(Kotler, 2000)



(target market)
(market segmentation)

(orerd attuces)

(Tuatbue)  Feten Azen
(Batmen 1985, Keler, 199

(Wike, 1590



Sirgy

L

(value-expressive)

(

(Sirgy, Johar, Samli, & Claiborne, 1991)

(1991)

. A Aaker (1996)

. A Aaker (1996)

(Olson &Jacohy, 1972,



Keller, 1993)

Murphy (1990, Graeff, 1996h)
L

(Goffman, 1951; Hall &Trager, 1953, Morgan, 1993)
Grubb  Grathwonhl (1967)
Nichole Miller 6

60 Nichole Miller

(Mowen & Minor, 1998)

(Graeff, 1997)

(social roles)



4TIy M-3
5

Burnkrant  Page (1982)

(Foxall, 1980,
Blythe, 1997)

Cari Rogers,
William James, Abraham Maslow (symbolic
interactionism) (Chisnall, 1995; Kassarjian & Robertson, 1991)
¢ " (self-image)  “ " (self-concept)
Rosenberg (1979. p.7)

Holman (1981) 3
1



(1997) 2

4 Sirgy (1982)

Sirgy (1982, 1983; Claiborne &Sirgy, 1990; Johar &Sirgy, 1991)
(self-image/product-image
congruity, self-image congruence,  self-congruity) (SC)
(social cognition theory)  Sirgy

( )
(Sirgy et al., 1991)

(product-user image, brand-user image, brand personality)

Graeff



(self-congruity)

(self-incongruity)

Sirgy, 1990)

1

4 (Sirgy, 1982; Claiborne &

(positive self-congruity) (+SC)

(positive self-incongruity) (+S1)

(negative self-congruity) (-SC)

(negative self-incongruity) (-SI)



Sirov 4 ( 1) (Sirgy, 1982; Claiborne &
Sirgy, 1990; Johar &Sirgy, 1991; Berkman, Lindquist, & Sirgy, 1997)

(actual self-image) (AS)

(self-consistency need)

(actual self-congruity) (ASC)

2. (ideal self-image) (1S)

(actual self)
(self-esteem need)

(ideal self-
congruity) (ISC)

3 (social self-image) (SS)

(social consistency need)

(social self-congruity) (SSC)



4, (ideal social self-image) (1SS)

(social approval need)

(ideal social self-
congruity) (1SSC)
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VAR ARNINLAN

e L d
ARAUAN

;
|

/

1

Sirgy (1991:25)



Biit (1966)

Newman (1957, Chisnall, 1995)
Markus  Kunda (1986)

Sirgy (1982)

actual self, real self, basic self, extant self, self
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(Lee, 1990) Schenk  Holman (1980, Sirgy,
1982) (situational self-image)

(symbolic interactionism)

2
2 (actual self)
ideal self, idealized image ~ desired self
(Sirgy, 1982)
Sirgy (1982) (actual self-
image) (ideal self-image) (social self-image)
(ideal social self-image) 2
(

(looking glass self) (presenting self))

( desired social self)

(expected self)
(expressive self)



J. L Aaker (1999) (malleable self)

(Product image)

(image)
(Grubb & Grathwohl, 1967; Levy, 1959)
Plummer (1984) 3
1 (physical attributes)
59
2. (functional characteristics)
( ) (

3 (brand’s personality)

13
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McCracken (1989, J. L Aaker, 1997)
2
(brand’s user imagery)

Batra, Lehmann  Singh
(1993)

Levy (1959)

Sirgy (1983) 2 1
(functional product images)

(symbolic product images)

Biel (1992) 3 (2
1
2.
3.
Marlboro
I
Philip Morris
' Sirgy Product image (product) (brand)

(store) Brand image
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Biel (1992:RC-9)

Levy (1959)
Grubb  Grathwonhl (1967)

(self-enhancement)



\ Tbl

(Grubb & Grathwohl, 1967)

Grubb  Grathwohl (1967)



Delozier, 1971: Dolich, 1969,

15

Sommers (1964,

Malnotra (1981)

Rugged
Exciting
Uncomfortable
Domination
Thrifty
Pleasant
Contemporary
Organized
Rational
Youthful
Formal
Orthodox
Complex
Colorless
Modest

Sirgy, 1982)

i T S S e e T T =Vl Sy SEE Gy PP TN

Bellenger

Sirgy, 1982)
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!
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— N 4 g 4 —J 4 494 g 49 —43J g g g =~

Q-sort

(1976; Birdwell, 1968;

Delicate
Calm
Comfortable
Submissive
Indulgent
Unpleasant
Uncontemporary
Unorganized
Emotional
Mature
Informal
Liberal
Simple
Colorful

Vain
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(absolute difference model)

Ak = f Z |Plik - 51ik

Ak (k)
Pik () (k)
Slik (0 ()
() () (k)
Sirgy (1983)

(The difference squared model)

[ 3
/ Vg
— Pl —=S]
Ak _fli\/ Z ( ik Sl!k)
r=1

(The simple difference model)
Ak =fh ‘/L (P!k _Sl/)
=1

(Euclidean distance model)

/ 2ﬂ
A, ={ | Y Er-s) |
=1 i
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Sirgy (1997)
Malhotra

(adjective check list)
(self-report

altitudinal items measured on a Likert-type scale)
(other standardized sex-role attitude measures) (Sirgy, 1982)

Sirgy (1997)
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Sirgy (1982) 4 ,

(semantic differential scale)
Grubb  Hupp (1968; Grubb & Stern, 1971; Schewe &Dillon, 1978, Sirgy,
1982) Birdwell (1968; Munson & Spivey,1981; Ross, 1971; Samli &
Sirgy, 1981; Sirgy, 1979; 1980; 1981; Sirgy & Danes, 1981, Sirgy, 1982)

Jacobson  Kossoff (1963, Chisnall, 1995)

Birawell (1968, Chisnall, 1995)

4 Travis County ~ Texas 100



tijjem DAticfl

Grubb  Hupp (1968, Chisnall, 1995)
Pontiac Volkswagen

Dolich (1969)

200
Gibbins (1969)
6 15-16 50
Ross (1971, Chisnall,1995)
( ) !
247 Purdue
2 (
! ) ]



Ross

Landon (1974)

173 !
12

Gibbins  Gwynn (1975)

29 10

Belch  Landon (1977)

179

10

163

22



Sirgy (1985)

MBG Volkswagen Rabbit

2
168

Ericksen  Sirgy (1989)

221

Park (1991)
style preference) (CSP)
image/clothing-image congruity) (
congruityXASC)
congruityXISSC))
(PSC)

Playgirl

23

4
Glamour

15

(clothing-
(self-
(actual self-
(ideal social-
(public self-consciousness)



2
)
Ericksen  Sirgy (1992)
3
(
Graeff (1996a)
132

)

221

(154

)

24



Graeff (1997)

(conspicuousness products)

Zinkhan (1995)

Graeff (1997)

stayman & Deshpande, 1989,

Graeff, 1997)

25

(inconspicuousness products)
Hong

Graeff

(Belk, 1975; Dickson, 1982;
2



Graeff
Budweiser

1=
Budweiser

)

Budweiser

Graeff

26

1
(
)
1
220 2
(112 )
(108 ) Budweiser
Budweiser
Budweiser (L=
)
(= 1= )
! (
Budweiser
Budweiser

Graeff (1997)



0.96)

Blidweiser

27



Budweiser

I
Budweiser

10
Budweiser

50
Budweiser
Budweiser
10
Budweiser
) )

50

28



5.6
)
4.2
)
23.6 24.6
)
2
(Euclidean)
I

29

2 (=54
) 1215 = 17,
(=4l
y F 1216 = 007,
2 ( =
y F1216 = 27,
53 112
63 108
sE=sF
= I i
/



( p > .05)

0.56*
0.47*

p < 01

Graeff (1997:56)

(3628
0.41

30

( =10

0.34* 0.39*
0.41* 0.44*



P<.01)

39,1 IB=4T,P < 05)

5.2

31, - 1B =69.6; P < .01)

—

(r=082

17 %

| TB=6.1:p< 01

2 Graeff

(=46

25, 18=538; P <.01)

31



32

(=38 33FUB=28p<.09)

7 1
; ™ (52 6
5 O @) w“
4 4
3 ............................................................ 7] 3
7 (26) ? e (28)
| 1
/ .
/ :45
[ -«
/ e
Graeff (1997:57)
2

2 ( Heineken
Budweiser) | )
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82 2
2 2
2
Heineken Budweiser
2
1 , 2
10
(situational ideal self-image)
Heineken (63.4%)
Budweiser (82.1 %, X2= 17.0; P < .01) ( 4)
Buaweiser
........................ Heineken
7 7
6 6
(5.0)
5 51 (4.3) (4.6)
4 4
3 3
(3.3) (3.0)
2 2 2.7)
1 1
La1Nel ey LaUNe Weu
4 2

Graeff (1997:63)



Biidweiser
?  Blidweiser
Heineken

?  Heineken

p <05 *=p < (1

Graeff (1997:65)

0.10
0.24*

-0.05

0.03

0.13
0.24*
0.21*
0.18

0.38**
0.40**
043+
0.47*

34
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Graeff

(product-anchored Q-methodology)

( )
Belch Landon

(1977; Greeno, Sommers & Kernan, 1973; Landon, 1974; Martin, 1973; Sommers, 1964,
Sirgy, 1982)

Gentry  Doering (1977; Gentry, Doering & OBrien, 1978; Vitz &
Johnston, 1965, Sirgy, 1982) Golden, Allison ~ Clee (1979;
Allison, Golden, Mullet, & Coogan, 1980, Sirgy, 1982)
- (androgeny)
Allison
(1980, Sirgy, 1982)

Debevec  lyer (1986)

X10060 4-14



36

(Munson & Spivey, 1980; 1981,
Sirgy, 1982)

Belk, Bahn  Mayer (1982, Mowen & Minor, 1998, Hong &Zinkhan,
1995; Onkvisit & Shaw, 1987)

(actual self-congruity)
(social self-congruity)

(

(ideal self-congruity)
(ideal social self-congruity)

(



(self-image)

(brand-image)

(beer drinkers image)

(actual self-congruity) (ASC) (
)

g (ideal self-congruity) (ISC) (
)

(social self-congruity) (SSC) (
)

(

(ideal social self-congruity) (ISSC) (
)

r)
(self-co gruities) (SC)

37
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(attitude toward beer brands) (At)
( T

(private consumption situation) (pri)

(public consumption situation) (pub)

Private, Pri

Public, Pub

Control, Con |

Att

ASC*Att (ASC)

ISCAtt (1SC)
SSCAtt (SSC)

ISSCHAt
(185C) (At)



(Sirgy, 1997)

Leo Heineken

1 1 300

1 Graeff (1997)

2 ' d Graeff

Boune (1957, Lee, 1990)

Boune ,



(social risk)

(
Kaplan (1972)

1

Graeff (1997)

)

Jacoby

) (Ross, 1975)

40



Pri [ASCHAt > SSC¥Att]
),

Pri [ISC¥Att > ISSC¥At ]

PUb [SSC*Att >ASC*At]

4,
Pub [ISSC*Att > ISC*Att ]
Lo d 1 Vg
L
2
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