(Self-congruence)
(Functional benefit)
(Self-expressive
benefit)
Sirgy (1992) (1)
2) 8)
(4)
(Privately consumed product)
(Publicly consumed product) (Survey research
method) (Quantitative research)
400 139 ( 34.8)
261 ( 34.8) 20-25

( 51.3) ( 78.5) | o
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73.8) ( 49)

10,000 ( 43.3)

(Self
congruence) (Brand preference)
(Brand satisfaction)
4 Sirgy (1992) (1) (Actual self-
congruence) (2) (Ideal self- congruence) (3)
(Social self-congruence) (4)

(ldeal self-congruence)

) ( 13.25)

( 12.25) ( 10.5)

3.10)

( 2.93)

( 52) ( 22.5)
( 14.75)

( 3.46)

( 3.27) (3.27)
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19
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1

(Low self-congruence)
congruence)

(Low actual self-congruence)

(High actual self-congruence)

119

(High self-
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(Low ideal self-congruence)

(High ideal self-congruence)

(LOWsociaI self-congruence)

(High social self-congruence)

(Low ideal social self-congruence)
(High ideal social self-congruence)
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(Low actual self-congruence)
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(Low idkal self-congruence)
(High ickal self-congruence)

(Low social self-congruence)
(High ideal self-congruence)
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(Low ideal social self-congruence)

(High ideal social self—congruence)
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(1997)

100 .

Service)

society)

100

127

(New method) Sirgy

1
3 ) 2
) (¢ 6,500 " 2546)
2545
1,000
(“
" 2545)
(Non voice

( Mobile  information
“Club Nokia"
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www.clubnokia.co.th

(“Mobile Information Society...,” 2545)

Nokia Professional

Center
Nokia world Kiosk
(Screen saver) (Operator logo) Picture
messaging
(Al ’ll 2545)

(High involvement product)

(Assagl,1998)
(Low involvement product)!


http://www.cl
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Sirgy (2001)

(How lwould like to see myself)

Sirgy (2001)
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(How lactually see myself) (

)

(Integrated marketing communications )

)

(Mowen&Minor,1998;Quester, Karunaratna & Goh, 2000; Jamal & Goode,2001)
Hawkins Best ~ Coney (1986)
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(Berman,Lindquist & Sirgy,1997;Chon & Clsen, 1991 :Sirgy, 1892)

(Self consistency motivation)

"Self

esteem motivation"



12

“Social consistency motivation”

“Social approval motivation”

Jamal Goode (2001)
1
(High involvement)

(Utilitarian  reasons)
(Emotional reasons)

(Utilitarian reasons)
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) (Emotiona

reasons)
(Low Self-congruence)
(High' self-congruence)
(Low Self-congruence) (High
self-congruence)
( 5])
(Low self-
congruence) (High self-congruence)
(Low
self-congruence) (High  self-
congruence)

( %)

Jamal Goode (2001)



(nigh Self-congruence)

congruence)

5)

51

59)
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(Low self-
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(Attitude-based
preference) (Kardes,199)

(Overall
attituce) (Alreck&Settle, 1999)
(Limited dlecision - making)
(Habitual purchasing decisions)
( )

(Repeat satisfaction) (Assael,1998)

/

(Engel.Blackweli&Miniard, 1990)
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(External information)

(Internal information) (Hawkins Best&Coney,1995)

(Hawkins Best & Coney,1986; Sirgy, 1992; Quester Karunaratna & Goh,2000)
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(Privately consumed product)
(Publicly consumed product)
(Low
involvement product) (High involvement product)
/ (High value/low frequency product)
(Low value/high frequency product)

“Semantic differential scale” Sirgy (1997)
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( )

(Stereotypic images of users
of a brand)

( )
(Stereotypic images of users of a brand)

(Advantage competitive)
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