(Seleeteept)
(Brand image)
(Self-congruence)
(Brand preference)
(Brand satisfaction)

S I N R

(Self-concept)

William James (1890,cited in Todd&Sarah,2001)
(Self-concept)

William James
Loudon  Della Bitta (1993)

Hawkins, Best ~ Coney (1995)



statt (1997)

Solomon (1999)

OCass  Frost (2000)
(Self concept or self image)

(Significant
others)

(Grubb&Grathwohl,1967) Mowen Minor (1998)
(Looking-
glass self)n



1). (Self appraisal)
(Reflected appraisal) 3).
comparison)  4). (Biased scanning)
(Loudoné&Della Bitta, 1993)
1) . (Self appraisal)
(Social) (Antisocial)
(Dominant behavior pattern)?
(Dominant behavior pattern)

, (Antisocial)

2) : (Reflected appraisal)

3). (Social comparison)

10

a)
(Social

(Reflected appraisal)



(Belief) (Attitude)
Rosenberg (1979)
1)
(Superior or inferior)
2

(Same or different

4). (Biased scanning)

(Self appraisal)
(Reflected appraisal® ' (Social
comparison)
(Biased scanning)
(Rosenberg, 1979,Purkey&William, 1996 )

1). (Organized)

(Orderliness) (Harmony) 2.1

IIMeH

“Global-



2.1

12

. Purkey&William, .(1996).Invitational counseling : a self-concept approach to
professional practice .Pacific Grove : Brookl Cole Pub,p.32.

self’ “Me"" “Global self"

(Specific belief)

(Attributes)
(2)

“Global self" "Me"

“Sub-self’
II|”
“Sub-self”
2.1 “Me" " b-self’
“Sub-self’ e
‘" “Sub-self"
"Sub-self’

"Sub-self"

(1)

(Categories)

“Me”

“Global self”
"Global self’
“Sub-self
"Sub-self"
1



2). (Consistency)

(Internal
consistency)

(Global self)

(Cognitive dissonance)
(Psychological discomfort and anxiety)

(Internal consistency)
(Dependability in behavior)

(Integrity)

3). (Modifiable)

@)

(An internal and continuous incentive)



(Reasonably healthy person)

traumatic or ecstatic event)

thought)

14

VT
3)
(1)
VT (Extremely-
(2)
3)
AN (Learned)
(Experience by experience) (Thought by
(Perception by perception) (Statt.1997)

2.1



(Multidimensional self)

Sirgy (2000)

(Actual self)
(Social self)

1).
(Private self)

2.2

(Consistency motive)

(Private self)

(Single self)

(Todd&Sarah,2001)

Sirgy

(Ideal self)
(Ideal social self)
(Berkman,tindquist&Sirgy,1997)

(Actual self)

(Ideal self)

15
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2.2
Self-image
Private Public
self-image self-image

Actual ldeal Social Ideal socal
self-image self-image self-image self-image

Self Seif Social Social
consistency esteem consistency approval

motive motive motive motive

:Berkman,H.W. Lindquist,J,D.,&Sirgy,J,M.(1997).Consumer behavior .NTC Business
Books,p.191.

(Self esteem motive) ( 2.2 )
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3) . (Social self)
(Public self)
(Social consistency motive) ( 2.2 )
4) : (Ideal social self)
(Public self)
(Social approval motive) ( 7.2 )
(Expect self)
(Schiffman&Kanuk,1994)

(Extended self)



Rolls-Royce
(Mowen&Minor,2001 )

(Possible self)

(Mowen&Minor,2001 )

(Connected self)

(Mowené&Minor,2001 )

(Brand image)

18
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(Toyota) (Volkswaken)

(Grace&0'Cass,2002; Stobert,1994)

Kotler (2000)
/
Burnett Moriarty (1998)
(A sets of attributes)
Harley-Davidson
Ogilvy (1986)
(Blind test)
47 %

Kellogg's Com Flakes
59% (Saporito, 1986,cited in Kohli, 1997)



1997)

(Gardner&Levy, 1955 cited in Levy,1999)

Budweiser

20

BBDO Worldwide (1988,cited in Kohl,

Marlboro
Cowboy

(Randall,1997)

Nestle's
De Beers

Rolls-Royce

(4)

1955



Dakota

Reynolds ~ Gutman (1984)

(Levy.1999)

(Evaluation)



2

(4)
(5)
Reynolds Gutman (1984)
(Feature)
(The network of associations in memory)
(Stored of meaning)
Biel (1992) (Cluster of
attributes)
(1) (Tangible/functional attributes)
f
(2) (Emotional attributes)
Marlboro Apple
Biel (1992) Keller
(1993,1998)
(Brand knowledge) ( 2.3 )
(Brand awareness ) (Brand image) Keller (1993,1998)

(Brand associations)
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(Brand associations)

Keller (1993,1998) 1).
(Type of brand association) 2).
(Strenght of brand association) 3).
(Favorability of brand association) 4),
(Uniqueness of brand association) ( )
1). (Type of brand association)
1.1) (Attributes)
(1) (Product-related attribute)

(2) (Non-product-
related attribute} (Price) (User-
imagery) (Usage imagery)

(Brand personality)
(Feeling and experiences) (Keller,1993,1998)
1.2) (Benefit)
(1) (Functional

benefits)
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Brand
recall

Brand

— —
Awareness

Brand
Knowledge

Brand
recognition

Types of
brand association

Brand
Image

Favorabitity of
brand associations

Strength of
brand associations

(Brand image knowledge structure)

— Attributes

Non-product-related

Product-related

-

Benefits

Functional

Uniqueness of

brand associations

Attitudes

Experiential

Symbolic

Price

User and
usage imagery

Brand
personality

Feelings and
experiences

- Keller,K.L.(1993).Conceptualizing, measuring, and managing customer-based brand equity, Journal of marketing,57{1),p.7.
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(2)
(Symbolic benefits) Aaker (1996)
(Self-expressive benefits)
(User imagery)
(Social approval)
(Personal expression) ,
(3) (Experiential benefits)
Aaker (1996) (Emotional benefits)
(Keller,1993,1998)
1,3). (Attitude)
' ' (Qverall evaluation) b
Sheraton
(Keller,1993,1998)
2). (Strength of brand association)

(Encoding)



(Keller,1993,1998)

3).
association)

4).

association)

(Keller,1993,1998)

Keller (1998)

Keller (1998)

?

(Keller,1993,1998)

(Unique selling proposition)

26

(Favorability of brand

(Unigueness of brand

(Competitive advantage)
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(User imagery) (Usage imagery)

Keller (1993,1998) Biel (1992)

(1) 2)
3)

Marlboro

(1) : Philip
Morris Marlboro (2)
Marlboro Cowboy
3)
(Mowen&Minor,2001)
1). (Demonstrating character)

(Human characteristics)



(Meenaghan,1995)

Buchholz Wordemann (2000)

1 (Consistent messages)

Down to earth)

(Aspiration) Buchholz Wordemann (2000)

Marbert

(Link)

28
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2). ‘ ' '] " (Advocating

an ideology)

Buchholz ~ Wordemann (2000)

4
“Just do it"
Tag Heuer
-J “Don't crack under
pressure”
(Link)
Tag Heuer
! b “Don't crack
under pressure”
Tag Heuer

(Polarization)



3).
(Attesting kinship)

Buchholz

(Fascination)

(Pepsi Max)

Wordemann (2000)

Rolls-Royce

Evian

“Live life to the max”

30



4).
(Expressing personal message)

Buchholz

De Beers

(2)

Wordemann (2000)

31



4 ]
British chocolate
(Self-congruence)
Sirgy (1982)
(Self-schemalglobal-self) Subself ~ "Me”
( 2.1 12)
(High status)
(Activate)
Subself ~ "Me” " S
" Subself
“Meﬂ 1] n
(Seii-congruence)
Subself  “Me" ‘ "

(Self-incongruence)

32



(2000)

-

Self-schema/Global-self

Sirgy (1982)

M

Quester Karunaratna

Hawkins Best Coney (1986)

24

Brand image

Relationship
Between self-

concept and

Consumer

self-concept

brand imaae

?

)

33

Subself  “Me"

Quester Karunaratna Geh

Goh (2000)
2.4 )
Behavior : Satisfaction :
Seek product Purchase
andbrandthat [~ contributes
improve/maintain To desired
self-concept self-concept

Reinforces self-concept
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. Hawkins,D.L.,Best,R.J.,&Coney,KA.(1986).c onsumer behavior :implications for
marketing strategy (3th ed.).Plano,TX: Business Publications,p.319.

(Berkman,Lindquist,&Sirgy,1997;
Chon,&0lsen,1991 ; Sirgy, 992)

(Actual-self congruence)
(Ideal-self congruence)
(Social-self congruence)
(Ideal social-self congruence)

~ W o e

( 2.5 )

1 (Actual self - congruence)
(Stereotypic images of users of a

brand)

(Self consistency motivation)

2) (Ideal self - congruence)
(Stereotypic images of users of a

brand)

“Selfesteem motivation”



Lisa Leslie
Lisa Leslie
Lisa Leslie

2.5
(Various forms of self-image and their
understanding motivation states)

Actual
Self-ima
eas \ Actual Self-
Self-image  |—————»  consistency
Brand/ -~
congruence motivation
User-image
Ideal
Self-i
ol o \ Ideal Self-
Self-image e esteem
Brand / A\
congruence motivation
User-image
Consumer
behavior
Social

Self-image  —— Consistency

congruence motivation

Self-i
i \ Social Social

Brand /

User-image

Ideal social

Self-i
nege \ Ideal social Social

Self-image —)‘ approval
Brand / / o o
congruence motivation

User-image

: Adapted from Sirgy.M.J. (1992).Self-concept  motivation as mediator between
self-image congruence and attitude/intention. pevelopments in Marketing
sciens. 15,0.403.



brand)

consistency motivation)

(4)

users of a brand) 1

(1),
product)
(Social self-congruence)

social self-congruence )

36

(Social self- congruence)
(Stereotypic images of users of a

(Ideal social

(Social

self-congruence)

(Stereotypic images of

“Social approval motivation”

(Sirgy,2001)

(Publicly consumed

(Iokal
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(Privately consumed product)
(Actual self-congruence)

(Ideal self-congruence ) '

(Ideal self-congruence)
(Ideal social self-congruence)

(Actual self-congruence)
(Social self-congruence)
Deviin (1994 cited in

Sirgy .2001)
3).
(Preference decision)

(Ideal
self-congruence) (Social ideal self-
congruence) (Brand
preference) Jeep

Jeep
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(Actual purchase)
(Actual sel-congruence)
(Social self-congruence)
Jeep
(Actual purchase)
Jeep Mercidez Benz

(Brand positioning)

Sirgy Grewal Mangleburge ~ Park (1997)
(Traditional method)
(New method)

"Semantic differential scale"

(Bipolar adjective) 2.6



2.6 1
Semantic differential scale
LRugged...........

2 Excitable

3. Uncomfortable

4 Dominating......c....
5 Thrifty.

6. Pleasant.
[.Contemporary
8.0rganized.......

9. Rational..

10. Youthful..

11 .Formal...........
12.0rthodox.......

13. Complex.

14. ColorlesS.ininn.
15. Modest...

Malhotra (1981)

delicate

.calm

.comfortable
.Submissive
.indulgent
.unpleasant
.noncontemporary
.unorganized
..emotional

.mature

...informal
..liberal
.simple

...colorful

..vain

: Bearden, .0.,Netemeger.R.G.,&Mobley,M.F.(1993).Handbook of marketing

39

scales : multi-item measures for marketing and consumer hehavior research.

Sage Publications,p.24.

(Distance score)

ki = Vi( [[-Pl)2

Il
PI =

Image score)

(Distance score)

(Image attributes)
(Self-concept score)

k

(brand
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2.1 B

(Distance score)

| = Vx(2-1)2 4 (1-2)2 4 (6-7)2 + (2-1)2 + (2-1)2

= VI+1+41+1+1
= 5 = 22
(Distance score) 2.2 ( )
AC
8.4 5.9
B
A C B
A C
B
A ¢ )(Loudon & Della Bitta, 1993)
2.1
Semantic scale ' 7
Scales Self-image Brand image Brand image Brand image
(Brand A) (Brand B) (Brand C)
Rugged - delicate 2 7 1 3
Excitable - calm 1 2 2 6
Uncomfortable - comfortable 6 1 I 4
Dominating - submissive 2 4 1 3
Thrifty - Indulgent 2 6 1 4

:Loudon,D.L..& Della Bitta,A.J .(1993). Consumer behavior (4ned.).McGraaw-

Hall p.316.



Sirgy (1997)

(Traditional method)

(The use

4 28

2.8

2.8

Sirgy (1997)

Likert scale

(The use of discrepancy scores)

of predetermined images)

15

(Attribute by attribute)

15

(New method)

(Validity)

4



X Y
(This product X is consistency with how | see myself in situation Y)

X Y
(This product X is consistency with how | like to see myself in situation Y)

X Y
(This product X is consistency with how | believe others see me in situation

V)

X
v (This product x is consistency with how | would like others to see me
in Situation v)

(The use of predetermined images)

Pretest



Sirgy (1997)

(High predictiveness)

Standard multiple regression

(Jamal&Goode,2001)

43
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(Brand preference)

O’ Shaughnessy (1987)

(Getting one
objecting from a range of alternative)
1).
(Cognitive aspects of preference)
(Evaluative judgment)
(Complex judgment) D).
(Preference

and exposure effects)
(Peterson,Hoyer&Willson,1986)

1).
(Cognitive aspects of preference)
(Evaluative-
judgment)
1)
(Attitude-based preference)  (2)
(Attribute-based

preference) (Kardes,1998)



attitude?

45

(Overall -

(Attitude-based preference)

Michael (2001)

(Emotion-laden, intuitive and holistic judgment)

(Attitude-based preference)
(Alternative evaluation )

making process)

) (Mowen&Minor,1998)

@)
(Attribute-based preference)

| : '3

set)

(Kardes,1998)

Michael (2001)

(Product's tangible attributes)

(Kardes.1998)

(Decision
(Emotion benefit)

(Selfexpressive benefit) ( 2.7

(evoked



2.1

(Experience-perspective on decision making process)

Problem recognition

(affect driven)

v

Search for affect-based

solution

v

Alternative

* &k

evaluation

(comparison of affect)

v

Choice

(affect -based)

v

Acquisition

(evaluation)

‘Adaplied from Mowen,J.C.&Minor,M.(1998).Consumer behavior (sthed.).Upper

Saddle River, NJ : Prentice Hall,p.352.

(Attribute-based preference)



(Alternative evaluation)
‘ (Extended decision making process) ( 2.8 )

(High involvement purchase)

(Purchase)
(External information)

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

2.8 (Extended

decision making process)

Extended decision making process

!

Problem recognition

Generic

Infermation search

Internal/External

v

“**Alternative evaluation

Many attributes
Complex decision rules

Many alternative

;

Purchase

.

Postpurchase

Dissonance

Complex evaluation
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: Adapted from Hawkins,D.,Best,R.J.,&Coney,K.(1995).Consumer behavior :
implications for marketing strategy.(6thed.).Richard .Irwin,p.424.

(Preference and exposure effects)

(Repeated exposure of a stimulus)

(D.Souza&Ra0,1995)

(
) (High brand equity)

(Cobb-
Walgren,Ruble&Donthu,1995)

(Familiarity effect)

(The greatjoy, the glow of warmth)
(Peterson,Hoyer&Willson,1986)

(Familiarity effect)
Waynbaum (Peterson,Hoyer&Willson, 1986)

(Emotional expression)



(Emotional expression)

(Alreck&Settle, 1999)

()

(Need association)

(Peterson,Hoyer&Willson, 1986)

(Top of mind)

49



(brand awareness)

(Alreck&Settle, 1999)

(2)
(Mood association)

(Positive aura)

(Emotional benefit) (Alreck&Settle,1999)

)
(Subconscious motivation)
Freud

(Subconscious mind)

50



Freud

Cowboy
Marlboro
Marlboro

Marlboro

Subconscious motivation

' Presenter
(Alreck&Settle,1999)4
(4)

(Behavior modification)
" [nstrumental condition”



(Alreck&Settle,1999)

Q)

processing)

(Cognitive processing)

52

(Cognitive



53

, (Alreck&Settle, 1999)

(6) (Model emulation)

(Endorser)

(Alreck&Settle, 1999)

(Brand satisfaction)

(The process of complex decision
making) ( 2.9 ) (1)
(Need arousal) (?)
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(Consumer information processing) (3) (Brand
evaluation) 1 (Purchase) (5)
(Postpurchase evaluation)

(Postpurchase evaluation)

29 (Complex
decision process)
Consumer
Need
> Information
arousal
A processing
Feedback
***Postpurchase Purchase Brand
LK - |
evaluation evaluation

: Assael,H.(1998).consumer behavior (6med.).Thomson Learning,p.76.

(Satisfacti  /dissatisfaction)
(Engel,Blsckwell&Miniard,1995)
1 %
(Investment return) 114 %

(Mowen&Minor,1998)

(Word of mouth)
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(Berman,Lindquist&Sirgy.1997)

(Loudon&Bitta,1993)

1). (Expectancy-
disconfirmation model) 2). (Equity-model)
(Mowen&Minor,1998)

1), ' (Expectancy disconfirmation model)
(Expectancy disconfirmation model)
/

(Engel etal.,1995)
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/ 1
(Expectancy disconfirmation model)

2.10 /

Prior product/brand

expectation

Expectations of Evaluation of

| -
How the brand v actual performance
should perform of the brand
Evaluation of
Discrepancy between
Emotional Rreionang Emotional
dissatisfacti k. oer’fomiance satisfaction
Performance fails Performance not Performance
To meet Noticeably different surpasses
expectations From expectations expectations

: Mowen.J.C.&Minor.M.(s.8). COnSUMeEr hehavior s ed.).Upper Saddle River, NJ :

Prentice Hall,p.424.

, (Mowen&Minor,1998)

(Expectancy confirmation)

(Positive disconfirmation)



(Emotional satisfaction)

(Negative disconfirmation)

(Emotional dissatisfaction) (Berkman.etal.,1997)

(1)
(Product performance) (3).
(Wilkie, 1994)
(1) (Expectation)
(McNeal&McDaniel,1982)
(L1)

the nature and performance of the product®

(2)

(Expectation)

5

(2)

(Comparison)

(Expectations about
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(1.2)

(Expectations about the cost and efforts)

(1.3) (Expectations of social

benefits)*!'
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2). (Product performance)

(Berkman.et al.,1997)

(2.1) (Ideal performance)
P
1
(2.2) (Equitable performance)
(2.3) (Expected performance)

(Ideal performance)

(3). (Comparison)

(Wilkie, 1994)
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(Positive disconfirmation)

3.2)
(Simple confirmation)* ' ,

(3.3)
(Negative disconfirmaton)
(William,1994)
2). (Equity- model)
(Equity theory and consumer satisfaction)

/

(Outcome A) (Input
A) (Outcome B) (Input B)

Outcome A~ OQOutcome B
Input A Input B

(Output)
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(Input)

(Mowen &Minor,1998)
(Equity model)
(Expectancy disconfirmation) ~ Mowen Minor (1998)
(Postpurchase evaluation)
(Output A) (Input A)

(Output B) ! " (Input B)

Loudon Della Bitta (1993)
(Attribution process)
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Loudon Della Bitta (1993)

/

McNeal McDaniel (1982)

(Sensitivity to

consumer product)?!
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McNeal  McDaniel (1982)

(Loudon & Della Bitta,L993)

211 ) (1)
(Voice responses) (2)
(Private responses)
(Private
responses)  (3) (Third
party responses) (Loudon & Della Bitta, 1993)



2.11
Dissatisfaction
oceurs
Voice Private
responses responses
e.g., seek e.g., word-
redress of mouth
from seller; communication

no other actions

Third party

responses

e.g. take legal

action

- Loudon,D.L.,& Dela Bitta,A.J.(1993) Consumer behavior :Conoept and
applications. (4. McGraw-Hill p.581.

(Wilkie, 1994)

(Level Of dissatisfaction)

(Importance)

64
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(Cost/benefits of
action)

(Personal characteristics) Wilkie (1994) !

(Attribution of-
blame)

Loudon Della Bitta (1993)



2.13

between expectation and performance)
(Berkman et al.,1997)

Engel (1995)

(Closing the gap

66



Jamal

Goode (2001)
(1)

Engel

(1995 )

67



(overall quality) (2)
(3)

(Self-concept)
congruence)
(Brand satisfaction)

(satisfaction with the brand)

(recommendation to others)

(Brand image)
(Brand preference)

(Self-
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