
 2 

  Claude Robinson and Walter Barlow (1959 , 2536) 

Philip Kotler (2000: 553)  (Image) 

 (2535) 

 (Mental Picture) 

 (Person)  (Organization)  (Institution) 
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 ( , 2537)

 (Brand image) 

 (Brand Image)

 (Brand Image) 

 1

Source Main meaning Conception of brand image 

Park

(1986)

Functional, Symbolic 

and Experience image 

Brand image is not a simple phenomenon of 

understanding, affected by communication activity of the 

company. This is a consumer’s understanding of a 

complete brand set, developed by a company. 

Keller

(1998)
Conception

Brand conception, reflecting association of a consumer’s 

conscious.

Aaker

(2002)
Association How is a brand conceived by a consumer. 

: Vytautas Janosnis and Regina Virvilaité, 2007   

C. Whan Park (1986)  (Brand Image) 

Keven Lane Keller (1998)  (Brand Image) 

David.A.Aaker (2002)  (Brand Image) 

 (Brand Image Association) G. Hankinson’s 

(2005)  (Brand Image) 
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 2

Authors
Functional

associations 

Symbolic

associations 

Experience

associations 

Brand 

Conception

Hankinson and 

Cowking (1993) 

Functional

attributes
Symbolic value - - 

De Chermatony 

and Mc William 

(1989)

Functional

dimensions

Symbolizing

dimensions
- - 

Park(1986)

Satisfaction of 

functional

benefit

Satisfaction of 

symbolic

benefit

Satisfaction of 

experience

benefit

-

Keller(1998)
Functional

benefit

Symbolic

benefit

Experience

benefit

Brand

Conception,

indicating a 

universal brand 

evaluation

: Vytautas Janosnis and Regina Virvilaité, 2007

 (Brand Image Association) 

 (Functional Association) 

 (Symbolic Association) 

 Kevin Lane Keller (1998)  C. Whan Park 

(1986)  (Experience Association) 

 Kevin Lane Keller (1998) 
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 3  Keven Lane Keller

: Vytautas Janosnis and Regina Virvilaité, 2007 

  Kevin Lane Keller (1998: 93) 

 3 

 (Attribute) 

 2  (Product 

Related)

Brand image 

Type of brand

Associations

 Suitability of

Brand Associations

Intensity of

Associations

Uniqueness of

Brand Associations

Attributes

Benefit

Conception

Item Non-

Associated 

Item

Associated 

Functional

Experience

Symbolic

Price

Consumer

Brand

Personality

Feeling and 

Experience
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 (Non-Product-Related)

 (Benefit) 

 3 

 1.  (Functional Benefit) 

2.  (Symbolic Benefit) 

 (Self-Expressive Benefits) 

 Nokia 

3.  (Experiential Benefit) 

 Nokia 

 (Brand Attitude) 
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 (Strength of Brand 

Association)

 (Favorability) 

(Uniqueness of Brand Association) 

 ( , 2547: 14 -15) 

 2 

 ( )

  (Customer Retention)  

 (Customer Acquisition) 
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1.  (Intangibility) 

 “ ”  “

”

 “ ”

2.  (Variability Heterogeneity) 

3.  (Inseparability) 

 (Simultaneous Production and Consumption) 

4.  (Perishability) 

 ( , 2545 : 

15-17)

1.  (Product) (Physical Good 

Features)

2.  (Price) 

3.  (Place) 
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4.  (Promotion)  (

)  ( )

5.  (People) (

)  ( )

6.  (Physical Evidence)  

 copy 

7.  (Process)  (

)

(Functional Benefits) 

 (Product)  (Price)  (Place)  (Promotion) 

(People)  (Physical Evidence)  (Process)

 (Brand Symbolic) 

 (Brand Symbolic) 

 (Self-Expressive Benefits) 

 (David A. 

Aaker, 1996: 74-75) 

 (Symbolic Value) 

 3  ( , 2550)

1.  (Brand Identity) 
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2.  (Social Status) 

 Benz  Louis Vuitton 

3.  Exclusive Sport Club  Platinum 

Credit Card 

 (Brand Symbolic) 

 “Brand Image Formation : Fizz Brand”  

 Vytautas Janosnis  Regina Virvilaité (2007)  Fizz Brand 

 21-25  fizz 

 fizz   Fizz brand 

(Functional Benefit) (Symbolic

Benefit)  (Experiential Benefit) 

 Fizz  Cheerful , Youthful, Modern  Active 

 fizz  Cheerfulness, Vitality 

Softness   (Semantic Differential Scale) 

- - -  7 

 1-7  1  7  (

, 2548)  (Vytautas Janosnis 

and Regina Virvilaité, 2007)

1)  (Cheerful) ----------------  (Sad) 

2)  (Modern) -----------  (Old fashion) 

3) (Male)--------

       (Female)

4)  (Active)---------------  (Passive) 

5)  (Youthful)-----------

(Mature) 



13

6) ----------

         (Emotional) (Rational)

7) (Saving)------------

(Spending)

8)  (Popular)---------------------  (Unpopular) 

9)  (Relaxed)--------------------  (Tense) 

10)  (Impulsive)--------

  (Careful) 

11)  (Citizen)-----

(Countryman)

12)  (Conservative)--

 (Liberal) 

13)  (Formal)--------------------

(Informal) 

14)  (Soft)----------------- 

 (Rough) 

  (Brand Experience)

  (Brand Experience) 

 (

)

 (Brand Touch Points) ( , 2551) 

(Brand Experience) 

 (Pleasure)  (Arousal)  (Dominance) 
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(Albert Mehrabian and James Russell, 1974) 

1)   (Pleasure) 

1.1)  (Happy)-------------  (Unhappy) 

1.2)  (Pleased)-----------------  (Annoyed) 

1.3)  (Satisfied)----------------  (Unsatisfied) 

1.4)  (Contented)--------  (Melancholic) 

1.5)  (Hopeful)-----

                (Despairing)

1.6)  (Relaxed )----------------  (Bored) 

2)   (Arousal)

2.1)  (Stimulated)------  (Relaxed) 

2.2)  (Excited)----------------  (Calm) 

2.3)  (Frenzied)----------  (Sluggish) 

2.4)  (Jittery)-------------------  (Dull) 

2.5)  (Wide awake) ------------  (Sleepy) 

2.6)  (Aroused)------------  (Unaroused) 

3)  (Dominance) 

3.1) ----------

(Controlling)  (Controlled) 

3.2)  (Influential)--

                      (Influenced)             

3.3) ------------ (Cared

        (In control)                   for) 

               

3.4) ---------

     (Awed)                            (Important)                                            

                        3.5) -------

         (Dominant)                                            (Submissive) 
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3.6)  (Autonomous)------

     (Guided) 

 (Boutique Hotel) 

 (Boutique) 

 ( , 2547) 

 (Boutique Hotel)  100 

 “The Best Out of Small Spaces” 

 Business Traveler 

      

“ ” ”

 (Personalized Service) 

 “ ”
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 “ ”

 ( , 2547) 

 (Experiential Marketing) 

 4  ( , 2548)

1.

  2. 

 Starbucks 

Starbucks

 Starbucks 

 2540 

 44  2547 (Positioning, 2004)  (Pine 

and Gilmore, 1998) 

3.
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4.

(Eye-movement) 

 (Focus group)  6-10 

 (Strategic Experiential 

Modules : SMEs)  SENSE FEEL THINK ACT  RELATE 

  1. SENSE Marketing 

2. FEEL Marketing 
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 3.THINK Marketing 

 Think Marketing 

4. ACT Marketing 

 5. RELATE Marketing 

 SENSE FEEL 

THINK  ACT 

 (2541) 

 2 

 90  90 

 15 

 2  5 
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 25  25 -55 

/

 (2545)

 500 – 1,500 

 6  (Non-probability 

Sampling)  (Convenience Sampling)  200 

 3  24 

 3 

 3 

 3 

 3 

 3 
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(2541)

 ( ):

 200  200  400 

 t-test 

 36-45 

 30,001- 50,000 

 ( )

 ( )  86.8 

 ( )  85 

 ( )

 ( )

 ( )
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 (2547)

 300 

 10-13  2547 

  (2548)

 –  2548  26 

 74 

 t-test (Independent 

Samples) F-test(One-Way ANOVA)  LSD (Least Significant Difference) 
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 (2551)

 150 

 6 

 2,001  4,000 

 2 

 20 17,981,791

 9  176  4 

 (2549)

400

 1  13
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(People)  (Process)  (Price)  (Product) 

 (Place)  Promotion) 

(Physical Evidence)

 (Product)

 (Price) 

 (Place)

(Promotion)

(People)

(Process)

 (Physical Evidence) 


