(Mass marketing) (Customer-centric
market)

(Zapping)
, (Media fragmentation) (Message
credibility)
' IMC
(Duncan & Everett, 1993)

..1990
(Clarity) (Consistency)
(Duncan & Everett, 1993; Eagle,

Kitchen, Hyde, Fourie, & Padisetti, 1999; Kitchen & D. Schultz, 2000; Nowak & Phelps,
1994: D. Schultz, 1998)



(Eagle et al., 1999; . Schultz, 1998; . Schultz, & Kitchen, 2000)

Nak  Roman (2003)

(Synergy)

(Brand contact points)
(Company resources)
(Synergy) (Return on investment  ROI)
(Duncan, 2005a)

(Reid, 2005)
(Media waste)
(One voice)
(Message impact)
] (Kliatchko, 2005)

(Kitchen, Brignell, Li, & Jones, 2004)



(Duncan, 2005a)

(Synergy)
(Eagle et al., 1999)
1990
1990
1990 .. 2006
1990
3 .. 2000
1999 1

(Kitchen & D. Schultz, 2000)



‘ (Caywood, . Schultz, &
Wang, 1991; Duncan & Everett, 1993; Kitchen & . Schultz, 1999; Low, 2000; McArthur
& Griffin 1997; Reid, 2005; . Schultz & Kitchen, 1997; . Schultz & Patti, 2009)

1
..2000 2006
(Kliatchko,
2009)
.. 2529 Ogilvy & Mather
1 ( , 2547)
( ; , 2544,
2543)
. 2538
2541 24 .. 2540 31,681
.. 2540 41,585

( , 2544) Far East Advertising

Leo Burnett



( - 2547) L2543

51
( , 2543)
Anantachart (2001)
( , 2547)
2012 (*10 2012," 2555)
( , 2547)
Anantachart (2001,2003)
(Micro level)
( , 2545;
, 2545; , 2543; , 2545)

(Holistic view)



( , 2547) , f

Macro level (
, 2547 , ) ,
2539; Anantachart, 2001,2003, 2006)
(
, 2547; Anantachart, 2001,2003, 2006)
(Mail

ley) (Questionnaire)



1,060 529
53l .. 2556

(Integrated marketing communications)

Duncan
(2005b)
(Current status of
integrated marketing communications)
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