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AEIRT - A J{[ii 5y ¢?' Married to the Brand [ {=# William McEwen 53¢
z—mfﬁ A F PRI R S SONPASENETTHEE AR OREET - e

#‘Tﬁ (#5 8% “The Pyramid of Brand Attachment” ) - 37° % F} How Brands
Become Icons iy =¥ Douglas HOlt%?&;fg@ﬁ?Eﬁ¢ﬁEg’;ﬁ#ﬁﬁ[ fﬁﬁiﬁﬂﬁ(‘jﬁgﬁ%i? 2k
‘iﬂf%ﬂ‘ [ ity Ciconic brands ) £5 [P 7R TP o PSRRI R pL 32

s HI R flﬁﬁ#ﬁﬁl (cultural branding) pu#ns i > gtrﬁ#ﬁﬁilwﬁﬁﬁ‘yﬁjg U

r+ﬁ”ﬁ#ﬁﬁ‘“‘ FiES A e SR ) YT;_F“ Legendary Brands fi{=¥ Laurence Vincent
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Married to the Brand — F'Eyfﬁﬁjﬁ POEL T R ﬂ*ﬁ#lﬁpp@fjﬁgﬁ ffpl=e
fif A ﬂ?:} 'f‘“:;t ATV HEES R TR R
if‘ ﬁ‘/f\_s& D;‘@rﬁj 5&@ iP5 <<FF#H—EP[FJ$J(TFIE,[ I/;,J/l[i%j;t =300 grrﬂﬂ:ﬁ#@[
i IO F A AYET AR o (5 McEwen 7t : Ff#[*pplméﬁjgu TR A
LA R E, i_%fﬁi‘a%ﬁ#ﬁﬁitﬁﬁ[“ (brand marriage) ; (p.18) - [~ Myt
2%;@& Pﬁ#ﬁl@ﬂjﬁ ( benefits ) F’ Tfﬂ_ﬁ} PFIEIIE'[UFET}’[? (attributes) _]'FIJ Fjﬁiﬁﬁ'bﬂ@j
iﬁ%"ﬁ'ﬁfﬁfj%%lﬂ P SR PRI 1
McEwen ]?JJEZ SR ﬂﬁ[“‘ﬂgf“:%ﬁﬁ"%#ﬁﬁ‘%f?‘ F‘T*F%J%’ 5T ff '%%%J%
R T AR ERL T 2, o R .guﬁﬁﬁlf;@[ A TR
pY (credible) ~ T Aiﬁ T9H B8y, (compelling) ~ T=f) g”ﬂ‘@’ﬁkﬁg‘iﬁ’:
(connecting) - fEE| ﬁ Fﬂ*ﬁ‘ﬁﬁ"%iﬁ TH = AR S R TS
LA - T | S 2
AR H S E] T EhL F’y}?'f’ﬁ'p‘ PSR RS T ¢ A
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Cintegrity ) S gy M RELRED - SHEifi B AR R (pride)
PP HORIFSR RG] W5 Sl ff @t (passion) « BCHNIE, » PEEH;
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s - f[ﬁﬁE%ﬁ‘% (7% » McEwen #i 1/ £ rﬁ#ﬁﬁ‘[’ﬁ@éﬁ 8 (The Pyramid of Brand

fi
Attachment) - l'ﬁ‘“‘&\% 3"%@2&@ » BEM E‘i&ﬁﬂ“%ﬁ%g@ﬁ} - Married to the

Brand E?ii’H P o BT = = D R MR e o YTF?{F'%@ fel
ETZI'%ﬁfJHii_LFB* M g - EURY I 7 £ (emotional marketing) fUZEl G HF it
{'?g,ﬁj s HL S {%Fﬁ#ﬁpp[ f?@ﬁjﬁ@g@ﬁy%%ﬁo McEwen I = E‘Iyufijfﬁ[;ﬁl , gﬁ@»gﬁsy[ﬁ;@
Al CRM (%T?ﬁ’%%f%ﬁﬁfi‘) ’Bﬁﬁﬁﬁiﬁﬁﬁ[}ﬁﬁﬁ%f%ﬁﬁf,  SEHRLET 1 o

SRR AT R HR, - R PE S TR
Phe BRiE AT “*'Fg—ﬁi’tE‘ fi a"ﬁ_i'%fﬁ?i Y PR U A r%fg‘[ £ % : Engagement
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El FF'J lﬁ@ , (credibility) ~ T/}, (compelling) -~ r%%?ﬁ[‘%J (connecting) -
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FECFIpE (oA “Fﬁ’az-fl':fl'ﬁ’ b S AR ] CER Bl -
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Married to the Brand — zi' guﬁ#,ﬁﬁlméﬁjﬁgﬂi S| ﬁFjﬁ?mgu[? 5 méﬁj i
How Brands Become lcons igﬁé'gl[ ,%]Jﬁ#ﬁ“ﬁjlﬁ‘éﬁjﬁ;f s FEY T Ff#
ARy TR f“‘?“ﬁ#ﬁﬁl =i, (cultural branding) - Ej%é%wﬂﬁﬁw Iy T@flﬁ’?‘r By
([ Ccultural icons) = < [~ FTHSHORL R S (=55 BRI RS B 0
fp~ CTRr== ey o

How Brands Become Icons [i¥{=# Douglas Holt ]?:ti, ) filﬁﬁﬁﬁlfiﬁ#ﬁﬁl S (1
#£% mind-share branding) é‘?ﬁ;ﬁLiEElfJ‘l‘?jﬁtﬁ?“Pﬁ[!ﬁﬁl{’?ééﬁi (emotional branding) - Vﬁ%
/:cﬁﬁl[gﬁgp[,’%gﬁi (viral branding) - gﬂﬁfgi;ﬁjﬁ%%’\[ﬁ;lﬁﬁ~ gf;}?pix [~ ﬁ’ﬁ%#ﬁ@ﬁ@ﬁ#ﬁﬁ[
B RE O T @;ﬁﬁfj’jﬁ[ﬁﬁl = e, *JJ%WJ’V’,} Pﬁ#ﬁ@gﬁdp@f \ Pﬁ#ﬁgﬁﬁ% DNA -~ Jg;;qzﬁgj,[
HIFOF4 (USP benefits) b » OFichi RS FIIRERITOREIARIE « 178" i o
FI R TS TR OEBR b BT BT R
éﬁjﬁw@w [ {9 A (communication unit) > 7 5E il ARRLIT ) (kL
AR <R SEAREEE AR R R SRR T 9
@wﬁjrﬁﬂ Holt 7 37~ %{[ STRH IF:* ﬁ.ﬁﬁghaéﬁjﬁgﬂj BLI EJ_Zé;'%BJH [T 4 N
Corona [f/f1 ~ Snapple BCR|E Ff#,ﬁﬁplﬁﬂ?‘yﬁi PO L (B EJ_Z‘é%E‘JE‘/ﬁJEJFf#
HE SV o

Holt [l [= ~ KEgeF| ’%Tjtlwﬁﬁjgu John Sherry » FIf = P45 Ry
[% (Kellog Business School) 5&5&@4 —fﬁ e o ﬁfg (= FEHE I A [%lﬂjr%
A PH[&,JJ\,@& FURRLF A S e Al <7k (Said Business School ) 7%
(L’Oréal ) @ijﬂ#y o lﬂii; f' @Rl Holt Z[IL 1R e E I BRI - f91)
4;5(7314“3#-‘ C P BRI E R ST EE T (Mountaln Dew) -~ A& 4
( Volkswagen Beetle) * FUR R0 (Budweiser ) ~ ESPN SETEPSRINE p[E,fﬁ‘aﬁl
(Harley-Davidson ) V% 5L » - L0 (i g (= UL o £,k
%) o I | ‘:&ﬁfgpméﬁj I/IEI

RAREa T Rt Al Jif'ﬁ#[*ﬁ‘ﬁiﬂl“#@ [“2KRL Ceultural myth) (1> FRgtAH5S
PRI, ST R ATELSLR » B RS R

SE VRS KR [ A R - TRLRR AR 2 [ R [
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PHH IR o
I'J#ga& 451 (Volkswagen Beetle) £ify] Holtf’ﬁi' ﬁgﬁﬁnﬁi ﬁjﬂiﬁﬁﬂj [t
E3 g;gu[asuﬁ[ PO RAT | N SRAEEATRE > T Ol PN & T ST
2 S 1960 5 0 P BBD S SR F IR TR 2
gﬁﬁIguH £ - BBD #‘*EW&IH;J ’Kﬁj&li ﬁ[iﬁ‘} gtgu?ﬁfi%&%lfﬁ (Ei[gﬁ%i;:\ﬁ ﬁi 2
SRS O RS S o ) T R e
%fiﬁilkfﬁ)fﬁéﬂ\gﬂjﬁ| [P ?‘f‘f ke a&«lﬁ Eﬁ‘f gu;‘@ﬁiﬁbl ARt S
ifﬁﬁ o % R o HERLSES WJ?[ » & gEF Uy RS (an icon) - S
K iELT|7I~EH¢FJﬁj JFVEAITE ~ PP S~ FIEEGEHPURE « T3 YL - 1970
T PSL & gl FfifR gfi (1 mind-share branding [19 =k - g 5 AR A
“Fi @[TU 1993 ﬁﬁﬁgﬁglp J?f[ﬁzlﬂglu@% GHp JBE’FF[ﬁq@E, FJ (Arnold Communlcatlons)
sl s Qgﬂg’ﬁ[ ‘[f\jW%E‘l?‘E[ nﬁtjrlgu‘ij‘ﬁﬁ,ym—]/;h&ﬁ aS«ITJHFAI[ BE‘FF[IE"{}@? ; fJ
RS PEREE 18 F PFSER 1 00 2 PR Bobo BRI ~ “*F*F“
ﬁgfﬁj:u s a?{_ , @gﬁﬁhﬂ CHEE R 2 R ﬁll_wd#f*'ﬁff@ﬁ« DRV AD
H ?f[“jﬁgﬁjﬂ[”? T pOErY (oK R "HIZTKRL, (indie myth) —h'H/JZ%lff? %
{~ﬁ[J¥?i§z7|7l~EtlffiF',rﬁfr*‘ %’p." FIFT ;IEF“EYF(I%@E SARHIE - OV ﬁfﬁ'“
G B (PR RIS R FD ) o
s 3 ’twlﬁ@ﬁ%ﬂrtiﬂWWW#mr
HER u A DRI B, (myth market) o~ ) S SRR AL
0o a"tﬂ bFJ SRR 0 (E Holt = B (K KU R [T 38 - Ffgl R R 47
FERL < B ] B TR T AL R I o RLEE R (R
F”’#ﬁ Mo F g ﬂﬁﬁ&ﬁhﬁ“[ﬁ“@[ PR F'i—ﬂ Iﬁﬁﬁg{ig[7¥mfﬁﬁﬂjjﬁglfjﬁi]$gj%o Holt
Pl e (Mountaln Dew ) 535 'FJB‘”YI:?'?I e
B e T "R, (cultural brief) - fif+: PF[!,LEI%HP 5 ARSI
?f[ SOANE N EIRARORLRE S T (i EIJ?H FHJJ]EU??E Do R B RIS
(myth treatment)  SLES e CATRAT ~ 9~ D Wl
= 2K LB Y B S (BR] o D8R Ff#[%giﬁ“srqu’ﬁﬁ"ﬁﬁ ] R pu EErE (populist
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HFEH AR P RLTE AP (] I R SR O [ R
(Iiteracy)“':*”3@[?3%7”@*q (fidelity ) oi%’@@{ﬁﬁ,ﬁﬁlﬁ_ ,}{—J [ RS AR A
art i BRSPS R R ol P r*+ﬁ#|*ﬁ‘i 2 N A
- B PR PSS Y (K RIPRE R o il ?1/| [y FIRUE L #ﬁg{laéﬁj I|l:] F I
EPFE = TV (R J/i%’f’ful#@ P RIS R RS E AR Fr e RV ED
Wit o = RLSIRHY I||:] ﬁrggji[zf“ '+ JupuS % (charismatic aesthetic ) lﬂf\jﬁd} (™R
B FF ﬁfﬁ‘ﬁ”l*ﬁﬁdﬁﬁﬁ—ﬁ Ifff lflﬁﬁ“r ﬁqﬁjﬁj] Ay~ ] - ﬁﬂg‘iﬁ o %}J&é‘dx [~ fy
B+ Holt JLI 87 AU IR 4 4 5 -

CHSENE-A PF[WJ?;EE FOpgcpiey® o T (M, (cultural authority ) == FFB?F[
e (polltlcal authority ) JF| gﬁ#[ﬁwih o MY [l | f'[guqu il ;—f—T—LF -
B RREL - TR RPN S B R (RSB T T
3 IR v e *%tzfx @ ;j:m@aﬂ W R
F'?}?i’ [PVt - Holt F‘jﬁ}lf’ﬁ“ TSE Y RS SR (iconic brand ) iy
fl P HPUEYE P RLE PF[!W—T? “pe iﬁﬁﬁg%Pﬂfﬂ’%@”‘)”f*ﬁg’?ﬁ:"ﬂ’f’f&?m FEIfEE
B PUE VI (R PR PR A e
AR SRR s S N S LA N R A Pdiéﬁii;u
om (= o 1P ELPEETR B H o B R PO R O o SRR [

%@’FB?',@% Holt I'[ F 12 B £ 730 FIFJB‘/‘YI:?':)J* i1 e

SEPH PR YL 'lﬁ = 1= iR :}'}ﬁﬁﬁlﬁ P 5T SRS
I'F"T&‘ [#n F”ﬁjdl'T"‘ JF IR - ﬁﬁ!ﬁﬁiﬂ i/'lﬁi‘ BT [RIRI e 8755 — ffete +rF’7 it
RN R I%IF'iEJFWﬁ‘Fﬁ?E@ lﬂﬂ%ﬂ [ G B 4 -
EfIF= > Holt £LI') ESPN SEEYHTE FL [T F'FJJB‘/‘YI:?':?‘W fie

YT AR T FR R (224 (eultural texts) HUFHE R - HUFIAIS
AWECAPU [SKRL TP AR e IORKRL « Holt TIRG s (Harley-Davidson) £%
IR 4 57 i AU Holt o » I Sy IO R 0 20 AL 2 il e !
RSO > pl- i%f SO pﬁuﬁfmmi i
W= HAR SR ﬁ‘ﬁF fH 19&” SUPREIRL 0 1950 F [UFIE] 1960 F R[] 5 S
B J?ﬁ:f‘f*rawﬂjﬂpE‘?ﬁ%ﬁl%ﬂﬁ‘ﬂﬁiﬁu%ﬁr §RiN] > 1960 F (L= 1970 & (X
o B LR 02 0 (A SB[ 4 2R
oS KB - LAY~ R SRR (1 S vlﬂiﬂ\a&'ﬂrrﬁ 7 AR
ALY P’[' FIJJI/J%J lef‘i_]]ﬁ Fg Y (R R Py b E' FEMET [ [%ﬂ;ﬁjﬁunﬁF TU J
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1980 F U ERANE 2 [ FAYTIEA PO gant - HAE e TS, (man-of-
action) »EJ[ F1= R ~}fﬁﬁr’m'%iﬁl%%f%?r@ﬁl@fﬂ%*#"J ST P
fiHH‘—?PﬁE l’lﬂiﬂ\ﬁy'F‘é FERBGFV T [ o 1580 F FRE] 90 S R S [
OBy ~ e~ (D ISP I R ) s B TS
Ry IR P B P i RLERRY, A AT &L W%%%%%

L~ IR o L R S [ o G S A
CEEHARL ) PEE T B AL AR PO R R g
ok b .

Holt 532 » BEESRY F  F 1 105 » [ VOB RUSLIEAS O > LRLS 7Y
F R BB REIY (7 F R ROPPE 4 o~ 59 [T H R
= U [ L%I_Fum_f,ﬁ" ¥ 4l > Holt #1115 rql__fld/ij (stitching texts) -

S R e e g@?;ﬁiﬁ~ lﬁﬁ#[%@ﬂjiﬁg L NE R AE oF 2 e
(repackaging texts) - pi9t Holt TJIZI ]JHSEZE % ﬁ*]i”“’“ﬂ,w]ﬂ‘iﬁ J?SH L lejjﬁ?f[
FrEe (2 SR IR A W (RS R PR e
KR 7 7 25 R R R e -

Fd FFILP‘[E UK RIS yjﬁjﬁ_ﬁ#ﬁgiigg ‘ij‘ﬁ%fljm‘ g — 4&#@[#@0 [t - #

AR B o R L2 Holt 7 ﬂ"ﬁ[?ﬁ“'[“‘ﬁ@ﬁﬂ Y- @ﬂ[?ﬁg’ SR ﬁzHP
VIS S A PO R R TR R b 5T
i FUWZ—?%H'TE—H?WE%‘FF#EP%E PUBTERAf o BT~ - RN (ﬂl pfl
#/TUFF#,*EF%FD fit ol el b g PF' » JRE( T [#E7) (Mountain Dew ) #/TUP‘E‘.PH W\fﬁ#[
AREL & FFER o B3P }I—”ﬁ!fﬁ'iﬁ' SR TESIEE o IR |65 A 1?’“ F 7 > Holt
G A ﬁﬁ%%ﬂ#j%ﬁv Ff#,*ﬁl‘ﬁ“}aﬁ_ Frsfih

Holt fiu5L 2 ﬂ'“ L rflﬁﬁfﬁl‘ﬁ“}aﬁ_w [“ = Es= & (cultural activism) 1§

R F‘ﬂ%%@%m‘*%WIW%’~wﬁ¢IW%%“¢ﬁ@ﬁ%@ﬁ@
AU [y T RLBEIEEY (RO e R R (T
E*%&H%J (the cultural brand management process) ##ﬁ' ’ f’ﬁ“r‘@}wﬁ#ﬁﬁl abiiEs
ET@Q:TE;[J ] [uﬁjplg A 51— EE%EJ_ZéE I lguﬁhal 'i?ﬂ‘ gkt pﬂﬁﬁ-,gg:@ [~ figh
’??FE?FI@’?& P BN R AT S A B R A AR S J’IJJF [Fil B TRl P B A=
L AT g{ﬁ‘ﬁ#ﬁﬁ‘@‘ﬁ?%m?*&#ﬁ FRE{NES ifdil bl @F‘yflﬁﬁ#ﬁﬁlf’ﬁ/ﬂ EXVE
%Emg%&awqﬁﬁ%ﬂﬁwFW%%Mﬁﬂﬁaﬁ@%Wﬁ%gﬁ@ﬁﬁmW%
T SEUTARAIA AR ORI (0 U SR R R
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How Brands Become Icons ]ﬂbfaﬁd} [~ (RS ElfJPﬁ[[ﬁﬁl%JﬁEr[gf%i/pfﬁg’;zﬁsr
gt » '] Legendary Brands i§¢ FERL AT o S IRy > ﬁ]JiﬁfB‘lﬁE{fjﬁ
W ARO[ IO P 2 SR AL (IS R 2 U
Legendary Brands LP’F“ o fE A A PFI[ ﬁlﬁ,guf\_% ['FF#ILP*[ e [[%EJ Fpy &~
(celebrity) » <P ER=RI 5~ =i [ 2 A SplERL- w I* F EERffs e
SRR P TR ISR PP RIS I i
PR ~ [ RS IRE - RNl R ES 12 - [ i AR (RIS~ AR
TR E?Tfﬁr"jﬁqﬂ ; PF[WJ{@HF, (brand mythology ) &[4 EH i ﬁﬁilﬂﬁlﬁ#ﬁﬁﬁ&
ﬁjﬁfjfég% 0 EmPfqu ) I’B“rﬁJ Fﬁ}lﬁﬁr&?;'w [~ ’*ﬂ%ﬁ(ﬁmﬁlﬁg{ﬁx ’4 -5 ¢ r;;%,;gl , '7
it Legendary Brands [P?'iéé’ﬁjﬂp%ﬁl il PF[WJ;\_ EH% Y [ Fﬂ» B Y E Y

Legendary Brands fi[=# Laurence Vincent HE&ESEiSHl ~ 4 » (IR gﬁlﬂﬁ
UL L Ut e i T mﬁﬁjﬁ[ﬂl&ﬁf VfH - Vincent r?,it LAV A
A= i (narrative approach to brand marketing ) E’”’ﬁl%’&aﬁlfjﬁ#ﬁﬁl S - R A
Fﬁh*ﬁl SR TR fu B (data gathering ) - ATV ﬁf*guﬁ,ﬁﬁl = ﬁjﬂg‘;%fi’ﬁﬂﬂ%?@
(listening) JAAYHAVARIRIEIfl ﬁlqﬁguﬁﬁgméﬁ ]équ P Epu IS (strategic
planning ) - %ijiifvn’:”ﬁiﬁ#ﬁﬁlﬁfﬁﬁ!] AR (crafting ) Ff#[*ﬁlﬁﬂi ; @a’%ﬁfjﬁ#ﬁﬁh‘?
SiEP 'I'F‘J?T’QJ%Z‘“%JEP ( communications planning ) ’ﬁﬁjigvff”ﬁ%#ﬁﬁh‘?ﬁéﬁj%
B EUFURLINTERE (telling) BRFVESEY o HIRR[SRERNS S 2o 30T YIRS
4 (serving) - ﬁ:}‘WVIwEJ’;I:#H—Ex‘[ljfﬁﬁli%j V% E (nurturing) PF[WJEIW [~
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RRH P o o) HIH%f]‘PEE'IE“l Fﬁ!ﬁﬁ‘ ﬁﬁﬁ‘?ﬁﬁﬁ LR SR i il ﬁﬁﬁ'ﬂ J?Eﬁﬁ SIS E |
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PRI, SR 0 S e m*mEEE%W TRl
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Fy— 3 2Ry l'ﬁ*b B I P - R SR ARV - iR T R
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