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5)
( ,
2543) (2545)
(2545)
(Biling (2544)
(AWIa9 2547)

(Client role ambiguity)

0543, - 2545)



257

( , 2545)
"Integrated marketing communications A Basic marketing
10-20
Marketing Magazine Above the line Event
Direct marketing Program y
$ Content Tone and manner
1 ' ' Marketing
Common sense Basic marketing
[ Basic IMC
Event
I Medium Medium Mass medium
" Campaign IMC

Event Brochure Billboard
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Eating the big fish: How challenger brands can compete against brand
leaders  Adam Morgan

( , 2545)
McDonald's
( , 2545) Fame Line |
.. 54 (“
vy 2542)
"1
Mass product

(L5
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Schultz (1993a), Schultz ~ Barnes (1995),
Schultz, Tannenbaum,  Lauterborn (1993)

(Qutsice-in
approach)
2.
(2545)  Anantachart (2001)
(2545)
( , 23
2547)

/
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(.9 2547

Communication

(2545)

(Learning by doing)
( , 23 2547)

545) [RWIan 2547)

" need need Make impact
100 80 Billhoard
10 Magazine 50
Reach 100 Magazine
' Make enough ~ Beseen  That medium
Balance
Need
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Lowe
12
Special event
(* oy 2940)
3
( , 2545)
(2544) ( 2 2547)
(2545)
(Event organizer)
Ogilvy & Mather
‘ Advertising Advertising
Brand Activity
Open mind Dominate Dominate

Advertising Advertising
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Tool
Business unit Agency
Strong PR PR In-house Y PR Supportive
Advertising Main y  Equal base

y  Event level"

(Advertising lead IMC pian)

Duncan (2002), Liano (1993) ~ Gronstedt  Thorson (1996)

(Zero-based media selection) (Mix of media)

(2541)
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(2545)

(Outside-
in planning)

(Idkentity)
(Synergy)

3 (3DIMO)
(1) (External integrated marketing
communications)
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Pargto effect  Pareto

80% 20%
(Stakeholders)
(High-tech)
(High-touch)
) (Vertical integrated marketing
communications)
]
("The customer...,"
2544)
®) (Horizontal integrated marketing
communications)

("The customer...," 2544)
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(Top-down communication)
(Bottom-up
communication)
(  2546)
1
(  2546)
(2545 )
(Customer contact)
(Contact points)
(Existing customer) (Potential

customer) (General public)
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(Message and encoding)
(Decoding)

(Media)
(Monitor)

( 2545 )
(2545)

(Brand networks)

(Contact point)



1 { (Database)

(1)
(Affect on hehavior)
)
(Start wath customer or prospect)
(Qutside-in)
) (Use any and all forms of contact)
(4
(Single voice)
o
(Build relationship)
( 1

545)
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