2543"




( ) (  2543: 24)

2542: 11)

(Target Market Selection)

" (Market Segmentation) (segment)

" (Target Market)

( , 2544: 91)

10



1

(Marketing  mix)

4 4Ps (1) (Product) (2)
(Price)  (3) (Place/Distribution) (4) (Promotion)
(Internal marketing factor marketing factor) ( , 2543: 17 - 19)
L (product)
2. (price)
3. (Place/Distribution)
4

4, (Promotion)



12
(Pdlitical  Marketing)
Political  Marketing (marketing)

(Political Communication)

(marketing)
(Philippe J. Maarek,
1995: 28)
(exchange process)
(seller) (product) (service)
(buyer) (consumer)
4 (1)
(product or service) (2 (3)
(pricing)  (4) (distribution)
(Bruce I. Newman, 1994: 8 - 10)
()
1 1
1 1
four  Ps”
4Ps (product) 1 push
marketing 1 pull marketing (polling) (Bruce I Newman,

1994: 13, 103- 105, 115)



pull marketing

2. Push marketing

place
product

3. Pull marketing

1 1
pull  marketing

(pull)

13

(Product)
1
2
push  marketing 2
(distribution)
(channel of distribution)
3
(promotion) pull marketing
1
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4. Polling

polling
pﬂce pnce

" 4Ps

Reagan
1 1
() (Bruce I. Newman, 1994: 18)

(product)
(consumer)

(promotion)

(direct marketing)
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3 ( , 2530: 44-46)

L (Marketing Analysis)

(Target Group)

(Marketing
Research)
(Target  Group)
2. / (Product Positioning)
(Target
Group)

(Selling Point)



(Needs)

(Market Approach)

16



17

! (Marketing Research)

(Philip  Kotler and Neil
Kotler, 1999 13- 14)

30



18
(Product Positioning)

(Positioning)

( , 2544: 204 - 207, 231 - 232)

(Product  Personality)



1965 - 1975

(Product

Differentiation)

19



20

(Voter Segmentation and Candidate Positioning)

(Paul R.Baines, 1999: 404 - 405)

(Segmentation and Positioning in Political Campaigning)

63
Western Europe

(Paul
R.Baines , 1999 :405- 407 1417)



chi-square automatic interaction detector (CHAID)

cm

21



22

(segmentation) (positioning)
(targeting) Baer
[ (theme) (
) (
)’I
/ (packaging)
Newman
Sheth
(



23



24

(Product Concept and strategy)

(Philip  Kotler and Neil Kotler,
1999: 14)

(product  concept) (theme)



(product  positioning)

25



26

(Comrrunication and Distribution  stategy)

(concept)
(distribution)

3
(Philip Kotler and Neil Kotler, 1999: 16- 17)

L

2.

L (A paid advertising program)

2. (A personal appearance program)



(A volunteer program)

2

27



(Branding)

, 2542: 56 - 57, 61 - 62)

(Identification)
(Repeat sales)

(New product sales)

28



Distribution)

selling)

2.
distribution)

(Marketing ~ Channels)

(

, 2544: 306; , 2541:207)

(Direct  distribution

(Indirect

Channel

29

(Channel  of

, 2043 145;

door to door

Indirect
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(Philip Kotler and
Neil Kotler, 1999: 17)

“ " o 2525

(  2529: 135)

( , 2542: 212 - 213)



2530: 96 - 98)

, 2530: 95 - 96)

(Campaign  Theme)

3l



(Persuasion

(Information)

Sell)

32



(Attack)

(Defense)

(Entertain)

(Slogan)

33



34

, 2530: 102-105)

( . 2530: 3)

, 2535: 31,67 - 68)



(L1)

(1.2)

(Slogan)

1211

6 >1

35



( , 2530: 40 - 43)

(CANDIDATE - CENTERED CAMPAIGN)

Candidate-centered
(Charisma)

(image Building)

1 2539: 21 - 22)

36



37

Negative advertising
Kaid Johnston positive negative negative
(opposition) positive (James A.

Thurber and Candice J. Nelson, 2000: 49)

Richard Lau Lee Sigelman
negative advertising
political advertising
negative advertising 41
4
(fact) (James A. Thurber and Candice J. Nelson, 2000: 6)

1 negative advertising
positive advertising

2. negative advertising

3. negative advertising
4, negative advertising
Kahn Kenney negative advertising
negative advertising positive advertising
1988 1992
Jill' Buckley ( )

negative advertising



38

Roger stone ( ) |
negative  advertising positive
(James A. Thurber and Candice J. Nelson, 2000: 13)

( - 2530: 23 - 24)
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The News Media

(Pippa Norris and John Curtice, 1999: 11)

(Internet) Interconnecting ~ Network

( 1 2530: 2)

2512

( 1 2539: 2)
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(Public Relations)

(Advertising)

(traditional media)
, 2542: 29 -30)

40

, 2042



(ISP)

41



3

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY

42



43

¢ )

(Public ~ Opinion  Poll) "

( , 2533: 15)
"o ( . 2543,
16-17,125)
Theodorson & Theodorson A Modem Dictionary of Sociology
Kenneth D.Bailey Methods of Social Research
(- rveys)

J.c. Piano et al.
(public opinion)

International Encyclopedia of Government and  Politics

(Consultants)
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(The Polling Package)

(Stephen A.Salmore, 1985: 118 - 119
, 2545; 124 - 125, , 2543: 120 - 125)

1. Benchmark Survey (BS)

2. Tracking Poll (TP)

3. Trial Heat Survey (THS)

THS
THS 1] ”



4, Exit Polls (EP)

EP

EP

5 Trend Poll

45



46

, 2531 11 -12)

, 2538: 1-2)
(Quality Newspapers)

(Popular Newspapers)



624 - 626)

(Immediacy)

(Proximity - or ~ Nearness)

(Prominence)

(Consequence)

(Human Interest)

47

, 2531



Jwransaiuningde 4

CHuLALONGKORN UNIVERSITY

48



( 2536 18)

(Accuracy)

(Balance and Faimess)

(Objectivity)

(Simplicity 1Conciseness and Clearness)

(Recentness)

49



| 2545; 7)

Murray  Edelman

(reality) * :

(construction)

. 2545: 3 -5)

Edelman “

50



Edelmant

”

(@ political spectacle)
(construct)

(re-construct)

ol



(Product) (Price) (Place)

(Promotion)

52

4Ps

Product Voter Marketing

Positioning Segmentation ~ Reseach

Product
Push marketing

Pull marketing

FOINg

Branding

Internet

Poll
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( . 2540)
. 2539 “

(Perceiver determinded Theory Perceptual Balance Theory)

(. )

Image Theory Stimulus  Theory

( - 2544)
.. 2543



54




(Political Marketing)

55

(Product Positioning)
(Target Group)
Push marketing

Pull marketing
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