3 N

2

3
ll *
(Demographics)

(Hanna &
Wozniak, 2001) |
w o (Blackwell, Miniard & Engel, 2001)
(Psychographics)
! (Gunter & Furham,

1992)

(2541)



(Lifestyle)

Wells  Tigert (1971)

Plummer (1974)
(AlOs)
Wiliam Lazer ..1963
(Lazer, 1963, cited in Plummer, 1974)
Hawkins, Best  Coney (2001) (Lifestyle)

(Life Cycle)

( 21)



2.1:

° A °
. b

. Hawkins, . I, Best, R. J. & Coney, K. A. (2001). Consumer Behavior: Building
Marketing Strategy (8th ed). New York: McGraw Hill, p.436.

21 '

(Solomon, 2002)

10



. .1963

(Plummer, 1974)

AlOs VALS1 VALS?2 LOV

* AlOs (Activities, Interests and Opinions)

1) (Activities) 2)
(Interests) 3) (Opinions) 4)
(Plummer,1974)
( 2.2)
2.2. AlOs

. Plummer, J. T. (1974). The Concept and Application of Life style Segmentation.
Journal of Marketing, January: p.34.



12

4 (Likert Scales) 1(
) 6( ) (Wells & Tigert, 1971)

(Mowen & Minor, 2001)
(Wells & Tigert, 1971)

AlOs|
AlOs
(Media Patterns)
AlOs
(Usage Rates)
(Hawkins étal.,
2001)
AlOs
2 1)
2) 1
D pj $ (

(Mowen &



Minor, 2001 )
(Hawkins étal-, 2001)

(2543) v

481

(Mowen & Minor, 2001)
(Reposttion Existing Brands) (Hawkins étal., 2001)



14

AlOs

VALS (Values and Lifestyles) ~ LOV (List of Values)

» VALS! (Values and Lifestyles)

Values and
Lifestyles standford Research Institute (SRI) Arnold Mitchell
.. 1978 (Michman,1991; Hawkins
étal, 2001)  VALSL Maslow
(Maslow’ Theory ofthe Hierachy of Needs) (Mowen & Minor, 2001)
(Amould,
Price & Zinkhan, 2002)
VALSL
| 4 9 (Mowen & Minor, 2001 )1

1 (Need-driven Group)\mU



1.)

12)

2.4)

2)

23)

3.)

32)

15

(Survivors) 4
(Sustainers)
(Outer-directed)
(Belongers) 35
(Emulators)
(Achievers)
( er-directed)
(I-am-Me) 5
(Experiential)

20

22



16
3.3) (Societally Concious)

4, (Integrated) 2

VALS1
2 3
2 (Belongers)
(Achievers) T
(Hawkins et al., 2001 ; Blackwell et al., 2001)

Beatty, Homer  Kahle (1988) VALS1

VALS1



v VALS?
SRI
VALS?
|
|
|
|

2

2011
]
2)
3)

Orientation)

1

VALS2 ' .. 1989 VALS2
VALS

42
(Hawkins étal., 2001)

(Resources)

4 (Primary Motivation)
3 (SRI, 2004)(

(Ideals Orientation)

(Belief)

(Achievement Orientation)

(Self-expression



2.1 VALS?

VALSP* Framework

High Resources
High innovation

Primary Motivation

EXPERIENCERS

Low Resowroes
Loss  ovation

: SRI Consulting Business Intelligence. (2005). The VALS Segments. Retrieved January
22, 2005. Available from: http:/www.snc-bi.comA/ALS/types.shtml.


http://www.snc-bi.comA/ALS/types.shtml

8 (Mowen & Minor, 2001 ; Hawkins et al., 2001 ;

Blackwell etal., 2001 SRI, 2004)

1) A (Innovators)
8
2) (Thinkers)
Y
1
38,000
3) (Believers)
58 21,000
(Thinkers)

(Ideals Orientation)

43

58,000

16

(Believers)

48

19



4) (Achievers)

13 36
50,000
5) (Strivers)
13 34
25.000
(Achievers) (Strivers)
(Achievement Orientation)
6) (Experiences)
12 26
19.000

7) (Makes)



| ttifuMifimi midtmitnjinn
IWIthatr;wl'numng »
e

13 30 30,000

(Experiences) (Makers)

? 1 (Self-expression Qrientation)

8) § (Survivors)

14
6l 9,000

Hanna  Wozniak (2001)

VALS?
VALS2
Mowen & Minor (2001)
VASLT VAL
2 , R

(Reliabilty) (Validity)
Hawkins (2001)

VALS?



22

LOV (List of Values)

LOV (List of Values)
The University of Michigan Survey Research .. 1983 (Kahle,
1983, cited in Kahle etal., 1986) (Kahle, 1983, cited
in Mowen & Minor, 2001)
1 9(Kahle & Kennedy, 1988)

(Mowen & Minor, 2001)

LOV 3 9
(Homer & Kahle, 1988, cited in Mowen & Minor, 2001, Kahle & Kennedy, 1988)

1) (Internal Values)
(Individual Values)
11 (Self-fulfilment)
1.2) (Excitement)
1.3) (Sense ofAccomplishment)

1.4) (Self-respected)



with Others)

Oregon 193

2.1)

2.2)

2.3)

3.1)

3.2)

(External Values)

(Security)
(Interpersonal Values)
LOV
Kahle (1986)
VASL  LOV

122

23

(Sense ofBelongil

(Being well-respected)

(Fun and Enjoyme

(Warm Relatic

10



1 VALSL
Mitchell (1983)

LOV 9
LOV
VALSL LOV
(Source of Influence)
LOV
VALS2

LOV
(Kahle & Kenneay, 1983)

VALSL  VALS2 (Mowen & Minor, 2001)

The Nation Retail Federation (1986, cited in Drake, Spoone & Greenwald, 1992)
9

1) (Advanced)

(Specialty Stores)

2) (Update)

24



25

(Specialty Stores) (Boutiques)
(Upscale Department) (Specialty Stores)
3) (Young Contemporary)
Jam
(Self-expression) (F'mwith it
4) (Contemporary)
(Young Contemporary) (Update)
(Advanced)
5) Ul (Transitionalist)
(The Functionally-oriented
Tradition Segment) (The Fashion-prone Cotemporary
Segment)
2

6) (Classic)



Richards

(Fashionable) 3)
(Qutgoing) 5)

(Moderate)

(Traditionalist) \

(Conservative)

sturman (1977)
Warner's Slimwear
5 1) (Conservative)
(Brand-Concious) 4)

(Home/Price Oriented)

26



AlOs

VALS

(2541)

Levy & Weitz (1996)

Drake

LOV

(1992)

AlOs

AlOs

27



(Style)

. 545)

(Roman style)

, 2545)

(Design)

(Renaissance style)

28

(Stone & Samples, 1985;



545)

(Taste)

2545)

(Principles of Fashion)

Rath, Peterson, Greensley  Gill (1994)

29



(Fashion Life Cycle)

(Sprowles, 1981)

(Solomon, 2002)

30



3l

1970

(Fashion Leader)

(Levy & Wettz,

1996) ( 2.2)

2.2: !

Numbers
of adopters
of fashion

Adopticn ‘"me——-—-—-—) Obsolescence
Dy fashion
leaders

. Levy, M. & Weitz, B. (1996). Essentials of Retailing. USA: Time Mirror Higher
Education Group, p. 349.

L (Creation)
Tiger Woods
2 (Adoption by Fashion Leader)

’ " (Fashion
Leaders or Innovators)



32

3. 78 (Spread to Large
Consumer Groups)
(Early Adopters)
4. (Saturation)
5. (Decline in Acceptance and Obsolescence)
(Individuality) (Fashion Creators and Leaders)
(Levy & Weitz,

1996)

(Drake étal., 1992)



(Classic)

2.3

NUMBER OF ADOPTERS

1980

(Fad) (

33

1960
(Levy & Weitz,1996)

2.3)

«

Classic

: Solomon, M. R. (2002). Consumer Behavior. Upper Saddle River, NJ: Printice Hall,

p.511.

Chanel
Keds sneakers



. 1917

Reehok (Ramirez, 1990, cited in Solomon, 2002)
Polo
(Boyes, 1983)

(Levy & Weitz, 1996)

(Hula Hoops) (Solomon, 2002)

Lewy  Weiz (199) 2

L (Couture Fashion)
, (Yves Saint) (Design
House) (Christian Dior)

34



3

Stone  Samples (1985)
(High Fashion) (Designs)
2. | (Ready-to-Wear)
3
2.1 (Designer Fashions)
(Designer-
branded Merchandise)
(Specialty Stores)
Ellen Tracy,
Donna Karan ~ Carol Litle
2.2 (Mass Fashions)
Knock-offs

T tawiTAQ



stone

199
2.3

(Levi's 501)

(Fashion Designer) $

Drake

Samples (1985)

(Classic)

(Fashion Industry)
(Producer)  (Media)

(Sprowles, 1981 )

(1992)

Volume Fashion

201

(Retailer)

(Designer)

$



4
(Sprowles,1981)

1 (The Upper Class Theory of Fashion)

Simmel (1904, cited in Sprowles,1981)
(Trickle-clown)

Lewy  Weiz (19%)

(Fashion Follower)

Solomon (2002)

2. (The Mass Market Theory)

(Mass Production)
(Mass Communication)

(Sprowles, 1981)

37



Lewy  Weitz (1996)

Katz  Lazarsfield (1955, cited in Sprowles, 1981)
1 .

King (1963, cited in Sprowles,1981)

21

2.2

2.3
(Opinion Leader) (

24

(Innovator)

38



39
3. (The Subculture Leadership

Theory)

(Blumberg,
1974; Field, 1970, cited in Sprowles,1981)

’ (Sprowles, 1981)

Lewy  Weiz (199%)

4, (The Theory of Collective

Selection)

Blumer(1969)
(Collective Selection)



(Marketing)

Association)

1995, cited in Kotler, 2003)
Kotler (2003)

Program) (Plan)

(Promotion Mix)

4PS

(Product)

(Price)

40

(The American Marketing
V

(Bennett,

(Marketing
d



41
(Place)

2 (Promotion)

(4Ps)
4Cs
(Lauterborn, 1990, cited in Kotler, 2003)
4Ps 4CS
(Product) : (Customer Solution)
(Price) : (Cost)
(Place) : (Convenience)
(Promotion) (Communication)
Leung  Taylor (2002) (4Ps)
4 X
X
(Fitting) (Design)

X
(Brand Name)



Vrontis (2004)

Marketing strategy)

(High Drama)

(International Marketing)
Levi Strauss

(Specific Target)

(Fashion Promotion)

(Drake etal, 1992)

(Global

42



Rath (1994)
2 0 )
(to inform) (to persuade) (to motivate)
1) 2 $ (Promotional Activities of
Manufacturers)
1 (Trade
Promotion Activities)
1.1) (Advertising) ,

(Cooperative Advertising)

; I ? (National Advertising)

(Recagnition)

1.2) (Fashion Show)

Drake (1992)

43



1.3)

Merchandising

Vuitton (Catalog)

2)

Drake (1992)

44

(Merchandise Display) Visual

Louis

(Promotional Activities of Retailers)



45

3)
4) 4
Lewy  Weitz (1996)
5 1
(Advertising) (Sales Promotion) (Public Relations)
(Store Atmosphere) (Personal Selling)
(Promotion Mix)
2.1) (Advertising)
(Retail Advertising)
i}
(Direct Mail) (Outdoor Advertising) (Shopping Guides)
(Yellow Pages)

(Retall Buyers)



(Cooperation Advertising)

(Levy & Weitz, 1996)

2.2)

2.2.1)

2.2.2)

2.2.3)

2.2.4)

2.2.5)

(Sales Promotion)

(Special Sales)

(Merchandise Demonstrations)

(Premiums)

Estee Lauder

(Coupons)

(Promotional Games)

(Sweepstakes) (Contest)

46



47
2.2.6) (Special Events)

(Drake etal., 199)

2.3) (Public Relations)

(Drake et al., 1992)
Elizabeth Taylor
(Levy & Weitz, 199)

2.3.1) (Press Release)
2.3.2) (Press Conference)
2
2.3.3) $ (By-line Articles)
2.4) (Store Atmosphere)

(Visual Merchandising)



(Window Displays) (Interior Displays)

(Drake etal., 1992)
(Rath étal.,
1994)

2.5) (Personal Selling)

(Drake étal., 1992)

(Rath etal., 1994)

(Drake étal., 1992)

48



$ (Consumer Behavior)

Amould (2002)
(Acquisition and Use of Information)

Solomon (2002)

Mowen  Minor (2001)
(Buying Units)

Hawkins (2001)

(Self-concept) 1 \pJu (Lifestyle)
(Internal Influence)

V{ (External Influence)

49



24)

2.4:

Extemal Influences
Culture
Subculture
Demographics
Social Status
Reference Group
Family

Marketing Activities

(Overall Model of Consumer Behavior)

!

Internal Influences
Perception
Learning
Motives

Attitudes

Experiences and Acquisitions

Self-concept
and

Lifestyle

Needs

50

Desires

Experiences and Acquisitions

Situations

Problem Recognition

Information Search

|

Altemative Evaluation
and Selection
Outlet Selection
and Purchase
Postpurchase Process

Situations

: Hawkins et al., (2001). Consumer Behavior: Building Marketing Strategy (8th ed).

Boston: McGraw-Hill, .26.




] (External Influence)

(Culture)

(Shiftman & Kanuk, 2004)

(Kotler, 2003)

(Subculture)

(Hawkins et al., 2001) Assael (1998)

(Demographics;

(Solomon, 2002)

(Social Status)

51



(Kotler, 2003)

(Reference Group;

(Mowen &
Minor, 2001)
(Family) 2
(Honna & Wozinak, 2000)
(Kotler, 2003)
(Marketing Activities;
' , 2535)
' (Internal Influence)
(Perception)
?

(Mowen & Minor,
2001)

52



(Asseal, 1998)

Selection)

Psychology)

Drake (1992)

Hoyer ~ Macinnis (2001)
(Marketing stimuli)

2
(Primary or Instnnsic Stimuli)
(Secondary or Extrinsic Stimuli)
(Perceptual Selection) (Exposure

(Attention Selection)

(Perceptual Organization)

, (Gestalt

(Perceptual Interpretation)

53



54

(Assael,1998; Schiffiman
& Kanuk, 2004)

Klapper(1960)
1) (Selective Exposure or Selective
Attention)
2) (Selective Perception or Selective
Interpretation)
3) (Selective Retention)



55

2.5:

The circulation of the medium

The people who read fashion ads

The people who see a particular store’s ad

The people who read a particular ad

G The people who come to the store as a result of the ad

The people who buy the advertised item

: Drake, M., Spoone, . & Greenwald, H. (1992). Retail Fashion Promotion and
Advertising. New York, NY: MacMillan, p.22.

25



(Learning)

Lewison (1997)

Assael (1998)
Solomon (2002)
1 / 1 1

(Incidental Leaming)

56



57

(Drake et al., 1992)

(Motive)
(Drake étal., 1992)
Rath (1994)
(Stimulus) (Need or Want)
(Buying Motive) ? (Response)
(Needs)

(Maslow's Hierarchy of Human Needs)
5
(Psychlogical Needs)
(Schiffman & Kanuk,
1995) 2.6



58

Self-Actualization Needs

(need for self-fulfillment)

Esteem Needs

(ego needs for prestige and status)

Love and Belongingness

(seeking acceptance from significant others)

Safety Needs

(need for security and stability)

Psychological Needs

(essentials for survival-food, water, shelter, sex)

: Drake et al,, (1992) . Retail Fashion Promotion and Advertising. New York, NY:
MacMillan, p.16.

(Psychological
Needs)

(Safety Needs) (Love and Belongingness)

(Esteem Needs)

(Brand Name)

(Self-Actualization Needs) 3



(Drake étal., 1992)

(Attitude)
Assael (1998)

Schiffman ~ Kanuk (2004)

Component)
2) (Affective Component)

(Conative Component)

(Cognitive

3)

(Assael, 1998) (

27)
2.1.
Cognitive R Affective Conative Behavior
Brand Belief Brand Evaluation Intention to Buy

59

- Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinnati, OH:

South-Western College.



(Brand Belief)
Evaluation)

(Intention to Buy) 1

Hanna  Wozniak (2000)

. (Self-concept)

. " (Mowen & Minor, 2001)

Drake (1992)
( 2.8)

The Real Self

The Ideal Selfvi

The Looking-glass Selfvi
The Self-image

(Brand

60



61
28

Ideal Self Looking-

Self-image
glass

Self

: Drake eta!,, (1992). Retail Fashion Promotion and Advertising. New York: Macmillan,
p.20.

(Self-image)

Hawkins (2001)

(Social Symbols)

( 29)  Evans (2001)



29:

Product

62

Brand Image \

Relationship Behavior
between Seek products
and brands that

Self-concept

improve/maintain

Consumer and Brand Image /£

self-concept

Self-concept

Satisfaction
Purchase
contributes to
desired self-

concept

Reinforces Self-concept

. Hawkins et al., (2001). Consumer Behavior: Building Marketing Strategy (8th ed).

Boston: McGraw-Hill, p.434.

1992)

(2541)

(Drake, etal.,

(Image Building)



(Individual Decision Making)

63

Solomon (2002)
(Perspectives on Decision Making) 3
) (Rational Perspective)

(Mowen, 1988, cited in Solomon, 2002)

Solomon (2002)

2)
Perspective) ~ Mowen  Minor (2001)

(Cultural Norms)

(Physical Environment)

3)

(Solomon, 2002)

(Behavioral Influence

(Experiential Perspective)



(Mowen & Minor, 2001)

(2541)
Lewy  Weitz (1996) $
(Types of Consumer Decisions) 3
1) (Extended Problem Solving)’
J;
(Internal Search) ) (External Search)
(Product Alternative)

(Solomon, 2002)
Levy  Weitz (1996)

, (Evaluating Alternatives)

2) (Limited Problem Solving)

64



65

(External Information)
(Levy & Weitz, 1996) (Decision Rules)

(Solomon, 2002)

3) (Habitual Decision Making)

(Levy & Weitz, 1996)

(Kotler, 2003)  Solomon (2002)

Levy  Weitz (1996) (Brand
and Store Loyalty)

J (Consumer Decision Making Process)

Leyy  Weitz (1996)
5 ( 2.10)



66

Stages in Pre-store Visit In-store
Buying Process
y
Need
. Need Recognition Need Recognition
Recognition
v v
Information Search for Information Search for Information  E,
Search about Retailers about Merchandise
y y
Evaluation Evaluate Retailers Evaluate Merchandise
v y
Choice Select a Retailer Select Merchandise
A
Visit Store Purchase Merchandise
A4
Postpurchase Evaluation

- Levy, M. & Weitz, B. (1996). Essentials of Retailing. USA: Time Mirror Higher Education
Group, p.62.

L (Need Recognition)

(Unsatisfied Need)

1) (Functional Needs)



(Prada)
(Prada)

(Advertising)
(Special Events)
(Visual Merchandising)

(Psychology Needs)

(Direct Mail)

(Fly Now)

(Prada)

(Publicity)

(Salespeople)

67



1996)

(Solomon, 2002)

68

N (Information Search)

(Levy & Weitz,

Assael (1998)

(Ongoing Search)

Solomon (2002)

Elle

(Purchase -specific Search)

(Assael, 1998)



69

3) (Pasive Acquisition of information)

' (Assael, 1998)

(Information Sources)

(Internal and External Sources) %

. ' (Long-term Memory)

(Hawkins
etal,, 2001; Levy & Weitz, 1996)

(Belch & Belch, 2004; Hawkins etal., 2001; Assael, 1998; Levy & Weitz,
1996)

Assael (1998) 2 (
2.11)



211

Marketer-controled
Sources

Non-marketier-
controlled Sources

Personal
Salespeople
Telemarketing
Trade Shows

Word-of-mouth from
Friends and Family

Professional Advice

Experience from
Consumption

Impersonal
Advertising
In-store Display
Sales Promotions
Packaging
Editorial and
News Material
Neutral Sources
such as Consumer
Reports Magazine

- Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinnati,
OH: South-Western College.

1

(Impersonal Sources)

2)

Promotions)

controlled Sources)

N (Personal Sources) -

11 (Marketer-controled Sources) -
(Non-marketier-controlled Sources)

(Advertising) (Sales
(Impersonal Sources)
(Marketer-controled Sources)

(Neutral Sources)

(Non-marketing-

Belch (2004) 4

70



1) (Personal Sources)

2) (Markter-C ontrolled Sources)
3) (Public Sources)

4) (Personal Experience)

Hawkins (2001)

1) (Memory)

2) (Personal Sources)

3) (Independent Sources)

4) (Marketing Sources)

5) (Experiential Sources)

(Production Trial)

(Assael, 1998) King (1969)

il



Levy  Weitz (1996)

Solomon (2002)

(Product Experts)
(Novices)

( 212)

12



13

: Solomon, M. R. (2002). Consumer Behavior. Upper Saddle River, NJ: Printice Hall,
P.266.

Rabolt ~ Drake (1987

(Catalogs)

1,500 - 2,000
2,000

" lewy  Weitz (1996



(

14

(Evaluation of Alternatives)

Supermarket

Supermarket

Kotler (2003)

Assael (1998)

2.13)

Vi

(Convenience Stores)

3)

Kotler (2003)



2.13.
Evaluative
Strategies
I
A Y
Evaluative Nonevaluative
[
A A
Category-based Attribute-specific
[
y A
Compensatory Noncompensatory
il
y A
Conjunctive Lexicographic

6

- Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinnati, OH:;

South-Western College.
)
2)
2
2.1)

(Nonevaluative Strategy)

(Evaluative Strategies)

(Category-based Strategy)

(Memory)



16

2.2) (Attribute-specif
Strategy)
2
2.2.1) (Compensatory Strategy)
2.3
Toshiba ~ Aser 2
2.3, (Compensatory strategy)
NEC Toshiba Compag Aser
1, 1 I 1 5
l. § b 4 §
3. 1 : g 1
15 18 14 18

: Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinnati, OH:
South-Western College.

2.2.2) (Noncompensatory
Strategy)

I (Conjunctive Strategy)



NEC
Aser
|
Strategy)
2)
)
Toshiba
4,
& Weitz, 1996)
3 1

7

Compagq Toshiba

(Lexicographic

Toshiba ~ Compagq

(Purchase Decision)

(Levy

Assael (1998)

(Trial Purchases)



8

2) (Repeat Purchases)

U

(Levy & Weitz, 1996)

Assael (1998)

1)
matches expectations)

2)
Expectations)

3
Expectations)

(Long-term Commitment Purchases)

(Postpurchase Evaluation)

(Actual performance

(Possitive Disconfirmation of

(Negative Disconfirmation of



Dissonance)

Belch

Kawabata

Rabolt

Belch (2004)

Rabolt (1999)

Drake (1987)

(Postpurchase Cognitive

(Catalogs)

(Store Display)

(Retail Clothing Displays)

19



Sources)

King (1969)

(Fashion Show)

(Catalogs)

1,500 - 2,000
2,000

(Technical Fashion

(In-store Shopping)

80
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