.. 2546

(Submodel)

1.1
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(1.1) (IMG Usage)

(.g., G. Belch &w. Belch, 2004; Cook, 2004; Duncan, 2002; Reid, 2003)

(Integration) ( ,
il AT , .10 24T,
, 19 AT, , . 23 24T,
, .16 AT , . 23 AT,
, 8 2547)
Qutside-in ( , i 254T:
, 10 5T , 19
AT, , .23 AT, , .16
AT, , 9 5T ,

8 204T; , 2 2547)
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(Zero-based planning) ( ' ) ) ].1.
54T, , , 16 25T, , 23
2547, , 9 2547, , 24
2547)
3
(IML) (M) (IM3)
(12 (Economic condition)
( | 2 2547; | 8
54T, , 24 2547)
.. 2540
(“ I"’H 2543)
( , 2540; vy 2540)
Grey 7
AL (" ey 2043)
B (L 25)
.. 2544
(Specialist)
(H
oy 2044)

( 50 )



CcB2

FC1

IC1
IC2

Changing Behavior of

Consumer

Fierce Competition

Good Client-Agency

Relationship

Good Internal

Communication

Organization Adjustment

M1

tladeideualitiansld IMC

IM2

IMC Usage

IM3

IML:
IM2:
IM3:
AT1:
AT2:

CB1:
CB2:
FC1:
FC2:

CA2:

CA3:

IMC
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(1.3) (Advanced technology)
( P, i 04T, , 23
254T; , . 16 254T: ; 9
254T; , 8 254T; , ,
24 2547)
(Mass media)
(H
o 2542)
( , 2545)
( , 2545)
( 50 ) (Database)
(  2549)
TBWA Next &Triplet ( )
2544
(" . 254)
2 (ATY)

(A1)



241

(14) (Changing behavior of consumer)
( 2546)
(
, 2544)
(Segmentation)
(* .1 2545)
2
(CBY) (CB2)
(L5) (Fierce competition)
( , 2540 )

(Market leader)

300
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(Challenger)

350 ¢ ...," 2545)
300 "
IMC...," 2545)
2
(FC1) (FC?)
2

5

21) (One voice)

(Garber &Dotson, 2002)
(1) (Single theme)
(Gould, Grein, &Lerman, 1999 Moriarty, 199%4; Nowak &
Phelps, 1994)

(Speak with one voice) (
O B3)
(Single image) (Gould, Grein, &Lerman, 1999)
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, 2545)

(Oneness) (One voice) (Garber & Dotson, 2002;
, 2543 12546 )

2

(Ov1)
(Ov2)
22)
(Good client-agency relationship)
(Frequency of interoffice communication) (Gould, Lerman, & Grein,
1999)

(2545) Anantachart (2001a)

(Agencies are involved inthe clients strategic,
planning and execution) (Gronstedt, 1996)

(Structural and relational mirroring)

(Mirroring)
(Matching) Brand manager Account manager
Assistant brand manager Account executive ( 2545,

Gould, Grein, & Lerman, 1999)

( , 2545; Eagle &Kitchen, 2000; Gould, Grein, & Lerman, 1999)
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( , 2543 )
3
(CA1)
(CA2)
(CA3)
2.3 : f (Good internal communication)
(“The customer...,”
2544) (Structural characteristics)
Kitchen  Schultz (1999) 24
2
(Lack
of an internal communication system)
( , 2544)
( , 2545)
RS 50
(Information technology)
(Intranet) ,

(Gould, Lerman, &Grein, 1999) (High-
tech) ("The customer...,"
2544)

( ,
2545)
( , 2541;

- 2545)
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(Generalist)

( N, 2545)
2
(IC1)
(IC2)
(24) (Organization adjustment)
( , 2545)
Cross-functional planning ( , 2541)
(
, 2545)
(
2543 )
1
(Idkentity)
(Synergy)
( , 2545)
(
, 10 2547)



(29) (Good responsel
(Synergy) (
, 2539, 2540 )
Thompson
500
1
1 0%
Habitat
Isuzu
2542 40.1%
(* oy 2543)
GR2)
2

246

545)

(
J. Walter

Double A
1,000

Breeze  ("Agency tools...,” 2545)
Habitat

040 2545)

(GR)
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(Rating scale) 5
5
5
4
3
2
1
1
5
(1) (IMC Usage)
) (Economic condition)
(3 (Advanced technology)
(4 (Changing behavior of consumer)
(5) (Fierce competition)
1
1 0.59
2

Multiple Regression Modgl Binary-Choice Mol Logit
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Modlel 2
5
(1) (One voice)
) (Good
client-agency relationship)
(3 (Good internal communication)
(4 (Organization adjustment)
() (Good response)
4 (1)
2
o) ()
g OV " N+ PISCATL-+PILC
9 -on =R0+R  +PnIM2Z+ PnIMs,+ puCAh + PXCATL+P\0CAY1

+C|(+/78c2 +P\A;i1 +PulAAZ +£]
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|og’1f)OFF2'2/;:/?,,+Ay o PRI PIM2+ACII, +
V +P2UCH +P2ICZ +IBAAU+PZOAAD + &I

)

0F2=I=

OF2=0=

OF1 OF2
" ML
IM2 IM2
CAL
C42
G43
1C,
102
AA]
AA2 £1
(Error term) 1 e 2

Iog(Sr):Ao +iJOVI,+fin0V2l , gy 8

Gl ==

GRI=0=

( GR,

lo = [UO+HDAOF] +/700F2, . .. 4
9,1-GR2 #

GR2=\=

GR2 - 0=



(

11

=4 5()

(AT)
(AT2)
(CBY)
()
(D

GR\
£3

=429)
=419)

3.99
413
423
3.5
421
4.50
3.76

11

100
0.75
0.73
107
0.79
0.62
103
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12
(IM.)
(M)
(V)
(CAL)
(CR)
(CA3)
(ICD)
IMC (o)
(ANL)
(AR)
L% <001

13

Coefficient
1.98
0.80
-0.60
0.14
001
-0.32
-0.54
-0.23
-2.12
4.74

251

Prob.
0.44
0.74
0.69
0.70
0.99
0.75

0.83
081

0.39

0.00*
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(M)
(U
(IV3)
(CAY)
(CA)
(CA3)
(ICD)
IMC (IC)
(AAL)
(AR)
2 *p <001
3 A

14 15

Coefficient
2.80
0.98
-2.50
0.12
-4.16
-0.86
0.34
0.50
251
4,03

Prob.
0.14
0.66
0.29
0.75
0.15
051
0.88
061
0.28
0.00*
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1% <010

15

% <010

12

Coefficient
2.08
0.95

Coefficient
197
051

Prob.
0.06*
0.36

Prob.
0.09*
0.64
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