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I :Stragegy

T11:Brand Equity approach(2007/12,993)
T20:Brand Personality approach(2008/10,214)
T12:Relationship approach(2009/9,695)

T31 Branding in digital world(2009/2,551)
T23:Brand importance(2007/4,418)

I

T6:Corporate brand strategy(2006/24,640)
T37:Community approach(2012/9,209)
T28:Fan base approach(2013/5,248)
T3:Brand Extention approach(2004/ 6,151)
T26:Reputation and CSR(2010/3,135)

IV:By industry
TO:Distribution(2005 /4,836)
T18:Service(2007/4,958)
T15:B2B(2008/5,171)

T24:Brand loyalty and satisfaction(2008/9,772)
T16:Loyalty and comittment(2011/8,413)

T21:Co-creatin,alliance andCSR(2006/4,540)
T35:Sponsorship(2008/3,003)
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T4:Evaluation and awareness(2003/10,973)
T8:Brand choice pattern(1999/7766)
T13:Brand attitude(2004/6,087)
T29:Purchase intention and risk(2008/2,682)
T30:Purchase intention(2009/2,535)
T36:Brand association(2003,1,784)

Il :Consumer behavior

I
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T17:Marketing MIX(2001/8,207)

T22:Brand Image and Country origin(2003/6,493)
T38:Advertising and Memory(2005/3,536)
T39:Product Placement(2007/3,113)
T32:Sensory Attribution(2003/1,631)

IT:Communication management
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T14:Tourism(2009/5,874)

T33:High class(2009 /3,462)
T10:City(2011/3,467)

T5:Health risk and brand(2006/3,106)
T25:Taste of foods(1999/1,946)
T7:Luxury goods (2004/1,551)
T19:Vaio(1998/1,488)

T27:Label of foods(2004/1,434)
T34:Cigarette(2002/1,427)
T2:Clinical(1998/1,321)
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I :Stragegy

T11:equity,awareness,dimension,association
T20:personality,dimension,scale,trait
T12:experience,relationship,meaning
T31:site,web,internet,user,information
T23:value,market,firm,association,measure

I

T6:identity,company,communication,process
T37:community,engagement,member,participation
T28:medium,communication,facebook,page
T3:extension,parent,category,evaluation,fit
T26:csr,employer,reputation,responsibility

IV:By industry
TO:store,retailer,manufacturer,category
T18:service,employee,hotel,customer
T15:firm,performanc,industry,b2b

T24:loyalty,customer,relationship,satisfaction
T16:trust,relationship,loyalty,commitment

T21:image,fit,alliance,perception,cause,partner
T35:university,event,sponsorship,sponsor
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T4:name,attribute,evaluation,association
T8:model,choice,category,datum,preference
T13:attitude,credibility,advertising,involvement
T29:purchase,risk,intention,shopping,wom
T30:purchase,intention,behavior,attitude
T36:association,method,network,line

Il :Consumer behavior

T17:price,promotion,advertising,market,datum
T22:country,quality,price,origin,premium,cue
T38:memory,advertising,attention,exposure
T39:placement,game,movie,party,appearance
T32:quality,wine,information,label,signal

IT: Communication management
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T14:destination,tourism,image,nation
T33:luxury,fashion,consumption,value
T10:place,city,stakeholder,policy
T5:cigarette,smoker,tobacco,pack
T25:preference,condition,taste,sample
T7:classification,caffeine,coffee,tea
T19:content,juice,acid,test,hospital
T27:food,child,logo,exposure
T34:cigarette,level,nicotine,smoke
T2:patient,treatment,calf,concentration
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Fornier (1996) TlE 3 DML T — X AKX T 4 Z#HWT,
77 FUL—=va vy 7B (Love and Passion, Self-
connection, Commitment, Interdependence, Intimacy, Partner
quality) #I1E3
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