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L (Cause-related marketing)

(Social Responsibility)
19 American Express

17
28
45 (Varadarajan & Menon, 1988)
American Express

(Cause-related marketing) ~ Kotler  Lee (2005)



(Shareholders)

(Publics)

(Carroll, 1991)
Mohr, Webb  Harris (2001)
(Corporate social responsibility)

Lewis (2001)

(Mullen, 1997)
Kotler — Lee (2005)
(Corporate social
responsibility) 6



10

(Cause promotion)

Body Shop
(Kotler & Lee, 2005) " " (Once is notenough)

(Recycle) 5 5

1000
(Bloom, Hussein, & Szykman, 19%)
(Corporate social marketing)
Kotler ~ Roberto (1989)

(Non-governmental organization-NGO)

American Legacy
“Truth Campaign”
Kotler
Roberto (1989)

Harvard School of Public Health .. 1989



Bloom (1995)

All-Bran Cereal Kelloggs

(Corporate philanthropy)

(Fle & Prince, 199)

Colin (1994)

Colln (1994 Sith (1994



Kotler ~ Raberto (1989)

(Community volunteering)

(Hgh
technology)
Shel (Qcean conservancy)
(Kotler & Lee, 2005)

(Socially responsible
business practice)

Kraft Food
3
(Bloom et

al.,19%)

(Cause-related marketing--CRM) Kotler  Lee (2009)

(Berglind & Nakata, 2009)

Kotler  Lee (2005)
(Win-win-win Situiation)

12



Varadargjan ~ Menon (1980)

Bergiind ~ Nakata (2005)

1] n (@use)
’ ' (Related)
Til Nowak (2000)
AT&T Broadcast/Comcast 7
Ronald McDonald

(Kotler & Lee, 2005) Kotler  Lee (2005)
Lysol KAB (Keep America

Beautiful) 5

Varadarajan ~ Menon
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(1989)
(Visibility)
(Worthy cause)
(Cause-related marketing-CRM)
(Sponsorship) 2
Meenaghan (1983)
(Sponsorship) (Lachowetz, Clark, Irwin,
& Cornwell, 2002) Duncan (2005)

Polonsky ~ Speed (2000)

(Kotler & Lee, 2005)

Hoeffler  Keller (2002) 1

(Breast Cancer Awareness Crusace) Avon
Products

(Pink ribbon) (
) (Amott, 199;
Benezra, 199; Bloom et al., 1995; Kotler & Lee, 2005)
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Avon Berglind ~ Nakata
(2005)
Avon

Avon Davidson (1997, as
cited in Lafferty & Goldsmith, 2005)

(Strategic alliance) (Mendelson & Polonsky, 1995)
(Cause-brand alliance) (Lafferty &
Goldsmith, 2005)

(Arnott, 1994)

. .1983
..1990 (Consumer movement)
(Consumer right)

(Asseal, 2004)

1983 . .2003



922
991 ' (Berglind & Nakata, 2005)

(National Institute on Drug Abuse)

16

(Advertising
Council)
(Bloom et al., 1995)
(Brand equity) (Corporate image)
1-

3 (Amnott, 1994)

(Corporate reputation)

(Social institute)

(Fombrun, 1996)



1996; Webb & Mohr, 1998)

(Medium term)

(2000)

(Berglind & Nakata, 2005)

Varadarajan
3
(Long term)

Menon (1988)

(Local food bank)

(Commitment)

17

(Benezra,

(Shortterm)

Ellen, Mohr ~ Webb

Arnott (1994)
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(Varadarajan & Menon, 1988)

Berglind  Nakata

(2005)
Berglind ~ Nakata
4
(Transactional CRM
program)
Polonsky ~ Speed (2000)
2
(Broad-based CRM program)
Walls Fargo 10
Paul
Newman ( Newman)
(Kotler & Lee, 2005)
(Limited CRM program)
American Express 1
World Trade
i .. 2001 2.5

Kotler ~ Lee (2005)
1 ! 1
Northwest Airlines
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McDonald's
Big Mac Avon
(Message
promotion CRM program)
(Non-transaction-hased support)
Lowe’s Home Improvement
25,000
(Lowe’s

Company, Inc., 2000, as cited in Cui et al., 2003)

Cui (2003)

2
Dean (2003)
( )



Berglind ~ Nakata (2005)
(Licensing CRM program)

World Wildlife Fund (WWF)
VISA 4 Polonsky ~ Speed (2000)
(Multi-phase CRM program)

Yoplait Yogurt 10

3
(Berglind & Nakata, 2005)
(Issue focused CRM program)

Ryka

ROSE (Regaining One's Self-
Esteem)
(Bloom et al.,1995)
(Business
activity CRM program)
" (Forever green) Fort Fioward

20



« |

>3 21

" (Bloom et al., 1995)

(Socially responsible business practice)
Kotler  Lee (2005)
Berglind ~ Nakata (2005)
(Target focused program)

(Stand alone) (Kotler &Leg,

2005)  Varadargjan ~ Menon (1988)
2 (Specific brand)
(Multiple brands)
Nabisco World Wildlife Fund
(WWF) Barnum
(Intra-company)
Johnson &Johnson (American Red Cross)
(First aid product

line) (Inter-company)

Nestlé Kimberly-Clark
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2 March of Dimes

.. 1990
Mohr, Webb  Harris (2001)

Cone/Roper (2000,
as cited in Cui et al., 2003)
18
66
62
54

Mohr (2001)

Lachowetz (2002)
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Bhattacharya  Sen (2004)

(Word of mouth)
4 (1) (Skeptics) !
(Distrust) 2 (Balancers)
(3) (Attribution-oriented)

) (Socially
concerned)

(Webb & Mohr, 1998)

(File &Prince, 1998) Ellen (2000)
(Elements)
(Compelling)
(Cues)

(Qui étal, 2003)
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(Donation
situation) (Geographic scope of cause)
(Type of support)
(Type of product)
(Danation situation)
(Type of cause) 2 (Disaster)
(Ongoing Cause) Kotier

Lee (2005)

) (Health issue) )

(Children's need)
) (Basic need)
) (Environmental issue)
Ellen, Mohr, ~ Webb (2000)
Skitka (1999)

(Altruism)



(Proximity) (Geographic scope of cause) (Cui et al., 2003;
Varadarajan & Menon, 1988)
, , 3
(National) (Local) (Regional)
Cone/Roper (2000, as cited in Cui et al., 2003) 55

Varadargjan ~~ Menon (1968)

strahilevitz (1999)
(Magnitude of donation)

Dahl Lavack (1995, as cited in
Subrahmanyan, 2004)

(Type of support)

Mohr  Bitner (1995)
Ellen, Mohr - Webb (2000)

2 )

25



(Type of product)
2
(Hedonic product) (Utilitarian product)
strahilevitz ~ Myers (1999) 2

Subrahmanyan (2004)

Laffety ~ Goldsmith (2005)

(Cause-brand familiarity)

Ellen, Mohr, ~ Webb (2000)

(Core husiness)

b ' Ellen

26



(Motive)
Benezra (1996)
Smith (1994)

(Bhattacharya &Sen, 2004)
Mohr Wehb (2005)

27

(Price)
Barone, Miyazaki  Taylor (2000)
Crawford  Mathews (2001)
(Fair and honest) Auger, Burke, Devinney  Louviere
(2003)
(Bhattacharya &Sen, 2004)
(Value of product) (Mohr &

Webh, 2005) Webb  Mohr (1999)
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(Unethical firm) (Ethical firm)
(Creyer &Ross, 1996, as cited in Morh et al., 2001)

(Financial value)

(Berglind & Nakata, 2005)
(Brand equity)

(Varadarajan &
Menon, 1988)
Ben &Jerry’s
(Aaker, 1996)
(Crisis)

(Berglind & Nakata, 2005)
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. ! (Ellen, Morh, &\Webb,

2000) Nike '
Nike
1 Lance Armstrong
1 Nike
20 (Gard, 2004, as cited in Berglind & Nakata, 2005)

Smith (1994) '

Staples (2004) 82

59
9 ' 1

10

File  Prince (1998)
2

(Ross, Patterson, &Stutts, 1992)

(Bloom et al., 1995)
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De man (2005)
Lewis (2001) ..1999
28 44
Unilever
Fombrun (1996)
(Reputation)
(Image)
L afferty
Goldsmith (2005)
(Good citizen)
3-4 (Brand

equity) Hoeffler  Keller



(2002)

6 (2)
(Brand awareness) (Recognition)
(Recall) 2) (Brand image)
)
(Brand credibility) 3
(Expertise) (Trustworthiness) (Likanility) (4)
(Brand feeling)
() (Brand community)  (6)
(Brand engagement)
' ' Bhattacharya  Sen (2001)
(Loyalty to company)
Bhattacharya ~ Sen
(Attachment)

(Consumer-company identification)
(Social identity)

Body Shop
Deshpande  Hitchon (2002)
Lachowetz (2002)
(Brand

awareness) (Brand preference)
(Brand loyalty)

31



Save Lids to Save Lives  Yoplait Yogurt
General Mills Think Before You Pink

36

(Berglind & Nakata, 2005)

Bauman (1995, as cited in Deshpande &Hitchon, 2002)

Thomas (2004/2005)

32



(1999)

Varadarajan

(Barone étal., 2000)

Menon (1988)

(Marketing strategy)

Varadarajan

File

(File &Prince,1998)

Menon (1988)

33

Prince



Bloom (1995)

Mack (1999)
Gray (2000)
Staples (2004)
(Mission)
(Core value)
(Achieve) (Value)
Homestead House
Habitat for Humanity

(Corporate reputation)
(Mission marketing)
(Duncan, 2005)
Gourville  Rangan (2004)

(Bloom et al., 1995)

34



3

Tl Nowak
(2000)

(Polonsky & Speed, 2000; strahilevitz & Myers, 1998)

(Lachowetz et al., 2002)

(Lewis, 2003) (Deshpande &
Hitchon, 2002)
(Aaker, 1991)



3

2 ' (Corporate Reputation
and Brand Equity)

(Corporate reputation) (Brand equity)
2
Fombrun (1996)
(Aaker, 1991)
2
(Corporate brand)
(Product brand)
2
(Brand) (Bum)

American Marketing Association (AMA, n.d., as cited in Keller, 2003)
(Name) (Term) (Symbol)
(Design)
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6 (Attribute) (Benefit) (Value)
(Culture) (Personality) (User) (Kolter, 2003)
Campbell (2002)

(Historical-based)

Brymer (2004)
(Financial perspective)
Kapferer (2004)
(Balance sheet)
2

(Physical

good) (Service) (Retall store) (Person) (Organization)
(Place) (Idea) (Farquhar, 1990; Kotler, 2003)

Kotler (2003) 5

(Core benefit product level)
(Generic product level)
(Expected product level)
(Augmented



38

product level)
(Potential product

level)
King ( .d., as cited in Campbell, 2002)
King
“Sunkist” ! 80
(Product) (Brand)
Toyota Camry XLE
3 (Brand name)  Toyota
(Type) ~ Camry (Version) ~ XLE
(Brand Hierarchy)
4 (Corporate or company Brand)
IBM, General Motor
(Family brand)
Sunsilk
(Individual brand or Product brand)
(Modifier)
(Version) Visa  Classic, Gold

Platinum (Keller, 2003)



But  Sparks (2002) (Corporate brand)

Ind (1997) 3

(0

( tangibility)
(Tangibility)
(Balmer &Gray, 2003)
1
Shell Shell
Shell Shell
(Performance)
) (Complexity)

(Lewis, 2001)  (3)
(Respansibility) 1
(Argenti & Druckenmiller, 2004)
Balmer (2001) 5

39
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Balmer  Gray (2003) ' 1
5 ()

(Multicisciplinary) (3)

(4 (Contrived)
(Real)  (5)
(Multiple Stakeholders) (Total corporate
communication)
(Aaker, 1996) (Kapferer, 2004)

(Balmer & Gray, 2003)
(Ind,
1997)

(Argenti &
Druckenmiller, 2004)

(Creditilty
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(Argenti &Druckenmiller, 2004)

(Corporate reputation)

Fombrun (1996)

(Argenti & Druckenmiller, 2004)

(Aaker, 1996)

Fombrun (19% ) , '
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(Caruana, 1997)
1 ! "1
(Argenti
&Druckenmiller, 2004) Dolphin (2004)

(Vendelo, 1998, as cited in Dolphin,
2004)

(Dowling, 2004)

(Gray & Balmer, 1998)
Hall (1992, as cited in Schwaiger, 2004)

(Knowledge) (Emotion)
Schwaiger (2004)
(Affective)
(Cognitive)
Caruana (1997) 2
Fombrun (1996 ) 5 (2)
2
Y @
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(Corporate reputation)

(Corporate icentity) (Corporate association) (Gotsi &Wilson,
2001) (Corporate image) (Dacin &Brown, 2002)
Fombrun (1996)
(
2.1)
21

WNANBOIBIANS
NITHLAUDTRIRIANT

NNAnEL

MNANEOL awansnl

Anansnd

Wladuilna Wlaniinau
v

Tulaguau Tulavinaanu

e
>

4 o -
TRLAENBIANT

: Adapted from Fombrun, €. J. (1996). Reputation: Realizing value from the
corporate Image. Boston: MA, Harvard Business School Press, p. 37.




(Corporate identity)

(Dacin &Brown, 2002)

(Dacin & Brown, 2002) Fombrun (1996)

Dacin  Brown (2002)
2

(Response)

44

29)
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. Adapted from Dacin, P. A., & Brown, T. J. (2002). Corporate identity and corporate
associations: A framewaork for future research. Corporate Reputation Review,
5(2/3), p. 254.

(Dacin &Brown, 2002)
(Associative network model)

(Keller, 2003)
(Corporate association)
Dacin -~ Brown (2002)
(Corporate ability)

(Corporate social responsibility)



Dacin ~ Brown (2002)

(Aaker, 1996; Keller, 2003)

(Keller, 2003)
(Aaker, 1996)
(Cause-related marketing)

General Mills

Computer
CFCs (Sleep mode)
50

46

(Keller, 2003)

Apple

Procter & Gamble
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(Fombrun, 19%)

(Lachowetz, Clark, Inwin, & Cormwell, 2002)

(Recycle)

(Aaker, 1996; Hle & Prince, 1998; Keller, 2003; Ross, Patterson, & Stits,

199)
Aaker (19%)
Aaker (19%)
Avon
Avon h

(Bloom, 19%)

(Perceived quality)



(Aaker, 19%)
(Innovativeness)
(Extension)

(Aaker, 19%)

(Aaker, 199)

(Fombrun, 1996)

209

(Gobd)

(Keller,

48



49

(Aaker, 199%)
?
(Keller, 2003)
(Corporate credibility)
3
(Corporate expertise)
Yy (Corporate trustworthiness)
(Corporate moility)
(Keller, 2003)
(Ind,
1997)
(Dacin &Brown, 2002)
Aaker (19%) 3
(Customer relationship)
(Credibility) (Internal
culture)
3
(Functional
benefit)

(Emotional benefi)



Fombrun (1996)
Keller (2003) (Association)
(Marketing activity)

(Self-presentation) (Fombrun, 1996)
(Dacin & Brown, 2002)

Argenti  Druckenmiller (2004)

(Corporate image)

(Dowling, 2004) Fombrun (19%)

Lenis (2009

David (1984, as cited in Lewis, 2003)
(Reality)

50



51

(Page & Feam, 2009)

2

Gotsi - Wiison (2001)
2 2
Dowling (2004)
Ind (1997)
(Audience)

(Grunig, 1993) (2
(Mahon, 1993, as cited in Gotsi &
Wilson, 2001 )

(Fombrun, 19%)  Gotsi ~ Wison
(2001)



(Fombrun, 199)

Dowling (2004)

(Identity)
(Image)
(Assaciation)

(Keller, 2003)

2.3

Components of corporate image and identity ~ Corporate reputation

"> Character
. Organizational culture , Esteem
| Competitiveness 1\ Respect
| Ability { Trust
) . CEO ©: Confidence
= . Employees é?
& V Resources o1 faw
< Product & Service 1IMi
3 Sulahty f
alue ; ,
O J Behay Range 1 % 1 z y
. benavior »
| *  Leadership ' © ©
\ . Profit

: Dowling, G. (2004). Corporate Reputations: Should you compete on yours?

California management review, 46(3), p. 21.
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(Long-term viability)
(Fombrun, 199)

(Reliahility)
(Trustworthiness) (Credibility)
(Respansibility) (Fombrun, 1996)
(Argenti &

Druckenmiller, 2004)
(Corporate social responsibility)

(De man, 2005)

.. 2001



(De man, 2005)

Johnson &Johnson
(Caring)

(Fombrun, 1996)

(De man, 2005)

24

9 lioJSlyMiflfiiinfiis»TyiilM (IititiP
‘Companies held completely responsible for..,*

2001 2003 2005
Not harming environment 7 67 72
Ensuring responsible supply chain nla 62 il
Treating employees fairly 66 65 70
Good quality products/servicesat lowest price 61 5« 62
Same high standards wherever it operates 53 54 57
Increasing economic stability 41 38 47
Reducing rich-poor gap 39 nla 44
Reducing human rights abuses 42 42 43
Solving social problems 37 29 41
Supporting progressive government policies 35 nla 3

Average of 19 countries surveyed 2001-2005 (not asked in Nigeria and Switzerland)
Source: Giobescan

: De man, F. (2005). Corporate social responsibility and its impact on corporate
reputation, Brand strateqy, (September), p. 41.



Gotsi  Wilson (2001)

(Dolphin, 2004)

(Dowling, 2004)

(Argenti & Druckenmiller, 2004)

. 1997 AMAC (American's most admired companies)
Fortune (Schwaiger, 2004)

(Financial
performance) ,

GMAC
(Hay Group Consultants)

55



(Schwaiger, 2004)

56

RQ (Reputation quotient) Harris Interactive, Fombrun — van
Riel . .19 20
6 (Schwaiger, 2004) ( 2.1)
21 Reputation Quotient Harris-Fombrun
 (Products and service) : (Social responsinility)

(Financial performance) |

(Workplace environment)

" (Vision and leaclership)

 (Emotional appedl)

- Adapted from Schwaiger, M (2004). Components and parameters of corporate
reputation: An empirical study. Business Review, 56(January), p. 56.



(“Harris-Fombrun Quotient”, 2000)
3 Berens  van Riel (2004)

(Social Expectation)
(Keller, 2003)

RQ
(Reputation quotient) (Fombrun, Gardberg, & Server, 2000)
2) (Corporate personality)
(Davies, Chun, da Silva, &Raper, 2003)

(Match)

(Berens &Van Riel, 2004)
Davies, Chun, da Siiva~ Roper (2001)

57



(1997)

2.2

Concept

Corporate
social expectations

Corporate personality

Trust

Davies

Examples of types of
corporate Associations
Products and services;
Financial performance;
Vision and leadership;
Workplace environment;
Social and environmental
Responsibility
Agreeableness; Enterprise;
Competence; chic;
Ruthlessness; Machismo;
Informlity
Reliability; Honesty;
Benevolence

Davies

Aaker
(Personification metaphor)

Aaker (1997)

Examples of
Measurement instrument
Reputation Quotient
(Fombrun et al,, 2000)
and Harris-Fombrun
Quotient (Fombrun,
2004)

Corporate personality
scale

Corporate cregibility
scale (Newell and
Golasmith, 2001)

. Berens, G, &Van Riel, ¢. B. M (2004). Three Main Streams of Thought in the
Reputation Measurement Literature: Corporate associations in the academic
literature. Corporate Reputation Review, 7(2), p. 175.

58



(3) (Trust)
(Trust) 3
) (Reliahility)
) (Benevolence)
) (Honest)
3
(Newell & Goldsmith, 2001)
(Crediibility) 3
(Keller, 2003) (Reliability)
(Honest) (Source credibility)
(Newell &Goldsmith, 2001)
(Aaker, 199)
(2547)
RQ
(Reputation quotient)  Fombrun (2000)
(Brand equity)

(Kapferer, 2004)
(Brand equity)

59



Fortune,1994, as cited in Blackett, 2004)

Anantachart (1999), Farquhar (1990)

19

1990; Kapferer, 2004; Keller, 2003)

60

(Anantachart, 2000; Blackett, 2004)

20

(Campbell, 2002)

Aaker (199%),
Keller (2003)

(Brand equity) (Farquhar,



(Blackett, 2004)

Aaker (1991)

(Liabilities)

Ailawadi, Neslin

Coca-Cola  Pepsi-Cola

(Logo)

(Assets)

Keller (2003)

(Kapferer, 2004)
Lehmann (2003)

61



(2003)

value)

" Cobb-Walgren, Ruble  Donthu (1995)

(Manufacturers) (Retailers)

Aaker (1996)

(Store traffic)

Farquhar (1990)

Blackett (2004)

Kapferer (2004)

(Investors)

62

Keller

(Added

(Trade)
(Retail outlet)

(Farquhar, 1990)



63

(Aaker, 1996)

(Brand switching)
(Campbell,
2002)
(Keller, 2003)

(Brand
leverage)

(Private label)
Mark &Spencer

(Farquhar, 1990)

(Farquhar, 1990)

(Blackett, 2004)



(Campbell, 2002) Aaker (1996)

(Individual consumer) Hilton (2004)
(Social value of brand)

(Kapferer, 2004)

(Hilton, 2004)

! Blackett (2004)

(Aaker, 1991)

(Dawar& Pillutla, 2000; Deshpande &Hitchon, 2002)

(Varadarajan &
Menon, 1988)

64



65

(Hilton, 2004)

(Deshpande & Hitchon, 2002)

Farquhar (1990)

Keller (2003)

Kamakura ~ Russell (1993, as cited in Anantachart, 1999)
2

(Attribute-based components)

(Product
performance) (Lassar et al., 1995) (Physical feature of
product) (Kapferer, 2004) (Distribution coverage)

(Aaker, 1996)



(Nonattribute-based components)

(Brand image)
(Keller, 2003) (Attitude accessibility) (Farquhar, 1990)
(Brand loyalty) (Aaker, 199)

Aaker

Aaker (1996)
4 ( 2.5)

(Recognition)
(Recall) (Top of mind)
(Dominant)

Keller (2003)

(Cue)  Aaker (1991)
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: Adapted from Aaker,
valug of a brand name. New York: Free Press, p. 9.

. A (1991). Managing brand equity. Capitalizing on the

67



Keller (2003)

Aaker (1991)

(Return on investment)

(Point of differentiation)
(Goodness)
(Element)
(Actual quality)

68



69

(Cue)
(Aaker, 1991)
1 (Aaker, 1991)
Brymer (2004)
Kapferer (2004)
(Loyalty segmentation) (Insight)
Aaker (1991) 1)
(Noncustomers)
V) (Price switchers)
(3 (Passive loyalty)
) (Fence sitters)
() (Committed)

(Database marketing)



10

(Customer
club)
(Aaker, 1991)
(Product attribute) (Symbol) (Celebrity)
(Aaker, 1991)
Aaker (1991)
(Patents) (Trademarks)
(Channel relationships) Yoo Donthu (1997, as cited in
Washburn & Plank, 2002) (Consumer
oriented)
Keller (2003)
(Brand knowledge) (Brand

awareness) (Brand image)



n

Keller

(Keller, 2003)

(Associative network
memory model)
(Nodle)
(link)

(Retrieval) !
(Keller, 2003)
Keller (2003) 2

(Brand awareness) (Brand
image) ( 2.6)

Keller (2003) Aaker (1991)
(Recognition) (Recall)

u

(Consideration set)

(Low involvement)
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Aaker (1991)  Keller (2003)

(Familiarity)
2 (Depth)
(Breadth) '
Tropicana
Tropicana “
n
2.6
< a v
o N1ITTANATIAUAN
ANRIEWINIFID
AIIRUA
Arafiiieaiy N17AARATIRUA
ATIRUAN
e M puuunisdentenmdud
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: Adapted from Keller, K L (2003). strategic brand management: Building,
measuring, and managing brand equity (2nd ed.). Upper Saddle River, NJ:
Prentice Hall, p. 9.



(Cognition)
(Kapferer, 2004)

(Node)

McDonald’s
Vo , , Golden Arc, Ronald McDonald
(Keller, 2003)
Keller (2003) 3

) (Attributes)

(Product-related attribute)

(Non-product-related attribute) 5
Heineken (Jester) 2)
(Benefits)
3

(Keller, 2003)

(Brand attitudes)
3
(Farqunar, 1990)



(Keller, 2003)

(Favorability) ( iqueness)
(Keller, 2003)

Body Shap Body Shop
Body Shop
1995)
(2003)
Keller (2003)
(Extending) (Price premium)
Farquhar (1990)

(Attitude strength)

(Strength)

4

(Bloom etal,

Keller
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Lassar IMittal ~ Sharma (1995)

Lassar, Mittal Sharma
(Utility)
(Desirability)

Martin -~ Brown (1991, as cited in Anantachart, 1999)
(Brand impression)

Anantachart (1999)
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(Brand image) (Brand association)

(Brand awareness)

Keller (2003)
4 ( 2.1) (Identity)
(Brand salience)t

(Meaning)
(Brand performance) (Brand imagery)

(Functional benefit) (Emotional henefit)

4
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2.1
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: Adapted from Keller, K L (2003). strategie brand management: Building,
measuring, and managing brand equity (2nd ed.). Upper Saddle River, NJ:
Prentice Hall, p.76.

(Response)
2 (Brand judgment)
(Brand feeling)
(Farguhar, 1990)
(Keller,
2003)
(Relationship)

(Resonance)
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(Brand community)

(Keller, 2003)

Cobb-Walgren (1995) 2

Simon  Sullivan (1993, as cited in
Cobb-Walgren et al., 1995)

(Cobb-Walgren et al., 1995)
Lindermann (2004)



(Price premium) Kapferer
(2004)

Ailawadi, Neslin~ Lehmann (2003)
(Revenue premium)

47 59 Kelloggs
(Farquhar, 1990)
Keller - Lehmann (2001, as cited in Ailawadi et al., 2003)
(Brand performance)

(Aaker,1991)

(Market share) (Relative price)
(Share of category requirements)

19



(Future potential)

(Keller & Lehmann, 20011as cited in Ailawadi et al., 2003)

(Cobb-Walgren et al., 1995)
Keller
(2003) 2
Keller (2003)
2

(Indirect approach)

(Keller, 2003)

80



(Direct approach)

(Comparative method)
(Holistic method) (Keller, 2003)
Aaker(1991)
5
11
(Brand equity ten) 10 5 I

(1

@

(Aaker, 1991)
)

(Value) 2)



(Global player)

(Aaker, 1991)
@)

(Recall)
(Dominant)
(Brand opinion)

)
(Brand performance)
(Market price)

Cobb-Walgren (1995)

cited in Cobb-Walgren et al., 1995)

'(Ailawadi et al., 2003)

(Recognition)
(Top of mind)
(Brand Knowledge)

(Market share)
(Distribution coverage)

(Aaker, 1991)

Biel (1992, as

(Brand performance)

Yoo  Donthu (1997)

Aaker (1991)



(Brand recognition)

]

(Consumer oriented)
Cobb-Walgren (1995)
Aaker (1991)
2
2
Anantachart (2002) 3
1
(Acceptability) (Purchase intent)
(Preference) (Satisfaction)

(Differential response)

(Global hrand)

Dewar  Pillutla (2000)
Aaker (1991), Agarwal ~ Rao (1996),  Keller (1993)
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(2543)
Keller (1993)

(2543)

Keller (1993)

(2544) Keller (1993)
(Brand equity) (Service business)

Cornwell, Roy  steinard (2001)

Cornwell, Roy
Steinard
Aaker (1991)
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Price

Zinkhan (2005)

(Consumer behavior)

Arnould,
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(Dean, 2003; Ellen et al, 2000) Solomon
(2004)

(Sensation)

(Selection) (Organization) (Interpretation)
Schiffman  Kanuk (2004)

Arnould (2005)
(Sensory preference)

Assael (2004) :
2 (Stimulus characteristics)
2 (Sensory element)

(Structural element)

(Consumer characteristics) Assael (2004) 2
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(Stimulus discrimination)
(Stimulus generalization)
(Brand leverage)

(Brand loyalty)

(Arnold, Price, &
Zinkhan, 2005)

(Perceptual Selection)
(Selective Exposure)
(Selective Attention)

(Overwhelming)
(Perceptual defense)

(Perceptual blocking)
(Schiffman & Kanuk, 2004)

0 (Personally
Relevant) V)
(Pleasant) ! ' (3) (Surprising)
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(4 (Easy to
Process)
(Hoyer & Maclnnis, 2000)

2.8

: Adapted from Assael, H (2004). Consumer behavior: A strategie approach.
New York: Houghton Mfflin, p. 159,

? (Organization)

Gestalt
3 (1)
(Principle of closure)
v
(Principle of similarity)
(3 (Principle of figure-ground)

(Figure) (Ground)

(Assael, 2004)
(Interpretation)

(2) (Categorization)
(Schema)



2 (Inference)

(Semiotics)
(Symbol) 1
(Image)
(Solomon,
2004)
(Wrong image)
(Assael, 2004)
Avon
(Object) Avon (Pink
ribbon) (Symbol)
(Breast cancer awareness crusade) (Interpret)
Avon

Sargeant, West ~ Ford (2001)
(Donor)
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(Ellen et al., 2000; File
&Prince, 1998; Lafferty & Goldsmith, 2005; Ross etal., 1992)  Bhattacharya
Sen (2004)

(Personal connection)

(Solomon, 2004)
(Arnould et al., 2005) Schiffman
Kanuk (2004)
(Attitude Object)

(Solomon,
2004) Fishbein ~ Ajzen (1976, as cited in Lutz, 1991)

(Attitude object)
Assael (2004)  Schiffman  Kanuk (2004)



Lutz
(1991) (Hypothetical construct)

(Consistency) Solomon (2004)

3 (Tripartite View of Attitude)
3 (1) (Cognitive Component)
(Knowledge)
(Attitude object) (Belief)

) (Affective component) (Emotion)
(Feeling) (Evaluation)

(3) (Conative component)
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(Cognitive) (Affective)
(Conative) (Solomon, 2004)
Lutz (1991)
3 3

( Idimensionalist view of attitude)
(Affective component) (Cognitive
component) (Conative component)
(Beliefs) (Antecedent)
(Consequence)

Lutz 3
(Tripartite view of attitude)

29)
Solomon (2004)
(Hierarchy of effect)
(Relative impact)
(Belief) (Behavior)

(Standard learning hierarchy)

(2 (Low-involvement
hierarchy)

(3) (Experiential hierarchy)
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(Solomon, 2004)

2.9

AT VIAUAG ANANTA WOANTIN

(Awdnla) (A2 NEAN) (WAnssH) (WOFnsIN)

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

(Attitucle) (Belief) (Behavior)

Heider (1946, as cited in Solomon, 2004) (Balance
theary)

3 )
(Person and his/her perception) (2) (Attitude Object) (3)
(Other person or object)
(Person) (Attitude Object)
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(Related Object)
(Cornwell, Roy, &steinard, 2001) (
2.10)
Schiffman  Kanuk
(2004)
Ben &Jerry 7.5
Vermont
2.10 Heider

ol
LARAKAZNITTLS
19yApaLl

' Adapted from Lutz, R J. (1991). The role of attitude theory ~ marketing. H H
Kassarijan, &T. . Robertson (Eds.), Perspectives in consumer behavior {4th ed.).
Englewood Cliffs, NJ: Prentice Hall, p. 321.

X

Fishbien (1963,
as cited in Assael, 2004) (Multiattribute attitude model)
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! (Assael, 2004)

Body Shop Avon
Body Shop
Avon
(Schiffman & Kanuk, 2004)
(Assael, 2004)
(Functional theory of attitude) Katz (1960, as

cited  Solomon, 2004)

4
(1) (Utilitarian function)
(Solomon, 2004) (2) (Self-expressive function)

(Self-enhancement)
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8 (Ego-aefensive function)

(Fear
appeal)

(Assael, 2004) (4
(Knowledge function)

(Schiffman & Kanuk, 2004)

(Self-expressive function)
(Ego-defensive function) (Assael,
2004)

Brown  Dacin (1997)

Solomon (2004)
Body Shop

(Recycle)
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Fishbien  Ajzen (1963,
as cited in Assael, 2004) (Theory of reasoned action)

(Attitude to act) (Attitude to object)

2
(Intensity of normative belief)
(Motivation to comply)
(Assael, 2004)

Solomon (2004)

(Recycle product) Bhattacharya
Sen (2004)



%8

(Cognitive consistency) Festinger (1957, as cited in
Solomon, 2004)

(Cognitive dissonance)

Bumett  Lunsford (1999)
(Cognitive dissonance theory)
(Guilt)
(Moral or ethical standard)

(Altruistic behavior)

Schiffman  Kanuk (2004)

(Attribution theory)
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(Qui et al., 2003) Folkes (1984, as cited
in Cui et al., 2003)
Schwartz (1997)
(Offer)
(Relevant)

(Extrinsic) (Intrinsic)

(Eqgoistic)
(Altruistic)

Barone (2000)
yo
Ellen, Mohr - Webb (2000)

Dean (2003)

Mohr,
Webb,  Haris (2001)

Schiff  Bento (2000)
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(Solomon, 2004)
Petty ~ Cacioppo (1983)

(Elaboration likelihood model)

2 (Central route)

(Peripheral route)

Schiffman  Kanuk (2004)

(Peripheral Cue)

Solomon (2004)

Assael (2004)
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(Drug Free America)

(Bhattacharya &Sen, 2004;
Lachowetz et al, 2002; Mohr, Webb, & Harris, 2001; strahilevitz, 1999)
Assael (2004)

(Rational perspective)
Solomon (2004)

Assael (2004)
5 ( 2.11)
1 (Need recognition)

(Demographic)
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(Lifestyle) (Personality) (Status) (Motivation)
Arnoula (2005)

Maslow (1954, as cited in Arnould étal., 2005)
(Self-actualization)

ANY nng nng
o & - asl’ a
ATTUINNY | M SIEA T | n9Te | e
AN L) ATIAUAY MRS
% X
AAINIT N13%8

J §

: Adapted from Assael, H. (2004). Consumer behavior: A strategic approach.
New York: Houghton Mfflin, p. 3L

(Assael, 2004)
Assael (2004)
2 ' (Utilitarian
need) (Hedonic need)
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2 (Information search)
2
(Solomon,
2004)
(Schiffman & Kanuk, 2004)
Assael (2004)
" (Utilitarian product)
(Hedonic
product)
Solomon (2004)
(Inertia)
Schiffman Kanuk (2004)
(Complex search)
(Simple search)
3. (Brand evaluation)
(Evoked set)
(Decision

heuristic)
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Assael (2004)

4, (Purchase) Schiffman ~ Kanuk (2004)
2 (Trial)
(Repurchase)
Assael (2004)
) (Post-purchase evaluation)
3
(1) (Neutral feeling)
2) (Positive disconfirmation)
(3) (Negative disconfirmation)
(Feedback)

Schiffman  Kanuk (2004)



(Assimilation effect)

(Contrast effect)
(2004)

Schiffman  Kanuk (2004)

Assael (2004)

(Complex decision making)

(Assael, 2004)

(Solomon, 2004)
f (Brand loyalty)

(Brand commitment)
(Habit)

105

Assagl
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(Assael, 2004)
(Limited decision making)

(Schiffman & Kanuk, 2004)
(Inertia)

(Spurious loyalty)

(Assael, 2004) ( 2.12)

Assael (2004) 2
(Self concept) ~ Solomon (2004)

(Actual self concept)
(Ideal self concept)

Sirgy (2000)
(Self concept)
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(Product/service image)

2.12

( )

: Adapted from Assael, H (2004). Consumer behavior: A strategic approach.
New York: Houghton Mflin, p. 100.

Andreasen (1995)
Andreasen 4
(2) (Precontemplator)
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) (Contemplator)

8 (Action)

4 (Maintainer)

(High
SES)
(Andreasen, 1995)
Schiffman - Kanuk (2004)
(Situational factors)
(Self-gift)
(Circumstance)
( 23)
(Gift giver) (Gift taker)

(Gift
(Sherry, 1983, as cited in Ellen et al., 2000)
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2.3

: Adapted from Schiffman, L G., & Kanuk, L. L (2004). Consumer behavior (8th
ed.). Upper Saddle River, NJ: Prentice Hall, p. 575.

Assael (2004)

(Reaction)
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