Keller, 1998)

(Parent Brand)

(Aaker, 1991; Keller, 1998)

Aaker  Keller (1990)
(Trustworthiness)
(Expertise) (Likability)
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(Disadvantages of Brand Extension)

(Brand Awareness) (Keller, 1998)
Keller (1998) (Brand Image)
Kotler (1997)
(Brand Positioning) (Brand Dilution)

Loken  John (1993)

(Equity)

Gibson (1990, cited Loken & John, 1993)
(Brand Equity)
(Brand Equity)



AURLIYU WLIUIAKNE
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(e.g., Aaker & Keller, 1990; Broniarczyk & Alba,
1994; Bush & Loken, 1991; Park, Milberg & Lawson, 1991)

Aaker  Keller (1990)

(Perception of Quality) !

(Fit or Similarity)

Aaker  Keller (1990)
!

(Complement Fit)

(Substitute Fit)

(Transfer Fit)

Aaker  Keller (1990)
! (Broniarzyk &
Alba, 1994)
Boush  Loken (1991)
Piecemeal and
Categorization Processing
Piecemeal and Categorization Processing 3
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Piecemeal Processing  Anderson (1974, cited in Fiske
& Pavelchak, 1986)  Fishbein  Azjen (1975, cited in Fiske & Pavelchak, 1986)

(Integration)

Anderson (1974, cited in Fiske
& Pavelchak, 1986)

(Objective Stimulus Attribute)
Fishbein  Azjen (1975, cited in Fiske & Pavelchak, 1986)

(Subjective Belief)
Categorization Processing

(Brewer, 1988; Fiske, 1982; Shrull & Wyer, 1989, cited in Boush & Loken, 1991)
Fiske  Pavelchak (1986)

‘ " (Two-
mode Model) 2
(Categorization) (Evaluation)
2
(Schema -
)
Ita

(Piecemeal Process)



Boush  Loken (1991)
Categorization ~ Piecemeal
Categorization

Piecemeal Processing

Categorization (Boush & Loken, 1991)
Park, Milberg  Lawson (1991)

! (Product Feature Similarity)
(e.g., Aaker & Keller, 1990; Rosch & Marvis 1975; Smith & Park, 1990;
Tvwesky, 1977, cited in Park, Milberg & Lawson, 1991)

Park
(1991) (Brand Concept
Consistency)
(Category
Members)

Murphy  Medin (1985, cited in Park et al.,
1991)



Park (1991)
1 1
Murphy  Medin Park (1991)
(Brand Concept
Consistency)
(Product-feature-similarity
Perceptions) (Brand-concept-
consistency Perceptions)
2.2
22 ? 77
msUsTiiiunsreeamfuan
> ArAdneiuigniug ¢
TRINTAENLATIAUAD
mrfufraspaumileunu msfufrnnaennderes
re9rvAURUAY WLIARATIAUAY
wisudeuiu wisudeuiu
AuAwmdn Aukieeny wnARATIAUAN Aukaene
. Park, C. . Milberg, ., & Lawson R. (1991). Evaluation of brand extensions:;

The role of product feature similarity and brand concept consistency.

Journal of

Consumer Research. 18, p. 187.




similarity)

(Brand-concept-consistency)
(Functional Brand)
Park (1991)

(Line Extension)
similarity) Timex

Rolex

Broniarzyk  Alba (1994)

(Brand-specific Associations)

32

(Product-feature-
(Brand-concept-consistency)

(Prestige Brand)

(Product-feature-

(Category Extension)
(Brand-concept-consistency)

(Brand-specific Associations)

(Brand Affect)

Alba, 1994)
Broniarczyk
specific Associations)

Alba (1994)

(Category Similarity)

(Maclnnis & Nakamoto, 1990 cited in Broniarzyk &

(Brand-
(Brand Affect)



(Brand-specific Associations)

(Category Similarity) Broniarczyk

Alba (1994) (e.0., Aaker & Keller 1990; Park, Milberg & Lawson,
1991)
(Similarity) (Total Feature Qverlap)

(

) Broniarczyk  Alba (1994)

(Brand-
specific Associations) (Brand Affect)
(Product-category Similarity)
Broniarczyk  Alba (1994)
Park (1991) b
(Prestigious Brand
Associations) (Functional Brand
Associations) Broniarzyk  Alba (1994) Park (1991)
Broniarzyk

Alba (1994)

Park (1991)



Broniarzyk  Alba (1994)
Broniarzyk ~ Alba (1994)
(Brand-specific Associations)

(Brand-specific
Associations)

(Benefit-related Associations)

(Similarity)

(Keller, 1998)



(Evaluating Brand Extension
Opportunities)

17
Aaker (1991)  Keller (1996)

2
(Keller, 1998)
L
(Strength) (Favorability)
(" iqueness)
(Open-ended
Questions)
A a ,C
2.

1 3226™ X



(Attitude toward the Brand)

(Attitudinal Aspects)

N

Shérif  Shérif (1967, p. 110 |
|

Fishbein ~ Ajzen (1975, p. 6, cited in Lutz. 1991, p. 317)



3

(Shérif & Shérif, 1967)
Fishbein ~ Ajzen (1975, cited in Lutz, 1991)

(Attitude are learned)

(Attitude are predispositions to
response)

(Consistency
favorable or unfavorable responses)

(Pattern)

(Attitude Objects)



(Structures of Attitude)

Shérif  Shérif (1967)

Shérit  Shérif (1967)

L (Latitude of Acceptance)
(Position)
2. (Latitude of Rejection)
3. (Latitude of Noncommitment)
(Components of Attitude)
2
3 (The Tripartite View of Attitude)

(The Unidimensionalist View of Attitude)

3 (The Tripartite View of Attitude)

(Cognition)
P (Affect) (Conation)
(Cognition) (Belief)
(Affect)
(Conation)
2.3



<l ¢ o a . . " o
2Ny 2.3 93AUsEnaY 3 Usen1seRINAuAR (The Tripartite View of Attitude)

Attitude
Cognition Affect Conation

- Lutz, R. J. (1991). The role of attitude theory in marketing.  H. H. Kassarjan,
& T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., p. 319).
Englewood Cliffs, NJ: Prentice Hall.

3
(Lutz, 1991)

(Cognition) (Affect)
(Conation)
Lutz (1991)
(Belief-type Statements)

(Cognitive) (Conation)

(The Unidimensionalist View of Attitude)

(Lutz, 1991)
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(Affect) (Cognition)
(Conation)
(Affect)
(Cognition) (Conation)
(Antecedents of Attitude) (Consequences
of Attitude) (Fishbein & Ajzen, 1975, cited in Lutz, 1991) 24
24 (The Unidimensionalist View of
Attitude)
Beliefs Attitude Intentions Behaviors
(Cognition) (Affect) (Conation) (Conation)

- Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarjan,
& T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., p. 320).
Englewood Cliffs, NJ: Prentice Hall.

2.4 (Beliefs)
(Intentions) (Behaviors)
P
! Unidimensionalist Tripartite

Unidimensionalist

(Lutz, 1991)
Lutz (1991)
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Assael (1994)

Assael (1994) (Attitude toward the Brand)

I
Gardner (1985 Miniard,

Bhatia  Rose (1990)

(Purchase Intentions)

(Mitchell & Olson, 19811cited in Assael, 1994)
Holbrook ~ Batra (1987, cited in Asseal, 1994)

(Emotion)
! Edell  Burke (1987, cited in Assagl, 1994)

| A

(Transformational Effect)

(Assael, 1994)

(Jacoby & Chestnut,
1978)



4, (Consumer Buying Behavior)

(e.0., Assael, 1987; Berkman, Lindquist &
Sirgy, 1996)
(Product Involvement)

(Product Involvement)

(Houston & Rothchild, 1978)

(Levels of Product Involvement)

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

42



1 (High-involvement Product) '

(Assael, 1994) )
2. (Low-involvement Product)

(Consumer Buying Behavior)

Assael (1994) 4
L (Complex Decision Making)

(High Involvement)

2. (Brand Loyalty)
(High Involvement)

3. (Limited Decision Making)
(Low Involvement)

4, (Inertia)
(Low Involvement)

«
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(Brand Commitment)

Foote, Cone & Belding (FCB)

(High Involvement Level) (Low Involvement Level)
(Motive for Purchasing) (Thinking)
| (Feeling) 4 2.5

2.5 : The FCB Involvement Grid

(Motive for Purchase)

« '« (Thinking) in (Feeling)
?
* (High)
« | |*
(Involvement Level) $ .
?
« (Low)

- Rathford, B. T. (1987). New insights about the FCB grid. Journal of
AdvertisingResgarch, 2Z(4), p. 31.

2.5 4
1 $
(High involvement-Thinking)



2.
(High involvement-Feeling)

(Low involvement-Thinking)

(Low involvement-Thinking)

J. Walter Thompson (JWT) (1980, cited in
Assael, 1994)

FCB Grid 1 2
3 4
) (Postpurchase Evaluation)
(Set
of Experiences)
(Feedback)
A (Walters,
1974)
2

(Consumer Satisfaction / Dissatisfaction : CS/D)
(Postpurchase Dissonance)
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L ' ! (Consumer Satisfaction /
Dissatisfaction : CS/ )

Yi (1990) 2
(Consumption Experience) ¢ (Cognitive
State)
(Howard & Sheth, 1969, cited in Yi, 1990) (Emotional
Response) I

(Westbrook & Reilly, 1983, cited in Yi, 1990)

! (Oliver, 1981,
cited in'Yi, 1990)

Hunt (1977, cited in Loudon & Della Bitta, 1993)

Engel Blackwell (1993)

Tse  Wilton (1988)

(Y, 1990)
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A (Antecedents of Consumer Satisfaction)

(Confirmation of Expectations)
(Disconfirmation of Expectations)

(e.g., Anderson 1973; Deighton, 1984; Hoch & Ha, 1986; Oliver, 1977;
Olson & Dover 1976, cited i, 1990)
Anderson (1973, cited in'Yi, 1990)  Olshavsky  Miller (1972, cited in Yi,
1990)

Loudon  Della Bitta (1993)

(26
2.6
malszfiunagen <
mMsdedud
ANUAIANT ALAAWTTIE RNy ¢
> —>
AeafunnauiRvesdy vitellldFunstiudu AusRyeRuA
ANuNelA Annlinala

- Loudon, D. L. & Della Bitta, A. J. (1993), Consumer behavior: Concept and
applications (4th ed.). New York : McGraw-Hill, p. 579.
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2.6

(Consequences of Consumer Satisfaction)

(Repeat Purchase Behavior) Newman  Werbel (1973, cited
in'Yi, 1990)
Technical
Assistance Research Programs (TARP) (1979, cited in Yi, 1990)
30% 90%

Oliver (1980)

(Repurchase Intention) Ward  Robertson
(1973)

Jacoby  Chestnut (1978)

(Wilkie, 1991)

(Brand Loyalty)
(Berkman et al., 1996)
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2. (Postpurchase Dissonance)

(Cognitive Dissonance)
Festinger (1957, cited in Loudon & Della Bitta, 1993)

. Olson  Dover (1975, cited in Yi, 1990)

(Cummings & Venkatesan, 1975; LoSciuto & Perloff, 1967,
cited in Loudon & Della Bitta, 1993)

(Selective Retention)

Cognitive Dissonance  Festinger
(1957, cited in Loudon & Della Bitta, 1993)



(Loudon &
Della Bitta, 1993)
Assael (1994)
(Assimilation Effect)

(Contrast Effect)
(Anderson, 1973, cited in Assael, 1994)

(Postpurchase Learning)

(Long-term Memory)

(Wikie, 1994)
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6. (Stimulus Generalization)

(Stimulus Generalization)
Pavlov (1927, cited in Assael, 1994)
(Stimulus-
response) (Conditioned Stimulus)
(Conditioned Response)
(Stimulus Generalization) Chance
(1979) (Conditioned Response)
(Conditioned Stimulus)
(Conditioned Response)

(Berkman, et al., 1996) Assael (1994)
(Stimulus Generalization)

(Brand Loyalty)

(Assael, 1994)
(Stimulus
Generalization) (Brand Leveraging)
Aaker
Keller (1990)

(Fit or Similarity)



(Stimulus Generalization)

1
1
(Line Extension) (Category
Extension)
2.
2

(Line Extension)
(Category Extension)
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