(Tangible and intangible attributes)

(Kohli.1997)

(Functional benefit)

(Emotional benefit)

(Self-expressive benefit)

(Assael,1987 Aaker,1996)

Mowen  Minor (1998)
(Self-expressive henefit)

an

(Visible) (2)
(Variability) — (3)
(Personalizability)



(Symbolic value)

(Person’s self concept) (Reference group) (Step 1)

, "Justdoit” (Step2)

(Step3)
(Mowen&Minor,1998) ( 11 )
(Heath&Scott,1998)
(Self-congruence)
(Sirgy, 1982)
.1 (Symbolic value)

(The communication of self to others via symbolic product)

1
Person's Step3 Reference I
Self-concept group |
|
—
Step1
Symbolic
product

: Mowen,J.C.&Minor,M.(1998).Consumer behavior (5ted.).upper Saddle River, NJ :
Prentice Hall,p.111.



(1) (Actual self-congruence) (2)
(Ideal self-congruence) (3)
(Social self-congruence)  (4) ,
(Ideal social self-congruence)

(Sirgy,1992)

(Publicly
consumed product)
(Social self-congruence)
(Ideal social self-congruence )

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

(Sirgy,2001)

(Actual self-congruence) (Ideal self-
congruence) Jamal  Goode (2001), Todd Sarah (2001), Quester
Karunaratna Goh (2000), Sirgy (2000), Mehta (1999), Heath Scott (1998), Graeff
(1996) (Social self-congruence)



(Ideal social self-congruence)

(Brand preference) (Brand
satisfaction)
(Privately consumed product) (Publicly consumed product)
L
2,
3.



5 Laiwiiil

XHn wirf/d

L
2.
3.
4,
(Actual self-congruence)
(Ideal self-congruence)
(Sacial self-congruence)
(Ideal social self-congruence)
(1) (Privately consumed
product) (2) (Publicly consumed- product)

20-45



(Actual self congruence)
(Stereotypic images of users of a brand)
(How I actually see myself)

(Ideal self-congruence)
(Stereotypic images of users of a brand)
(How Iwould like to see

myself)
(Social self congruence )
(Stereotypic images of users of a brand)
(How the others actually see
me)

(Ideal social self congruence )
(Stereotypic images of users of
a brand) (How Iwould like
others to see me)

- (Brand preference)
(Evaluative judgment)

) (Prefer brand X over other brands) 2)
(Would use brand Xmore than other brands) 3
(Would be inclined to buy brand X over any other brands)

(Brand satisfaction)



(Overall quality) 2)
(Satisfaction with the brand) 3
(Brand recommendation to others)

(Privately consumed product)

(Publicly consumed product)

1 (Self-
congruence)

2.
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