(Assael 1998 )
2 Murdock
( 2522)
(Nuclear Family)

(Extended Family)

(Mononuclear family)
(Single parent)
( traditional family)

( 2542 )



4 ( 2530
2531)
L, (Economic Function)
2, (Status Function)

(Reproduction Function)

4, ?
(Functions of Socialization and Security Giving)

?
?
?
2539)
10
1) ?
!
2) ?

14



50

( 372539)

15



( 250

(Schiffman and Kanuk,1994)

1 (Bachelorhood)

25%)

(Family Life Cycle)

16



(Honeymooners)

(Parenthood or Full-Nest)

20

(Postparenthood)

(Dissolution)

Parenthood

17



(Family Buying Decision Making)

(Sharpand Mott,1956¢citedinFodness,
1992)

(Davis 1976 cited in Fodness, 1992)

(Loudon and Bitta,1993)

4: (Modlel of Household Decision Making)
Postpurchase
Feedback
Individual A
Decision
Making
Need
Arousal
!
Joint [
Role 5
o]  Decision > » Consumption |
Specification i
Making i
Contflict
Resolution

-Assael.H. (1998). Consumer Behavior and Marketing Action.(6 th. ed.). New York, : an
International Thomson Publishing Company,p. 573.



3 (Joint Decision Making)

(Role Specification) (Conflict
Resolution)
(Joint Decision Making)
(Hawkins, 1995)
Sheth (1974) Assagl (1998)
L



?
4,
(Upper) (Lower)
9
(Mira,1961)
Robertand Lucy (1974)
9
(Donald, 1963)
”
(Role Specification)
(Rdle Structure)
?
2 (Assael ,1999)
Instrumental Role ?
, Expressive Role
?
3 Instrumental Role

Expressive Role



xerrjjflfinn BWim "
1« timMumBB .g

(Start 1997)

initiator
Influencer

Decider ?
Buyer "1

User ,
Gatekeeper

(Loudon and Bitta.1993)

(Confiict Resolution)

(Sheth,1974 cited in Lee and Collins, 1999)
?

Spiro (1983)



! 6 (Lee and Collins, 1999)

L (Expert)
2, (Legitimate)
!
3 (Bargaining)
4, ' (Reward/Referent)
b, (Emotional)
6. (Impression Management)
!
! (Social Classes) (Sex-Role
Orientations) | (Family Life Cycle)
! Scanzoni and
Szinovacz (1980) Lee and Collins (1999)

(Coalition) !



(Interaction)

(Multidimensional Family Role structure)

2
il = AN
A
1
3 4
Yassan
(2543) 6.

449

23



24

(Family Communication Pattern)

( 2531)

McLeod  Chaffee (1967 cited in Rose, Bush and Kahle,1998)
2

L (Socio-Oriented
Communication)
(Vertical or Relationship-Oriented Communication)



25

2, (Concept-Oriented
Communication) !
(Issue-Oriented Communication)

(Rose, Bush and Kahle,1998)

t. (Laissez Faire Parents )
! Socio-Orientation — Concept-Orienrtation

2. (Protective Parents) Sacio-
Orientation Concept-Orienrtation



26

3, (Pluralistic Parents) Socio-
Orientation Concept-Orientation

1
4, (Consensual Parents) '

Socio-Orientation Concept-Orienrtation

6 * (Family Communication Patterns)
Socio-Orientation
Low High
Low Laissez-Faire Protective

-Little communication with children

Concept- -Little Parental impact on consumption

Orientation

Pluralistic

-Stress horizontal relationships
-Issue-oriented communication
-Children are express opinions

High

-Stress vertical relationships
-Obedience and social harmony
-Children’s exposure to outside

information is limited
Consensual

-Maintain control over children’s

hehavior

-Stress hoth issue-oriented

communication and the
consideration of others

:Rose.M.G., Bush, D.V.& Kahle.L.The influence of family communication pettems on parental

reactions toward advertising A cross-national examination. Journal of Advertising 27 (4)

1998.

Lehr (1976) (2542)

David Kantor ~ William

(Closed Family Communication)

(Open Family Communication)
Family Communication)

(Random



(statt, 1997 )
1.
2.

(Closed Family Communication)

»

(Open Family Communication)

(Random Family Communication)

(Purchase Influence Pattern)

(Plusband Dominant Pattern)
(Wife Dominant Pattern)

20



28

(Joint or Syncratic Pattern)
4, (Autonomic Pattern)

Relative Influences

Instrumental Role ~ Expressive Role
Expressive Role (Kenkel
cited inAssael ,1998) Ferber and Lee Assael (1998)

(Family Financial Officer)

Instrumental Role
Expressive Role

(Traditional)



(Isabella and Green, 1975 cited in Assael.1998)

?
(Qualls, 1982 cited in Assael,1998)
(Conservative)
(Contemporary)
5
6-14
(Rust, 1993)
12-15
Wilkes, 1997)

Mitchell, 1986 cited in Lee and Collins, 1999)
and Collins ,1999)
Lee and Collins (1999)

(Paien and

(Moschis and
Atkin (1978

29

Lee



0

Bearden,Netemeyer and
Teel (1989)

(Beatty and Talpade,1994)
Foxman, Tansuhaj, and
Ekstrom (1989) Atkin (1978)

Szybillo,Sosanie,and Tenenbein (1977) 80 %
Perreault and
Russ (1971) Darleyand Lim (1986)

(Foxman, Tansuhaj, and Ekstrom ,1989)
Beatty and Talpade (1994)

16-19

(Beatty and Talpade, 1994)

T (Paien and Wilkes, 1997)



(Bargaining Strategies)

(Persuasion Strategies)

3l

(Manipulation)
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3. (Emotional Strategies)

4, (Request Strategies)
(Direct ask)
(Express need)
(Express want)

(Coalition) (Filiatrault and Ritchie
,1980 cited in Lee and Collins,1999)

(Parental Style)

(Warmth)
(Restrictiveness)
(Anxiousemotional involvement : AEI) (Becker,1964 cited in Rose, 1999)
4
(Baumrind,1991 cited in Walsh et al., 1998)

L (Authoritative)

2, (Authoritarian)



(Indulgent)
(Neglecting)
(2543)
]
P (Relative Influences)
P
?
(Corfman,1991)

(Inferential Ability)

9-12

3



(Self-image)

(Perceptual Bias)

(Assael ,1998)

(Schiffman and Kanuk, 1994 )

34



11

12

13

14

15

1.6

17

(Actual State)
(Ideal State)

(Need Recognition)



18

(Internal Search)

(Prepurchase Search)

36



31

(External Search)

(Pre-Purchase Search)

(Ongoing Search)

(Evaluation of Alternative)

2-3



(High-Involvement)

(Low -Involvement)

2 (Solomon,1999)
L (Compensatory Decision Rule)
2. , (Noncompensatory Decision Rule) '
4
2.1 (Conjunctive Decision Rule)
2.2 (Disjunctive Decision Rule)
2.3 (Lexicographic Decision Rule)

24 (Elimination Decision Rule?

38



(Initial Purchase)

(Impulse Purchase)

(Repeat Purchase)

(Inertia)

(Brand Familiarity)

(Brand Loyalty)

39



(Repeat Purchase)

(Dissonance)

(Impulse Purchase)

(Brand Loyalty)

40



(Involvement Theory)

(Involvement)
(Day, 1970

(Involvement)

(Rothohild, 1084)

(Involvement)

Olson, 1989)

2539)

(Celsi and

4



(Involvement)
, (Solomon, 1999)

(Product) (Message)
(Solomon, 1999)

1. Product Involvement

2. Message-Response Involvement (Advertising Involvement)

(Passive)
(Active)

3. Ego Involvement (Enduring Involvement)

(Self-concept)

4

(Receiver)



(Product Involvement)

2539)

Houston Rothchild (1976)

(Purchase Involvement)

(Bowen

Chaffen ,1974 cited in

(2539)



7 .

Making)

Low-Purchase
Involvement

Habitual decision making

'

Limited decision making

E

(Involvement and Types of Decision

High- Purchase
Involvement

Extended decision making ’

:

Problem recognition

Selective

Problem recognition

Generic

Problem recognition

Generic

-

'

'

Information search

Limited intemal

Intormation search

Internal
Limited intemal

information search

Intenal
Extenal

A 4

:

.

Alternative evaluation

Few attnbutes
Simple decision rules

Few altematives

Alternative evaluation

Many attributes
Complex decision rules

Many altematives

.

.

Purchase

5

Postpurchase

No dissonance
Very limited evaluation

Purchase Purchase
Postpurchase Postpurchase
No dissonance Dissonance

| limited evaluation

Comnlex evaluation

44

- Hawkins.D.I., BesLR.J. and Coney,K.A. (1995) Consumer Behavior : Building Marketing
Strategy (7th ed.) Boston : McGraw-Hill 1 424

L ?  (Habitual Decision Making)

(Brand Loyalty) (Repeat Purchase)



(Risk)

45

(Limited Decision Making)

(Extend Decision Making)

(Assael, 1998) 2
(Situational Involvement )

(Enduring Involvement)

Kapferer and Laurent Assael (1998)
(Product Importance) (Interest)
(Emotion) (Badge Value)



3

3 (Belch and Belch,2001)

(Steiorel Inflences)

(Belch and Belch,2001)

(Pu

(The Consumption Usage Situation)

rchase Situation)

(The Communication Situation)

46



3
( 2542 )
(Need) (Wants)
(Motive)
(Tension)
(Personality)
(reaction)

(Attitude)

(Perception)

(Desire)

47



48

b. (Learning)
L, (Economy)
2. (Family)
4, (Social group) (Lifestyles)
(Social Values) (Belief) (Norm)
4, (Culture) (Basics Values)
(Perception) (Wants) (Behaviors)
; ) ; W
B. (Business contacts)

(Brand contact)

Dorothy Rogers ( 2528)



(Peracchio,1992)
(Socialization Agents)

(Marketplace Knowledge) !
|

(McNeal,1987 cited in Macklin and Carlson, 1999)

(2529) 3
(Early Adolescence) 13-15

(Middle Adolescence) 15-18

(Late Adolescence) 18-21

(Maturity)

(Sroufe étal, 1992)

(Prysicdl Cevelopn)

49



(Modelling)

(Socel Dexelopen)

(Social Learning Theory)

(Social Interaction)

(Reinforcement)

50



12

51

( 2542)

(Attention Process)

(Retention Process)

(Motor Reproduction Process) 'l
2

(Motivational Process)
(Reinforcement)

(Feed Back)

(Coyitve Develprmen)

(Formal Qperation)



(Egocentric)

(Cognitive Development Theory)

(Gunter & Fumham,1998)
(Socialization Agents)

(Learning Process)

3
(Modelling)

52



53

(Reinforcement)
(Social Interaction) L

3. (Social Structural Variahles)
4, (Age or Life Cycle Position)
. (Learning Properties)

(Peracchio,1992)



«

54

y 8: (Socialization as llustrated by The Statt Cone)
\ e % /<
3: ": Influences
-
ik b
b o
é - School (5 years)
Individual g
|
B
Effcct of parents § -
v Birth (0 Years)

: StattA-D. (1997). Understanding the consumer: a psychological aproach. London : Macmillan
press .

12-18
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(Co - shopping)

(Concept-Oriented Communication) !
(Macklin and Carlson, 999)

(Two-way Process)
(source, 1 cited in statt1997)

VCRs CDs

(Statu%97)



(Normative Influence)

(Global Market)

(Identify)

(Informational Influence)

Susceptibility to Influence
Teel, 1989 cited in Macklin and Carlson, 1999)
(Self-esteem)

(Bearden,Netemeyer and

(2539)

56



1-2 1-2
A 30N\ ( 2541)

(Skepticism) (Boush.Friestad and Rose,1994 cited in Statt.1997)

(Mangleburg and Bristol, 1998)

(Well and Gubar, 1966 cited in Statt,1997)

5/



(Hawkin et al., 1998)

(2524)

(Concept- Orientation)
(Concept- Orientation)
(Socio - Orientation)

(2531)

(Laissez-faire )
(Open Family
Communication )

(2534)

01

58



(2538)
}
13-21
(2540)
2 150
(2541)
0.01
0.01

Scanzoni and Szinovacz (1980)
(Coalition)

300

0.05

Lee and Collins (1999)

59



(Moschis and Mitchell 1986 cited in Lee and Collins, 1999)

(Sacio-Orientation)
(Concept-Orienrtation)
(Moshis ,1987cited in Rose, Bush and
Kahle,1998)

Foxman, Tansuhaj Ekstrom (1989)
3

Beatty ~ Talpade (1994) Foxman,
Tansuhaj Ekstrom



Paten Wilkes (1997)

4 (Bargaining
Strategies) (Persuasion Strategies) (Emotional
Strategies) (Request Strategies)

Mangleburg Bristol (1998)

(Skepticism)

(Socialization)
2 (Socio-
Oriented Communication) (Concept-
Oriented Communication) (Susceptibility to peer
Influence) 2 (Informational influence)
1 (Normative Influence) '
(Mediate)

Rose, Bush Kahle (1998)



62

(Laissez-faire) (Consensual)

(Pluralistic) (Protective)

2

(Laissez-faire)
(Mediation)
(Consensual)
(Pluralistic)
(Protective) 2
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