(Brand)

(Product)



Styles Amber ( 995, cited in Wood,

2000) 2

(An addition to

product) (Identifier) '

(American Marketing Association) (1960, cited in Wood, 2000 )

Amber
(1992, cited in Wood, 2000)
(Promise of the bundles of attributes)
(Tangible)
(Intangible)
(Marketing mix) (Product)
Aaker (1996)

O'Malley (1991)



equity)

Light (1993)

(Trustmark)

Light (1993)

Montgomery  Wernerfelt (1992)

Aaker (1996)

(Brand image)

(Brand

(Brand associations)

10



Hisrich (1990)

(Contract)

Hisrich (1990)
21) !

(Actual repurchase)



21:

N13AANINNINIARTA Uszaunisnd .

. Hisrich, R D. (1990). Marketing. Hauppauge, NY: Barron’'s Education Series,

p. 65.

(Appeal)



13

(Tangible values)

(Intangible values)

(Specific values)

Randall (2000)

1

(People perceive the brand as a whole: Gestalt)

2.
(Perception is selective)
3
(Consumers’ perception is the reality)
4. ,
(Processes may not be
conscious)
5 7
7 (The magical number seven, plus or minus two)

6.

. , (The brand has a personality)

Solomon (1992, cited in Rundlle, 2001) "



Aaker (1996)
(Brand awareness)
(Perceived quality) (Brand association)

(Brand loyalty) Yoo, Donthu, Lee (2000)

(Gralpois, 1998)
Mowen Minor (1998)
(Commitment)

(Intend to continue purchasing in the future)

(Consumer satisfaction / dissatisfaction)
(Perceived quality)
(Experience accumulation)

Aaker (1996)

(Symbol)
(Slogan) 'm

(Brand commitment)

14



(Switching-cost loyal)
4,

Aaker (1996)

Assael (1998)

15
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Stochastic models (Assael, 1998) Elliott

Goodwin (1978)

Gover Srinivasan

(1992)

Craft (1999)

Craft (1999)

Deterministic models

(Assael, 19981
Antonides Raaij (1998)

(Routine decision-making behavior) 1

Oliver (1997)
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Chaudhuri (1999)

Chaudhuri (1999)

u 1

Jacoby Kyner (1973, cited in Choong, 1998: Hawkins,

Best, & Coney, 1998; Moven, 1995; Sneth. Mittal, & Newman, 1999)

6
1 1 (The biased)
2. (Behavioral response)
3 (Expressed over time)
4. (By some decision-making unit)
5.

(With respect to one or more alternative brands out of a set of such brands)



6.

18

(Function of psychological processes  decision-making and evaluative)

Jacoby Chestnut (1978)

, (The bias)

event)

(Random

(Biased purchasing behavior)

X

out of set of such brands)

(Expressed overtime)

2

(Decision-making unit)

(Individualization) (Fries, 2000)
L] .(

(Respect to one or more alternative brands
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(Relational

phenomenon)

(Function of psychological-decision-making, evaluative-processes)

(Psychologically compared)

(Degree of commitment)
(Real brand loyalty)
(Repeat purchase behavior)

Garbarino Johnson (1999) (Commitment)

Gundlach, Achral, Mentzer (1995)
(Attitudinal component)
(Affective commitment)
(Psychological attachment)

Mitchell (1998)

3 (D (Entrenched
customer) (2) (Averaged
customer) 3)

(Shallow or convertible customer)
Schultz (1998)
(Brand commitment) li
4 (1) ]
] (Needs satisfaction) (2) "m
(Involvement in category) (3)

ril 1 (Attract of alternatives)
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@)
(Intensity of ambivalence to change or alternatives)
Mowen (1995)
(An emotional-psychological attachment)

(Purchase involvement) .
(Ego involvement)

(High involvement) (Durable product) 1 '

(Self-concept) (Value) (Needs)
Assael (1998)

(Inertia)

Baldinger ~ Rubinson (1996)

Schiffman ~ Kanuk (1997)

Instrumental conditioning approach

[
(Real brand loyalty) ! 1 " (Spurious brand



loyalty) ~ Jacoby  Chestnut (1978)
3
market share)

Keller (1998)

(Attitudinal)

(Brand commitment)
, (Clinch facet)
learning theory

Jacoby  Chestnut (1978)

(Cognitive)

| tPsychological commitment)
(Intentions)

(Beliefs) (Feelings)
1

(Measuring brand loyalty'»

Chestnut, 1978: She et al., 1999)
L

repurchase)

J  ljHiNinJUMKItinOB
21

(Brand

Cognitive

(Evaluative)

3 (Jacoby &

(Consistent
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2. l, (Attittude  the
property of psychological commitment)
3

(The composite of behavioral and attitudinal properties)

Jacoby Chestnut ( 978)

(Proportion-of-piirchase measure)

(Sequence-of-purchase measure)
(Proportion-of-purchase)
Sheth (1999)

(A percentage: the number of
times the most frequently purchased brand divided the total purchase) ,
7 10
10 Cunningham (1956, cited in
Jacoby & Chestnut, 1978)
(Triple brand loyalty)
Charlton  Ehrenberg (1976, cited in Jacoby &

Chestnut, 1978) , (Two-third criterion)
4
6
Mowen  Minor (1998)
5
L
(Undivided loyalty: AAAAAAAA)
2 J (Occasional switch:

AABAAACAADA)



Ro

3.
2 (Switch loyalty: AAAABBBB)
4,
2 (Divided loyalty:
AAABBAABBB)
b,
(Brand indifference: ABCDCBACD)
(Sequence-of-purchase measure) ~ Sheth
(1999) (Consistency)

2 A B
AAABAAABBB  ABABABABABA

Jacoby  Chestnut (1978)

. (Consumer data) 6
'( divided
loyalty)
1 (Divided loyalty)
Tucker  Mcconnell (1968, cited in Jacoby & Chestnut, 1578)
(Three-in-a-row criterion)
Sheth (1999) "
(Probability of purchase)
(Proportion-of-purchase
measure) (Sequence-of-purchase measure) ' 1?4

(The customer’s long-term purchase history)

(Behavioral brand loyalty) -



Mowen

Sheth

(Sheth tal., 1999)

Minor (1998)
(Repeat purchase behavior)
Jacoby  Chestnut (1978)
(Validlity) (Reliahility)
(Sensibility)
Mowen (1995)
1 1 ’ ’ : 1
(1999)

(Attitudina! brand loyalty)

24
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(Ranking scale)

Jacocy (1971, cited in Jacoby & Chestnut, 1978)
(Theory of social judgment)

Sherif (Distance between acceptance and
rejection regions) 3
(Accepted brands) (Neutral brands)

(Rejected brands)
Jacoby (1971, cited
in Jacoby & Chestnut, 1978)  Jacoby  Olson (1970, cited in Jacoby & Chestnut,
1978)

lien

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

cited in Jacoby & Chestnut, 1978)

(Multibrand loyalty) (Unibrand loyalty)
Guest (1942, ' | 2542) !

(Brand preference)

Guest (1944, cited in Jacoby



& Chestnut, 1978)
(Constancy of preference)

, (2542)

Jacoby Chestnut (1978)

(Sensitivity)

Brown (1953, cited in Jacoby & Chestnut, 1978)

Day
(1969, cited in Jacoby & Chestnut, 1978)
(Proportion of purchase)

(Attitude toward the brand)

26



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

(Perceived brand commitment)

Baldinger Rubinson (1996)

Newman Werbel (1973, cited in Jacoby & Chestnut, 1978)

(Durable goods) Towle Martin (1976, cited in Jacoby & Chestnut, 1978)

(Package search)

1
Aaker (1991)
2
1 (Behavioral measurement)
(Habitual behavior)
(Repurchase rates)
(Percent of purchase) (Number of

brands purchased)
'"1(Product class)

2 ! ' ,

- (Switching cost) .

27



(Friendship)

- (Commitment)

Schiffman Kanuk (1997)

3
Hanna Wozniak (2001)

(Brand parity)
1 ; J

(Measuring satisfaction)

(Liking of the brand)

(Liking)

(Trust)

28

(Respect)

(Niche market)

4

(2) Conversion

(1) Reversion
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(3) Vacillation ‘o

(4) Experimentation !

Sheth (1999)

(Market factors)

(Competitive
promotional activity) (Attraction

of alternatives)

(Customer factors)
(Variety seeking)
(Product involvement)

(Sheth et al., 1999)

Hawkins, Best, Coney (2001)

Anderson, Fornell, Lehmann (1994) c “ !; m-/m



Hawkins (2001)

(Product commitment)

Raj (1985) 5
@)
2 : ©)
4 (5)

(Relationship marketing)

Randall (2000) 2

Chaudhuri (1995)

(Situational constraints)

Schiffman ~ Kanuk (1997)



(Attitudinal component)

Sheth (1999)

Shérif Shérif (1967, cited in Lutz, 1991)

Fishbein Ajzen (1975, cited  Lutz, 1991)

Hawkins (2001)
I

al, 200) "

4

Katz (1960, cited in Assael, 1998; Hawkins et

31



1 H (Knowledge function)

2. (Value-expressive function)

3. | (Utilitarian function)
4. (Ego-defensive function)

Hanna ozniak (2001)

(Global product)



Hanna Wozniak (2001)

3
1. (Cognitive component)
(Beliefs) (Opinion) (value) (Faith)
2. (Affective component)
3. (Conative or behavioral component)
(Tendency) (Overt behavior)
Sheth (1999) Cognitive component

(Brand association)

(Brand belief)

Affective component

Conative component

Lutz (1991)
(Affect)
" (Cognition) (Conation)
, Fishbein ~ Ajzen
(1975, cited in Lutz, 1991) " ( 2.2)
(Beliefs) ' (Intentions)
' [ (Behaviors)



2.2 (The  mensionalist view of
attitude)

Beliefs Attitude Intentions Behaviors

(Cognition) (Affect) (Conation) (Conation)

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

Lutz (1991)
Idimensionalist

Kim, Lim,  Bhargava (198
(Affective component)
1" 1
Dube, Chattopadhyay,  Letarte (1996)

Baker (1999)



35

Hanna  Wozniak (2001)

(involvement)

(High involvement)

(High financial risk)

(Low involvement)

Blythe (1997) (Involvement)

i _ 1 2 _I_III _*
(Cognitive) (Afteciivei

~

Blythe (19971 Schiffman  Kanuk (1997)
2

22064(0 6
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1 (High-involvement product) "

(Attributes strongly linked to end goal)
(Importance to get it right in consumer’s

lifestyle) (Consumer has
in-depth knowledge and strong opinion)

(Discrepant information ignored or

discounted)
2. (Low-involvement product)

(Attributes irrelevant to consequences)
(Perceived to be the same which product chosen)

(No strong feelings,

knowledge of product)
Ratchford (1987) Foote, Cone &
Belding (FCB)
" (Level of involvement) High
involvement  Low involvement (Motive for purchase)
Thinking) (Feeling) 4
( 2.3)

L tri' 3
(High involvement-Thinking) [

2

(High Involvement-Feeling)



(Routined behavior)
(Low involvement-Thinking)

(Low involvemeni-
Feeling)

2.3: The FCB involvement grid

(Motive for purchase)
(Think) (Feel)
(High)
(Development level) t Fastfood
Low <y
(Low) g J

. Ratchford, B. T. (1987). New insights about the FCB grid. Journal of
Advertising Research. 21(4). p. 3L

37



Sheth (1999) (Consumer behavior)

(Physical) (Mental)
(Type of customer) 2
(Household) (Business customer)
(Household)
(Select a product) (Pay for the product) (Use or
consume the product)
Assael (1998)
(Involvement) 4
L (Complex decision making)
(High involvement)
?

2 (Brand loyalty) -
' (High involvement)

38



39
Nike

Nike
3 (Limited decision making)
(Low involvement)

4, (Inertia)
(Low involvement)

Hanna ~ Wozniak (2001)
Inertia

Hanna  Wozniak (2001)  Howard (1994)
2 n

(Nonprogrammed decisions)

(Consumer' lifestyle) (Self-
image)



40

L Extensive problem solving (EPS)
1A ]
(Concept formation) (Benefits)

2. Limited problem solving (EPS)

(Additional benefits)
(Extensive problem solving)

(Concept attainment) (Price set)
(Information provided) (Brand's
availability in stores)
3. Impulse purchase (IP) 3

(Emotional appeal) (Cogpnitive efforts)

(Programmed decisions)
(Consumer product)

(Habitai or routinal nature)

1
(Programmed decisions)
Routinized-response behavior (RRB)



41

(Stimul)
4,
Blythe (1997) John Dewey
(Need identification)
(The difficulty is located and defined)
(Possible solutions are suggested)
(Consequences are
considered)
(Solution is accepted)
!
Potier (2000). Solomon (1996), ~ Wells  Prensky (1996
' 5 (Five stage model of the
consumer buying process) 'l ! S B
(High involvement) L e
Complex decision making ] F.xtensive problem solving (EPS) 0 i 1.

15~
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1 (Problem recognition)

< ai a a 43
(Need recognition)
(Opportunity recognition)
(Primary demand)
(Secondary demand)
2. (Information Search)
(Prepurchase search)
(Personal sources) (Commercial sources)

(Public sources)

Wells  Prensky (1996)

(Alternatives sources)

(internal search)

(External search)
(Consumer's prior expertise and familiarity)
(involvement) (Time pressure)
(Perceived risk) ,
3 (Evaluation of alternatives)



(Complex decision)

J
(Purchase decision)
, (Preference)
(Intention to buy)
(Preference) (Intention to buy)

(Postpurchase behavior)

(Individual's expectations)

(Feedback) ' ' %

] Wells  Prensky (1996)

»

43
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(High involvement)
(Low involvement)

(High involvement)
(Problem recognition)
(Information search)
Extensive information-gathering activity
]
(Low involvement)
3 0

Routinized decision-making process

(Evaluation of alternatives)

(Marketing factors)

(Marketing communications)

(Intention to buy)



45

Howard (1994) (Intention)

(Purchase)
(Confidence)
(Customer's thinking) (Information)
(Brand recogpnition) (Attitude)
0 (Confidence)
(Ewing, 2000)
(New products) (Durable goods)
' Whitlark, Geurts, ~ Swenson
(1993)
(Probably will buy)
(Definitely will buy)
Morrison (1979)
N\ 1
(Individual purchase intention) (Actual purchase
behavior) 1 3
"' (Target market)

(Estimate the
product’s likelihood of purchase in target market)



Pickering  Isherwooc! (1974, cited in East, 1997)

(Durable goods) I (Mew products)
61
5
McQuarrie (1988, cited in East, 1997) 42
88

Morwitzetal. (1993. cited in Fitzsimons & Morwitz, 1996)

Whitlark et al. (1993)

2

46
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(Feedback)

(Consumer satisfaction / dissatisfaction:
CS/ID) Hanna  Wazniak (2001)

! (A limited set of attributes)
2

(Instrumental performance)
(Expressive performance)

Wells  Prensky (1996)

(Repeat a purchase)

(Consumer

satisfaction / dissatisfaction)
Sheth (1999)

(An intense need to confirm the wisdom of that decision)

(Disconfirmation)
(Postpurchase dissonance)
Ployer ~ Maclnnis <2001) :
li 3
' (Positive disconfirmation)
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(Simple conformation) 2 \»
(Satisfaction) (Negative
disconfirmation) "
(Dissatisfaction)

Day (1984, cited in Westbrook & Oliver, 1991)

Westbrook -~ Oliver (1991)

Anderson, Fomell,
Lehmann (1994, cited in Garbarino & Johnson, 1999)

Neal (1999)
(Consumer satisfaction) !
Hoyer ~ Maclnnis (2001) L.
.
L
"
| 1 1 2.

({

dimensions) (Hedonic dimensions) %



(Involvement)

Oliver (1993)
2
(Effect stage)
(Consumption experience) (Cognitive state)
Havlena
Holbrook (1986, cited in Westbrook . Oliver, 1991)
(Emotional response)

(Evaluation stage)  Loudon  Della Biffa (1993)

(Satisfaction) '
Hawkins (2001)
540
3 25
19
13
5
3 %
(o urable §000S) S0

45

49



Hoyer ~ Maclnnis (2001)

Hawkins (2001)

Anderson, Fomeli,  Lehmann (1994)

(Repeated purchase behavtor) 'l
Jacoby  Chestnut (1978)

50



51

1 Oliver (1997)
(Repurchase intention)

Hawkins étal. (2001 )
(Identification)
(Self-concept)
(Symbolic product)
(Performance product)

Sheth et al. (1999)
3 (Exit)

Voice)
(Complaints)

(Brand loyalty) ~ Neal (1999)
(Customer loyalty)

Hanna  Wozniak (2001)
(Level of consumer effort)
(Level of expectation)

Loudon  Della Bitta (1993) 3
(Nature arid performance

of the product)

(Social henefits) Mowen  Minor (1998)



Loudon

Della Bitta (1993)

(Prodluct) (Price)
(Marketing communications)

(Mowen, 1995)
Kotler (2000)

(Attitude)

(Behavior)

(Place)

(Cogpnitive)

52



1996)
(Kotler, 2000)

(Integrated marketing communications) ~ Nilson (1998)

(Generating synergies)

Keller (1998)

(Brand extension) 1

(Product category)

53

(Evans et 1

(Marketing actions)



54

Miller (2001) (‘

Eliott  Goodwin (1978) 1

McCarthy (1996, cited in Kotler, 2000)

4 (Product)
(Price) (Place) (Sales
promotion)
Miller (2001 ) 5P
(Product)
(Price) ' ' "
, 1 "

(Place) ' 1

1" 1
1

(Sales promotion)



(People)

Schultz (1999)
Schuiltz (1999)
4R's
1 (Relevance)
2. (Response)
3. (Relationships)

4, (Returns)

55



56

Eliott ~ Goodwin (1978)

Lee  Lou (1995)

(Intrinsic factors) ]
(Extrinsic
factors)
Schultz (1998)
(Needs satisfaction)
(Involvement in category) . (Attraction of
alternatives) (Intensified of ambivalence to

change or alternatives)

Cooper (1994)



(Product positioning)

4,
(Concrete values)

Yoon  Kijewski (1997)

Knight (1999), Leclerc, Schmit, e (19%4)
(1989)

..(Made ....)" '

57

Sung  Wyer
(Country of origin)
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Telis  Gaeth (1990), Wheelock (1992) ~ Yoon  Kijewski (1997)
(Product quality / Performance)

(Consumer’s perspective)

(Specification)
(Information)
Waller  Ahire (1996)
4 (Product performance)
(Product conformance)
(Reliability) (Durability) Showers  Showers (1993)
0 I
Beharrell  Denison (1995)  Lee  Lou (1995) I
(Product necessity)
‘2

(Enduring involvement)



Alpert
Domoff (1993)

(Situational involvement)

Kamins (1995)  Kardes, Kalyanaram, Chandrashekaran,
‘ (Pioneer brand)
Follower brand

(Copy cat) 1 . m

59
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Leclerc, Schmitt, ~ Dube (1994), Lee  Lou (1995).  Roa  Ruekert
(1994) (Brand familiarity)
(Extrinsic cues)

, Seines (1993)
(Reputation brand)

(Intrinsic cues or attributes)
Lee (1998)

Halstead, Droge, ~ Cooper (1993), Magnuson (1975, cited in Loomba. 1998)
Tan, Lee,  Lim (2001) (Product warranty)

? (Durable
goods) (High involvement product)



61

Stefanidu (1999)

(Good value, not low price)

(Perceived quality) [

Telis  Gaeth (1990)  Zeithami (1988) " 1'  '" , -
II! fi I; *Il II



(Fitness to use)

(Extrinsic cues)

Telis  Gaeth
(1990)
(Best value)
Oliver (1993)
(Perceived Quality)
Anderson (1994)
Lewis  Shoemaker (1997)
11
1
Lichtenstein, Bloch, ~ Black (1988)
(Price acceptability) [
!
1
" . I
|
1 ! |

(Price-quality Inference) : 1

62



consciousness)

Sirvanci (1993)

Shoemaker (1997)
1
Pullig, Krishnan, ~ Burton (1999)
Blythe (1997) ~ Tayler  Cosenza (1999)
!I
1 Y (Bell
Garton (1995)
I
Hiscock (2000) .
45

3 23

63

(Price sensitivity)

Lewis

Biswas,

Latfin, 1998)



64

Doison  Patton (1992) ooclsicle  Trappey (1992)

(Convenience of the store’s location)

(Price of its product) (In-Store service)  Dotson
Patton (1992)
Keng  Ehrenberg (1984) (Store type choice)
!
Lumpkin
Burnett (1991) 3

Lumpkin  McConkey (1984)

Discount store "1
%
"L
’ , (“Store choice," 1996)
Mattson (1982)  Yoo. Donthu, ~ Lee (2000) 1 '



65

Baker, Grewal, ~ Parasuraman (1995), Garton (1995) Yoo, Donthu,
Lee (2000)
(Store image)

Garton (1995), Graeff (1995). Hauss (1993), Hawes, Rao.  Baker (1993),
McArthur  Griffin (1997), Mulhern  Padgett (1995)  Nilson (1998)
(Marketing communications)  !!' I



(Abstract value)
T (Tangible brand
value)

Hisrich (1990)  Kaotler (2000)
4 (Advertising)
(Personal selling) (Public relations)
(Sales promation)

Lee (1998)

Gralpois (1998)
’ y



Schultz (1998)
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