(Development of Brand Archetype
Concept and Its Measurement for Marketing Communications Applications)
4 1) 2) 3)
4)

The Product and the Brand (Gardner & Levy, 1955)



American Marketing Association (1960, as cited in Keller, 2003)

. Aaker (1991, o
, 2548)

Kapferer (1997)

Seetharaman, Nadzir ~ Gunalan (2001)
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(Brand)
Brandr

(Keller, 2003)

(Murphy, 1998)

(Trademarks) (Patents)
(Designs) (Copyright)
(Brand Goods)
(Brand Service)

(Murphy, 1998)

(Berry, 1988)



Hierarchy)  Keller (2003) 4

Knapp (2000)
1) (Differentiation)
2)
(Relevance)
(Esteem) 4)
(Mind's Eye)

1)
2)
5
3)
(Awareness)

13

(Branding
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(Levy, 1959)

Levy (1959)
1)
Levy

Kapferer
(1992, as cited in Upshaw, 1995)

D. Aaker  Joachimsthaler (2000)

de Chenatony (2002, as cited in Janonis, Dovaliené, & Virvilaité, 2007)

Upshaw (1995)
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(Nandan, 2005)

. Aaker
Joachimsthaler (2000)

!

3
(Strategic Brand Analysis)
(Brand Identity System)
(Brand Identity Implementation System) 21
3

(D. Aaker & Joachimsthaler, 2000)



2.1

Customer Analysis
-Trend

- Motivation

- Unmet needs

- Segmentation

STRATEGIC BRAND ANALYSIS

Competitor Analysis

- Brand image/identity
- Strengths, strategies
- Vulnerabilities

- Positioning

Self-Analysis

- Existing brand image
- Brand heritage

- Strengths/strategies
- Organization values

STRATEGIC IDENTITY SYSTEM

BRAND IDENTITY

Extended

Brand as Product

. Product scope

. Product attributes
. Quality/ value
Uses

. Users

oM wN R

. Country of origin

Brand as

Organization

7. Organization
attributes (e.g.,
innovation,
consumer concern,
trustworthy)

Core

Brand
Essence

A

Brand as Person

9. Personality (e.g.,
genuine, energetic,
rugged)

10. Brand customer
relationship (e.g.,
friend, adviser)

Brand as Symbol

11. Visual image and
metaphors

12. Brand heritage

- Functional
benefits

8. Local versus global

VALUE PROPOSITION
- Emotional
benefits

CREDIBILITY

Self-expressive Support other brands

benefits

RELATIONSHIPS

BRAND IDENTITY IMPLEMENTATION SYSTEM

BRAND IDENTITY ELABORATION

v

BRAND POSITION
The part of the brand identity and value proposition that is to be
actively communicated to the target audience

2 v

BRAND BUILDING PROGRAMS

. Aaker, D., & Joachimsthaler, E. (2000). Brand leadership. New York, NY

v

TRACKING

Press, p. 44.

: Free

16



(Consumer Analysis)

(Competitor Analysis)
(Self Analysis)
. Aaker  Joachimsthaler (2000) 12
4
1 (Brand as Product)
1) (Product Scope)
Coca-Cola
2) (Product Attribute)
Viagra 3)
(Quality/ Value)
Sony
4) (Uses)
Corona

5) (Users)

17
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6) (Country of Origin)

2 (Brand as Organization)
(Organization Attribute)
The Body Shop

CP 8)
(Local vs. Global)

Starbucks

(D. Aaker & Joachimsthaler, 2000) OTOP

3 (Brand as Person)
9) (Personality)

(Self-image Product-
image Congruity)

Virgin 10) (Customer/ Brand
Relationship)
(. Aaker &
Joachimsthaler, 2000) Central
4 (Brand as Symbol)
11)

(Visual Image) (Metaphors)
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12)
(Brand Heritage)

(. Aaker &

Joachimsthaler, 2000)
12 (Core
Identity) (Extended Identity) (Brand
Essence)
(Core Identity)
6 12

2
(Extended Identity)

(. Aaker & Joachimsthaler, 2000)

(Brand Essence)

Aaker & Joachimsthaler, 2000) Disney

. Aaker
Joachimsthaler (2000) (Brand Identity
Implementation System)



Joachimsthaler (2000)

1)
(Personality)

20

(Brand Identity Elaboration)

(Brand Position)

(. Aaker &Joachimsthaler, 2000)

(Brand Building Program)

(Point of Contact)

(Tracking)

. Aaker

(Brand Identity Prism) Kapferer (1997)
6 (Facets)
(Physique)



(Relationship) 4) (Culture)
5) (Reflection)
6) (Self-image)
2.2
2.2

PICTURE OF SENDER

7 Physigue \ Personality

R p
Relationship Culture

!

& Reflection - i Self-image

PICTURE OF RECIPIENT

. Kapferer, . N. (1997). Strategie brand management: Creating and sustaining
brand equity long term (2nd ed.). London, UK: Kogan Page, p. 100.

Kapferer (1997) 6
(Physique)

Orangina Coca-Cola

PET Coca-Cola

E1



(Personality)

1970
(Figurehead)
Pepsi-Cola
(Culture)
Adidas, Nike Reebok
Mercedes

IBM, Nike

American Express

(Kapferer, 1997)

(Relationship)

Yves Saint Laurant

IBM
Apple

(Kapferer, 1997)

Benetton Coca-Cola

American Express  Visa

Coca-Cola
Levi's

Dior
Nike

22



(Kapferer, 1997)

Porsche

23

(Reflection)

(Kapferer, 1997)

(Self-image)

Porsche
(Kapferer, 1997)
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21
2.1
(Nandan,
2005)
21
Brand ldentity Brand Image
Source/ company focused Receiver/ target audience focused
Created by managerial activities Created by perception of the consumer
Encoded by brand originator Decoded by brand receiver
Identity is sent Image is received/perceived

: Nandan, . (2005). An exploration of the brand identity-brand image linkage:
A communication perspective. Journal of Brand Management, 12(4), p. 268.

(Brand
Name) (Sponsoring)
(Patronage) (Decoding
Message) (Extracting Meaning)
(Interpreting Sign) (Kapferer, 1997) ( 2.3)

2.3



(Noise)

2.3

Sender Media Receiver

Brand Identity
Signals | Brand
transmitted Image
Other sources of I
inspiration
- Mimicry Competition
Opportunism and
Idealism noise

. Kapferer, J. N. (1997). strategie brand management: Creating and sustaining
brand equity long term (2nd ed.). London, UK: Kogan Page, p. 95.

(Mimicry)

(Opportunism)

(Idealism)

(Kapferer, 1997)
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1950
(Dobni & Zinkhan, 1990; Lindquist, 1974)
Boulding (1956)
I Boulding
Boulding
(Uncle Sam)
Boulding
(Boulding, 1956)
Gardner Levy (1955) The Product and the

Brand
(Long-term Investment)

(Brand Association)
(Herzog, 1963, as cited in Keller, 2003)
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(Keller, 2003)

... 1990 Dobni Zinkhan

1 (Blanket Definitions)

(Herzog, 1973, as cited in Dobni & Zinkhan, 1990)
(Newman, 1957) (Runyon &
Stewart 1987, as cited in Dobni & Zinkhan, 1990)

2 (Emphasis on Symbolism)

Levy (1958, as cited in Dobni & Zinkhan, 1990) |

(Frazer, 1983, as cited in Dobni &
Zinkhan, 1990)

(Signifier)
(Signified)
(North, 1988, as cited in Dobni & Zinkhan, 1990)
(Levy, 1958, as cited in Dobni & Zinkhan, 1990)

3 (Emphasis on Meaning of
Messages)

Durgee
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Stuart (1987, as cited in Dobni & Zinkhan, 1990)

(Causality)
(Context) (Similarity)
Reynolds ~ Gutman (1984, as cited in Dobni & Zinkhan, 1990)
4 (Emphasis on Personification)
1980

(Dobni & Zinkhan, 1990) Sirgy (1985, as cited in Dobni &
Zinkhan, 1990)

(Stereotype)

5
(Emphasis on Cognitive or Psychological Elements)
(Mental Process)

(Bird,
Channon, & Ehrenberg, 1970, as cited in Dobni & Zinkhan, 1990)
(Bullmore, 1984, as cited in Dobni & Zinkhan, 1990)

(Friedmann
& Lessig, 1987, as cited in Dobni & Zinkhan, 1990)



Dobni Zinkhan (1990)
. Aaker (1996)

Bivainieng, 2007)

Riley (1998)
(Double Vortex Brand Model)

Bivainiené (2007)

(Brand Equity)

2.4

29

Bivainiené (2007)
4
4
Thakor (1996, as cited in
Keller (1993)

de Chernatony

(Biel, 1992)



2.4
Image of
Product
" Imageof
| Maker !
i (Corporate |
i Image) ,:

[ e ——

Image

3
1]
0
®
=]
=
(o
w
[19)
=

! ; \ Image of
%————a‘ Competing 1
Brands

______________

\ "
Eontribubing ’,_’ Brand Equity

]

1

)

i Factors i
1

E Brand Equity

»
7/
P,
.
-

_____ > Market Value of a
Brand

. Biel, A. (1992). How brand image drives brand equity. Journal of Advertising

Research, 32(6), p. RC-8.

(Image of Product)
(Image of User)

Marlboro

Philip Morris Marlboro

Biel (1992)
3
(Corporate Image)

(Biel, 1992)

30



(Levy, 1959)

Image)

Gestalt

Apple
(Biel, 1992)

(Word of Mouth)

(Biel, 1992)

3l

IBM

(Congruence Between Identity &

(Nandan, 2005)



Reynolds Gutman (1984)

(Means-end Chain) ( 2.9)
1) (Product Attributes)
2) (Consumer Consequences)
3)
(Rokeach, 1968) ( 2.2)
25

Cultural (Terminal) Values |«

A

32

Product Consumption-specific

) 4

Attribute (Instrumental) Values

: Assael, H. (2004). Consumer behavior: A strategic approach. Boston, MA:
Houghton Mifflin, p. 472.

2.2
(Physical Characteristics)

(Abstract Characteristic)

(Functional)
(Psychosocial)
1) (Instrumental Values)
2) (Terminal Values)

(Reynolds & Gutman, 1984)
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2.2

Abstract Values
Terminal-Internal
Instrumental-External
Consequences
Psychosocial
Functional
Attributes
If Abstract Characteristics
Concrete Physical Characteristics

. Reynolds, +. 5., & Gutman, 4. (1984). Advertising is image management. sourna

of Advertising Research, 24(1), p. 29.

(Means-end
Chain)

(Hawkins, Best, &Coney, 199)

(Levels of Abstraction)

(Reynolds & Gutman, 1984)



Means-end Chain

Association)

(Hawkins et al., 1995)

(Nandan, 2005)

Techniques)
(Qualitative Methods)
(Projective Technique)
Gardner  Levy (1958, as cited in Dobni & Zinkhan, 1990)

(Word

(Quantitative

34
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Boivin (1986, as cited in Dobni & Zinkhan, 1990)

Durgee  Stuart (1987, as cited in Dobni & Zinkhan,
1990)

Woodside (1972, as cited in Dobni
& Zinkhan, 1990)

Dobni Zinkhan
Step Typical Approach Typical Techniques

1 Identification of Important Attributes Kelly Repertory Grid
Free Responses
Focus Groups
Depth Interviews

2 Creation of Measurement Instrument Semantic Differential
stapel Scale
Q-sort Technique
Thurstone Scale

3 Calculation of Brand Score Multiattribute Model

Correspondence Analysis
Factor Analysis

Discriminant Analysis
Multidimentional Scaling
Trimodel Scaling

Conjoint Analysis

Principal Components Analysis

: Dobni, D., & Zinkhan, G. M. (1990). search of brand image: A foundation
analysis. M. E. Goldberg, G Corn, & R. Pollay (Eds.), Advances in Consumer

Research (pp. 11Q-119). Provo, UT: Association for Consumer Research, p. 117.

23,

~o\H



D

(Focus Groups)

36

(Identification of Important Attributes)
(Free Responses)
(Depth Interviews) 2)

(Creation of Measurement Instrument)

stapel Q-sort
(Calculation of Brand Score)
(Discriminant Analysis)
(Conjoint Analysis)

(Dobni & Zinkhan, 1990)

(Dobni & Zinkhan, 1990)

(Semantic Differential)
Thurstone 3)

(Factor Analysis)
(Multidimentionai Scaling)

(Brand Equity) Keller
. .1993 (Brand Knowledge)
il
(Indirect Approach) 2 1
(Characteristics of Brand Associations) 1
(Type)

(Free Association)

Projective

(Keller, 1993)

3 (Direct Approach)

2)
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(Favorability)

3)
(Strength)
(Keller, 1993)
2
(Relationships among Brand Associations)
1)
(Uniqueness) (Characteristics)
(Keller, 1993)
2) (Congruence)
(Patterns)
(Keller, 1993)
3) (Leverage)

(Keller, 1993)

Keller (2003)

(Lower-level Considerations)
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(Product
Preference)
(Higher-level Considerations)
(2545)
3 5,
.
2 :
Keller (1993)
Swartz
Meyer (1986, , 255)
3
5

(2543)

Nokia, Ericsson,
Nescafe Moccona 44 ' 1 (Brand
Knowledge structure) Keller (1993) :

(Brand Recall) (Brand Recognition) Nokia
Nescafe
Nokia
Ericsson Nescafe

Moccona



Myth

(Randazzo,
1993)

(Woodside, Sood, & Miller, 2008)
Holt ~ Thompson (2004)
Mark Pearson (2001)

Wertime (2002)
(Zaltman, 2003) (Story) (Storytelling)

(Randazzo, 2006)

39
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Myth Mythos (Story)
(Tales)
(Campbell, 1988) Myth
(Nature Oriented) (Social
Oriented) Myth
3 1) 2)
3)
(Lévi-Strauss, 1977) Levy (1981) Myth
(Universal Metalanguage)
Barthes (1957) AN Myth
Myth (Form of Speech)
(Semiological System) (Mode of Signification)
Barthes
(Common Sense)
(2544) Barthes (1957)
Myth
Myth

(Binary Opposition)



4

Myth
(Solomon, 2002)
Myth
Myth
(Campbell, 1988; Lévi-Strauss, 1977)
Levy (1981)
Stem (1995)
3
1)
(Schindler
& Holbrook, 2003) 2)
3)
( oodside et al., 2008)
(Narrative)

(Argumentative)
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(Paradigmatic) (  Holt, 2004; Holt & Thompson,
2004; Well, 1989, as cited in Woodside et al., 2008)

Bruner (1990, as cited in Woodside et al., 2008)

2 1) (Landscape of Action)
2) (Landscape of Consciousness)  Bruner

Delgadillo Escalas
(2004)

(Rokeach, 1973)
(Means)

(End)
(Stern, 1995)

Holt (2009) -
cons
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(Solomon, 2002)
Lévi-Strauss (1977)
Myth
(Binary Opposition)

(Lucky
Number)

Brand Myth
2 (Chronology)
(Causality) (Delgadillo & Escalas, 2004)

Holt Thompson
(2004)

(Fournier, 1998)
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(Story) (Storytelling)
(Holt, 2004) Jung (1954/1968)
(Archetype)
: 1

(Hirschman, 1986; Kozinets, 2002; Moore, 1985; Woodside &
Chebat, 2001) (Fournier,
1998)

(Holt, 2003) Woodside
Chebat (2001) ' (Balance Theory)
(Narrative) (Myth)

(Consumption Myth)

(Folk Story)
(Kniazeva & Belk, 2007)

Levy (1981)



(Myth)

Lévi-Strauss (1977)

Stern (1995)
Mythos Mythoi Mythos
Mythoi
Stern
Rokeach (1973)
4
(Comedy)
(Happiness)
(Tragedy) (Sadness)
(Autumn) 3)
(Nostalgia)
(Summer)  4)
(Surprise)
(Winter)
4

45

(Fairy Tale) (Novel)

Stern (1995)
Northrop Frye

Frye
(Plot) Frye
(Terminal Values)
stern
4 1)
(Joy)
(Spring) 2)
(Wisdom)
(Romance)
(Peace) (Beauty)
(Irony)
(Excitement)
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New York Times

( 26)

26

SUMMER

Romance

SPRING | Comedy

Tragedy | AUTUMN

WINTER

. Stern, B. B. (1995). Consumer myths: Frye’s taxonomy and the structural analysis
of consumption text. Journal of Consumer Research, 22(2), p. 167.

Holt (2003) (Storytelling)

Mountain Dew
Do the Dew

Mountain Dew

Holt  Thompson (2004)
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(Word-of-mouth)
Holt ~ Thompson
(Man-action-hero)
(Miadle Class) (Working
Class)
(Breacwinner)
(Rebel)
(Heroic Masculinity)

Escalas (1998, as cited in Woodside et al., 2008)
6 5
1 (Not at All) 5
(Very Much)

(Turning Point)
)
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Randazzo (2006) '
Subaru (In-depth
Analysis) Subaru

Crocodile Dundee Paul Hogan

, - Subaru
(Strategic Storied Advertising)

Kniazeva Belk (2007)
Kniazeva Belk

(God) 1
(Corporation) (Garden) (Agro-chemical Farms)
(Paradise) (Labs) (Nature)
(Technology) (Soul) (Dollar) (Heart)
(Robot)

(Cultural Production)

(Unit of Analysis)
(Consumer Myth) Levy (1981)
Papadatos (2006) Thompson (2004)
(Consumption story) (Consumer Text)
(Consumer Protocol) (Consumer Narrative)

(Consumption Tale) (Stern, 1995)



( Hirschman, 2000; Holt,

2003; Kniazava & Belk, 2007; Levy, 1981, Randazzo, 1993; stern, 1995)

(Stern, 1995; Thompson, 2004)

Jung

Archetype
(Cuddon, 1991)

Jung (1954/1968)

Jung
(Archetype)

(Pattern)
(Prototype)
(Collective Unconscious)

49



Arche (Beginning) Type
Tupos (Impress) (Imprint) (Pattern)

(Tigue, 1994)

Archetype
Jung (Jacobi, 1959, as cited in Matthews, 1998)
(Theory of Archetypes)
Plato  Believe in Soul (Nagy, 1991, as cited in Veen, 1994)
Jung (1938, as cited in Mark & Pearson, 2001)
Psychology of Religion

Jung (1875/1961, as cited in von Franz, 1980)
v '

Campbell (1968) Archetype  Jung
Cicero, Pliny — Augustine
(Elementary Ideas)
(Subjective Known Forms)
(Eternal Ones of the Dream)

Hall Lindzey (1970)
(Dominants)
(Primordial Image) (Imagoes)
! (Mythological Image) (Behavior Patterns)
Bruno (1986)

2.7)

50



2.1
INSTINCTS ARCHETYPES
Infra-red experience ultra-violet
(Physiological: body (Psychological: idess,
symptoms, instinctual conceptions, dreams,
perceptions, etc.) images, fantasies, etc.)

:von Franz, M. L. (1980). Alchemy: An introduction to the symbolism and the
psychology. Toronto, Canada: Inner City Books, p. 59.

Blackburn (2005)
(Form) Plato 17 Descartes

Locke (Pattern)

Jung (1954/1968) (Collective
Unconscious)

(Intuitive Factor)

(Wise Old Man)
(Great Mother)

Jung (1963/1989)

Jung
(Racial)
(Phylogenetic)

o1



(Archaic) (Primitive)
Jung
( , 2527)

Jung (1963/1989)

Jung (1963/1989)

(Conscious)

Jung Archetype

(Sun-god)

( 1 2527)

52



(Howard-Spink, 2002)

(
Jung (1978)
(Persona)
2)  (Shadow)
Anima
4) (Self)
(Persona)
(Shadow)

1960/2001) Jung

, 2527)
1)
3) Anima Animus
Animus
(Self)
(Jung,

53



o4

Burton (2002)

3
1 (Cliché)
(Types)
(Stereotypes)
1
(Icon)
(Genre)
(Burton, 2002)
(Archetypes)

Jung 2
(Psyche)

2 (Two Psychological



Types) 2
( , 2527)
1) (Extrovert)
2) (Introvert)
4 (Four Functions)
4 Jung
2 1)
(Rational) (Thinking) (Feeling)
2) (Irrational)
(Sensation) (Intuition)
( , 2521; Hyde & McGuiness, 2004)
1) (Thinking)
) (Feeling)
(Value)
3) (Sensation) (Perceptual)

(Reality Function)

55
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4) (Intuition)
( , 2527: Hyde &McGuiness, 2004)
4 2
8 ( 2.8) (Hyde & McGuiness, 2004)
2.8 Jung
Thinking

_Introvert ‘-

Intuition Sensation I

. Adapted from Hyde, M., & McGuiness, M. (2004). Introducing Jung, Singapore:
Icon Books, p. 80.

Extrovert: = .

1) (Extrovert Thinking)
2) (Introvert Thinking)
3) (Extrovert Feeling)

4) (Introvert Feeling)



) (Extrovert Sensation)
0) (Introvert Sensation)
7) (Extrovert Intuition)
(Introvert Intuition)
[
Hyde  McGuiness (2004) Jung
4 4
2.4) 2 1
(Shadow)
Dr. Jekyll and Mr. Hyde
2 (Persona)
(Soul-image) Jung (1978)

Thinking Persona

4
Feeling Soul-image

(Mixed Types)

8 ( 2.4)

Anima

2

57
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(Eros) (Earth) (Water)
Animus (Logos)
(Air) (Fire) (Hyde & McGuiness, 2004)
Jung 4

Jung (1914, as cited in Prancan, 1999)

2.4
Thinking Persona = Feeling Soul-Image
Intuitive Persona = Sensation Soul-Image
Feeling Persona = Thinking Soul-Image
Sensation Persona = Intuitive Soul-Image

. Hyde, M., & McGuiness, M. (2004) Introducing Jung. Singapore: Icon Books,
p. 97.
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(Collective Unconscious)

Assael (2004) (Social-
Cultural Theory) (Sociall Cultural)
(Biological Drive)
Assael

Jung (1954/1968)

Archetype
Betty Crocker S (Ancient Myth)
Budweiser ' , (Homeric Tradition)
Solomon (1999) (Archetype)
Jung (1954/1968)
Solomon
Jung

Jung (1954/1968)
( Moore & Gillette,
1991; Pearson, 1991; Wertime, 2002)



Jung (1936, as cited in Engler, 1999)

(Shadow)
Anima
Jung
(Great Mother)
(Bad Mother)

60

(Persona)

Animus
(Self)

(Wise Old Man)

(Hero)
(Trickster) (Good-child)
Jung
Anima Animus
Anima Animus

Moore  Gillette (1991)
4

(Positive) (Shadow) ( 2.9)

Moore Gillette (1991)

(Father Energy)

(Tyrant)
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2.9 Moore Gillette (1991)

the king in his Fullness THE LOVER IN HIS FULLNESS

Direction of Individuation

(Active Pole) | = (Passive Pole)  (Active P |

% ole) (Passive Polel
TheTrmm The Weakling The Addicted Lover  The Impotent Lover

THEWarrior in his ful Iness THE MAGICIAN IN His FLLLNESS

@)
Aimclion of Individuation Direction of Individuation

/ + '
(Active Pole) | (Passive Pole) {Active Pole)
The Sadist The Masochist The Detached Manipulator The Denying “Innocent™ One

(Passive Polel

. 0’Shaughnessy, M., & stadler, J. (2005). Media and society: An introduction
(3rd ed.). Oxford, UK: Oxford University Press, p. 313.

Pearson (1986) 6
(1) (Orphan)

(Resilience) (2) (Wanderer)
(Independence) (3) (Warrior)
(Courage) (4) (Altruist)
(Compassion) (5) (Innocent)
(Promised Land)
(Faith) (6) (Magician)
(Power)
Pearson (1991)
12 3
(Ego) 4 (Innocent)
(Orphan) (Warrior) (Caregiver) 2

(Soul) (Seeker) (Destroyer)
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(Lover) (Creator)
(Self) (Ruler) (Magician) (Sage)
(Fool) ( 2.10)
2.10
Preparation Journey Return
m Orphan Seeker | Destroyer Ruler | Magician
Caregiver| Warrior Creator | Lover Fool Sage
Ego Soul Self

ﬁ&n : Pearson, C. S. (1991). Awakéning the heroes within: Twelve archetypes to help
us find ourselves and transform our world. San Fransisco, CA: Flarper Collins,

p. 29.
.. 2001 Mark ' Young &
Rubicam (Y&R) Pearson Archetype  Pearson
.. 1986 1991 The Flero and the
Outlaw: Building Extraordinary Brands through the Power of Archetypes
4 1)
(Flero) (Outlaw) (Magician)
2) (Creator)
(Caregiver) (Ruler)
3) (Lover) (Jester)
(Regular Guy/ Gal) 4)
(Explorer) (Sage) (Innocent)

Pearson Corlett (2003) 12
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Mark Pearson (2001)
Y&Rchetvpe (Williams, 2002) Y&R
Y&Rchetype
Brand Asset Valuator (BAV) Kroll (1989, as
cited in Brand Asset Valuator, n.d.) Y&R

(Association of National Advertiser)

(Brand
Archetype) Y&R (Williams, 2002; Brand Asset
Valuator, n.d.) Y&Rchetype 13 5
5 (Spirit) (Thought)
(Emotion) (Energy) (Substance) ( 2.11)
211 Y&Rchetype
THOUGHT \ERGY
SAGE MAGICIAN JESTER
(Wisdom) (Translormation) (Creabon)
WARRIOR EXPLORER
(Power) (Descovery)
GUARDIAN HERO ENCHANTRESS
(Protection) (Sperit) (Pleasure)
PATRIARCH LOVER —
(Auhority) (Remance)
EARTH MOTHER COMPANION
(Substance) (Friendship)
SURSTANCE BVOTION

; Williams, J. (2002). The universal language of brands, Brand strategy, (160),

p. 37.

(Spiri)

Y&Rchetype

(Sage)
(Jester)

(Hero)

(Thought)

(Energy)
(Emotion)
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(Companion)
(Substance) (Earth Mother)
Y&R
Y&Rchetype
Millward Brown (2003)
10 (The King) (The Wise
Man) (The Hero) (The Rebei) (The Seducer) (The
Comedian) (The Dreamer) (The Princess) (The Friend)
(The Mother)
CharacterZ (Walshe, n.d.) BrandZ 4 1)
(Well-being) 2) (Success) 3) (Change)  4)
(Safety) 10
(The King) (The Wise) (The Hero) (The
Rebel) (The Seductress) (The Joker) (The Dreamer)
(The Maiden) (The Friend) (The Mother)
Millward Brown (2003) BrandZ (Walshe, n.d.)
1
Nokia Sony
Nike Coca-Cola
lkea
Microsoft
(Tyrant) Nivea
Dove
Lego
Wertime (2002) 12

Y&R



(Change Master)

65

Viagra (Hero)
Nike
(Wise Old Man)
Levi's (Siren)
Playboy (Loyalist)
M&M's (Mother or Goodness)

Wertime (2002)

Timex
Davidson (Creator)
Walt Disney
CNN  Oracle
(Enigma)
KFC
Camphell (1968)
(Hero)
Campell

Camphell (1968)

(Departure) (Initiation)

Snow Brand Hello Kitty
(The Ultimate strength)

(Anti Hero)
Harley-

(Power Broker)
(Little Trickster)

Bart Simpson Bugs Bunny

Jung

(Return)



Campbell
(Warrior) (Lover)
(Emperor & Tyrant) (World Redeemer)
(Saint)
Jung (1960/2001)
2.5
89
(Jester) (Trickster)
(Comedian) (Wise Old Man)
(Sage) :

1 ( - 2551)
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Creator

Dictator*

Diplomat

Dreamer
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Executive

Everyman
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Fool**

Free Spirit
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Good Child
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Archetypes

Self

Shadow Mother*
Shadow Witch*
Shadow™*

Siren

Slave*

Sorcerer*
Stepmother*
Traitor*
Trickster**
Troubadour*
Tyrant**
Ultimate strange
Vampire*
Villain*
Wanderer

Warrior

1im

= il__

>

Wise -

Wise Man
Wise Old Man
Witch*

World Redeemer
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10

Maso-Fleischman (1996,1997)

(Story Board)

Maso-Fieischman

(Grandmother)
(Mother)
(Solicitude) (Sympathy)
(Forgiveness) (Wisdom) (Cherish)
(Sustain) (Fosters Growth)
Maso-Fleischman (1997)
(Ethnographic Interview) Los
Angeles Fresno California
(Hispanic)
Walle (1986)
(Hero) Walle
Budweiser Light ~ Baseball Coke  Mean
Joe Greene
3 (1)
(Initiation) (2) (Separation) (3) (Return)

Mean Joe
Greene (Aesop's Fable)



Goodman, Duke Sutherland (2002)

Pearson (1998) 6 (1)
(Orphan) (2) (Wanderer) (3) (Warrior) (4) (Altruist) (5)
(Innocent) (6) (Magician)
.. 2002 NBC

(Warriors)

Campbell (1949/1968, as cited in Tique, 1994)

.. 2006 Tsai

Brand Archetype

295 305 200 810



2.12)

2.12

Nike

Mediated Experience

Brand
Archetype

|

Lived Experience

12

Nike Air Jordan

(Brand Archetype) (

Archetypal
Representation

4 Brand Icon

- Tsal, . (2006). Investigating archetype-icon transformation in brand marketing,
Marketing Intelligence & Planning, 24(6), p. 653.

Tsai (2006)

Michael Jordan

(Segmentation)

Morris Schmolze (2006)



13

Morris Schmolze
.. 2002 2000

Morris Schmolze (2006)
(Hierarchical Cluster Analysis)

(Factor Analysis) 3

(Discriminant Analysis)

Lkw3J0  VIOIOL" 0 ‘nian’, VI )L T) PUMVIV) * Vi In

(Hierarchical
Cluster Analysis) 3

Morris ~ Schmolze (2006)
(Generalization)

Jung (1954/1968)



Jung

( . 2548)

Hippocrates
(n.d., as cited in Kassarjian, 1971)  Aristole (n.d., as cited in Amould, Price, &
Zinkhan, 2002)
Personality Persona

Allport (1957, , 2527)
50

(Plummer, 1985)

4
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Arnould (2002)

Assael (2004)

Hawkins, Best ~ Coney (1989)

Sheth, Mittal Newman (1999)

Eysenck (1986, as cited in Beatty, McCroskey, & Heisel, 1998)

80 20
(Psychoanalytic Theory) (Humanistic) (Behaviorist)
(Psychosocial Theory) (Factor Analytic Theory)
2

(Theories of Self and Self-concept)
(Trait Theory)

Self Selb
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(Soul) (Body) Mind  Matter
Self
( , 2546)
Self Subject Individual
(Thing-in-itself) ' 1
Self, Subject Individual
( , 2546)

James (1890, as cited in Solomon, 1983)
(Symbolic Interactionism)

4 (Material Self)
(Social Self) (Spiritual Self) (Pure
Ego)  James Cooley (1902, as cited in
Solomon, 1983) (Looking Glass Self)
3 1)
2)
3)
Mead (1934, as cited in Solomon, 1983)
Mead
| Me |
Me
Self Jung (1875/1961,
, 2527) (Archetype)

(Psyche)
Self

Jung (1945, as cited in Hall & Lindzey, 1970)



T

(Mandala) ( 2.13)

2.13

N
(% 0

D

- Jung, c. G. (1978). Man and his symbols. London, UK: Picador, p. 268.

Adler (1870/1937,
, 2527) Ultimate

Jung
(Self-realization)

Transcendent Function



(Self-realization)

(Personality)

cited in J. Aaker, 1995)

schema

(Perception)

(Recall)

(Public Self)

(Solomon, 2002)

Ego

(Ego)
( , 2527)
(Trait)
(Characteristics) (Epstein, 1977 as
Self-
(Schema)

(Medieval Time)

(Private Self)

8



9

(Self-image Theory)

Roger
(1902/1987, as cited in Benson, 1998)
! 3
(Ideal-self) (Self-image)
(Self-esteem)

Stuart  Britt (1966, as cited in
Grubb & Hupp, 1968)

(Grubb & Hupp, 1968)

Rosenberg (1979, as cited in Sirgy, 1982)

(Symbolic
Interactionism)

(Social
Product) (Mind)

(  2545)



80

Birdwell (1968) Dolich (1969)
Sirgy (1982)  Wylie (1961, as cited in Solomon, 1983)

.. 1981 Holman (as cited
in Sirgy, 1982)
3 (Visibility in Use)
(Variability in Use)
(Personalizability)
(Stereotypic Image) Sirgy (1980, 1981, as cited in Sirgy, 1982)

Sirgy (1982)
2
(Actual Self-concept) (Ideal Self-concept) Belch
Landon (1977), Delozier Tillman (1972)  Dolich (1969)
(Idealized Image)
(Desired Self)

Sirgy (1979, 1980, as cited in Sirgy, 1982) 4
(Self Image) (Ideal
Self-image) (Social Self-image)
(Ideal Social Self-image)
(Looking Glass Self)

Domoff ~ Tatham (1972)
(Image of Best Friend) Sanchez,



8l

O'Brien Summers (1975, as cited in Sirgy, 1982)

(Expected Self) Munson Spivey
(1980) (Expressive Self)
Levy (1959)
Levy
(Grubb &
Grathwohl, 1967; Rogers, 1951, as cited in Sirgy, 1982) Levy (1959)
1)
2)
3)

Schenk Holman (1980)  Solomon (1983)
(Symbolic Interactionism)
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(Schenk & Holman, 1980)

(Onkvisit & Shaw, 1987)

Sirgy (1982)
(Self-image/ Product-image
Congruity Theory)
(Self-schema)
(High Status) (Self-concept)
(Self-image)

(Self-esteem)

(Positive Self-congruity Condition)

Sirgy (1982)
5
1) (Self-concept and Socio-psychological Factors)

(SES)
2)
(Consumer Behavior as a Function of Self-concept/
Product-image Congruity)
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3) (Consumer
Behavior as a Function of Direct Self-concept Influences)

4) (Product
Image as a Function of Consumer Behavior)

5) (Self-concept as a
Function of Behavior Effects)

Sirgy (1982)
Flawkins, Best Coney (2001)

4 2.14
2.14
(Dimensions of Self-concept) (Actual Self-Image) (Ideal Self-Image)
(Private Self) (How I actually see myself): (How lwould like to see myself)
. I

1
(How others actually see me) (How lwould like others to see me)

. Flawkins, D. 1., Best, R. J., & Coney, K. A. (2001). Consumer behavior: Building
marketing strategy (8th ed.). New York, NY: McGraw-Hill, p, 428.

Hawkins (2001) 1)
(Actually Self-concept)
2) (Ideal Self-concept)
3) (Social Self-
concept) 4,



(Ideal Social Self-concept)

'}
4
( 2.15)
2.15
Actual Self-concept Products Desired Self-concept
» Media »
Private Social Services Private Social

: Hawkins, D. I, Best, R. ., & Coney, K. A. (1995). Consumer behavior:
Implications for marketing strategy (6th ed.). Chicago, IL: Irwin, p. 318.

2.15  Hawkins (1995) Onkvisit
Shaw (1987) Sirgy Danes (1982)

(Sirgy, 1982) (Munson & Spivey,
1980)
(Hawkins et al., 1995)

84
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Sirgy (1982)
1

Q-sort
(Most Like Me)
(Least Like Me) Sommers (1963, 1964,
as cited in Sirgy, 1982) ‘ " ‘ "
Q-sort (Greeno et al., 1973,
Hamm,1967; Hamm & Cundiff, 1969; Martin, 1973, as cited in Sirgy, 1982)
Belch & Landon (1974, as cited in Sirgy, 1982) Q-sort
(Rating Scale)
Q-sort
Grubb Hupp
(1968) Pontiac ~ Volkswagen
French
Glaschner (1971, as cited in Sirgy, 1982)  Sanchez, Terrance, O'Brien
Summers (1975, as cited in Sirgy, 1982)

(Semantic Differential Scale)
2 2
(Bellenger, 1978; Bellenger, Steinberg & Stanton, 1976; Delozier, 1971; Dolich,
1969, as cited in Sirgy, 1982)
0sgood, Suci Tannenbaum (1957, as cited in Malhotra, 1981)

Birdwell (1964, 1968, as cited in Kassarjian, 1971)



Birdwell
Maholtra (1981)
3 (Actual Self)
(Ideal Self) (Social Self) 2
9 2
9 (Factor

Analysis) (Cluster Analysis)

21 15

(Multitrait-multimethod Matrix)
(Construct Validity)

Q-sort

(Thurstone) Gutman (1973) (Personality
Trait) 12

Likert Scale (Jacobson & Kossoff, 1963, as cited in Kassarjian,
1971)

86



(Trait)
Allport (1962)

(Koponen, 1960)

(Unconscious)

(Trait)

(Communication Traits)
(Psychobiologist) (Beatty, McCroskey, & Heisel, 1998)

Allport (1962)
(Conscious Motivation)
Allport
Gestalt Cattell
(1966, as cited in Eysenck, 1984)

16PF
(Trait Theory) (Factor Theory)
Spearman (1927, as cited in Cattell, 1945)

87



Allport  Cattell

Arnould, Price

Hilgard, Atkinson

Zinkhan (2002)

Atkinson (1975, as cited in Mowen & Minor, 2001)

1( .. 1914-1918)

Cacioppo (1992), Mick

(Plummer, 1985)

(Inventories)
Haugtvedt, Petty
Buhl (1992)

88



Arnould

10

3. Aaker (1995, 1997)

89

(2002)

J. Aaker
(Semantic Differential Scale) 6
5 (Factor
Analysis) 5
(Sincerity) (Excitement)
(Competence) (Sophistication)
(Ruggedness)
. Aaker (1995, 1997)
Azoulay Kapferer
(2003) . Aaker
Azoulay Kapferer
. Aaker
(1)
(Competence) (Cognitive)
(Intelligence) 2)
(Gender) Azoulay  Kapferer . Aaker



Keller Richey (2006)

Keller Richey
3
2 (Passionate)
(Compassionate) (Heart)

(Creative) (Disciplined)
(Mind) (Agile)
(Collaborative) (Body)

2 1

(Rating Scale)

(Validity) (Reliability)
(Kassarjian, 1971)

(Validity) (Reliability)

90



(Kassarjian, 1971)
Gordon Personal Profile
Tucker Painter
(1961, as cited in Kassarjian, 1971)

4 Kernan (1968, as cited in Kassarjian, 1971)

Gordon Personal Inventory

Pearson
17
(Cluster Analysis)
Kernan Tucker Painter
Edwards Personal Preference Schedule EPPS
Murray
(Kassarjian, 1971) 15
(Achievement) (Deference) (Order)
(Exhibition) (Autonomy) (Affiliation)
(Interception) (Succorance)
(Dominance) (Abasement) (Nurturance)
(Change) (Endurance)
(Heterosexuality) (Aggressiveness)
Forced Choice Method
EPPS
2 (Sheth, Mittal, & Newman,
1999)

EPPS
Evans (1959, as cited in Kassarjian,
1971) EPPS Ford Chevy

91



.. 1968 Evans
Evans Kuehn (1963, as cited in
Kassarjian, 1971) Evans
Evans

Koponen (1960, as cited in Kassarjian, 1971)

EPPS 9000

Walter Thompson
Claycamp (1965, as cited in Kassarjian,
1971)
Evans
Thurstone Temperament Schedule
Westfall (1962, as cited in Kassarjian, 1971)
Evans Thurstone ~ Westfall
Kamen (1964, as cited in Kassarjian, 1971)

Thurstone Westfall

California Personality Inventory CPI Robertson

Myers (1969, as cited in Kassarjian, 1971) Bruce  Witt (1970, as cited in
Kassarjian, 1971) (Stepwise

92
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Regression) 18
CPI
(Innovativeness) (Opinion Leadership)
(Gregariousness)
(Venturesomeness)

(Cosmopolitanism)

Vitz Johnston (1965, as cited in Kassarjian, 1971)
(Masculinity Scale) CP! Minesota Multiphasic Personality Inventory
(MMPI)

Kassarjian (1971)
.. 1971

1) (Psychoanalytic Theory) Freud (n.d., as
cited in Kassarjian, 1971)

1)1d 2) Ego  3) Superego ld
Freud Libido
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Superego
Ego
Id Superego
4 2
Ego
(Rationalization) (Projection)

(Identification) (Repression)

2) (Psychosocial Theory)
Freud Libido

Adler (n.d., as cited in Kassarjian, 1971)
(Inferiority Imposed)
Fromm (n.d., as cited
in Kassarjian, 1971)
(Loneliness)
Homey (n.d., as cited in
Kassarjian, 1971)

(Basic Anxiety)

Cohen (1967, 1968, as cited in Kassarjian, 1971)
Horney Cohen’s Psychological Test
(Compliant)
(Aggressive)
(Detached)

(Kassarjian, 1971)
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3) (Stimulus-response Theories)
(Learning Theory) Pavlov (n.d.), Thorndike
(n.d.), Skinner (n.d.), Spence (n.d.), Hull (n.d.) Institute of Human Relations

Yale University

Krugman (1967)
Howard Sheth (1970, as cited in Kassarjian, 1971)

Skinner (n.d.) (Psychotherapeutic
Technique)
4) (Trait and Factor
Theories)
5) : (Theories of Self and Self-concept)

Levy (1959)  Gardner (1955)
Roger, James, Maslow Langer

(Hall & Lindzey, 1957, as cited in
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Kassarjian, 1971)

Jacobson Kossoff (1963, as cited in Kassarjian, 1971)

Grubb (1965, as cited in Kassarjian, 1971)  Grubb Grathwohl
(1967, as cited in Kassarjian, 1971)

Grubb
.. 1967
Dolich
6) (Lifestyle)
Psychographic
(Cluster Analysis)
(Factor Analysis) (Canonical Correlation)

Wells (1968, as cited in Kassarjian, 1971)
(Backward Segmentation)
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(Validity) (Reliability)

(Kassarjian, 1971)
(Psychometrician) (Psychotherapist) (Wells, 1966, as cited in
Kassarjian, 1971)

(Culture) 19

Cultivare
(
, 2546)  Williams (1976, , 2548)
(2502/2525)

Culture



19

2537)

98

(253))

3 (Archeology)

(Linguistics) (Ethnology)

Kroeber

(Cultural Data)

Tylor (1871, ,

Geertz (1973, cited in de Mooij, 2005)

Kluckhohn (1952, , 2537)

100



(Belief System) (Social Values)

, 2537)

99

(Kroeber & Kluckhohn, 1952,

1 (Culture as Shared Ideas)

(Culture is Learned)

(Enculturation)

3)

(Culture as Knowledge)

1

5)

(Culture as a Defining Mechanism)

2)

(Culture is Symbol)

4)
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6) (Culture is Dynamic)

(Diffusion)

(Kroeber & Kluckhohn, 1952, , 2537)

Sojka Tansuhaj (1995)

(Cultural Anthropology)

(Sociology) (Humanity)
( , 2531)
(Myth)
1)
2)
Malinowski (1948, , 2533)
(Myth) Malinowski ( .<

, 2531)



Observation)

Zinkhan, 2002)

(Fairy Tale)

(Legend)

| 253))

1

Arnould, Price Zinkhan (2002)

(Participant

£

(Arnould, Price &

101



La-Z-Boy

(Pretty Woman)

Structuralism) Levy (1981)
Subaru Randazzo (2006)
(Identity)
(Archetype)

(Universal Image)

Crocodile Dundee Outback

(Hero)

Randazzo

102

(Semiotic

Mytho-symbolic
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(Cultural Dimensions)

Hofstede (1991)

IBM 116,000 40
5
1 (Power Distance)
2)
(Uncertainty Avoidance)
(High)
: (Low)

3) (Masculinity & Femininity)

4) (Individualism)

(Collectivism)
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5 (Confucianism)
(Long-term & Short-term Orientation) Long-term
Orientation
Short-term Orientation
Hal! (1976)
D
(High-context Culture)
2) (Low-context Culture)
Hall (1983)
(Linear)
(Beginning) (Turning Point) (Climax)
(Ending) (Circular)
Kluckhohn strodbeck (1961)
6 1

2) 3
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3)
4)

5)

Hall (1976) Hofstede (1991)

6)

Hofstede (1991) Nisbett, Peng, Choi,

Norenzayan (2001, as cited in Monga & John, 2004)

(Analytical Thinking)

(Holistic Thinking) Monga John . . 2004

(Cross-cultural Consumer Characterization) (Young & Rubicam, 2004, as

cited in de Mooij, 2005)

Hall (1976)

Kim, Pan Park (1998)

Kluckhohn strodbeck (1961)

Hofstede (1991) (Manifestations of Culture)
4 ( 2.16)

(Symbols)
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(Heroes) (Rituals)

(Values)

2.16

Heroes

Rituals

Expressions

: Hofstede, G. (1991). Cultures and organizations: Software of mind. London, UK:

McGraw-Hill, p. 9.

(Symbols)
1
Coca-Cola, Pepsi-
Cola, Marlboro Nike (de Mooij, 2005)
(Heroes)
Batman Charlie
Brown ( Peanuts Snoopy)

Astérix
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(de Moai,
2005)

(Rituals)

(de Mooij, 2005)

2.16

Corona

(de Mooij, 2005)
(Values)

10

(de Mooij,

2005)

Nike  Coca-Cola
Big Mac  Pizza



(Cultural Values)

Rokeach (1968)

(Terminal Values)
(Instrumental Values)

Rokeach (1968)

1

2)

Behavior)

108

(Cultural Values are Learned)

(Enculturation)
(Acculturation)

(Assael, 2004)

(Cultural Values are Guides to

(Cultural Norms)
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(Assael,
2004)
3 (Cultural Values are
Permanent)
(Assael, 2004) 4)
(Cultural Values are Dynamic)
(Assael,
2004)
5 (Cultural
Values are Widely Held)
(Assael, 2004)
(Value) (ldentity) (Character)
Rokeach (1968, 1974)
2 1) (Terminal

Values)

2) (Instrumental Values)

Rokeach (1974)
11-90 36



( 2.6)

2.6

(Terminal Values)
' (A Comfortable Life)
(Exciting Life)
(A World at Peace)
(A World of Beauty)
(Equality)
(Family Security)
(Freedom)
(Happiness)
(Inner Harmony)
(Mature Love)
(National Security)
(Pleasure)
(Salvation)
(Self-Respect)
(Social Recognition)
(True Friendship)
(Wisdom)

(A Sense of Accomplishment)

(Instrumental Values)
(Ambitious)
(Broad-Minded)
(Capable)
(Cheerful)
(Clean)
(Courageous)
(Forgiving)
(Helpful)
(Honest)
(Imaginative)
(Independent)
(Intellectual)
(Logical)
(Loving)
(Obedient)
(Polite)
(Responsible)
(Self-Controlled)

110

: Rokeach, M. (1968). The role of values in public opinion research. Public Opinion

Quarterly, 32(4), p. 554.

Komin (1990)

20

43 ( 2.7)

Rokeach (1968, 1974)

23



2.7

1 (Brotherhood Spirit)
(Social
Recognition)
(an Exciting Life)
(@ Comfort Life)
(True Friendship)
(Mature Love)
(Religious-
spiritual Life)
(Social Relation)
(@ World of
Beauty)
(Wisdom-knowledge)
(Self-esteem)
(National Security)
(Status-wealth)
(Freedom-independence)
(Flappiness-inner Harmony)
(Equality)
(Success in Life)
(Pleasure)
(@ World at Peace)
(Family Happiness-
security)

11

(Self-controlled)
(Independent)
(Ambitious-hardworking)
(Educated)
(Capable)
(Calm-cautious)

(Responsive to Situation-opportunities)
(Caring-considerate)
(Loving-affectionate)

(Forgiving)
\ (Grateful)
(Contented)
(Polite-humble)
(Obedient-respectful)

(Courageous)
(Honest-sincere)
(Fun-loving, Humarous)
(Responsible)
(Imaginative, Creative)
(Clean-neat)
(Kind-helpful)
(Broadminded)
(Mutually Helpful)

: Komin, . (1990). Psychology of the Thaipeople: Value and behavioral patterns.

Bangkok, Thailand: Magenta, pp. 30-31.

Komin (1990)



112

Komin (1990)

Komin (1990)
9 1)

(Ego Orientation)

2)
(Grateful Relationship Orientation)
3) (Smooth Interpersonal Orientation)
4) (Flexibility and
Adjustment Orientation)
5) (Religio-psychical Orientation)
6) (Education and
Competence Orientation)
(Form)
(Content) 7 (Interdependent Orientation)
8 (Fun and Pleasure
Orientation)
9
(Achievement-task Orientation)
Rokeach (1968) Komin (1990)
(2545) (Generation X) 20-35
888 (Terminal Values)
(Instrumental Values) Rokeach Value Survey (RVS)

R.N. Lussier (1993) 5



5
5
/
Punyapiroje (2007) 9 Komin (1990)
6
19.00 . 22.00 . 2 !
. 2002 376
225
Komin 6
1 , (Ego Orientation) 2)
(Fun and Pleasure Orientation) 3)

(Achievement-task Orientation) 4) ' (Smooth
Interpersonal Orientation) 5) (Flexibility and
Adjustment Orientation) 6) (Grateful
Relationship Orientation) Punyapiroje

(2545)
(2548)
(Terminal Values) (Instrumental Values)

Rokeach (1973) Komin (1990)



(Theoretical Tool)
(ldeological System)

(World View)

( :

D

Relationship)

(Theme) Opler

(Dynamic Forces)

(Personalism)

(Vertical Relationship)

114

Opler (1946)

(Horizontal
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2) (Individualism)
) f
T
«
, L))
3 (Permissiveness)
4) (Fun-loving)
Fatalism

(Abhorence of Flard-work)

5) (Broad-mindedness)

6) (Merit Accumulation)



D

2)

3)

Weber

(Achieving Society)

Weber (1958)

McClelland (1967)
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(2516)



Murray (1988)

(Affiliative Society)

4)

(2547)
(Historical Approach)

. . 2465-2475

.. 2465
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, 2538)

, 2547)

. 2441
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(2529)
(2529)
1
2
1
2
1
2
(2539)
. 2533-2537
(Content
Analysis) 3 1
2)
3)
(2548)

Fairclough (1995) van Dijk



(2003)

(2533)

2)

3)

4)

6)

ELLE (

120
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(Solomon, 2002)

2 (Solomon,

2002)

The Body Shop
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(Fantasy)

McDonald’s

(Golden Arches) McDonald’s

(Solomon, 2002)

Marlboro

Betty Crocker

(Authentic)

stayman

Deshpandé (1989) New York

Schaninger, Bourgeois Buss (1985)



2 (Emic)

(Etic) (Gudykunst & Ting-Toomey, 1996)

Berry (1980, as cited in

Gudykunst, 1987) 2

(Emic Approach)

(Etic Approach)

Levy (1981)

Lévi-Strauss

(Projective Technique)

(Functionalism) (Semiotic Structuralist)
(Symbolic
Vocabulary)
(Routine) (Festivity)
(Naivete) (Sophistication) (Gross)

(Subtle) (Sacred) (Profane)
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v 1995 Sojka Tansuhaj

.. 1970-1990

(Sub-culture) 3 1)

) )

Sojka
Tansuhaj (1995) (Socio-linguists)
(Douglas, 1979, as cited

in Sojka & Tansuhaj, 1995)

Hirschman (1981, as cited in Sojka &

Tansuhaj, 1995) (Selt-identification)

(Lee, 1989; McCracken, 1986; Mick, 1986, as cited in Sojka

& Tansuhaj, 1995) (Durable Goods)

20 ( . . 1970-1990)
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(Empirical)

(Theoretical) (Naturalistic)

(Sojka & Tansuhaj, 1995)
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