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(STDs)
1994
“ Lifestyle®
18~30
“ HIV
30
1996 3 (Center for Media)

K (National PTA

(Consumer Federation of America) “

”

(The American Academy of Child and Adolescent Psychiatry)

(Pampers)

10%

20%
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20 Taurus
Taurus
Taurus
Taurus 7

Accord
Taurus

Taurus

(Lever Brothers Company) CEO

4 000

Taurus

Taurus
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1.1
1.11
BIC
1.1.2
(FDA)
FDA
FDA
1.1.3
50

1100

6-3

21
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3-9 MTV
200 4
35
114
1.2
La Choy -
La Choy La Choy
30 , La
Choy
1-
1

11
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1.3

1.3.1 1-1
1-1

B&D
90

50 6
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“ Excell” “ Caliber” “ Excaliber”

8 10 200
2500

B&D

1.3.2

IBM
IBM

1.3.3

@
@
©)
4

134
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NAFTA

1.4

Fingerhut 20
5 000 500

Fingerhut

@
@
©)
4

14.1

14.2
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144

1-1
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1.5

151

V4in ®

15.2

D

@

3)

(4)

[1] lin=25.4mm —

15 000

1/4in
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153

154

Huffy 7
10
(Kmart)
159

500

155

1.6

1-1
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1.7

1.7.1

1-2

1995 1996

s
i

1-2

Y

Y

4.7

Y
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25
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1000
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1.8.1
1-3
2 3
4
5
3 4 5
6
7 8
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Y
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Y
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1-3
1.8.2
9
10 11

12
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1.8.3
13

1.8.4

14
1-3

17 18
20
21

1.9

1-2

19

15

16



BP

e
.

hinaf% ub.com
17




ghinas¢ u&com_

(Conceptual model)
(Consumer behavior)
(Consumer cost)
(Customer satifaction)
(Customer value)
(Distribution)
(Injurious consumption)
(Lifestyle)
(Market segment)
(Marketing communications)
(Marketing mix)
(Marketing strategy)

1.

[1] Pansy

4000

© T (Pany)®

Pinto
Pinto

(Modernism)
(Need set)
(Positivism)
(Postmodernism)

(Product)

(Product position)
(Price)

(Self-concept)
(Service)

(Social marketing)
(Target market)
(Total product)

http://www.usadata.com ,



“ "  (Tour of a

Market Analysis)

N

© N o o bk w

10.

11.

http://www.
worldopinion.com)

29

2010

1-1

1-1

1-1

1-1

12.
13.
14.

29.

30.
31.

1-3
1-2

hinaf% ub.com
19

e
.

http://www.census.gov ?

15.
16.
17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.
28.

32.

33.

34.

http://lwww.ftc.gov)
(http://www.bbb.org)
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FDA
35.
38.
36.
39.
a.
b. 40.
C. 41.
d. 1-2

37. FDA
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1.65

20 48
(Kellogg)
(J.Walter Thompson)
Novelas
99.5%
1
20
6 200

Basmati

| o

2-1
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TGIFriday
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“ Apocalypse NOW”

CMT

20 18
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2-2

50

2-1

Y

Y

2-2

2-1

21
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2-2 18

2-2 18

2-2

221

(Hofstede)
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20
« " 501

80 Parkey Jean

273

30

18~21

Shiseido

L.L.Bean

70
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2
“ " Heinz
75 40
70
4.
(%) (%)
61 48
47 49
58 59
63 49
51 38
69 57
79 60
52 58
78
Pillsbury
50% “  Dough Boy”
« Lotte -
. 4500
Reciente
 Virginia Slims 25
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19
6.
222
1.
99
(%) (%) (%) (%)
30 53 52 60
46 61 44 65
80 89 60 76
75 81 83 85
47 66 63 52
60 70 53 66
69 81 80 86
28 35 71 74
56 72
2.
80
30
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50

4.
5.
6.

51 3.9

3.0 4.1

3.8 2.8

20 0.7

4.8 0.7

0.3 4.1

0.7 5.0

3.0 2.2

, “ ! (Grevner Frosch)

2.2.3
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Schuld

2.3

“ table areport or motion”



China->ub.com
Kiddiwinks
BinkyKids “  Soother” “ Pacifer”
“ Fiera”
“ Fi eraﬂ " ”
(Comet) Caliente
Caliente Pinto Pinto
Pinto Corcel
“ " Enjoy Coca-Cola
Enjoy *“ " “
" Drink Coca-Cola “ "
“ Thereal thing” “ " | feel Coke
2-3
. “ Body by Fisher” “ Corpse by Fisher”
. “ Cue” Cue
. “ Come alive with Pepsi” “ Come alive out of
the grave with Pepsi”
¢ Sunbeam Mist-stick Mist “ Dung” “ Manure”
* Pet Pet “ "
* Fresca
+ Eso “ "
. Bran Buds
2-3
. (Mars) M&M’s &
‘g M&M’s

M&M'’s “ aimainaimze” Whirlpool
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" (Tide)
Ziploc

231

Hoovers

Zipar
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2-3

2-3
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700

15
25
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20
30 45
45

60
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3~5

2-4

18~30

2.3.3

e AT&T

2-4
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(Tony) * " (Tiger)

234
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2.3.6

Moet Chandon

2.3.7

2-1

2.3.8
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2.4
17
25 ,
Diesel NBA Timberland Doc Martins
(Larry Mclntosh) “

93 94 93 86

T 93 94 96 59
80 89 69 65
42 43 27 30
39 57 23 41

()
93
93
83
80
78
76
76
76
75

MTV
Baywatch
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Pepsi Max
2-5
10% 25 51.3 255 21.6 235 454 27.9 35.3 22.4
10% 16.9 16.2 15.3 145 16.1 15.5 14.4 15.4 15.1
20% 25.0 16.8 235 23.0 245 18.9 21.1 20.3 231
17.4 8.8 17.2 17.9 17.8 111 15.8 135 175
20% 11.0 4.8 12.1 13.8 12.1 6.4 12.1 9.4 13.2
20% 4.7 21 6.3 9.2 6.0 2.7 8.7 6.1 8.7
20% 225 2.3 18.3 4.3 12.0 0.4 0.6 1.6 19.0
( )
10 25%
1992 * World Fact Book 1992"
R.Sookdeo,” The New Global Consumer” ,Fortune, Autumn-Winter 1993, pp.68-76.
2-5
PPP
20 000

250
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(World Bark Atlas)

/ /
3020 5470
490 2120
26510 18 940
23560 20980
730 3140
7670 9810
3160 8630
3510 7100
36410 23620
2-6 (%)
10 35 29 37 38 19 30 52
6 10 9 9 7 8 16 11
18 6 23 12 11 7 10
14 5 6 6 3 7 5 3
8 7 10 12
14 12 8 6 8 13 13 7
30 25 35 14 22 30 24 13
( ) 225 32 43 15 14 13.9 16 0.4
1992 “ World Fact Book 1992

R.Sookdeo,” The New Global Consumer,” Fortune, Autumn-Winter 1993,pp.68-76.
2-6
25

2000
20 13 1/9

! (%) (%) (%)
<10 14.7 25.0 10.1
10~19 13.9 220 1.1
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()
/ (%) (%) (%)
20~29 133 17.6 14.7
30~39 15.3 135 13.3
40~49 15.3 10.0 13.3
50~59 11.2 6.1 151
60~69 7.2 3.7 11.6
>69 8.9 21 10.9
2-7
(%)
18~24 15 13 15 15 15 16 15 14 16 15 13 18 13
65 19 21 18 20 19 17 17 18 17 17 17 15 20
24 25 29 19 22 29 20 18 24 24 16 30 21
59 55 60 61 55 60 60 68 66 67 56 62 63
S 2 1 5 7 0 8 4 0 14 1
13 17 10 15 13 10 11 10 9 14 7 14
14 22 6 15 19 4 20 10 16 7 18 10 12
25 28 23 32 23 14 28 34 19 24 29 23 25
16 16 15 20 9 17 18 15 12 30 18 17 17
20 19 26 7 39 44 20 24 21 29 12 25 29
25 19 26 7 39 44 20 24 21 29 12 25 29
/ 192 167 159 183 124 166 173 8.4 77 177 112 202
15 38 9 58 43 33 63 20 29 53 49 17 36 36
16 17 18 19 8 32 19 10 23 16 10 5 5 29 21
18 40 59 34 24 41 28 53 54 29 46 71 34 43
44 16 100 31 12 72 34 25 28 61 100 41
2.3 37 20 1.7 3.0 13 2.6 2.6 12 13 19 1.6 223
16 24 7 20 31 6 18 32 20 2 3 8
27 10 30 33 19 43 15 22 49 50 23 42 24
44 62 58 18 41 55 27 10 38 53 39 4 23
56 38 42 82 59 45 73 90 62 47 61 96 7
59 40 68 67 54 80 46 72 59 72 60 82 77
68 80 73 78 66 48 87 43 47 59 7 55 55
3 51 42 40 59 54 73 55 61 50 18 26 87 48
83 89 88 85 85 65 95 78 51 74 86 52 73
15 16 12 22 14 8 20 15 7 6 14 12 12
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2
()
76 73 89 81 7 55 82 86 91 27 92 58 91
25 36 6 48 25 9 19 21 4 2 14 20 16
86 88 96 78 88 87 91 88 66 74 76 81 93
19 29 3 9 22 87 88 34 40 89
CD 19 24 20 23 11 43 26 9 20 14 30
52 49 36 84 54 9 72 80 17 30 68 85 71
69 69 80 63 75 62 69 77 45 48 64 70 71
1992 “ World Fact Book 1992"
Reproduced from Reader’s Digest Eurodata——A Consumer Survey of 17 European Countries
(Pleasantville, N.Y.: The Reader’s Digest Association,Inc.1991).

Maharaja Mac”

11
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(Culture) (Other-oriented values)

(Cultural values) (Personal space)
(Demographics) (Polychronic time)
(Environment-oriented (Power distance)
values) (PPP, Purchasing power parity)
(Instrumental materialism) (Sanctions Self-oriented

(Monochronic time) values)
(Nonverbal communications) (Terminal materialism)

(Norms) (Verbal Communications)

I
il “ ”
(http://cyber.bus.msu.edu), b.
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d.
2 1
STAT-USA a.
b.
3. C.
d.
5.
a. 5 000
b.
C. 6. CIA http://www.odci.gov/cia/
d. publications/hes/index.html)
4.
http://www.worldbank.org
I
9.
3. ” 10.
4. a.
5. b.
6. C.
7. d.
— e.
f.
8. g
a. 11.
b.
C. 12.
d. 13.
e.
f. 14.
g.
h. 15.
i. 16.
j-
K. 17.
l.
18. “

T ©o 35 3



com
45

China-P>ub

19.

17

30.

20.

31.

32.

21.

35

G S S T O &

33
34.

18

22.
23
24,

25.

35.

2-6

2-5

36.

37.

2-7

38.

G 8 S T & &«

26.

39.

d 9 O O©

G O S T O «

40.

2010

27.

41.

28.

42.

17

29.
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Sensor for Women

6 4000

Jill Shurtleff

“

25 10

Lady Sensor

60%

20

Marketing Cause-Related Markting

Sensor for Women

Green
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3-1

3.1.1

70

80




30

30%
24%
1996

3.1.2

hiwv% ub.com
49

&
.

1/3
80
Just do it

85%
1985
1975 48% 36%

20
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3.
30 80
4.
5.
20
80% 64% “
76% 81%
90%
6.
Gap
1993 48 Old Navy
Old Navy Old Navy
1996
131 75
15%
3.1.3



35

3.14

20

&
.

hiwv% ub.com
51

35
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3.2

80

Wrangler' s
Celestial Seasonings
BE % Dioxin
(Ringer)
10% - Church & Dwright
(the Nature Conservancy) (the National Audubon Society)
(the National Park Foundation) (Greenpeace)
Geo Geo
Geo
50
Origins
50

750 000

90



hiwv% ub.com
53
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(FTC)
. 2% 3%
50%
. 20%
30% 40%
40%
3R”
——Reduce Reuse Recycle
3.3
1

CRM

(Jansport)
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* 61%
* 64%
* 85%
* 62%
* 66%
. 10%
3-1
3-1
1993 «
415 000 59%
5 2 000
1993 600
N.Arnott. © Marketing with a Passion” , Sales & Marketing Management, January 1994, PP.64-71; and G.
Smith, “ Are Good Causes Good Marketing?” Business Week, March 21 1994, P .64.
¢ (Lee Apparel)

5 G.

500
. (Midas) . ”

9%
“ " 1000STE



* Members Only

3.4

80%
2000
Cimarrons

60%
SR5s Pontiac Fieros

¢ Pontiac Grand Am

. Passat
* 60% Mercury
(Mirabella)

25

&
.

Escort EXPs

(Vanity Fair)

26%

Saturn

hiwv% ub.com
55

50%
Pulsars
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1977 65% 1994 40%
60 69% 45~60 44%
45 30%
26 8 18
10
(%) (%)
10 82
15 77
12 82
11 75
0.5 60
C )
()
4
3.4.1
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2/3 75% 1997
33%

3.4.2

Everfresh Cool Down
Gatorade Everfresh
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3.4.3

70%
60%
55%
42%
29%

Wesson)

5 59%
5 47%
5 43%
5 31%
5 22%
(Hiram Walker) “
Ladysmith

20%

(Smith &
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Chunky

20
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(Achievement role)
(Ascribed role)
(cause-related marketing, CRM)
(Cultural values)
(Gender)

i “ " HTTP
[IWWW1.Trib.com/NEWS/

a o oo

18

g s wnN

16. 3-1

17.

(Gender identity)

(Gender role)

(Green marketing)
(Modern gender orientation)
(Traditional gender orientation)

(http:/mww.ecoexpo.com,  environlink.org,

greenmarket.com/GreenMarket)
?

?
5. - (Ben & Jerry’s)

(http://www.benjerry.com)
6.

10.
11.
12.
13.
14.

15.

18.

19.



20.

21.
22.

23.

&
3 .

a.
b. 24.
c.
d.
e. 25.
f. VISA
a.
b.
c.
d.
e. VISA
f.
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78%~98%

S.C. Johson & Son BR&R Communications

“ ” Raj d M aX 13 ” 3 ”
1994
Fisher-Price
3
100~150 40
7
4.1
41.1
2.7 2010 3 1960
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20 60
3 15 8000
1990~2000 23%
4.1.2
4-1
“ " (Seville) * " (Eldorado)
“ . " (Fleetwood Brougham)
4-1
18~24 25~34 35~44 45~54 55~64 >64
119 148 104 93 61 47
52 89 111 124 113 108
/ / 123 119 115 103 75 50
58 72 86 104 127 179
136 135 117 97 46 41
158 149 117 75 44 25
43 87 116 117 130 105
85 116 124 114 91 52
80 93 104 112 117 98
176 99 106 116 70 39
177 118 124 81 49 39
66 83 112 121 141 88
52 73 97 113 141 140
131 115 121 100 69 48
“ CBS " 37 71 82 112 163 159
“ 90210” 221 155 79 76 31 25

100=
1993 Sudy of Media & Markets (New Y ork: Simmons Market Research Bureau, Inc., 1993)



glnina’% ub.com

1995 2005 ( )
1995 2005 (%)
<5 19 19 0
5-14 38 40 +5
15-24 36 a1 +14
25-34 41 36 -12
35~44 42 42 0
45-54 31 42 +35
55~64 21 30 +43
>64 33 36 +9
1) 15
2
(3) 25~34
@)  45-64 2000
45
4.1.3
25 3 60 90
800 2 000
4-2
4-2
/ / / /
106 100 147
168 94 76
75 104 116
120 113 88
160 133 94

98 127 124



&
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65

()
/ / / /
148 110 87
77 114 136
90 102 112
144 119 71
Oliver Garden 150 127 75
Bonanza 85 104 117
86 94 218
300 97 43
“ ABC " 86 106 118
“ NBC " 116 93 86
100=
1993 Study of Media & Markets (New Y ork: Simmons Market Research Burean, Inc., 1993).
4.1.4
25
25 /
22 765 13 266
26 873 16611
30 052 19 642
40 590 26 417

24997
41573
49 196
77099
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4-3

4-3
145 116 90 57
41 51 110 196
160 112 7 70
67 85 110 129
168 124 76 48
75 109 111 95
78 102 123 78
129 119 92 64
84 92 108 110
168 105 90 51
Church 62 96 101 140
TGI Friday's 175 147 68 30
42 100 119 150
178 122 79 43
* FBI " 71 84 112 119
“ Wings’ 113 114 97 76

100=
1993 Sudy of Media & Markets (New Y ork: Simmons Market Research Burean, Inc., 1993).
4.1.5
30
1989 1995 1989~1995
5
“ Geg"
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4.1.6
Frito Lay Cheetos Doritos
Ruffles 35~45
3.5
Market Metrics Market Metrics
3
3
“ 5
4.2
4-1
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4-1

Y.Yigang, “ Five Levels of Consumption,” Trade Promotion (China Council for the Promotion of
International Trade & China Chamber of International Commerce, No.16, 1993), P.10-11.

41

4.3
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4.4

R. P. L

4-4 14% 70%
32 “
38% 16%

4.4.1 14%
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2.
(Ross Perot)
5 10 “
4-4 -
. 0.3%
. (1.2%) :
. (12.5%):
. 3206 z 3 5 .
. 38%
. 9%
. 7% . .
(%) /
0.3 600 000
1.2 450 000
12,5 150 000
32.0 28 000
38.0 15 000
9.0 9000
7.0 5000

: R.P. Coleman, Reprinted with permission from “The Continuing Significance of Social Classin Marketing,”
in the Journal of Consumer Research, December 1983, p.267 Copyright © 1983 by the University of Chicago.
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Kahlua

4.4.2
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2%

90

12.5%
4-2

:

70%

32%

4-2

90
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(Roseanne)

4.4.3

9%

38%

90

(Grace undr Fire)

16%

52

50

1978 Pontiac Bonneville
1987 Escort



7%

Uptown

Dollar General

4.4.4

Johson& Son

&
l

R.J.

hiwv% ub.com
73

1-2

104
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4.5
45.1
1.
4-3
10
2.
( 42
socioeconomic index, SEl
SEI 4-5 SEI
4-5
SEI SEI
65 78
84 89
49 70
21 15
24 58
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()

SEI SEI
83 46
28 25
27 78
38 22

G.Stevens and J.H.Cho," Socioeconomic Indices” Social Science Research 14 (1985) PP142-68.

@
@
©)

relative occupation
class income, ROCI

subjective discretionary income, SDI

“ "6 1~6

o
@) -
®
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45.2

1. (ISP)
4-6

4-6 ISP

N o g b~ WN B

1-3

10~11
7~9

N o g b~ 0N P

X 7+ X 4

11~17
18~31
32~47
48~63
64~77

A.B.Hollingshead and F.C.Redlich, Social Class and Mental IlIness (New Y ork: John Wiley & Sons,1958).
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2. (1SC)

(%)
1.4
16
10.2
2838
33.0
255

SES

(%)
15.1
345
34.1
163

4.5.3 ?

45.4
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13
4.6
(Ethan Allen Galleries)
Michelob Pabst
4-3 - (Anneuser-Busch)
80% 4-7
4-7
(%)
/ /

Coors 22 54 16 2 3
Budweiser 4 46 37 7 4
Miller 14 50 22 6 6
Michelob 67 23 4 1 2
Old Style 3 33 36 22 1
Bud Light 22 53 14 3 5
Heineken 88 9 1 - 1

K.Gronhaug and P.S.Trapp “ Perceived Social Class Appeals of Branded Goods,” Journal of Consumer
Marketing, Winter 1989.p27.
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—

(12.5%)

L
—

(36%)

L
—

(38%)

L

4-3

&
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(Conspicuous consumption)
(Demographics)
(Index of Social Position, ISP)
(Socioeconomic Status
scale, SES)
(Index of Status Charac-
teristics, ISC)
(Multi-item indexes)
(Nouveaux riches)
(Relative occupational

1. 2005
http  www.census.gov
2005 ?
a.
b.
c.
d.
e.
2.
2005

N

© ® N O U AW

10.

2o op

11.

12.

13.

14.

15.

16.

class income, ROC)
(Reputationalist approach)
(Single-item indexes)
(Social class system)
(Socioeconomic index, SEI)
(Societal rank)
(Status crystallization)
(Subjective discretion-
ary income, SDI)
(Working-class aristocrats)
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China-P> ub

20.

17.

21.

18. “

22.

19.

30.

10

23.

31.

T 8 O B 6 &

24.

32.

25.

26.

33.

34.
35

G O S T 0 «

27.

35
4-2
4-7

36
37.
38

G O S T 0 «

28.

39.

29.
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5.1

18

18

(Debra Sandler)

18
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5-1
- - - - - ——— - - - - - ] —_— |-
51
20 P ”
5.2
(the Bureau of Census) ,
1990 1000

5-2
1990 24% 2010 32%

60 11% 70 33% 80

AT&T

39%
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80 900 200 1971 1991
(%)
35.2
237
131
12.0
/ 1.1
18
31
14 B 1990
12 B 000
10 B 2010
8
6
4
2
o °
/
5-2 1990~2010
5.3
12%
2500
5.3.1
19 758 31435
/ (%)
>99 999 14
75 000~99 999 31
50 000~74 999 103
25 000~49 999 293
15 000~24 999 184
<15 000 375

Cadillac
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50
5.3.2
1. 37%
44 40% 32% 23 56%
3/4 13%
2. 24%
37 62% 10% 31 80%
50%
3. 18%
2/3 34 58% 61% 24 80%
80%
4. 18%
1/3 5.4 36
56% 1/4
5.3.3
5-1
5-1
20 11
5-1
“ ABC i 89 102 89
90210" 99 99 166
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5 .

()

“ CBS " 121 98 62
“ " 42 110 87
“ FBI " 125 97 43
“ ! 284 77 76
41 110 85

“ . " 26 113 80
*“ Roseanng” 60 108 110
“ " 55 107 103
“ Seinfeld” 26 113 78
“ " 193 86 179

100=
Derived from 1993 Sudy of Media & Markets(New Y ork: Simmons Market Research Bureau, Inc.,1993).

5.3.4

7.5
Estee Lauder “ "
115 Maybelline “ !

Hallmark
“ " Mattel “ " “ "
Tyco

Carnation

“ " Coffee-Mate
Ebony Essence
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Greyhound
3.
J.C. J.C.Penncy Co. “
J.C.
(Kmart)
(KFC) " ”
60%
4
13
5.3.5
5.4
1988 57% 1992 70%

,70%

, 60%
12% 5% 23%
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36334
23240
18 008
31439
/ 23266
27382

54.1

30%
60%

12 “ "
35% 25%

27%
18%

54.2

5-2
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4.
5.
5-2 (%)

3.4 2.8 3.7 4.9 6.5

36 44 35 29 37

46 43 61 58 38

59 61 68 47 19

38 30 72 38 38

38 36 82 45 24

7 15 43 11 2

59 51 53 57 81

11 10 10 14 4

9 17 9 10 2

63 60 31 37 68

17 22 23 25 22

19 16 39 34 10

61 64 38 47 68

60 67 41 40 78

24 20 31 37 14

16 13 28 23 8

The 1993 MSR Minority Market Report (Coral Gables, FL: Market Segment Research, Inc., 1993).

5.4.3

2250
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’ 70%
° " 15 ”
15 u "
1.
€0 (%)
59 32
/ 61 46
60 38
Telomundo
Univiso)
Tang

“

jugo de chino”

: 50 n
50
* burrito burrada “ "
Prego spaghetti
2.
MCI u »
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3.
55
11%
24%
%
36 784 31435
12%
5-3
20%
12%
53
/ (%) / (%)
85 64
82 46
64 27
64
551
1. 49%
41 40% 54 70%
50% 3.1
34
2. 27%
40 22% 50  80%

60% 73% 41
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1/4
3. 24%
35 70%
4.0
70% 2/3
55.2
( 3 )
5.6
100
1990 44 700 31200
25 7 15
1965
Dr.Arun Jain
60
70

1980
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Masal, Onwars,

Hum
5.7
100
82% 63%
2/3
5.8
1% 250 30%
2/3
1990 1990 /
Cherokee 369 000 21992
Navajo 225 000 12817

Sioux 107 000 15611
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1990 1990 /
Chippewa 106 000 18 801
Choctaw 86 000 21 640
Pueblo 55 000 19 097
Apache 53 000 18 484
Iroquois 53000 23640
Lumbee 51 000 21708
Greek 46 000 21913
5.9
90%
95% 75% 60%
40% 1940
5.9.1

90%

5-3
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5-3
(%) (%) (%) / (%)
26.2 54.3 20.0 27.7 69.3
194 52.3 10.4 20.6 66.6
8.0 49.6 21.1 25.1 75.2
5.2 50.0 18.0 25.9 76.5
“ " 4.5 51.8 16.0 20.7 63.7
2.8 48.8 33.8 29.0 76.9
18 52.8 6.9 194 60.8
17 52.6 39.2 33.0 70.6
14 49.9 19.2 25.7 74.0
18 50.1 46.7 36.7 61.7
0.5 62.5 30.4 24.7 43.3
0.4 59.4 33.4 28.5 50.6
0.7 63.5 36.3 33.3 59.7
7.5 60.5 23.6 27.3 60.6
From One Nation Under God by Seymour P. Lachman and Barry A. Kosmin. Copyright © 1993 by Seymour
P. Lachman and Barry A. Kosmin. Reprinted by permission of Harmony Books, a division of Crown
Publishers, Inc.
5.9.2
4
1
5.9.3
60%

2/3
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21

20%~33%

594

30% 44%
1971 63% “ "
Chanukah Passover
, Sukkot  Shavuot
5.9.5

300 ~400
25%
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1100
5.9.6
5%
Eightfold

Path)
5.10

80 J. J.Garreau (The Nine Nations of North
America)

23% 37%

20%

« Fritolay
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5-4
2
5-4
136 89 80 110
84 131 85 105
110 91 121 66
78 105 74 159
114 93 121 59
90210" 124 7 79 137
“ CBS " 88 115 102 90
90 138 96 72
95 89 88 137
115 108 78 112
89 92 103 115
74 129 109 76
131 96 82 103
115 98 81 119
89 111 99 100
99 99 108 95
84 81 118 110
I 93 103 94 114
74 109 114 91
84 108 108 92
58 103 92 150
Jc. 94 120 90 100
116 105 91 93

100=
1993 Sudy of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).

5.11
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2010
5.11.1
1930
63% 24% 57%
70%~85%
5.11.2
1930~1946 “ " “ "
“ ” 50
Sinatra Presley "
3500

(Levi)

3000

70%
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\]C “ ”

20

G. P. Moschis, “Life Stages of the Mature Market,” American Demographics, September 1996, pp.44-51.
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102
5.11.3
1964 8000
50 60
60%
2000 36~54
50
5.11.4
X 1965~1980
40% 16
1930
X 52%
36% 39% 38% 31%
52%
X (%) (%)
75 60
64 48
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3
5 25 1
1250
10
(Spin) (Details) YSP
18~24 “ "
45~54 1/5 “ "
MTV MCI 1-800-COLLECT
5.11.5
19
7 200 1977~1994
Internet
1/3 15
/ /

/ 10.5 51
8.7 4.9
7.1 4.4
55 4.1
CD 5.2 3.7

5.1
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1000 2/3

16 “ " (Cherokee)
(Toyota) Camry

17 “ 90210”
(Smby) “ ” “

60% 12%
5%

1990 20% 2010
32%

12%
90%

40%
2010 95%



(Acculturation)
(Age cohort)

(Born-again Christian)

(Cohort analysis)
(Ethnic subculture)

(Gerontographics)

18
census.gov
a.
b.
c.
2. Internet
a.
b.
c.
d.
e.
f. 65
3.

marketingpower.com

http://www.

http://www.

hinaz% ub.com

(&

(Hispanic)
(Regional subcultures)
(Religious subcultures)
(Secular society)
(Subculture)

® a0 o p

5.“ " http://[/www.tripod.com
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10.

11.

12.

13.

28.

29.

30.

31.

32.

(iii)

(vi)

ehina’¢ ub.co

(i)

(iv)

-

14.
15.

16.
17.
18.

19.
20.
21.
22.
23.
24,
25.
26.
27.

33.

34.

b. TGI
c. FOX

sae ™o

(iv)

b. TGI
c. FOX

sa ™o

(vi)
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35.
36. i 39. i
ii iii ii iii
(iv) v (iv) X %
(vi)
a. a
b. TGI b. TGI
c. FOX c. FOX
d d.
e. e
f. f
9. 9
h. h
37. 20 40.

38. 5-4
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OshKosh B’ Gosh

4000

OshKosh

OshK osh*

1990

OshKosh

Gap Kids, Land’'s
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61 )

6-1
6.1
6.1.1
( 61)
6-1 2000~2010
2000 2010 2000~2010
/ (%) / (%)
(%)
110 140 100.0 117 696 100.0 6.9
77705 706 80193 68.1 32
60 969 55.4 61 266 52.1 05
(<18 ) 24 286 221 23433 19.9 (3.5)
(>18 ) 5318 48 6884 5.8 29.4
18 31365 285 30 950 263 (1.3)
1523 1.4 1660 1.4 9.0
7473 6.8 7779 6.6 41
7741 7.0 9488 8.1 226
32434 294 37503 31.9 18.0
10 898 9.9 12577 10.7 15.4
16 278 14.8 18578 15.8 14.1
5258 48 6347 5.4 207

Reprinted with permission.© 1993, American Demographics, Ithaca, New York.
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1995
100
6.1.2
2000~2010
. 750
. 18
150
. 500
13
6-2
4 5
90
45 54

6.2

20.3

4.0

3.0

2.0

20

hinaz% ub.com

(&

30%

18 100

2.42

| | | | ] 1

1960 1970 1980 1990 2000 2010

6-2
Reprinted with permission. © 1994, American
Demographics, Ithaca, New York.

1960 22.8
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(HLC)
Gilly Enis 6-3

6-3 )

HLC

HLC

6-3

(<35 )

(35-64 )

(>64 )

35 5 X
25 25 25 13 400 10400
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6 113
24~35 22 600 19 600
2100
550
50 4 26.5
10
2000 / 2010
<25 495 488 -7.7
25~34 1351 1224 -9.4
<25 466 378 -19.0
25~34 1836 1 602 -12.7
2.
X 10
2000 / 2010 /
<25 526 505 -39
25~34 2 268 2231 -1.6
85%
46 000 “ "
72%
3. )
2.4 -5.6
-33.8 -28.9
9.5 -32.1
10.8 -8.3
49.3
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61%

4. ( )
30% 3
8% 30% 10
2000 / 2010 /
<25 931 1234 32.5
25~34 2 605 2834 8.8
<25 102 120 17.3
25~34 482 571 18.5
4
5.
35~64
11% 10
2000 / 2010 /
6083 7427 22.1
6 097 7475 22.6
6. ( )
70 80
1900 10
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6 115
7. (
6
13
5
8. (
35~64
10
2000 / 2010 /
3910 3681 -5.6
918 943 2.7
9 ( )
64 1000
10
64
10.
2%
2000 / 2010 /
8351 9439 13.0
2500 3121 24.8
6.3
HLC
HLC HLC
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HLC

HLC

6-2 HLC/ HLC

@
@

©)
(4)

6-2

HLC

6.4



6.4.1

70%

e
.

5 6-4

=<
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117

COH—o

(

e

(Crayola)
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21

6-5

M.R.Stafford, G.K.Ganesh, and B.C. Garland, “Marital Influence in the Decision-Making Process for
Services, "Journal of Services Marketing 10, no.1(1996), p.15.

6.4.2
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Internet

70%
35% 56%

6.4.3

6.4.4

@
@
(©)
4

®)
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6.5

6-3

6-3

6.6

6.6.1

(Piaget)

6-4

18
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21 , ,
6-4
1 0~2
3~7
8~11
12~15
6.6.2
Calvin Klein Calvin
Klein
6.6.3
1.

Barbie Ninja Turtles)
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. Ninja Turtles , Ninjaturtles
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6.6.4
(James McNeal) ,

12
15

A&P 100
Piggly Wiggly

6.7

21



ghina’¢ ué‘com_

cD «
3~6
21
32
HLC
/ HLC
HLC

Prodigy

18
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(&

(Blended family) (Instrumental training)
(Consumer socialization) (Mediation)
(Extended family household) (Modeling)
(Family decision making) (Nonfamily household)
(Family household) (Nuclear family)
/ (HLC/social (Piaget’s stages of
stratification matrix) cognitive development)

(Household life cycle, HLC)

1. Internet 4.
2. Internet a. http://www.kelloggs.com
b. http://www.fritolay.com
& http://www.ftc.gov c. http://lwww.warnerbros,com
(http://www.bbb.org) d. http://www.crayola.com

e. http://www.nabisco.com

14.

15.
16.

18.

19. 5
10.

20.
11.
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China-

21.

6-2

6-2

28

§ 9 J O

29.

d 8 0 T O «

§ O b T ¢ « O £

§ 9 S ©°

22
23.

—

6-1

24.
25.

=)
™

31.

6-3

32.

g © S O

33.
34.
35.

6-2
6-5

26.

27.

28.
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- Harley-Davison

Rubies
Sewers
Riots
Mngwmmps
Ahabs
Bastards
Lgloos
Hoots

“ ”




7.1

7-1

American Marketing Association

PRIZM 62

7-1

&
.

13
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PRIZM

Heineken

7-2

7-2




7.2

7.2.1

Hennessy

7-3

7.2.2

&
.
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132
Brook Brothers| g Tim
Brook Brothers \
» Tim Maxwell
Maxwell House House
TRAK Tim TRAK
Tim ]
——® |Tim \
Tim ]
Tim e
) | g |Tim
Tim
Tim
. \
Tim
— = |Tim Redondo —
Redondo
Tim Tim /
—>
7-3
7-1 E— E—
7-1
(1) aerobic
aerobic “ " Roebok
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©)

4

©)

7-4

7-4

7.3

7-4

7.3.1

Asch phenomenon
7-1

7-1
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7.3.2

18

7=l

18

50

-

37

194

37
37

50
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135

()

7.4

StarTrek

Saturn

Punk

Melrose Place
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7.5

" New Balance
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United Way

Reading Dynamics
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(Asch phenomenon)
(Aspiration reference group)
(Consumption ritual)

(Consumption subculture)
(Dissociative reference group)

(Group)
(Identification influence)

(Information influence)

(Norm)
(Normative influence)

il

(Primary group)

(Reference group)
(Role)

(Role conflict)

(Role evolution)

(Role overload)

(Role-related product

cluster)

(Role stereotype)

(Secondary group)

Internet
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3. Internet
11.
12.
13.
4 14.
5 15.
6 16.
7 5 17
8 18.
9 19.
10.
20.
23.
a. 24.
b.
c. 25.
d.
21~25 (a) 26.
(b) (c) (d)
Internet (e) ) 27.
21. “ "
28.
(a)
(b) (c)
22.

29.
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30. 33.
31
34.
35.

32.




Brillo

3M Scotch-Brite™

3M

8.1

3M

100%

Grey Adrertising 30

3M

Armani

Morgan Stanley & Lompany
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0.5% 2.5%
3.8% 1
word of mouth, WOM
40%
45% 47%
41% 42%
40% 49%
39% 38%
26% 28%
17% 20%
15% 22%
10% 24%
8-1
21.4
14.7
13.2
14.7
9.9
21.4
7.2
10.3
18.5
71
8.6
8.6
15.0
15.4
8-1 4.0
4.5
2.2
3.3
| 1 | | J
5 10 15 20 25

81

Derived from“ 1982-83 Newsweek Study of Home Video Gameo
Game Hardware Purchasers” , Newsweek Magazine, 1983.
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143

8.2

8-2

8-2

8.2.1

8-3

8-3



ehina’% ub.co

144

8.2.2

-

19

29%
31%
38%

26%
26%
40%
26%
27%

29%
31%
50%
42%
40%
33%
46%
45%
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Bon
Marche 10%

8.2.3

Florence Joyner
(Carl Lewis)
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4.
33%
LH —_— Dodge Intrepid Chrysler Concorde
Eagle Vision 6 000
32 000
5.
6.
8-1 8-
1
8-1
_ )
17
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

L.A. Flynn, R.E.Goldsmith, and J.K.Eastman, “Opinion Leaders and Opinion Seekers,” Journal of the
Academy of Marketing Science, Spring 1996, p.146.© Academy of Marketing Science.
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8.3
8.3.1

8.3.2

8-4
8-4 *

Norplant

Pepsi Snapple

8-4

Kraft
Farberware “ " Teflon

=
[ ]

H

8-5
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8-5 1
15

Hershey

8.3.3

8-6

(%)

8-6

@

@

©)
JvC
4 “ " Rogaine

®

(6)
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™)

JvC
“ 100x 18 12

®

Aleve

©)

(10)

8-6
8-7

8-7

8-7
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I
|
1 1

|
I
I
|
I
I
|
|
1

|
|
|
|
|
|
|
I
1

212% l 132% 34% 34% 16% 21/2% 13%% 34% 34% 16%
8-7
2.5%
8-2 13.5%
34%
34%
16%
8-2
18~24 103 163
25~34 113 o1
35 9% 84
179 152
125 86
77 )
209 9
107 136
0 +
0 _

I
+ O O + + +
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()
/ - 0
0 -
+ -
+ -
- +
100
+ = 0= -=
A. J.Kover," Somebody Buys New Products Early-But Who?” Unpublished paper prepared for Cunningham &
Walsh, Inc.

8.3.4

JvC

8-3
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8-3

800

8-3

N o g & w N

©

10.
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(Adoption process) (Multistep flow of commun-
(Attribute complexity) ication)
(Diffusion process) Opinion leader
(Early adopters) (Perceived risk)
(Early majority) (Public individuation)
(Enduring involvement) (Purchase pal)

(Innovations) “ " (Trade-off complexity)
(Innovators) (Tow-step flow of commu-
(Laggards) nication)

(Late majority) (Word-of-mouth communication,
(Market helping behavior) WOM)

(Market maven)

il Internet
4,
2. Internet Internet
3.
Internet
1 6.
2 7
3.
4.
10.
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11.

14.

12.

15.

13.

21.

16.

iv

22.

23.

24.

24

8-3

25.

17.

26.

18.

10

19.

20.
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2-1 2010
1992 EU 12
1996
INRA
2C-1 2 2-7 2
1
2. 2010
3.
4,
5.
6. 2010
A. KFC
B.
C.
D.
E.
F.
B. Cutler,” Reaching the Real Europe,” American Demographics, October 1990, pp.38-43.
2C-1
(%)

47
78

47
80
71

51
93

33
89
87

17
93

15
83
39

90
40

90
66
88

39
87

49
93
63

25
69

59
59
57

36
97

27
82
90

42
93

36
87
86

34
26

60
68
78

15
88

56
73
49

70
96

16
87
95

87
17

76
89
70

48
89

51
60
82
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26 38 8 41 23 14 25 19 10 9 24 32 26
47 54 29 71 40 34 49 44 16 36 82 43 41
74 64 83 70 92 76 41 53 69 87 64 76 74
36 24 52 27 43 48 22 46 35 48 10 29 47

40 52 37 40 29 37 44 47 39 36 67 42 33

24 29 13 28 37 16 19 15 20 17 40 21 14
32 29 28 35 26 44 31 35 39 44 16 43 42

27 24 27 46 14 23 29 34 10 21 36 30 32
58 67 51 65 66 46 56 49 25 33 80 62 46
63 59 59 79 60 63 68 57 39 48 78 74 55
48 43 46 60 46 50 59 51 24 44 58 45 28
36 37 10 56 44 30 42 49 80 37 42 44

o

42 63 30 43 35 35 61 60 21 10 59 32 60

24 23 26 34 27 11 30 29 © 9 22 13 24
52 69 71 32 62 49 24 50 23 11 9 26 56
18 38 15 15 13 12 17 13 3 2 35 4 15

77 89 57 81 88 69 87 81 68 56 94 63 87

55 57 39 70 84 22 65 56 53 3 43 33 70
39 38 16 60 53 30 61 51 22 2 43 30 40
21 10 6 41 39 13 19 18 7 8 15 14 31
32 34 10 57 33 10 40 37 17 7 36 43 24
24 39 12 40 17 4 17 18 8 19 28 23
30 25 5 16 79 12 65 34 8 16 35 21
14 10 5 22 23 6 12 22 2 40 9 9

72 78 73 63 84 57 80 79 75 68 55 65 75
34 27 24 17 58 42 28 42 63 56 42 15 55
61 60 63 61 65 48 65 62 65 65 54 64 52

Reproduced from Reader’ s Digest Eurodata-a Consumer Survey of 17 European Countries(Pleasantville, NY:
The Reader’ s Digest Association, Inc., 1991).
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2_2 11 ”
1986 11
1979
1983 1984
1985 85%
30
20
10
1994
“ " 2100
47% 95% 100
1989
u » 98%

70 80

1985

90%
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1993 12
4
1989 7 12
100
1994 1
1994 1 1993
1994
Super Good Cent”
800
“ " 1994
1 83 p »
2.
3.
4
5 1994

6. 2000
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9% “ " 200 10%

2-3
1992

1991 800 10% 450 1991 2900

“ " Brun 1 400

1/3 7 1987
710 180 1991
680 170 47% 25%
15% 8% 35% 31%

29% 1%

90
1991~1993 1996 4
50% 1996
35
18~54
2C-2
2C-3

1. 2C-2 2C-3
2.
3.
4.
5.

a b. c d
6. 18
7.

R.A. Davis,"Electric Razors Plan Aggressive Fourth-Quarter,” Advertising Age, October 12, 1992, p.20.
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2C-2

30.9% 50.6% 54.6% 14.6% 58.3% 38.1%

18~24 84 104 107 89 106 107

25~34 98 102 104 103 115 113

35~44 86 109 103 99 115 110

44~54 92 105 102 100 109 114

55~64 111 83 93 107 85 87

>64 139 87 86 101 63 66

119 87 107 85 108 100

107 91 96 95 107 113

90 108 102 118 103 98

88 111 93 85 80 89

/ 102 91 104 82 111 109

/ / 100 91 108 105 113 106

90 107 103 145 113 123

86 107 102 103 109 107

103 100 102 104 104 105

75 107 83 69 77 71

104 89 91 113 80 84

97 93 103 92 97 96

114 102 98 107 104 107

84 105 100 93 100 96

111 97 100 111 97 102

<10 000 87 118 93 65 74 7

10 000~19 999 90 109 95 99 90 87

20 000~29 999 98 102 93 97 100 101

30 000~39 999 104 92 105 108 110 105

>40 000 105 96 104 110 109 110

>60 000 104 92 103 99 107 113

1 94 93 87 85 75 66

2 114 92 97 101 99 98

3 4 98 104 104 109 110 107

5 80 113 106 89 103 121

107 92 98 102 90 89

<2 101 112 106 105 109 114
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()
2<% 88 117 98 91 110 117
6~11 77 115 100 99 111 120
12~17 87 114 103 85 112 112

100=
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
2C-3

16.3% 8.5% 6.1% 4.1%

18~24 95 81 95 104

25~34 94 99 98 77

35~44 80 67 100 92

45~54 86 116 101 118

55~64 107 111 102 139

>64 155 144 103 97

111 107 68 79

120 97 108 7

89 100 123 135

84 95 75 81

/ 101 90 71 72

/ / 87 87 112 118

98 94 127 30

80 97 96 99

104 106 107 107

67 79 50 65

92 22 105 41

95 105 77 125

122 118 112 97

81 83 98 90

110 102 112 95

<10 000 84 80 50 69

10 000~19 999 96 81 95 102

20 000~29 999 102 95 95 97
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30 000~39 999 105 128 112 144
>40 000 102 108 117 96
>60 000 105 101 101 87
1 86 102 55 82
2 118 111 107 116
3 4 97 97 113 114
5 78 81 96 43
108 112 104 106
<2 101 85 119 71
2~5 86 63 104 71
6~11 72 74 86 88
12~17 89 82 60 86
100=
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
2-4
80
JvC VHS
VHS
CD 1
DCC
5 500 CD
CD CD
650~800 799
Epic
1991 20
3.2
CD CD CD 30%

60% CD 50% 15% 17%
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1997 “ "
2C-4 CD
C2-4
CD DAT CD
13.2 18.2 2.8 3.0
80 97 91 91
122 103 110 110
18~24 112 103 7 100
25~34 132 109 135 123
35~44 117 107 110 130
45~54 126 125 130 110
55~64 51 93 65 59
>64 35 59 53 48
146 108 95 157
127 109 146 108
86 107 83 88
50 70 82 57
/ 152 118 120 136
/ 125 120 113 112
134 112 97 85
97 106 108 92
105 102 102 98
62 87 76 103
112 83 139 157
105 112 103 102
96 98 105 101
81 90 79 81
132 108 126 129
<10 000 35 56 82 72
10 000~19 999 68 87 60 85
20 000~29 999 90 97 72 70
30 000~39 999 94 111 111 89
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CD / DAT / CD
>40 000 133 113 126 128
>60 000 144 115 121 124
1 67 81 58 90
2 96 94 72 90
3 4 114 109 140 103
5 102 106 92 123
93 93 90 87
<2 123 101 112 130
2~5 103 95 104 65
6~11 101 114 106 106
12~17 114 122 109 142
100=
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
1
2. 2C-4
8-3
4, 3
a b.
5.
L.Therrien,“ The Sound and Fury at Sony and Philips,” Business Week, June 15, 1992, p.42;“Philips
V.Sony,” Economist, November 7, 1992, p.9; and B.Jorgensen,“Digital Audio Format War Heats
Up,” Electronic Business, December 1992, pp.68-70.
2_5 _ 13 ”
- (Frito-Lay) “ " Sun chips
- Sun chips “ ‘ ’
- 3 000 Sun chips
Cary Simon 30 “ " Sun chips
1

Sun chips
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Sun chips “ ” - 70%
1995 ! " 1996 “
” 5000
“ " 25
1996 7 -
3000 “ 8
Doritos 5 Doritos 2
Doritos
2C-5 chips
2C-5
Sun-chips Corn-chips Doritos Doritos
18~24 111 111 125 116 102 104
25~34 127 109 94 93 102 104
35~44 121 117 124 120 107 107
45~54 99 11 115 97 105 114
55~64 74 88 97 124 96 92
>64 52 62 57 68 86 7
115 106 94 110 95 95
105 108 101 94 102 101
112 103 110 111 103 103
60 79 86 79 97 99
/ 111 111 107 116 98 97
/ / 128 114 118 124 106 113
98 97 95 139 96 94
108 104 112 98 101 103
100 101 99 104 100 101
99 96 107 76 100 94
103 96 86 83 100 97
79 80 84 64 92 75
111 110 108 114 104 95
101 102 99 91 103 114
106 104 108 137 97 108
<10 000 68 76 80 47 93 89
10 000~19 999 77 87 102 80 98 98

20 000~29 999 97 100 98 91 99 96
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Sun-chips Corn-chips Doritos Doritos
30 000~39 999 125 111 107 113 101 112
>40 000 113 110 104 126 103 102
>60 000 120 112 107 151 104 106
1 70 68 64 68 82 82
2 86 92 90 82 96 91
3 4 123 117 116 131 110 116
5 125 128 147 116 112 110
83 85 83 93 92 90

<2 103 127 144 116 111 125

2~5 125 122 116 100 110 121

6~11 128 127 129 126 113 107

12~17 138 125 150 116 116 121

100=

1993 Study of Media and Markets(New Y ork, Simmons Market Research Bureau, 1993).
1. Sun chips “ " Doritos
2. 8-3
a Sunchips b. c. Doritos
3. Doritos
Doritos
5. “ "
a b C. d e f

6.
7.
8. Doritos
9.

J.Lawrence:“ The Sunchip Also Rises,” Advertising Age,April 27, 1992, p.S-2; J.Pollack,“New-Product Feast
Readied by Frito-Lay,” Advertising Age, February 12, 1996, p.1, 37; J.Pollack, “Baked Lay’s Rebecca
Johnson,” Advertising Age, June 24, 1996, p.S-2; and J.Pollack,“Low-Fat Doritos Gets $30 mil
Push,” Advertising Age, July 15 1996, p.4.

2-6
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25~40
35~55
55
2C-6
2C-6
25~40
35~55
55

1
2.



2-7

ltiMb% ub.com

(&

150
90

38%

20

3500~5000

1995

10 100
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1984
15

1.

2. 8-3

3.

4,

a b C. d e
5.
6.
a b C. d e

7 “ "

8. “ "
J.Liesse, “Kellogg Chief to Push Harder for Int'l Growth,” Advertising Age, August 24, 1992, p.4;
A.G.Langbo, “Building a Global Company,”in Marketing’s New Strategic Direction(New York: The
Conference Board, 1995),pp.14-16; A.G.Langbo," Touring the World with Tony the Tiger,” Across the Board,
July 1995, p.56; and P.Galarza, “ Snap, Crackle, Flop?’ Financial World, March 25, 1996,p.26.

80 MIB “ "

30%
30 8 12 4
MJB “
MJB "

15%
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2C-7
2C-7
1
=57%
=27%
=13%
=3.1
2.
=72%
=28%
3.
=64%
=36%
4.
=40%
=35%
5
=69%
=16%
6.
=57%
=46%
=42%
=37%
=25%
30 =36%
=52% =15% =33%
=67% =62% =12%
7.
=73%
=20%
The 1993 MSR Minority Market Report (Coral Gables, FL: Market Segment Research, Inc., 1993).
1. 5 “ "
2.
3.
4.

Reprinted with permission from CRA/AD Age, February 12, 1990. Copyright Crain Comm, Inc. All rights resered.
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2-9
A.l
2C-8 Al 2C-9
2C-8 A.l.
1
=35%
=30%
=31%
=24
2.
=76%
=24%
3.
=57%
=43%
4.
/ =47%
/ =33%
5.
/ =64%
/ =21%
6. /
=58%
=54%
=48%
=34%
=29%
30 =43%
=79% =42% =17%
7.
/ =53%
/ =27%
8.
=66%
=50%
=43%
=39%
=37%
=36%
=31%

The 1993 MSR Minority Market Report (Coral Gables, FL:Market Segment Research, Inc., 1993).
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2C-9
Al 57
18~24 95 116 97 7
25~34 103 96 117 103
35~44 112 135 118 116
45~54 108 98 109 130
55~64 102 91 87 86
>64 77 63 58 73
93 48 107 80
108 94 114 109
104 109 105 109
89 138 69 91
/ 101 82 114 107
/ / 126 87 111 113
105 115 113 80
107 126 105 107
100 87 105 98
104 201 70 129
75 85 72 52
78 76 82 66
111 84 118 126
110 135 99 112
93 84 98 82
<10 000 83 137 60 80
10 000~19 999 95 129 82 90
20 000~29 999 95 119 93 116
30 000~39 999 111 65 117 108
>40 000 106 78 119 101
>60 000 106 70 125 103
1 73 69 60 66
2 99 87 93 94
3 4 111 110 127 121
5 119 163 113 117
88 75 82 82
<2 114 164 136 101
2~5 116 172 121 112
6~11 120 131 127 131
12~17 120 143 121 142
100=
30
30

1993, Sudy of Media and Markets (New Y ork, Simmons Market Research Bureau, 1993).
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1. 5 Al
2. A.l
3. A.l
4, 2C-9 A.l
2-10
7-Eleven
Costco
2C-10 5
2C-10
A&P (%) Kroger(%) Lucky(%) Safeway(%) Winn Dixie(%)
6.1 10.0 6.3 8.6 7.5
93 98 95 104 92
106 102 104 96 107
18~24 98 120 126 89 65
25~34 94 95 106 98 93
35~44 96 93 83 107 105
45~54 95 99 91 106 114
55~64 113 94 102 92 98

>64 111 106 101 95 119
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A&P (%) Kroger(%) Lucky (%) Safeway(%)  Winn Dixie(%)
86 102 109 131 90
90 98 96 107 72
109 96 106 90 112
109 107 85 80 122
/ 95 102 109 115 81
/ / 98 93 103 113 85
86 91 82 70 102
87 92 95 97 117
124 95 124 108 73
87 99 93 96 103
/ 112 108 93 103 122
91 99 100 101 90
179 121 72 72 190
58 60 209 173 38
174 32 31 25 30
88 140 31 48 26
102 153 60 79 243
38 34 315 269 18
<10 000 133 119 51 71 140
10 000~19 999 118 101 100 117 112
20 000~29 999 102 89 100 106 104
30 000~39 999 89 98 87 86 96
>40 000 89 102 116 101 86
>60 000 81 108 124 100 75
1 128 82 83 116 94
2 109 102 87 104 105
3 4 90 99 110 92 97
5 81 115 118 98 104
107 96 99 101 93
<2 66 111 112 131 100
2~5 72 95 96 89 107
6~11 94 114 97 96 114
12~17 89 112 95 94 122
100= 30

1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
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2C-10 5

gk w NP

a A&P b.Kroger c.Lucky d. Safeway e WinnDixio
6. 5

Reprinted with permission from CRA/AD Age, May 10, 1983.Copright Crain Comm, Inc.All rights reserved.
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RCA “ Colortrack”

72

72

36

9.1

9-1

(exposure)

(attention)

A

A

A

9-1
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(interpretation) (memory)

9-1

(Perceptual Defences)

zipping
(zapping) (muting) 70

VCR
18

40
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10 2/3
“ " infomercials 30
800 9-1
9-1
(%) 800
(%) (%)
57 20
54 19
18~24 70 19
25~34 63 19
35~49 58 12 20
50~64 55 10 26
65 33 3 13
< 15000 53 5 23
15 000~20 000 52 11 24
20 000~30 000 62 21
30 000~40 000 63 25
40 000 60 11 16
56 24
52 14
57 21
55 10 17
55 8 19
K.Haley, “ The Infomercial BeginsaNew Era,” Advertising Age, January 25,1993,PM-3.
(MedClub)
GTE

6 000

30 000
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FTC 3%
62
13 22
FCIC 1350
FCIC
FCIC
J.W.
FCIC
93.1
1.
9-2 86 000
107 12 56
1 76 13 47
2/3 68
2.
20 200
3.
41
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55

9-2

85000

40

Cahners Advertising Research Report 110.1B(Boston
Cahners Publishing, undated).

80

180
160
140
120
100
80
60
40
20

100

17

145

9-3

2

“ How Important Is Color to an Ad?’
Tested Copy  February 1989, p.1.

1965

18

100

179

Sarch



60

21

9.3.2

9.3.3

9-4

25

60

64

80

&
.

34

80

hina¢¢ ub.com

183
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60%

50% [

40%

30%

20%

10%

0%

Cahners Advertising Research Report 120.1 and 120.12 (Boston: Cahners Publishing Co.).

G-l

(%)

18
34
24
13

94

9-1

21
48
37
16

22

41
18
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2/3

11

B.Leeand R.S.Lee, “ How and Whypeople Watch TV,” Journal of Advertising Research, November 1995,

pp.9-18.
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9.34

(hemispheric lateralization)

(Krugman)

2.

subliminal stimuli

9.4

CD
CD

CD
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94.1

100

9.4.2

9.4.3
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(semiotics)
(signs)

“ Barrehead”
“ CanadaDry”

17

(j.n.d.)



&
.

9
j.nd= /1=K
j.n.d—
| ——
| ——
K——
| 100 K 0.02 j.n.d. 1/100 0.02
2 100 2
(Weber’s Law) K

944

“ ”

Clinique,

hina¢¢ ub.com

189

I 100 x 0.02 2

1)

rhetoric
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“ Kisses with Almonds” “ Kisses”
945
UPS
UPS UPS
Airborne
UPS
UPS
9.4.6
30

9.5

UPS
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9.5.1
9.5.2
NutraSweet aspartame
RC601
« RC601" “ "
32 220
“ " (NameLab)
" (Gateway) “ " Compaq
" Compaq
com computer (communications) paq
“ " Mustang Apple
Cup-a-Soup
(%)
A B C
11 26 17
8 34 19
42 53 30
38 53 18

9-2 Memorex
Memorex C Maxell
E Memorex
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A. MEMOREX 1 2 5 2
B. Memorex 5 5 8 5
C. MEMOREX 3 3 1 3
D. Memorex 4 4 2 4

2 1 4 1

E. memorex

: D.L.Masten,” Logo’s Power Depends on How Well it Communicates with Target Marget,” Marketing News,
December 5, 1988, p.20.

9-5

Eiwra:gr&s 54

9.5.3
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9-3
9-3
100 100 100 100 100
47 75 51 19 67
53 25 49 81 33
18~24 18 30 17 16 16
25~34 22 37 24 25 25
35~49 23 22 26 27 27
50~64 22 10 22 24 23
65 15 1 10 9 9
15 21 28 17 51
35000 11 15 19 14 36
25 000~35 000 15 21 22 20 22
20 000~25 000 14 16 15 16 12
15 000~20 000 15 18 14 15 13
15 000 45 30 31 34 17
Adapted from“ Average Issue Audience of Nineteen Selected Magazines,” Newsweek Marketing Report
:MR80-5,Newsweek.
954
?
“ Black Velvet” 15
200

2000
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(%) (%)
90 84
43 70
“ Black Velvet”
RCA Colortrack
9.5.5
9.5.6
(0] Exposure

2 (Attention)
3 (Interpretation)
(©) (Memory)
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9-4
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@
@

®

©

®

Starch

(1)
@)
©)
Starch

5~15

Tachistoscopic test

(day-after recall, DAR

ASI

Starch
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9.5.7

21



(Adaptation level theory)
(Affective interpretation)
(Attention)
(Cognitive interpretation)
(Consumer inference)
(Contextual priming effects)
(Day-after recall)
(Exposure)
(Hemispheric lateralization)
(Information overload)
(Information processing)
(Infomercials)
(Interpretation)

(Just noticeable difference, j.n.d.

a. http://www.hollywood.com

b. http://www.absolutvodka.com
c. http://www.nj.com/yucky

d. http://www.elle.com

&
.

(Muting)
(People meter)
(Perception)
(Perceptual defenses)
(Recognition tests)
(Rhetoric)
(Semiotics)
(Sensory discrimination)
(Sign)
Starch (Starch scores)
(Subliminal stimulus)
(Weber’s law)
(Zapping)
( Zipping)

e. http://www.purina.com

hina¢¢ ub.com
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24.
9.
10. 25.
11. 26.
12.
13. a.
14. b.
C.
15. d.
16. e.
f.
17. 27.
18. 28.
19.
20. 29.
21.
(j.n.d)? 30. Starch
22. 31.
32.
23. 33.
I
34.
(a) (b)
(c) (d) ‘ "
(e)
35. - “ "
36.
! " (a) (b)
5 (c)
(d) 65
25 (e)
37. 36
" “ 38.
9-1
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10.1

10-1

6 000

by bbb

10-1




China-P> u&.coglt

‘ -

10.2

10-2 5

10-2
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10.2.1

@

(2)

elnina’¢ ué‘com_

Pacific Snax’s Rice Popcorn




China-P> u&.coz?st

. -

(Shaping) 10-5

() . [ ) Y
I A
10-4 10-5
84
59
2000
3
6 10 23
1)
" “ Ketoprofin " “ Ketoprofin”
@)

©)
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10.2.2

10-1

10-1

10.3

10.3.1

HIV
(Revlon)
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(&
. -

(York)

10-6 16 500 48

(%) ( 65% ) 4

()
_ 4 1
.. 42
— 4 4
10-6
0/ — 0,

10%

A Study of the Effectiveness of Advertising Frequency in Magazines(Time Inc., 1982).
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10-7
13
13

(%)

10-7

Reprinted from H.J.Zielski,“ The Remembering and Forgetting of Advertising,” Journal of Marketing, January
1959, p.240, with permission from the American Marketing Association. The actual data and a refined
analysis arein J.L.Simon,“What Do Zielski’'s Data Really Show about Pulsing,” Journal of Marketing

Research, August 1979, pp.415-20.

3 1 2
(Miller Lite
3 1 2Y3 3 1 20
50 NFC
() ()
28 3 41
32 4 45

“ " Pulsing
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4,
5.
(Liggett & Myers)
10-8
(American Machinist) 4
5 5
(the American Cancer Society)
21
10.3.2

Nabisco’s Oreo Cones
Chocolate )

hina-> u&.c%?

e
.

20 4

(%)

20

()
10-8

LAP Report #5260.1(New York: Weeks
McGraw-Hill, undated.)Used with permission.

Oreo
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10.3.3

(Bayer)

10.3.4

Life cereal

10.4

10.4.1
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(&
. -

—_— elaborative
activity
9
(maintenance rehearsal)
. 10
10.4.2
(semantic memory)
Acura
(episodic memory)
“ " schema “ " schematic memory “ 8
10-9
(Mug Root Beer)
10-9

10-9 « "

“ ” o " ou " ”
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script

@hiw&% ub.co

-

evoked set

(World Wide Web)
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HIV
1
4-3
10.5
! " (Plymouth) . “
" “ ” 40 p "
Neon
" Plymouth Prowler 35000 “ "
. Saturn
(Calvin Klein)
Hootie and the Blowfish (Midas)
(Intel)
“ " Inter, the Computer Inside “ "
386 “ Intel Inside”
2 Intel
20 80 “ Intel”

LaserJet DeskJet
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10.5.1
Saturn Saturn
Saturn
Saturn
2 Tang
Tang
Sunkist Growers
Sunkist Growers “ Sunkist ” p ”
Sunkist

Toro
snow thrower

(perceptual mapping)
10-10
Buick Park Avenue Oldsmobile LSS

—TM1 TM2 TM3
™1
Saturn SC2” Civic Neon



10

LHSe

Buick Park Avenue e
Oldsmobile LSS o

hina-> u&.coﬁ?

e
.

T™M2

LS 400 Side

o Acura Integra

[ J
Saturnsc2 ®

T™1

voyager

YO e 1y

Dodge . 4
Civic
Dodge Neon e
[ ]
Sephia®
10-10

Honda 1986 Acura
Acura “ "
1995 Acura
1989 (Toyota) (Nissan) Acura (Lexus) Infiniti
90 Acura “
" “ Acura
95 96 Legond Integra
Acura
Saturn  Infiniti (Sandy Corp)
25
1. Acura Acura
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214

-

MTV
70
Mug

2 300

10-1

10.6
(brand equity)

brand leverage)

Bacardi

(Campbell’s)

15~19

(Midas)

Prego”
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. -

)
@
©)
4

e 4500

. Silkience Silkience

. - Harley-Davidson -
. . (Levi Strauss)

e Country Time

» Life Savers
¢ Coleman

Prowler
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(Brand equity)
(Brand image)
(Brand leverage)
(Classical conditioning)
(Cognitive learning)
(Concept)
(Conditioning)
(Elaborative activities)
(Episodic memory)
(Extinction)
(High-involvement learning)
(Iconic rote learning)
(Imagery)
(Learning)
(Long-term memory)
(Low-involvement learning)
(Maintenance rehearsal)

il

a. http://www.kraftfoods.com

(Modeling)
(Product positioning)
(Operant conditioning)
(Perceptual mapping)
(Product repositioning)
(Pulsing)
(Punishment)
(Reasoning)
(Reinforcement)
(Schema)
(Scripts)
(Semantic memory)
(Shaping)
(Short-term memory)
(Stimulus discrimination)
(Stimulus generalization)
(Vicarious learning)

b. http://www.pepsi.com
c. http://lwww.pg.com
d. http://www.nike.com
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. -

2.
a. http://www.4adodge.com
b. http://www.ford.com
c. http://www.mitsucars.com
3.

13.
3. ” “ 14. “ "
» 5 15. “ s ou ”
4,
16. “ ”
5 “ " 17. ¢ " “ 7
18. “ !
19. “ ”
6 ! " 20. “ "
7. " 21. “ ”
8. 22. “ !
9 “ 8 23. “ ”
10. “ " 24, “ ”
25. “ ”
11. “ " 26. ¢ i
12. “ ”
I
27. Kamora “
Kamora ”
b. Almex
c 30. “ ”
. a.
e. b.
28. c. Snapple
d. Bose
29. Almex e. United Way
Hiram Walker Kahlua f.
Almex “ Kamora” 31. (@) (b)

Kahlua (c) (d)
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32.
33.

34.

35.
36.

37.

(b)

@hiw&% ub.co

30

©)

-

30

31

(a)

38.

39.

40.

41.

42.
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111

Nicolas Hayek
1.24

SMH
21 2.86

SMH
the Jura mountains “

12 24

1000

Perrier 5
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11.2
Maslow
McGuire
11.2.1
(1)
2
©)
@
11-1
11-1
Campbell — "
All-Bran——"*
Nordic Track —— "
Sleep Safe——*
Chrysler —— — "

J.C.

General Electric ——*

CB”

Atari ——

Oil of Olay ——*
J.C.Penney ——*
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()

Sheaffer—« o
St. Pauli Girl——* St. Pauli Girl "
Gadillac ——*

us Army —— "
U S Home——*
Outward Bound School ——* "

11.2.2

1.
80 : Omega
19

2.

13
3.

2
2 5.95 19.95

49.95 “ 10 20 50 "
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10.

Keepsake

11.

12.

”

Rolex - Arnold Palmer - Monica

“ ”

Kristensen



11
11.3
Beck's
BBDO
Classico
11.3.1
11-1

hin@v% ub.com

(&

Heineken

Classico Newman’'sOwn
Newman's Own

K eepsake

“ noow ” “

Multidimensional scaling
Projective Techniques
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11-2

50 60

11.3.2

(Oreo)

111



11

11.3.3

11.34

Retin-A

demand

60%

&
|

hin@v% ub.com
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11.4
( )
!
11.4.1
(Cattell)
11-3
11-3
) ( )

( ) ( )
( ) ( )
( ) ( )
( ) ( )
( ) ( )

( ) ( )
() ( )
( ) ( )
( ) ( )
( ) ( )

( ) ( )

( ) ( )
( ) ( )

Adapted from R.B.Cattell, H.W.Eber, and M.M.Tasuoka, Handbook for the Sixteen Personality Factor
Questionnaire(Champaign, IL: Institute for Personality and Ability Testing, 1970).pp.16-17.Reprinted by
permission of the copyright owner.All rights reserved.
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11.6

1997
Kitchen Aid

(146) (206)
(128) (186)

(117) (180)

(114) (178)

30 (125) 30 (135)
70 (140) 90 (167)
(132) (136)
( ) (@129 () @129

¢ ) (118) « ) (126)

SMH(
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11-2

20
(Plutchik) 8

PAD
11-4
11-5 Batra Holbrook ‘12
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(
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11-5
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11.7.1
" Pontiac
11.7.2
11-4 11-5
11.7.3

Mc Donald’'s

13

Warner-Lambert
30
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1.
BBDO
26 BBDO 6
1800 1800 53 26
53
Polaroid Wrigley
2. GSR
GSR “ "
GSR
11-6 “ " Better Homes and Gardens
GSR
Blue Cross of Northern California 800 GSR
11-6
GSR GSR
1 0.300 1 4 1
0.284 2 3 2
0.248 3 1 3
0.231 4 2 4

P.L.LaBarberaand J.D. tucciarone, “GSR Reconsidered,” Journal of Advertising Research, September 1995,
p.45.
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“ " (Approach-approach conflict ) GSR)
“ " (Approach-avoidance conflict ) (Latent motive)
“ " (Avoidance-avoidance (Manifest motive)
conflict) (Maslow’s need
(Attribution theory) hierarchy)
(Benefit chain) (Motivation)
(Brand personality) (Motive)
(Demand) (Personality)
(Emotion) (Projective techniques)

(Galvanic skin response,
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21.

22.

23.

24.

~ 0o o0 o p

. Revlon

- ® oo T

- ® a0 Ty

a0 o p

-

13.
14.
15.
16.
17.
18.

19.
20.

25.

26.

27.

28.

29.

30.

31.

32.
33.

34.

BBDO

~ 0o o0 oo

11-4
11-4

GSR

11-3

The Sierra Club

25

24

29
29



35.

36.

11

. Macintosh

® 20 op

Bud Light
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37.

38.
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(Philip Morris) 1924
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" (multiattribute attitude model)

n

o
A= a. Xip
A— b
X,; b |
n_
g
A = a WX,
=1
W— |
( )
g
AJ = a Vvlll - lel
i=1
| ——
4
|
— — 0 X — — —
— | — — — X —
— — | — X — —
IX — — — _ _ _
(1) (2 (3) 4 (%) (6) (7)
X
X
4
100 “ " (constant-sum scale)
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10 40
30 100
20
A, 10x (3-4]) 30x (|2-6]) 20x (|3-5]) 40x (|1-1))
10x 1 30x 4 20x 2 40x 0
170
170
0 0

12.1.2
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12.1.3

12.1.4
12-2

PowerBook
PowerBook

PowerBook

(€3]
(2
PowerBook

©)

PowerBook
(4)

®)

(6)

L
g

PowerBook
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12.1.5
12-1 A
12-1
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5~12
A
57 .y
| .y
2.
12-1
12-1
6 7
1
3.
12.2
12.2.1
L

10
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2.
11
3.
12.2.2
12.2.3
4

hina-> “6‘602%‘

e
.

10
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12.3

11

ELM (Elaboration Likelihood Model)
ELM

ELM

12.4

1241
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1.
American Dental Association
(Underwriters' Laboratories) (Good Housekeeping)
2.
(Picabo Street) Nike
12-3
(Jimmy Connors) : (Joe Montana) (Nuprin) 25

. (Cyhill Shepherd) O
(Floida Citrus Commission) . (Burt Reynolds) \

(Loni Anderson)

12-3

(spokescharacter) (Tony the
Tiger) (the Green Giant)
(Betty Crocker)
(Count Chocula)
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(Sister Slope)

12.4.2
1
" (First Alert)—
4 4
ERM (ethical effects-reasoning matrix )
2.
3.

FTC
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12.4.3

10

11
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12.5

1251

12.5.2

12-2

12-2

~u

1 2 3 5 6

L

A 25x |4.17-4.43|+25x |4.63-4.90|+25x [3.16-2.60[+25x |3.64-3.62|
=25x 0.15+25x 0.27+25x 0.56+25x 0.02
=25

A 25x |4.17-3.25|+25x |4.63-3.17|+25x |3.16-4.64|+25x |3.64-3.6§
=25x 0.92+25x 1.48+25x 0.04
=97.5
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()
0 200 300 400 500
12-2
12-2 C
12-2 D
(Attitude) (Benefit segmentation)
(Affective component) (Cognitive component)

(Behavioral component) (Comparative ads)
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ELM

(Constant-sum scale)
(Elaboration likelihood model, ELM)
(Emotional ads)
(Fear appeals)
(Humorous appeals)
(Likert scale)
(Mere exposure)
(Multiattribute attitude

model)

il

P w NP

o

ELM

-~ o 20 T p

~ 0o a0 o w

10.

11.

12.

13.

14.

15.
16.
17.

(One-sided message)
(Semantic differential scale)
(Source credibility)

(Spokes-character)

(Theory of reasoned action)
(Two-sided message)
(Utilitarian appeals)

(Value-expressive appeals)
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18.
21.
19. 22.
23.
20.
-
24. c.
d.
27.
a.
b.
C. b
d.
e. 28.
f.
25. a.
b. Plymouth Breeze
c.
a. (Sierra Club) d. Broccoli
b. e.
C. f. Jell-O
d. 29.
e.
f. a.
g. b.
h. c.
26. d.
30. 28
31.
a.
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(16%)

49

2/3

" (Schwinn)

32 2/3
32
35
10
46

23

8

" (Prince)

13.1
131

13-1

" (Old Town)

49
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13.1.1

Malhotra 15
13-2

13-2

© 0 N o g b~ W NP

L O
o~ W N P O

N.K.Malhotra,“A Scale to Measure Self-Concepts, Person Concepts, and Product Concepts,” Journal of
Marketing Research, November 1981, p.462.

13.1.2

@
@
©)
4
©)

(6)

13-1
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(Starbuck)
VALS2 PRIZM
13.3
(Psychographics)
AlIO
300
AlO AlIO
. /

500

40

13-3 15~44
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13-3
13-3
1
2.
3.
4,
5, @ >
6.
Wallis Miss Etam C&A
Selfridge (15~44)

162 188 228 189 151 102 51% 60%

147 166 153 165 118 112 43 56

95 76 74 86 119 103 32 52

82 81 70 89 74 95 44 64

68 59 53 40 82 99 24 59

37 19 17 22 52 85 20 62

100
15~44
T.Bowles,” Does Classifying People by Lifestyle Really Help the Advertiser?” European Resear ch,
February 1988,pp.17-24
(Arbitren) 8
14 X
1 “ "
(News Week) “ 60 " PBS
17

Quinn
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13.4 VALS
SRI
(Value and Lifestyles, VALS) 9
VALS VALS 2/3
7 80
VALS
SRI 1989 VALS2 VALS2 VALS
VASL2
42

Self orientation
VALS2
SRI 3

VALS

13-3 VALS2
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SRI 8 13-3 13-4
13-5 13-6
13.4.1 VALS
1.
13-5 13-6
13-4 VALS2
( %) ( 9%0) (

(%) / ) (%)

8 59 43 58 000 95 68 72

11 a7 48 38000 81 50 73

16 46 58 21000 6 11 70

13 39 36 50 000 7 43 73

13 41 34 25000 23 19 60

12 53 26 19 000 41 21 34

113 61 30 23 000 24 19 65

14 37 61 9000 3 2 47

SRI International.
13-5 VALS2

SLR 163 124 80 138 83 88 115 29
150 154 116 90 33 83 120 88 43
CD 133 108 119 97 96 94 94 69
87 91 114 87 84 113 142 67
196 112 64 100 56 129 148 29
229 150 59 136 63 82 109 20
133 117 89 101 112 92 112 54
72 96 115 104 103 91 147 52
330 116 43 888 102 112 90 5

SRI International.

100
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13-6 VALS2
125 93 82 118 111 109 123 50
155 129 118 109 68 54 104 80
217 117 96 103 53 133 86 47
120 119 126 88 87 55 91 116
171 125 89 117 71 115 81 68
141 88 73 101 87 157 123 50
238 93 41 130 58 216 88 12
155 129 57 141 112 89 116 32
144 73 69 104 110 172 135 34
293 63 67 96 45 154 63 14
145 114 69 123 94 143 102 39
161 113 85 82 53 88 171 58
190 48 36 52 59 283 171 7
109 64 73 90 96 231 94 62
92 105 50 79 50 254 157 22
255 227 74 179 37 71 33 8
274 173 106 87 66 109 49 15
58 143 150 90 63 57 87 130
56 83 119 46 37 130 209 79
83 115 113 129 93 135 86 46
533 120 29 77 44 105 45 31
“ ! 161 199 161 62 42 35 37 126
“ LA, T 96 113 132 114 109 71 89 70
35 50 126 57 92 104 153 140
100

SRI International.

13-6

13-5 13-6 “ "
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3.
13-5  13-6
4.
5.
13.4.2 VALS2
VALS?2

VALS2

-

13-5

13-6

13-5 13-6

National Family Opinion

VALS2

VALS2
NPD
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PRIZM
VALS2 VALS
* VALS2

. “ " SRI

« VALS2
VALS2

VALS2

VALS2
10 50

13.5

(Claritas)}— - PRIZM

62 62 12
PRIZM 62

VALS2 PRIZM PRIZM
VALS2 PRIZM

(Brinker)
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m
(Brinker) 65 “ "
80 50 58 21~49
30 0.65% 80x
58=0.30
21~49
70
14
14 7
6 p ”
PRIZM (%) (%)
Gl— 15.6 24.2 156
G2—— 12.4 19.4 155
28.0 43.6 155
G3—— 1.6 22 135
13.6
VALS2 PRIZM 2
BSBW
BSBW “ " 14 15 000
14
250
BSBW
14 13-4
13-7 “ 7
. 26 31

22
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()
13
18
16
2%
129% 8%
22
14 17
18 12 1B
14 i3
19
17
’s 2 29
134 . ,
VALS2 SRI 8
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62
14
PRIZM
(Actual self concept) (Lifestyle)
AIO (AIO inventory) (Private self-concept)
(Extended self) PRIZM
- (Geo-demographic (Psychographics)
analysis) (Self-concept)
(GLOBAL SCAN) (Social self-concept)
(Ideal self-concept) VALS2
. SRl VALS2 (Http://future.sri. com)
com/vals/survey.html)
3. (http://www.usa-data.
com)
2. Claritas (http://www.claritas.
1. 8. AlIO
2.
3. 10. VALS2
4.
5. 11. VALS?2
6. 12. -
13. PRIZM
7. 14. “ ”
15. VALS2 17. VALS2

16. VALS2 a.



18.

19.

20.

21.

22.

23.

24.

25.

26.

34.

13

b

c. Bose

d

e

f.

a

b

c

d.

e.

f.

PRIZM
17
18

5

a.

b.

c

VALS2

8

27.

28.

29.

30.

31.

32.

33.

35

e
.

-0 oo T

hina»% ub.com

267

VALS2

VALS2

13-3

13-1 4

13-1

28

10
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3-1
95 “ "
25
1986 18
l “ ” “ 400
100
" 80
60 " (Combe)
Pete Rose
“ 16" 15
70 “ " (Clairol) * Great Day”
1987 “ Just for Man”
“ Just for Men”
59 1987 1995 ¢ " 5000
1993 Men's choice , 13 1995
450
" (Men'schoice) “ Justfor Men”
33
1600 362
632 100

537 100
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3C-1
(%) 15.8 49.9 20.3 11.0 8.9
18~24 114 95 128 54 132
25~34 84 95 106 83 114
35~44 96 103 109 120 139
45~54 112 103 82 124 7
55~64 94 100 72 122 52
>64 111 105 92 97 49
81 97 97 99 103
79 91 91 118 116
109 11 111 93 90
129 95 95 92 96
96 88 114 69 125
95 106 95 115 93
132 94 94 92 85
95 98 98 94 95
136 114 108 153 136
126 110 121 92 121
81 78 80 72 90
97 102 108 107 97
116 105 110 116 110
95 110 94 93 97
<10 000 147 98 114 118 95
10 000~19 999 116 102 119 92 104
20 000~29 999 115 107 106 110 110
30 000~39 999 107 97 98 82 112
>40 000 86 98 92 97 97

100=

1993 Study of Media and Markets(New Y ork, Simmons Market Research Bureau, 1993).
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2. K “ " “ Just for Men”

4. u

© © N o

A. Wallenstein, “Boomers Put New Lifein Hair Dye for Men, " Advertising Age, September 1995, p.1; and A.
Farnham, “You're So Vain,” Fortune, September 9, 1996, pp.66-82.

3-2 Quaker State

80 Quaker State ,Quaker
Quaker State
Quaker 1985 20% 1993 10
1992 310
1993 . Quaker State
Quaker

“ ”

Quaker SratedX4——
1.75 Quaker 1

Quaker State 4X4 500

Quaker
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1
2.
3.
a
b
C.
d.
4. Quaker 4X4
5.
6.
Quaker State
L.Richard,“Quaker Set to Build Brand for 4X4” Advertising Age, September 5, 1994, p.1; and S.Baker,” And
Now, Designer Motor Oil,” Business Week, September 19, 1994.p.58.
3-3
1989 40 1992 35
6.6% 19 1995
5
Advil
50 Motrin 15
3 “
" Nuprin (13%
Midol
“ " Midol “ Midol " Midol
" Tyleno
1995 4000

" Excedrin
Excedrin
Excedrin IB



Excedrin AF  Excedrin PM

e
.
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1.
2
3.
4. “ "
a
b.
5.
a
b.
6.
a
b.
Adapted from P.Sloan, “Bayer to Offer Non-Aspirin Pain Reliever,” Advertising Age, July 13, 1992, p.12; and
M.Kuntz," Extra-Strength Aspiration,” Business Week, May 1, 1995, p.46.
3-4
10 (Calgene) 2000
PG
PG “ " DNA
“ ? “ Flavr Savr”
30 ~100

65

DNA
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GBH

N o ok wDNpeE

o

"o a0 oW

P a0 oo

15

a-Pd> u&cozn-

(GBH) GBH
GBH
Flavr Savr Flavr Savr
" 1500
Flavr Savr FDA
FDA
Flavr Savr 8-3
Flavr Savr
Flavr Savr
Flavr Savr
Flavr Savr
Flavr Savr
Flavr Savr
Flavr Savr
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f.

g.
10. Flavr Savr VALS2
Adapted from J.Hamilton,“ A Storm Is Breaking Down on the Farm,” Business Week, December 14, 1992,
pp.98-101; B.Johnson, “Biotech-Created Tomatoes Ripe for Controversy,” Advertising Age, October 19, 1992,
p.12; and C.Miller,“ Food Fight Rages,” Marketing News, September 14, 1992, p.1.
3-5 g
NAFTA
10%~20
3C-2 “ " 1~10 1
10
3C-2
7.3 8.7 9.1 6.9 5.2
8.2 85 8.7 7.1 6.7
7.8 8.2 8.9 7.4 5.4
8.3 7.9 6.2 9.1 9.0
8.5 8.2 9.3 7.6 6.2
7.4 7.3 8.2 6.9 4.3

© N o oA~ ®

(1
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b.

C.
9.

a

b.

C.

d.

e

f.
10. VALS2
11.
12.

3-6

(Original Pet Drink Co.)
3C-3
FDA
6~8 70
" 42
32 14
89 2.98
1 2~3
3C-3
D-
C
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3C-4

(%) 242 7.2 33.7 21.8 6.5
89 94 97 95 92
110 106 102 105 107
18~24 86 82 91 9 110
25~34 97 95 102 97 93
35-44 123 119 124 130 108
45~54 123 151 113 122 117
55~64 94 86 81 80 107
>64 68 60 75 66 71
110 121 9% 105 100
109 9 100 110 107
99 106 104 104 103
83 75 97 77 87
/ 125 128 106 116 117
/ 109 110 103 112 104

/
110 104 109 110 89
% 101 109 111 108
83 89 79 74 88
109 106 115 119 110
/ %4 9% 78 73 83
107 110 104 107 101
52 42 76 51 82
75 50 75 72 128
89 102 79 90 78
103 117 109 115 91
99 89 110 97 116
109 97 94 97 106
<10000 70 56 78 55 64
10.00~19 999 86 92 91 79 87
20.000~29 999 93 88 98 93 111

30 000~39 999 103 107 104 105 95
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278
()
>40 000 114 116 108 119 111
>60 000 115 126 105 119 116
1 63 80 55 49 71
2 97 101 90 99 101
3 4 112 107 115 113 104
) 106 96 122 112 112
93 104 87 90 105
<2 93 75 99 92 85
2~5 99 78 109 98 100
6~11 109 88 124 121 96
12~17 120 103 137 132 92
100=
30
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
“  ThirstyDog” “ ThirstyCat” , 1
1.79~1.99
Dr. George Hill Pet Drinks
12
32 64
32 1.39
3C-4
1 ThirstyDog  ThirstyCat 8-3
2. ThirstyDog  ThirstyCat
3. ThirstyDog ThirstyCat
4. ThirstyDog  ThirstyCat
5.
6. ThirstyDog  ThirstyCat
a
b.
7. ThirstyDog  ThirstyCat
a



hinaf% ub.com

(&

-~ o a0

8. ThirstyDog  ThirstyCat

@ "0 a0 o

9. ThirstyDog ThirstyCat
10. VALS2 ThirstyDog ThirstyCat
11. 3C-4 , ThirstyDog  ThirstyCat

1 20

4. FDA
16

.86 « » n

75
48

. 2/3 “

3C-5
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3C-5

c hina’% ub.co

-

18~24
25~34
35~44
45~54
55~64
>64

<10 000

10 000~19 999
20 000~29 999
30 000~39 999
>40 000

>460 000

(%)

81.1

98
98
104
101
98
99

100
103
101

96

99
102
97
98

93
105
95

101
94
96

96
107
100

95

95
97
100
101
103
103

88
101

20.6

79
91
116
101
102
102

70
79
110
135

73
78
115
104

68
114
96

97
128
71

80
107
125

70

128
104
109
91
88
76

56
e

30.9

67
75
99
116
125
121

114
107
97
85

115
97
73
80

74
114
91

105
73
73

85
100
112

95

89
%
94

101

111

119

89
114

7.6

61
63
96

130

139

122

109
105

91
103

103

104

39
72

7
111
94

106
69
37

64
99
125
96

105
90
95

100

106
99

91
108
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()
3 4 105 117 98 101
103 148 87 91
96 82 108 110
<2 105 119 81 72
2~5 104 127 85 86
6~11 104 131 84 81
12~17 107 139 90 86
100
30
30 5
10
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau, 1993).
1.
2.
3
4,
5.
6.
7.
a
b.
C.
8.
a
b.
C.
d.
e
f.
9. VALS2
10.
11.

12. 3C-5
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13. 3C-5
3-8
R&R 20 1000
R&R R&R
(DlYers)
DIY
. 35~44
*« 85 10
* 60 10
e 53 20 000~50 000
e 43
. 1/3 16~30
* 90
e 52
. DIY
e 70
Perdue Sunkist
2% 4
2% 4
3C-1

No o sMwDdPRE
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8.
10
9
8
7
6
5
4
3
2
1 &
0 = T - Brand
3c-1 »
a
b.
C.
9.
a
b.
C.
d.
e.
f.
g.
10. VALS2
11.
3-9
1992
12~21 1986~1994
11 19 30 30
10
1~5 57.3 61.5
6~15 69.7 74.4

>15 75.4 71.1
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3C-6
MTV
40 "
breath mints ’ —_— "
3C-6

<1 1~-14 15~29 30
(%) 11.89 22.89 39.2 46.1
24.4 35.4 43.0 49.0
214 36.5 55.8 77.0
21.9 36.3 71.2 81.6
17.0 30.3 49.9 62.6
9.3 17.9 24.4 28.6

%
© 1996 by Gail Research.
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350

1
Ace Hardware

900

14.1

14.1.1
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14.1.2

14.1.3

14.1.4
19
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5
14.2
14.3
14.3.1
“ Advertiming”
(Campbell)

Blistex
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289

2.
3.
14-1 15
14-1
( )
“ ” M uzak
AEI
AEI
Limited Gap
14-1
29 27
56 45
10.5% 12.0%
55.81 55.12
30.47 21.62
55.82 48.62
Reprinted with permission of R. E. Milliman. “ The Influence of Background Music on the Behavior of
Restaurant Patrons,” in the Journal of Consumer Research, September 1986.p.289.Copyright © 1986 by the
University of Chicago.
Banana Republic Bath & Body Works Eddie Baner County Seat AEI
4.

14-1
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14-1

Adapted from G.Harrell, M.Hutt, and J. Anderson, “ Path Analysis of Buyer Behavior under Conditions of
Crowding,” Journal of Marketing Research, February 1980,pp.45-51.

Dr.Pepper Lipton's tea
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14.3.2

14-2

0.62
0.40
0-30 0-32 : n’/'
0.03 | o 0.05 0.03
| e | i ——
14-2

J.B. Palmer and R. H. Cropnick, “* New Dimension Added to Conjoint Analysis,” Marketing News, January
3, 1986, p.62.

14.3.3
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7-Eleven

15

14.3.4

14.3.5
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|
Y

14-3
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14.5

“ noow ”

“ " 14-3

14-2
14-3

14-2 -

Adapted from P. Dickson, “ Person-Situation: Segmentation’s Missing Link,” Journal of Marketing, Fall
1982, pp.56-64.
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14-3 -

(Antecedent states) (Ritual situation)
(Communications situations) (Situational influence)
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J. Roberts, “A Grounded Model of Consideration Set Size and Composition,” in Advances in Consumer
Research XV, ed. T. K. Srull(Provo, UT: Association for Consumer Research, 1989), p.750.
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D.Tapscott,“ The Rise of the Net-Generation,” Advertising Age,October 14, 1996, p.31; and B.Layne,“Meet
Y our Future,” Advertising Age, November 20, 1995, p.S-12.
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Victoria's Secret 25.5 9.5 16.0 12.7
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18-4 7
78% 22%
18-4
(%)

18~34 355 54.6 40.9 52.3 46.3 36.9 63.8
35-44 20.4 21.3 23.7 213 21.7 22.4 12,6
45-64 315 19.7 28.3 22.9 25.2 29.0 19.1
65 65 126 44 7.1 35 6.7 1.7 45
36.1 46.6 48.6 62.3 50.0 25.6 45.0
63.9 53.4 51.4 37.7 50.0 74.4 55.0
49.9 515 434 43.7 48.8 454 55.9
46.3 46.0 52.6 53.2 475 50.0 40.5
3.8 25 4.0 3.1 3.7 4.6 3.6
7.7 5.0 6.8 8.0 5.9 2.5 8.5
21.4 38.6 26.4 34.7 33.9 265 46.9
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18
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03
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53
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The 1995 POPAI Consumer Buying Habits Study(Englewood, NJ: Point-of-Purchase Advertising Institute,

1995), p.18.
PPAI
18-5
18-5
(%) (%) (%) (%) (%)
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23 4 5 68 77
/ 11 3 1 84 89
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21 - - 79 79
32 6 . 61 68
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7 10 - 83 93
33 6 52 67
40 5 51 60
23 4 68 77
67 7 1 25 33
28 35 19 18 72
38 31 16 15 62
/ 39 37 12 12 61
40 34 11 15 60

1995 POPAI Consumer Buying Habits Study(Englewood, NJ: Point-of-Purchase Advertising Institute, 1995);
1992 POPAI/Horner Canadian Drug Store Study(Englewood, NJ: Point-of-Purchase Advertising I nstitute,
1992).

93%
89%

18.5.2

(P-O-P) 18-3 6

21 ( 18-4)

700%
600

534
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400
300

200
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70
R

18-3

POPAI/Kmart/Procter & Gamble Study of P-O-P Effectiveness in Mass Merchandising Stores(Englewood,
NJ: Point-of-Purchase Advertising Institute, 1993).
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POPAI/Warner-Lambert Canada P-O-P Effectiveness Study(Englewood, NJ: Point-of-Purchase Advertising
Institute, 1992).
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Adapted from M.J.Bitner,“ Servicescapes,” Journal of Marketing, April 1, 1992, pp.57-71.
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19-2

Adapted from S.Ram and H.J.Jung. “ The Conceptualization and Measurement of Product Usage,” Journal of
the Academy of Marketing Science, Winter 1990, pp.67-76.
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J.Jacoby,C.K. Berning,and T.F.Dietvorst,” What about Disposition?’” Journal of Marketing, April,1977,p.23.
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LifeScan 24
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LifeScan
LifeScan
19-1
19-1
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Otis Elevator’'s —_ 1200
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Reprinted from March, 21, 1994 issue of Business Week by special permission, copyright © 1994 by The
McGraw-Hill Companies, Inc.
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© 1994 Time Inc. All rights reserved.
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sales)
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15.
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1986 140 10 40
1996 1995
1989 1995 45~54 19 35~44
25
78
18
100 50
Wendy’'s (Burger King) : (Taco Bell)
1991 “ ! . 1995
52 1996 2
! 20
AL Ries
4C-1
4C-1
(%) 81.2 17.7 52.1 18.8 22.0 9.9

100 104 102 97 95 102
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100 97 99 102 105 99
18~24 106 119 113 108 142 177
25~34 106 122 116 114 128 118
35~44 106 107 116 117 115 121
45~54 103 103 96 97 91 81
55~64 94 77 80 7 66 49
>64 81 58 64 71 39 39
99 90 103 121 101 90
100 115 104 116 120 133
102 103 103 94 101 99
90 87 88 72 73 73
/ 101 97 104 122 106 106
/ / 107 129 109 119 124 112
107 130 114 117 129 125
105 113 109 97 103 120
102 115 106 107 121 140
102 94 102 100 96 90
/ 92 101 86 91 87 85
101 98 101 103 102 99
95 117 96 89 84 103
92 96 88 66 105 107
92 74 98 82 54 86
105 109 109 111 111 96
102 114 99 112 102 115
97 91 94 86 129 93
<10 000 87 79 81 64 71 84
1 000~19 999 95 93 95 87 87 92
20 000~29 999 102 105 100 92 99 100
30 000~39 999 105 113 103 117 108 119
>40 000 103 102 105 111 109 100
>60 000 103 103 103 115 112 103
1 87 82 73 93 69 90

2 96 89 85 95 87 130
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106 124 120 105 119 124
95 95 85 96 82 91
<2 109 109 128 115 135 90
2~5 109 109 127 109 118 93
6~11 107 107 125 99 128 122
12~17 107 107 120 95 127 135
100=
30
1993 Study of Media and Markets(New Y ork: Simmons Market Research Bureau: 1993).
1
2
3 “ -
4
5 “ "
6
7 “ "
4-2
(Sears) (Hess' s)
Kmart 90 45
167
45 5

20~45
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29
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This case was prepared by, and is used with permission of , Jill A. Hofstra, Certified Marketing Director,
South Hills Mall.
4-3
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150 5 000
50

300

4 “ Skippy”

N.Herndon,“Wal-Mart goes to Hong Kong,” Marketing News, November 21, 1994, p.2; and C.Rapoport,
“Retailers Go Global,” Fortune, February 20, 1995, pp.102-8.
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5.
6.
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Derived form A.Z.Cuneo," Starbucks’ Word-of-Mouth Wonder,” Advertising Age, March 7, 1994, p.12;
K.Shermach,” Coffee Drinking Rebounds,” Marketing News, September 12, 1994, p.2; D.J.Yang,“The
Starbucks Enterprise Shifts into Warp Speed,” Business Week, October 24, 1994, pp.76-80; and
S.Browder," Starbucks Does Not Live By Coffee Alone,” Business Week, August 5, 1996, p.76.
4-5
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15

1 2 3

2 3 3
26 18 -9
16 8 -18
-4 -3 -4
18 12 -10

adapted from Dennis Gensch,” Targeting the Switchable Industrial Customer,” Marketing Science, Winter
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