(50,

(58,

(Experiential marketing). (2546, )

BrandAge 4(3): 163-166.
( ). (2546, 26 ).

3L
1 (254, ). Sport marketing Brand awareness.

Marketeer 2{22): 146-147.

' b 15% 10 . (2545, 16 ) . 17-18.
4 (2543, 28 )
Wil
. (2544).
" " (2544, 2 )
21,
. (2549). TAC
DTAC.
. (2546, 20 ) q

25.



292

(2548). . 14
2548,  http:/fwww.bot.or.th/BOTHomepage/DataBank/EconData/Thal
Key/Thai_KeyE.asp
. (2545, 1 ) $ . B,
3%. (2544, 28 ).
: 21-22,
. (2545).
20(2-3): 124-140.
. (2544),
. (2545, ). BrandAge 3(2): 41-42.
. (2541). '
. (2545).
: 20(2-3): 93-106.
OTC Channel Segment  Digital teen. (2543, ). BrandAge 1(4):
54-56.
. (2544, 28 ).
: 21-22
(2543, 30 ). - 17
18,
(2542, 18 ).
. 23,
. (2542, 18 ). . 25-26.
IMC . (2542, ).

19249): 61-63.
. (2545).


http://www.bot.or.th/BOTHomepage/DataBank/EconData/ThaL

293

1 [ (2545, ). Marketing management
in dlgltal age . BrandAge 2(12) 196-200.
. (2549).
(2545, 22 ) ( )
. 22,
(2546 16 ) 2546
$ . BL,B1L
(46, 2 )" " Market
segmentation. $ B3,
). (2545, 22 ) 22
2000 (2542, 29 ) ()
Niche market . (2545, ) BrandAge 3(2)
38-39.
CPR IMC. (2543, 17 )
: 18,
IMC (2544, 22 )1
2
(2546, 17 )
q 22
(2545, (2 (Integrated
marketing communication plan). srandage 3(7): 104-105.
(2542, 16 )
) , - 18
. (2545).

. (2544). IMC MPR



294

(2545, 2 ) (
) v -2
i 80 . - (2543,
11 ) 21-22.
6,000 . (2544, 21 )
- 17-18
World class brand. (2544, ). BrandAge 2(9): 39.
DY&R . IMC (254, 7 ) ]
The customer. (2544, ). mba 3(28): 94-101.
(2544, 18 )
- 17-18
(2545, 1 ). $ B
. (2549). 2]
. (2542).
. (2546, ). BrandAge 4(7): 130-13L.
Tipco 100%. (2545, ). Marketeer 3(27); 24-26.
2546 - - . (2546, 6 ). $
B3
“Taquilar” . (254, 12 )
18,
: Cosmatic thinking. (2545, ). BrandAge 3(8): 130, 132,
134, 136.
ThaiBrand ~ Entrepreneur  Brand . (2546, ). Marketeer 4(42): 129-
135,
. (2549).

20(2-3): 107-123.
J M



295

(2540 ). INC. IMC ()
77(237): 100-101,
(2540 ). IMC. 2000. 77(230):
106-107.
. (2541).
7900 .. 2537-2540,
(431 ) . (Strategic IMC for
brand building). 8randAge 7(6): 69-70.
(25431 ) ' (Strategic
IMC for brand building) ( 2). Brandage 7(7): 73-74.
(2543 1 ) IMC. Brandage 7(4): 65-66.
(2543 1 ). 45 ACS. BrandAge 1(2):
67-68.

(2543 1 ).5 MC. BrandAge 7(1): 4951,
. (2544, ). Strategic IMC. BrandAge 2{8): 144-148,

(245 ). IMC. 2002 ( 4):

(Sponsorship marketing). 8randAge 3(6): 118-119.

(545 ) IMC. 2002 ( 5):

(Sponsorship marketing). BrandAge 3(7): 110-111.

(2546 ). (The benefits of
IMC). BrandAge 4(2): 88-89.

(546 ) (Trade
shows) (2. Brandage 4(5): 160-161.

(2547, ) (D

BrandAge 5(9): 146-147.
3. (2544, 28 )1 0 -
. (2540).



o7 (2546, 2 ).
:21-22,
, , . (2540).
. 20(73): 21-32.
. (2544). '
19(1): 18-25.
, , . (2543).
18(2): 48-59.
. (2545).
, , (2549).
20{2-3): 161-179.
(2546).
i 21(4): 1-28,
"21. (2545, ). BrandAge 3(10): 94-95,
2546 . (2546, 6 )
B, BLL
Beauty and the brand. (2545, ). Brandage 3(12) 158-160, 162, 164.
. (2543).
- 17 (2545, 28 ).
17 19,
Below the line. (2546, 25 ) : 25-26.
(2546, 29 ) L 22
(2542, 19

) 123,

296



297

(2545, 8
) : 19,
(2545, 5 ) 22,
(2543, 23 ). 1:
22.
Share of voice ~ Share of mind. (2545, ). BrandAge
3(9): 116-118, 120,122
. (2546, 18 )
. 26
. (2530).
v . (2546, 1 )y
S 1
. (2541). Integrated marketing communications
76(3): 51-60.
 (2543). (MPR)
y (IMC) : y
. (2545).
Fast casual new look . (2545, ). BrandAge 3(11): 54,
5.
(2546, T )
24
(2542, 29 )

17-18,
. (2544, ). BrandAge 2(10): 36, 38-40.
2002. (2545, ). BrandAge 3(1): 107, 114-118,



298

Personal solution credit/ debit to e-life. (2545, ). BrandAge 3(2): 107-116.
Pearl Harbor IMC BV (2544, ). BrandAge 2(7).
42-43
. (2549). Y
I
(243,22 )
( ) 2L
1 (243 ,6 )
( ). 22,
(2543 117 ) " )
1 22
30 . (242 25 ). : 26,
) " (2546, 24 )
: b,
. (2544).
!
 (2543). £
. Y
. (2544),
I
(2545, 2 )
BL, BLL
oL (2543, ). Marketeer 1(4): 108-110, 112-116.
360 (2543, 24 )
B2
Yellow campaign create value Trendy. (2544, ). BrandAge
2(9): 31-38.

Mni adaward IMC  direct marketing. (2546, ). BrandAge 4(8): 82, 84.



Media Trend in 2005. (2548, 6 ) L2
(2545, 21 ) |
. (2545).
]
. (2546, 24 ) . 1718
(2543, 25 . 23
Majorcineplex.com Online-ticket. BrandAge 3(1): 54, 59.
go. o " " - 17 (31U )
2122,
15%. (2542, 25 ). v 2.
! (25429 )
- 17-18
. (2546, ). E-business  M-husiness.
BrandAge 4(5): 172-176.
IMC . (2545, ). Marketeer3(31): 64-65.
(2543, ). BrandAge 1(3): 57-60.
S 360 . (25436 )1 A
. b (2544, 14 )
" " (2545, 19 )
+ 24,
 (2543).
(2543,
: .
360 . (2545 28 )

Wil

299



300

| " 855 )

1] L )

5% (54,1 ) il
| Ru ), -
18

SN 0 (54, )

IMC. (2542, 5 ) 22,

. (2544). | PCT,

. (2549). y (Imc)

. (2545).
12 Plus.

. (2545).
A 20(2-3):
141-160.
). (2546, ). (The power of
IMC) ( ). mba 5(49)
(2545, 14 ). agency T00IS
: BL, BLL



301

. (25460, 13 ). - . 26.
(2546 | 13 ) . . 25,
. (2544, 29 ). - B3
. (2543 ). Marketeer 1{1): 16, 18
(247, )
, 66, 2-5.
10% (2542,25 )
. 20,
' " (2545, 1 )
. 17-18.
I (25434
) 22
(2542, 23 ). . 18,
(2544, 22 )
. 22
. (2543). (
2 .. 2540).
. (2543).
. (2549). IMC
. (2542).
(2542, 9 )
. 18,
IR . (2546, 23 )
121124

. (2544). 2541-2542. BrandAge. 2(1): 145,



- (58)

. 22

1 nu

(2545, 4

- (2545),

(540

BT

20{2-3): 14,

302

) (43 )

- B4

(506, 17 ). % B

20(2-3): 3547,
y

LIMGE L i 18(241): 60-6L

(2539).

Integrated marketing communications

* (2545), :
20(2-3): 48-60.
. (2539, ) Segment agency . 16(206) 18.
(2540 | ) MG, 18(240):82-83,
50, LM L)
82-83.
. (2543, ) IMC agency Crisis. BrandAge 1(3) 47-49,
- (2545)
. 20(2-3): 61-71.
BT )N
. Marketeer 3(29): 188-190.
5, )M -

( ). Marketeer 3(31); 180-182.



303

(2545 1 ). INC .
2. Marketeer 3{30): 183-185.
. (2542). y (imMc)  fl
fl ' Siemens C45.
(2542). y Ann
Alacta kidlympic games: IMC . (2545, ). Marketeer 3(31): 100-101.
(2544, 29 4
).s B3,
Isuzu D-Max . (2545, ). BrandAge 3(0); 60,
62
. (2543).
(2544, 24 )
: .
! IMC . (2540, ). j 17(235): 34-36, 3B
A “ " 11, (2543, 2)
17, 20,
Agency Tools (2545,14 )$ BL, BIL.
- 43 (2543, 10 ) -
20,
. (2544, ). BrandAge 2(8): 40-41.
(2545).
: 79(2): 48-61.
MS 256G . (2545, ). BrandAge 3(1): 60-61.
Advertiser 2 convertiser. (2545, ). BrandAge 3(9): 132, 134, 136-137, 140, 142
! (2543, 6 )

- 18,



304

360 . (2546, 17 )
126.
Qgily . . (2546, 13 ) B3
(2545, 19 ) 122,
21 . (2546, 13 ) 22,
IMC . 120 (
). (2543, 1 ). $ 122,

IMC agency Crisis. (2543 ). BrandAge 1(3): 47-49.

Anantachart, . (2001a). Does the type (of business) matter?: Examining perceptions of
marketers in Thailand on integrated marketing ccmmunications. Journal of
Communication Arts 19(2): 48-6L.

Anantachart, . (2001 ). To integrate or not to integrate: Exploring how Thai marketers
perceive integrated marketing communications. M . Roberts &R. L King
(EdS.), The proceedings of the 2001 special Asia-pacific conference of the
American Academy of Advertising (pp. 66-73). Gainesville, FL= University of
Florida.

Anantachart, . (2003a). the eyes of the beholder: A comparison of Thai marketers'
and advertising practitioners’ perceptions on integrated marketing
communications.  P. B Rose &R L King (Eds.), The proceedings of the 2003
Asia-pacific conference of the American Academy of Advertising (pp. 66-73).
Miami, L Florida International University.

Anantachart, . (2003b). Thai marketers' attitudes toward and opinions on integrated
marketing communications (Research report). Bangkok, Thailand:
Chulalongkorn University.

Anantachart, . (1999). Leaming from consumer’s brand equity: A marketing
communications perspective. Journal of Communication Arts 17(1): 63-81.



305

Banayan, E (2000). pefining IMC: Voices in time. Available from:
http:www.medill.mwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,
2002]

Barnes, B E (2001). Integrated brand communication planning: Retail applications.
Journal of Marketing Communications 7(1); 11-17.

Beard, F. (1996). Integrated marketing communications: New role expectations and
performance issues inthe client-ad agency relationship? Journal of Business
Research 37; 207-215.

Belch, G. E., &Belch, M A (2004). Advertising and promotion: An integrated marketing
communications perspective (6th ed.). Boston: McGraw-Hill.

Bertin, . F. (2000). Defining IMC: Voices in time. Available from
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,

2002]
Bill, A (2001). Talking about integrated communications, Public Relations Tactics 8(2):
2

Bluth, C. M (2000). pefining IMC: Voices  time. Available from:
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,

2002]

Brannan, T. (1995). A practical guide to integrated marketing communications. London;
Kogan Page.

Bulmer, ., &Buchanan-Oliver, M (2004). Meaningless or meaningful?: Interpretation
and intentionality in post-modern communication. Journal of Marketing
Communications 10{1): 1-15.

Carlson, L, Grove, . J., Laczniak, R N, &Kangun, N (1996). Does environmental
advertising reflect integrated marketing communications?: An empirical
Investigation. Journal of Business Research 37 225-232.

Cathey, A, &Schumann, . . (1996). Integrated marketing communications: Construct
development and foundations for research. ~ G. B Wilcox (Ed.), proceedings of
the 1996 conference of the American Academy of Advertising (pp. 1-11). Austin,
TX University of Texas at Austin,


http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht
http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht
http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht

Chirapravati, V. (1996). The blossoming of advertising in Thailand. ~ K T. Frith (Ed.),
Advertising in Asia (pp. 223-240). lowe: lowa state University Press.

Cook, . A (2004). Editorial: IMC’ fuzzy picture: Breakthrough or breakdown. Journal
of Advertising Research 44(1); 1-2

Cooke, C. R (2000). Defining IMC: Voices in time. Available from:
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,
2002

Cooper, N (2000). Defining IMC: Voices in time. Available from:
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.nt [August 19,
2002]

Cornelissen, J. p., &Lock, A R (2000, September/October). Theoretical concept or
management fashion? Examining the significance of IMC. Journal of Advertising
Research 40(5): 7-15.

Crain, R (2002, September 9). Role of integrated marketing central to drug campaign
flap. Advertising Age 73(30): 2L

Dilenschneider, R L (1991). Marketing communications in the post-advertising era.
Public Relations Journal 17(3): 228,

Duncan, T. R (2002). 1Mc: Using advertising & promotion to build brands. Boston, MA
Inwin MoGraw-Hill.

Duncan, T. R,, &Caywood, C. (]%) The concept, process, and evolution of integrated
marketing communications.  E Thorson, &J. Moore (EdS.), integrated
communications: Synergy of perspective voices (Pp.13-34). Hilldale, N
Earlbaum.

Duncan, T. R, &Everett, . E (1993). Client perceptions of integrated marketing
communications. Journal of Advertising Research 33(3)2 30-39.

Duncan, T. R, &Moriatry, . (1997a). Driving brand value: Using integrated marketing
to manage profitable stakeholder relationships. NY: McGraw-Hill.
Duncan, T. R, &Moriatry, . (1997b). Front-end alignment. marketing Tools 4(8): 64-67.


http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht
http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht

307

Eagle, L, &Kitchen, P. J. (2000). IMC, brand communications, and corporate cultures:
Client/advertising agency co-ordination and cohesion. European Journal of
Marketing 34(5/6); 667-686.

Ewing, M1, De Bussy, N M, &Caruana, A (2000). Perceived agency politics and
conflicts of interest as potential barriers to IMC orientation. Journal of Marketing
Communications 6: 107-119,

IMC professor Emeritus Stanley Tannenbaum, 73. (2001). Faculty obituaries. Available
from: http:www.medill.northwestern.edu/alumni/medillian/

er02/obits.pdf [February 2112005]

Figueroa, H B. (2000). Integrated communications offers cohesive approach to
marketing. Caribbean Business 28(38): 46.

Finestack, . (2000). Defining IMC: Voices in time. Available from:
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,
2002,

Firat, A F,, &Dholakia, N (1995). Marketing ina post mocern wolrd. European Journal
of Marketing 2(1); 40-56.

Fischer, T. B. (2003). Strategic environmental assessment in post-modern times.
Environmental Impact Assessment Review 23(2): 155-170.

Foreman, . (2004). Integrated communications, advertising effectiveness and brand
equity. Henley Manager Update 15(3): 13-22,

Garber, Jr, L L, &Dotson, M J. (2002, March). A method for the selection of
appropriate business-to-business integrated marketing communications mixes.
Journal of Marketing Communications §(L); 1-17.

Gatti, J. (2004, March 1). Advertisers disappointed with integrated marketing efforts.
Direct Marketing: 1-2

Gonzalez, J. p. (2000). Defining IMC: Voices in time. Available from:
http:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,
2002]

Gould, . J. (2000). The state of IMC research and applications. Journal of Advertising
Research 40(5); 22-23,


http://www.medill.northwestern.edu/alumni/medillian/
http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht
http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht

308

Gould, . J. (2004). IMCas theory and as a poststructural set of practices and
discourses: Acontinuously evolving paradigm shift. Journal of Advertising
Research 44(1): 66-70.

Gould, .J., Grein, A F, &Lerman, . B. (1999). The role of agency-client integration in
integrated marketing communications: A complementary agency theory-
interorganizational perspective. Journal of Current Issues and Research
Advertising 21{): 1-12,

Gould, . J., Lerman, . B, &Grein, A F. (1999). Agency perceptions and practices on
global IMC. Journal of Advertising Research 39(1): 7-20.

Gregory, A (1996). Planning & managing a public relations campaign: A step-by-step
guide. London: Kogan Page.

Grein, A F, &Gould, . J. (199). Globally integrated marketing communications.
Journal of Marketing Communications 2(3): 141-158,

Gronstedt, A (1996a). How agencies can support integrated communications. Journal
of Business Research 37: 201-206.

Gronstedt, A (1996b). Integrated communications at America's leading total quality
management corporations. Public Relations Review 22(1): 25-42.

Gronstedt, A, &Thorson, E (1996). Five approaches to organize an integrated
marketing communications agency. Journal of Advertising Research 36(2): 48-
58,

Grunig, J. E, &Grunig, L A (1998). The relationship between public relations and
marketing in excellent organizations: Evidence from the 1ABC study. Journal of
Marketing Communications 4(3): 141-162

Hare, C. (2000). Defining IMC: Voices in time. Available from: http:waww.medill.nwu.edu/
imc/studentwork/pubs/ji.../defined.ht [August 19, 2002]

Haytko, . L (1996). Integrated marketing communication ina public service context:
The Indiana middle grades reading program.  E Thorson, &J. Moore (Eds.),
Integrated communications: Synergy of persuasive voices (pp. 233-242).
Mahwah, NJ: Lawrence Erlbaum Associates.


http://www.medill.nwu.edu/

309

Hutton, J. G. (1996a). Integrated marketing communications and the evolution of
marketing thought. Journal of Business Research 37(3): 195-162.

Hutton, J. G. (1996h). Integrated relationship-marketing communications: A key
opportunity for IMC. Journal of Marketing Communication 2: 191-199,

Kallmeyer, J., &Abratt, R (2001). Perceptions of IMCand organizational change among
agencies in South Africa. International Journal of Advertising 20; 361-380.

Kim, I, Han, D, &Schultz, . E (2004). Understanding the diffusion of integrated
marketing communications. Journal of Advertising Research 44(L): 31-45,

Kitchen, P. J. (1999). The drive for integrated marketing communications.  P.J.
Kitchen (Ed.), Marketing communications: Principles and practice. London:
Thomson Business Press.

Kitchen, P. J., Brignell, J, Li, T, &Jones, G. . (2004). The emergence of IMC. A
theoretical perspective. Journal of Advertising Research 44(1): 19-30.

Kitchen, P. J., &Schultz, . E (1997). Integrated marketing communications in US
advertising agencies: An exploratory stuay. Journal of Advertising Research
37(2): 7-18.

Kitchen, P. J., &Schultz, . E (1998). IMC-A UK 'ad’agency perspective. Journal of
Marketing Management 14: 465-485.

Kitchen, P. J., &Schultz, . E (1999). A multi country comparison of the drive for IMC.
Journal of Advertising Research 39(1); 21-38.

Kotler, p. (1997). marketing management (9th ed.). Eng ewood Cliffs, NJ: Prentice Hall
International.

Lawder, A, &Tourelle, G. (2001). Public relations: The integrated communication tool in
the launch of a new software operating system: Acase study. Journal of
Communication Management 7(2): 156-159.

Ledgerwood, G. &Broadhurst, A 1. (1999). Creating technology-hased enterprise
televillages: Post-modem regional development theory. cities 16(1): 43-50.

Lepley, p. (2000). Integrated communications: IS it real of a hackneyed phrase. public
Relations Tactics 7(11): 14,

Levinson, J. ¢. (2001). Integrated marketing. Executive Excellence 18(11): 9-10.,



310

Liano, T. (1993, August 16). If marketing is warfare, we need new battle plan. marketing
News 27(L7): 45.

Low, G. . (2000). Correlates of integrated marketing communications. Journal of
Advertising Research 40(3): 27-39.

Malaska, p. (2001 ). Afutures research outline of a post-modern idea of progress.
Futures 33(3-4): 225-243

Maxwell, . (1996). Food security: A post-modem perspective. Food Policy 21 (2): 155-
170,

McArthur, D. N, &Griffin, T. (1997). A marketing management view of integrated
marketing communications. Journal of Advertising Research 37(5): 19-27.

Moore, . ., &Thorson, E (1996). strategic planning fo' integrated marketing
communications programs: An approach to mov ng from chaotic toward
systematic.  E Thorson, &J. Moore (EdS.), Integrated communications:
Synergy of persuasive voices (pp. 135-152). Manwah, NJ: Lawrence Erlbaum
Associates.

Moriarty, . E (1994). PRand IMC. The benefits of integ-ation. Public Relations
Quarterly 39(3): 38-44.

Morgan, . L (1998). Planning focus group. Thousand QOaks, CA: Sage.

Nowak, G. J., &Phelps, J. E (19%). Conceptualizing the integrated marketing
communications' phenomenon: An examination of its impact on advertising
practices and its implications for advertising research. Journal of Current Issues
and Research in Advertising 16(1): 49-66.

Patton, M Q. (1990). Qualitative evaluation and research methods (2nd ed.). Newbury
Park, California: Sage Publications.

Peltier, J. ., Schibrowsky, J. A, &Schultz, . E (2003). Interactive integrated
marketing communication; Combining the power of IMC, the new media and
database marketing. International Journal of Advertising 22(1): 93-115.

Percy, L (1997). strategies for implementing integrated marketing communications,
Lincolnwood, Illinois: NTC Publishing Group.



311

Pickton, ., &Hartley, B. (1998). Measuring integration: An assessment of the quality of
Integrated marketing communications. International Journal of Advertising 17(4):
A47-465,

Pindyck, R ., &Rubinfeld, . L (1998). Econometric models and economic forecasts
(4th ed.). Boston: McGraw-Hill.

Phelps, J. E,, &Johnson, E (1996). Entering the quagmire; Examining the meaning of
Integrated marketing communications. Journal cf Marketing Communications
2(3): 159-172.

Phelps, J. E, Haris, T. E, &Johnson, E (1996). Exploring decision-making approaches
and responsibility for developing marketing communications strategy. Journal of
Business Research 37. 217-223.

Punyapiroje, ¢., Morrison, M, &Hoy, M G. (2002). Anation under the influence; The
creative strategy process for advertising in Thailand. Journal of Current Issues
and Research in Advertising 24(2): 51-65.

Reid, M (2003). IMC-performance relationship: Further insight and evidence from the
Australian marketplace. international Journal of Advertising 22(2): 227-248.

Rust, R T., &Varki, . (1996). Rising from the ashes of advertising. Journal of Business
Research 37(3): 173-18L.

Schmidt, G. M, &Porteus, E L (2000). The impact of an integrated marketing and
manufacturing innovation. Manufacturing & Seav'ce Operations Management
2(4): 317-346.

Schneider, L (1998, November 5). Agencies show that MC can be good for bottom line.
Marketing News, 32(10), 1L

Schultz, . E (1991). Strategic advertising campaigns. Lincolnwood, IL NTC Business
Books.

Schultz, . E (1993a). Four basic rules lay groundwork for integration. Marketing News,
21(17), 5.

Schultz, . E (1993, October 25). Maybe we should start all over with an IMC
organization. Marketing News 27(22): 8,

Schultz, . E (1996a). IMChas become a global concept. Marketing News 30(5): 6.



312

Schultz, . E (1996h). The inevitahility of integrated communications. Journal of
Business Research 37(2): 139-146.

Schultz, . E (1999). Integrated marketing communications and how It relates to
traditional media advertising.  J. p. Jones (Ed.), The advertising business:
Operations, creativity, media planning, integrated communications. London:
Sage Publications.

Schultz, . E (2000). Structural flaws dash marcom plans. marketing News 34(3): 14,

Schultz, . E (2001, August 27). Foreign countries getting IMC concept right. marketing
News 35(18): 9

Schultz, . E, &Bames, B E (1995). Strategic advertis'ng campaign (4th ed.).
Lincolnwood, IL: NTC Business Books.

Schultz, . E, &Kitchen, P. J. (1997). Integrated marketing communications in . .
advertising agencies: An exploratory study. Journal of Advertising Research
37(5): 7-18.

Schultz, . E, &Kitchen, P. J. (2000a). Aresponse to theoretical concept or
management fashion? Journal of Advertising Research 40(5): 17-2L.

Schultz, . E, &Kitchen, P. J. (20000). Communication globally: An integrated
marketing approach. Lincolnwood, IL: NTC Business Books.

Schultz, . E, Tannenbaum, . L, &Lauterbomn, R F (1993). Integrated marketing
communications. Lincolnwood, IL: NTC Business Books.

Senge, P. M (1990). The fifth discipline: The art and practice of the learning
organization. NY: Doubleday/Currency.

Sheth, J. N (2001). From international to integrated marketing. Journal of Business
Research 51(1): 59

Shimp, T. A (2000). Advertising promotion: Supplemental aspects of integrated
marketing communications (5th ed.). AL The Dr/den Press.

Smith, P. R (1998). Marketing communications (2nd ed ). Dover, New Hampshire:
Kogan Page.

Stewart, . . (1996). Market-back approach to the design of integrated
communications program: Achange in paradigm and a focus on determinants
0f SUCCESS. Journal of Business Research 37(3); 147-153,



313

Strauss, A L, &Corbin, J. (1992). Basic of qualitative research: Grounded theory
procedures and techniques. Califomia: Sage.

Swain, . N (2004). Perceptions of IMC after a decade of development; Who's at the
wheel, and how can we measure Success? Journal of Advertising Research
AA(1): 46-65.

Tedlow, R . (1990). New and improved: the story of mass marketing in America. New
York: Basic Books.

Tortorici, A J. (1991). Maximizing marketing communications through horizontal and
vertical orchestration. Public Relations Quarterly 36(1); 2-22.

Vallega, A (2001). Ocean governance in post-modern society: Ageographical
perspective. Marine Policy 25(6): 399-414,

van Reil, ¢. B M (1995). principles of corporate communication. London; Prentice Hall.

Whalen, p. (2000). Defining IMC: Voices in time. Available from:
hitp:www.medill.nwu.edu/ime/studentwork/pubs/ji.../defined.ht [August 19,

2002]

Wightman, B. (1999). Integrated communications: Organization and education. Public
Relations Quarterly 44(2): 18-22

Zinkhan, G. M, &Watson, R T. (1996). Advertising trends: innovation and the process
of creative destruction. Journal of Business Research 37(2); 163-171,


http://www.medill.nwu.edu/imc/studentwork/pubs/ji.../defined.ht

FWIaINsalunIIngae
CHULALONGKORN UNIVERSITY



FWIaINsalunIIngae
CHULALONGKORN UNIVERSITY



=

1

13
14
15.

16.
1.
18.
19

Ogilvy & Mather (Thailand)
“IMC Integrated Marketing Communications”

31 Onevoice 32 Integration 3.3 Outside-in 34 Zero-based
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(1) 9 Pages Co.,Ltd.
(2) 141 (Thailand)
(3) A4A Co..Ltd.
(4) ABA Advertising Co.,Ltd.
o)
(6) Access &Associates Co.,Ltd,

(7) Amex Team Advising Co.,Ltd.

(8) Approach Advertising Co,,Ltd.

(9) Asatsu (Thailand) Co.,Ltd.

(10) Asia 2L (Thailand) Co. Ltd.

(11) At Surf Co. Ltd.

(12) Bates Group of Companies

(13) Batey Ads (Thailand) Co.,Ltd.

(14) BBDO Bangkok Co. Ltd.

(15) Blue Ribbon Advertising Co.,Ltd.

(16) Brainforce Co.,Ltd.

(17) Cathay Alliance Co.,Ltd.

(18) CBS Advertising Co.,Ltd.

(19) CD &T Softask Co.Ltd.

(20) Century Advertising Co.,Ltd.

(21) Chuo Senko (Thailand) Pel,

(22) Clear Cut Co.,Ltd.

(23) Comet Media Corporation Co.,Ltd.

(24) Constant Advertising Co.,Ltd.

(25) Core &Peak Co.,Ltd.

(26) Cove-ito Advertising (Thailand) Co.,Ltd.

(&3]



(27) Creative In-house Co.,Ltd.

(28) Creative Juice/G1 Co.,Ltd,

(29) CVT & Bercia Co.,Ltd.

(30) Dai-ichi Kikaku (Thailand) Co.,Ltd.
(31) Dentsu (Thailand) Co.,Ltd.

(32) Dentsu Young &Rubicam Co.,Ltd.

(%)
(34)
(35) DM & Advertising Co.,Ltd.

(36) Euro RSCG Flagship Co.,Ltd,

(37) Expertise (Thailand) Co.,Ltd.

(38) Face Media Co.,Ltd.

(39) Fame Line Co.,Ltd.

(40) FIB Advertising and Marketing Service
(41) Finedots Corporation Co.,Ltd.

(42) Format &Partners Co.,Ltd.

(43) Forth Creation Co.,Ltd.

(44) Grandma Communications Co.,Ltd.
(45) Grey Worldwide Thailand

(46) Graphe Co.,Ltd.

(47) Hakuhodo (Bangkok) Co.,Ltd.

(48) Huge Advertising Co.,Ltd.

(49) Image Line Advertising Co.,Ltd.

(50) Imex Advertising Co.,Ltd.

(51) J. Walter Thompson Co.,Ltd,

(%)
(53) Mccann-Erickson (Thailand)Co.,Ltd.
(54) SC Matchbox

(55) Prakit Publicis Co.,Ltd.

(56) Silver Spurs Co.,Ltd,

(57) Spa Advertising Co.Ltd.

r &

(Sn]
N



(58
(59
(60
(
(62
(63
(64
(65
(66
(
6
(69
(10
(1L
(72
(73
(74
(8
(76
(
(7
(19
(80
(8L
82
(
%4
(8
(86
7
(88

Single Mind Co.Ltd.
Zing Republic (Bangkok) Co.,Ltd.
Zest Advertising Co.,Ltd.

(&2
—

Lowe Limited

Far East DDB

Universal United Co.,Ltd.
\2 Power Co.,Ltd.

White Paper Co.Ltd.

S— S S S

[@>)
~

= x A

Wise Vision Co.,Ltd.

Wunderman

Knoft Co., Lt

Brand New

Leo Burnett Co.,Ltd.

Leverage Co.Ltd.

Macom Co.,Ltd.

Major Aavertising Co.,Ltd.

Movement G&  Co. Lid.

Karnathree Co.,Ltd.

Massive Advertising Co.,Ltd.

Meitsu (Thailand) Co.,Ltd.

Neo Fervent Co,,Ltd.

Nova Inter Ad Co.,Ltd.
Pacific Pattern (Thailand)

S S S S S S N

L e d

S S S

S— S S

Plan Motif Co.,Ltd.

RA Advertisng (Thailand) Co.,Ltd.
SRP Advertising Co.,Ltd.

Saatchi &Saatchi Co.,Ltd.

Shine Forth Co. Ltd.

S— S S



(89
(%
(
9
(93
(%
(%
(%
(
9
9
(100) The Wings Advertising Co.,Ltd.
(101) Ogilvy &Mather (Thailand) Co.,Ltd.
(

(

S—

Solas Co.,Ltd.
Spaulding &Co Co.,Ltd.

~—

[{=)
> =

N—

Suna Advertising Ltd, Part
TBWA (Thailand) Co.,Ltd.
That's Fine Co.,Ltd.

Thai Hakuhodo Co.,Ltd.

S S

o
~

-

Theme Ad Corporation Co.,Ltd.

(=)

102) Result Advertising (Thailand) Co.,Ltd.

103) Integrated Communication Co.,Ltd.
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(L
2
(3
(4
(5
(6
(
(8) Kao Commercial

(9) GMM Grammy P,

(10) R.s. Promotion Pcl.

(11) Toyota Motor Thailand Co., Ltd.

SN—

Unilever Thai Trading Lt
Advanced Info Service P,
Procter &Gamble Manufacturing (Thailand)
TAQOrange
Total Access Communication Pci.

S— St N N N

o«© =

(12)
(13) Lion Corporation (Thailand) Co., Ltd.
(14) ( )

(15) TV.Direct Co., Ltd.
(16) Nestle Thai Co., Ltd.
(17) Sony Thai Co., Ltd.

(18)

(19) Thai Samsung Electronics

(20) (1992)

(21) Beiersdorf (Thailand) Co., Ltd.
2) )
) | ()
(24) Coca Cola (Thailand) Co., Lt
()

(26) Loreal (Thailand) Co., Ltd.
(27) Colgate-Paimolive (Thailand)



(o)

&)
(29) Johnson &Johnson (Thailand) Co., Ltd
(30) Better Way (Thailand) Co., Ltd,

(31) Thai Asia Pacific Brewery Co., Lid

(32) Samart Info Media Co., Ltd,

(33) United Broadcasting Corporation Pci.

(3)

(35) Yum Restaurants International (Thailand) Co., Lt
()
(37) Pepsi-Cola (Thai) Trading Co., Lid
(
(
(40
(41
(42
(43
(44
(45
(46
(

(
(49

(50
(5L
(52
(53
(54
(5
&
(

(

8 x

RES

Siew National Co., Ltd
Cerebos (Thailand) Co., Ltd
Bio Consumer Co., Ltd,

Ford Sales (Thailand) Co., Ltd
|.c.c. International Co., Ltd
Shell Companies in Thailand
Dutch Mil Group Co., Ltd.

S S S

I~
@dvvvv

S—"

Honda Automobile (Thailand)
Adams (Thailand) Co., Ltd

Berli Jucker P,

Thai Union Frozen Products Co., Ltd.
Digital Phone Co., Ltd.

Seagram (Thailand) Co., Ltd.
BEC-Tero Entertainment Pci.

Scotch Industrial (Thailand)

S S S S S N

S 83



(59) TPI Polene Pei.

(60) Riche Monde (Thailand)

(61) Sony Music BEC Tero Co., Ltd,

(62) Asia Wireless Communication Co., Ltd

(63) McThai Co., Ltd.

(64) MK Restaurants Co., Lid

(65) LG Mtr Electronics

(66) CVD International Co.,Ltd,

(67) Neo Bess International Cosmetics Ltd., Part,

(68)
(69) Bridgestone Sales (Thailand) Co.,Ltd.

(10) ()

(71) Uni-Charm (Thailand) Co. Ltd.

(72) TOT Corporation P,

(73) Dumex Co.Ltd.

(74) Saijo Denki International

(75) Siam Motors &Nissan Sales Co.,Ltd.

oD
(e=]

(76) Nokia (Thailand)

()

(78) Reckitt Benckiser (Thailand) Co.,Ltd.
(9) ()

(80) Mazda Sales (Thailand) Co.,Ltd.
(81) BMW Thailand Co.,Ltd.

(82) Thai Glico Co.,Ltd.

(83) Bristol-Myers Squibb (Thailand)
(84) Major Cineplex Group Pi.

(8) ()
(86) The Minor Food Group P,

(87) Nation Multimedia Group

(88) Panasonic A.p. Sales (Thailand)

(89) The Ouiheng Import Co.,Ltd.



(90) Foremost Friesland (Thailand) Pci.
(91) Regency Brandy Thai

(92) Citibank Corporate

(93) Green Spot (Thailand) Pci.

(94) Siam Health Products Co.,Ltd.
(95) True Corporation Pci.

(96)

(97) Uni-President (Thailand) Co.,Ltd.
(98) Siemens Co.,Ltd.

(99) Caltex Qil (Thailand) Co.,Ltd.

(100) Siam Winery Trading Plus Co.,Ltd.
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(1) 124 Communications Co.,Ltd.

) 3

(3) APPR Media Co.,Ltd.

(4) Aziam Burson-Marsteller Co.,Ltd.

(5) Brainasia Co.,Ltd.

(6) Corporate Public Relations Consultant Co.,Ltd.
(7) Feminity PR House Co.,Ltd.

(8) Francom Asia Co.,Ltd.

(9) Hermes Communication

(10) Hill & Knowlton

(11) Image Impact Co.,Ltd.

(12) Image Pool Co.,Ltd.

(13) Kith & Kin Communication and Consultant Co.,Ltd.
(14)

(15) MDK Consultants

(16) Mode Image Co.,Ltd.

(17) Neo Target Co.,Ltd.

(18) News Perfect Communication

(19) Pro-Link Co.,Ltd.

(20) Public Relation & Media Consultant
(21) Siam PR Consultant Co.,Ltd.

(22) Spindler & Associates

(23) Syllable Co.,Ltd.

(24) Total Quality PR (Thailand)

(25) Trigger Co.,Ltd.

(26) Visible Image Ltd., Part



(27) Weber Shandwick Worldwide (Thailand) Cc.,Ltd.
(28) Silver Spurs Co.,Ltd.

(29) Breakthrough PR Co.,Ltd.

(30) Integrated Communication Co.,Ltd.

(31) Ogilvy Public Relations Worldwide

(32) Bangkok Public Relations
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4 .. 2547

(Integrated Marketing Communications—IMC)

. .2547

kinakambee@vahoo.com

438 54518 28


mailto:kinakambee@vahoo.com

1)
2)
3)
4)

5)

[TTTT1]
/ / /
(Integrated marketing communications  IMC)
IMC
5
1 2 IMC 3 IMC
2 3 (Rating scale) 5
5 5 4
2 1
29/269 9 . 11120
5

kinQKambes@vahoo.com

(Advertising agency)
(PR agency)
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3)
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6)
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1)

2)

0
I
i ([ ——
IMC 0 0
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3)
IMC
5 4 3 2
IMC
(Im IMC
(Customer database)
IMC
( )
(Subsegment)
IMC
IMC
( )
IMC
IMC
) | ]
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20 1520 10-14

2)
3)
( Brand manager

Account manager Assistant brand manager

Account executive )

1
2) IMC
3)
1)

2)

3)

1) IMC

2) IMC

0 0

6-9 0-5
I 0
0 O

336



3
1) IMC
2)
3)
4)
marketing)
5)
marketing)
6)
7)

1)
2)
3)
4)
5)
6)

7)

IMC

IMC

(Event

(One-to-one

IMC

(Brand image)

(Brand awareness)
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2)

3)

4)

5)

(Contact point)

6)

7

8)

(Below the line)

9)

10)

11)

12)

marketing)

13)

IMC

(Above the line)

(Event



IMC
10)

11)

12) IMC



IMC

IMC
7) Strategic planner
8)

10)

IMC

IMC
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1) IMC

2) IMC
3) IMC
4) IMC
5)

6) IMC
7) IMC
8) IMC
9) IMC
10)

11)

IMC

IMC

IMC

(One-to-one marketing)
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8 . . 2515
( 1 ) " 2537
Result Advertising (Thailand) Account Executive

C.p. Interfood (Thailand)

2541
2543 Tsutaya (Thailand)
. . 2544
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