1980

(Kliatchko, 2005)

(Nowak & Phelps, 1994)



2009)

(Media fragmentation)

IMC
Everett, 1993)

1

1980

(Zapping)

1990 (Kliatchko,

(Message credibility)

(Active consumer)

(Duncan &



10

(Social media) (Facebook)
(Consumer-generated content)

(Eagle, Kitchen,
Hyde, Fourie, & Padisetti, 1999)

Kliatchko (2005)
3
!
(Mass marketing)
(Product-centred theories of marketing) .. 1950-
1959 .. 1960-1969
(Customer-centric)
Brown (2009) 5
1990 )
(Financial gain)
!
2) (Client sophistication)
Below the line
3) (Disillusionment with the brand) !

Below the line !



11

Below the line

1990
4) (Disillusionment with advertising)
9)
(Disillusionment with agencies)
1!
(Cost-effectiveness)
, D Schultz  Kitchen (2000) 4
Digitalization (Information
technology) (Intellectual property)
(Communication systems)
(Branding) il

(Dynamic marketplace)
20

(D. Schultz & H. Schultz, 1998)



12

1 1 5||

(Kitchen & . Schultz,
2000) 21

21

4P’s Approach | Model 1: 1960-1980

Supply Supply Price Promote Market to
Driven Created Customers

Post-war causality (product, production & sales orientation)

i

Model 2: 1990-2000>>>

Target Customer
Der.nand Customer —»Value —» guppl}é Promote Market fo
Driven Understood Proposition reate Customers

An embryonic model for the globalised interactive 21st century

Kitchen, P., & Schultz, . (2000). The status of IMC: A 21st-century perspective.
Admap, (Sep), p. 20.

20 (Kitchen & . Schultz, 2000)



13

Kitchen  D. Schultz

(Customer-
oriented) ' o
(. Schultz, 1998; . Schultz, & Kitchen, 2000; Eagle et
al., 1999)
Nakk ~ Roman (2003)
(Synergy)

Madhavaram, Badrinarayanan ~ McDonald
(2005)

(Brand equity contacts) Low
(2000)

(Marketing performance)

Smith (2002)

1 Madhavaram et al. (2005)

f ) )
3 '

Kitchen, Brignell, i Jones (2004)



(Relationship marketing)

Kitchen étal. (2004)

localization) 5.

1990

(Wolter, 1993)

14

(Advertising

(Lee & Park, 2007)



(Laurie &
Mortimer, 2011)

" ”ou N U " "

One-stop shopping

(Novelli, 1989-90)
‘ 0 (Brand messages)
(Shimp, 2000) "

(Kliatchko, 2005)

1980

(Kliatchko, 2008)

(Duncan & Everett, 1993)

15



1993b)
if
School of Journalism  Northwestern University
1980
(Kiltchko, 2009) Caywood, . Schultz,

American Association of Advertising Agencies (4As)

(Process)

(Anantachart, Leelahabooneim, & Nakwilai, 2008)

Kliatchko (2005)

16

(. Schultz,
Medill
Wang
. 1991
4As

. Schultz (1993c)
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2. : '
, 3.
. Schultz (1998) .Schultz  Walters (1997)
Kitchen et al. (2004) . Schultz (1993c)
(Inside-out) Outside-in

(Potential buyers)

Duncan Moriarty (1998)

Zahay, Debra, Peltier,
Schultz  Griffin (2004)

Duncan (2005h) ' 1



(Ongoing process)

one look"

Duncan (2005h)

(Brand relationships)
(Brand equity) (Sales)
(Impact)

(Smith, 2002)

18

“one voice,

(Profit)
(Brand messages)

(Brand experience)



19

2.2
Brand messages
Communicated by advertising, sales
promotion, direct response, packaging,
customer service, sponsorships, etc.
Evaluating One-and two-way media
giid Radio, newspapers, TV, outdoor
planning boards, events, and
sponsorships, mail, phone,
internet, packaging, etc.
Customers’
brand
experiences
U \
Strong brand relationships Weak brand relationships
Increased sales, customers, and Lose customers, sales, and
brand equity brand equity

Duncan, T. (2005b). Principle of advertising & IMC (2nd ed.) New York:
McGraw-Hill, p. 22.

Duncan Everett (1993)
Synergism



20

Nowak
Phelps (1994)
3
(One voice marketing communication)
(Clear) (Consistent)
(Integrated
communication)
(Coordinated marketing

communication) (Integration)

(Coordination)

(Kliatchko, 2005)
Hartley Pickton (1999)

Mindscape of marketing communication
(Corporate communications management) (Marketing
communication management) (Consumer contact

management) ,



Cornelissen

Lock (2000)
(Management fashion) ' “Pop management”
L
(Academic rigor) 2.
(Oversimplification)
(Prescription)

3.
(Norm of rationality)

(The use of rhetoric)

1] ”ou n 1]

(A transient pattern of influence)

Cornelissen  Lock (2000)

(Kitchen étal., 2004)

21



. Schultz Kitchen (1997)

Eagle et al. (1999)
(Management fad)
30

Elliott (2001)

(Kitchen et al., 2004)

10

Kliatchko (2005)

(Notion)

22

Percy, Rossiter

Wightman (1999)

(Construct)



(Audience-focused)
(Result-driven)

Kliatchko (2008)

Kliatchko
(Stakeholder)

]

(Satisfaction)

(Pillars) 3

(Channel-centered)

]

L. Grunig, J. Grunig, Dozier (2002)

Relationship outcomes
(Control mutuality)
(Commitment)

(Trust)

23



11

(Engagement)

(Content)

3 (Channel)

4, (Result)
(Behavioural response)
(Outcome)
(Kliatchko, 2008)

(Lucka & Moffatt, 2009)

(Kitchen et al., 2004) '

1)
(Start with the customer or prospect)

...2000

24



25

(Outside-in)

(Shimp, 2000)

(Use any forms of relevant contact or touch
point)

3 (Speak with a single voice)

' Single voice
(Positioning statement)
(Shimp, 2000)
4) (Build Relationships)



(Affect behavior)

(Shimp, 2000)

. Schultz (1993a)
6 1)
(Outside-in planning)
) (Customer-oriented database)
3)
(Brand contacts)
4) (Zero-based planning)
(One voice)

Schultz, 1993a)
6) (Cross functional)



(Duncan, 2002)
Reid (2005)
Duncan  Mulhern (2004)
Kliatchko (2005) 1 '
(Two-way interaction)

(L. Grunig et al., 2002) 2

3.

Lucka ~ Moffatt (2009)
(Communication)

(Branding)

27



functional planning)

out thinking)

Moffatt, 2009)

f

28

(Relationship management)

Hung (2007) !
1 1
) 4) (Cross-
!
(Integration) !
(Synergy)

(Market orientation/external focus)
(Inside-

(Duncan, 2002)

(Lucka &
f



29

(Media
waste) ,

(Message impact)

(Kliatchko, 2005)

(Reid, 2005)

4

(Duncan, 2005a)

Moriarty (1994)
Shimp (2000)



30

if (Cross-
functional approach)
(Anantachart, Leelahabooeim, &
Nakwilai, 2008)
Brown (2009)
Percy (1997)
4
Hartley  Pickton (1999)

(Taxonomy) (Language)

Mind set

(Structure of organization)
(Turf battles)

Low (2000)

(Brand hierarchies)



Reid (2005)

. Schultz, Tannenbaum

1
(Financial analysis)
2

Eagle et al. (1999)

Low

(Dimension of integration)

Lauterbom (1992)

(Inwards)
(Outwards)

(Synergy)

31



32

(Corporate level) (Operational level)

" (Culture of marketing)

(Kliatchko, 2008)
(Market orientation)

(Reid, 2005)
Zahay et al. (2004)

Low (2000 IMC



(Turf battles)

)
(Ducnan & Everett, 1993)

. Schultz
1) '

Schultz & Kitchen, 2000)

(Egos)

H. Schultz (2004)

(Madhavaram et al., 2005)

33



(Practical impact)
(Ewing, 2009)
(Low, 2000)

(Result)

Phelps  Johnson .. 1996

(Kerr & Drennan, 2010)

(Lee & Park, 2007)

Kliatchko (2009)

34



35

if (Eagle et al., 1999)

Kliatchko (2008)
(Customer valuation)
ROCI (Return-on-customer-investment)

f Madhavaram et al. (2005)

Reid (2005)
Duncan  Moriarty 1997
(Brand outcome) Duncan-Moriarty IMC miniaudlit
(Audit)
, (Duncan,
2005D) 3
(Sales performance)
(Customer satisfaction) (Brand advantage)

T Uit<svl



36

(IMC performance) ~ Reid (2005)

(Brand relationship drivers) Duncan-Moriarty IMC miniaudit

5 (Organizational structure)
(Interactivity) (Mission marketing) (Strategic
consistency) (Planning and valucaiton) 3

(Value-based culture)
(Cross-functional strategic planning)

Lee  Park (2007)

(Multidimensions of IMC)
4
1 (Unified
communication for consistent message and image)



2 |
(Differentiated communications to multiple customer groups)
(Lee & Park, 2007)
3
(Database-centered communications for tangible results)

(Relationship fostering communications with existing customers

dimensions)
D. Schultz ~ Barnes (1995)
1 1 ROI (Return on investment)

(Segmentation)

(Potential return on advertising investment)
(Return on marketing
communication investment) ROl (Swain, 2004)
Swain (2004)
D. Schultz ~ Barnes (1995)

(Swing users)

37



RO

Swain
(2004)
6
9 (Message exposure)
(Feedback) (Attitude) (Audience
observation) (Revenue) (Repeated sales)
(Response change) (Corporate image)
Swain (2004)
(Communication outcomes)
. Schultz~ Kitchen
(2009) (Outcome)
(Output) IGMC Communication Planning Metrix
(Business huilding)
(Brand building)
(Marginal retum) (Incremental revenue)

(Return of investment)

Semenik (2002)

(Single-
source tracking) (
, (Personal contact) (Kitchen et al., 2004) McGrath (2010)

38

)



(Means-end theory)
Gutman (1982) (Values)

(Product attributes)
(Consequences of use)
(Personal values) ‘ "

Reinold  Tropp (2012)
4

Ewing (2009)

Ewing (2009)

(Market capabilities)
(Marketing/IMC stimuli)

39



40

(Cross-media platforms)
(Zahay, Debra, Peltier, . Schultz, & Griffin
2004)

1990

(Early growth stage)

20
" (Kitchen &D.
Schultz, 1999)



Duncan

. 1991

Everett

(Kitchen & . Schultz, 1999)

Caywood, . Schultz ~ Wang

(Kerr & Drennan, 2010)

50%
2 30% 3

59% ’

.. 1993

4



42

Don E Schultz
(Leopold, 2010)
Philip J. Kitchen . . 1997
American Association of Advertising
Agencies (4As)

11 " 1 1] 1

McArthur  Griffin (1997)
4

(Mass media)

(Direct response program)

Kitchen D. Schultz .. 1999



1999)

43

5%
Below-the-line
(Kitchen & . Schultz,
3
5
5
(Kitchen & . Schultz, 1999)



Kitchen CSchultz (1999)

(Early maturity)

LOW (2000)

Kitchen . Schultz
.. 2004 Swain

1999

' 12%

44



Schultz - H Schultz (1998)
(Swain, 2004)

1990
21

1990

1990
2006 1990

.. 2000
1990 L



46

21
1990 . . 2006

Year/Topic 1990-1994  1995-1999  2000-2006

Definitional issues VMQU&

Practice of IMC
IMC, PR and other controversies
IMC in other countries

IMC and managerial/organizational issues

Measurement issues

IMC and branding issues

IMC and media synergy/habits/planning/interactive issues

IMC and internal marketing

Kliatchko, J. (2008). Revisiting the IMC construct: A revised definition and four
oillars. | 271, p. 130

SchultzPatt (2009)

2.3
(Environmental monitoring)
2 (Observations) 3 (Initial
concepts)
5
( of processes and obstacles to
implementation) 6 (Call for IMC
outcomes)

' (. Schultz & Patti, 2009)



2.3

(2) (4)
— Observations Definitions
("N
(1) ) Organizational
Environmental Call for focus issues, top
monitoring o outtomas management,
and theory
N (5) development
@) ID of
Initial
processes and
e obstacles to
implementation

Schultz, . E., & Patti, ¢. H (2009). The evolution of IMC: IMC  a customer-
driven marketplace. Journal of Marketing Communications, 15(2-3), p. 78.

! .. 199

(Kliatchko, 2009)
(Relationship
marketing) (Direct IMC)
Social direct IMC
Social direct IMC

(Social commerce)



(Social mediia)
Carpenter, 2011)

Rose (1996)

.. 1990

...2000

(Spiller, Tuten, &

1990

2006 (Kliatchko, 2009)

48



(1999)

(Rose, 1996)

Kitchen

. Schultz

.. 1999
25%

25% ,

(Kitchen & . Schultz, 1999) 1

Kitchen . Schultz

(Introduction)
(Growth stage)
Eagle et al. (1999)

49



1
Kitchen
.. 2001 Fam

.. 2007 Eagle, Kitchen

(Brand outcome)

D. Schultz

Bulmer

.. 1998

50

Reid (2005)



Drennan (2010)

56%

51

(Market orientation)

Kerr

(Kallmeyer &Abratt, 2001)

(Ebren, Kitchen, Aksoy, & Kaynak, 2005)

K (2002)



52

(Top-down level)

.. 2010 Baidya ~ Maity

(Planned economy)
(Market economy) Kitchen (2005)
' 83% 70%

' 50%
35% 25%  75%

(Kitchen & , 2005)



(Chu, Hsu, & Li, 2009)

Chu et al. (2009)
.. 2009 .. 2010

Kitchen L (2005)

2010)
Lee  Park (2007)

Kitchen

Li (2005)

(Chu, Hsu & Li,

53



2008)

AYA!

16%

. 2008 Kitchen, Kim . Schultz

50%

(Kitchen et al,

Ogilvy & Mather

2547)

54



(2547)

(2545)

10

55

( . 2549)

 2547)
(2543)

(2547)



2547)

, 2545)

56

(  2549)

Anantachart (2001,2003)
.. 2008 Anantachart et al.

(2547)

(Kitchen & , 2005)



f (.
Schultz & H. Schultz, 1998)

(Laurie & Mortimer, 2011)

(Supplier)
(Kitchen & . Schultz, 2000)

' (Kliatchko, 2008)
Duncan (1993) 4
Unified image
(One voice one look)

Consistent voice

Duncan

Good listener

World-class citizen

57



58

Duncan

.. 1996 Duncan  Caywood
(Awareness stage)
(Image integration stage)
(Functional integration step)

(Coordinated campaign)
(Promotional mix) (Personal selling)

(Consumer-based integration)

(Customer-centric notion)
(Reid, 2005)
(Stakeholders-based integration)

(Relationship management integration stage)



(Anantachart, 2006)
. Schultz~ H Schultz (1998)

4 2.4)
4
(Tactical coordination)
(Kliatchko, 2008)
(Redefining scope of marketing communications)
(Application of
information technology)

(Kliatchko, 2008)
(Anantachart, 2008)
(Financial and strategic integration)

(Kliatchko, 2008)

59



60

2.4
Financial and strategic
Level 4 integration
Application of
Level 3 Information technology
Redefining the scope of
Level 2 marketing communication
Tactical coordination

Level 1

Schultz, . E., & Schultz, H. F. (1998). Transitioning marketing communication
into the twenty-first century. Journal of Marketing Communication, 4(1), p. 9.

Kliatchko (2008)
4 . Schultz — H. Schultz (1998)
4 ( 2.9)
Kiltachko 4 (Four pillars of IMC)
11

(Level of IMC)

I*u



2.5
Levels of IMC
Level 4 Financial and
strategic integration
Level 3 Application of
Information technology
Redefining the scope of
Level 2 g P
marketing communication
Tactical coordination
Level 1

Pillars of IMC

Content Channel  Stakeholders

Content  Channel  Stakeholders

Content Channel  Stakeholders

Content Channel  Stakeholders

Result

Result

Result

Result

Kliatchko, J. (2008). Revisiting the IMC construct: A revised definition and four
pillars. International Journal of Advertising, 27(1), p. 153

(Channel)

technology)

(Content)
. Schultz~ H. Schultz (1998)

Kliatchko (2008)

(Application of information
. Schultz ~ H. Schultz (1998)

61



(Stakeholders)
(Financial and strategic integration) (Result)

Reid (2005)

(Mulhern, 2009)

: (Eagle et al., 1999)

Broadcast media
(Interactivity) (Narrowcast
media)

(Peltier, Schibrowsky, . Schultz, & Zahay, 2006)

62



63

(Database)

(. Schultz & H.
Schultz, 1998)
(Mulhern, 2009)
(Lee & Park, 2007)
L
(Interactivity) 2
(Transparency)
3. (Memory) :
(Lee

& Park, 2007)
(Spiller et al., 2011)

(. Schultz, 2009)

(Gurau, 2008)



(Shankar & Malthouse, 2007)

(Gurau, 2008)

(Hart, Neil, & Ellis-Chadwick, 2000)
(Gurau, 2008)
Gurau (2008)
2.6
(Corporate value)
(Online

communication mix)

(Selectivity)
(Continuity) (Customisation)

64



(Gurau, 2008)

2.6

Management

Message Corporate
(Marketing values

and

|

PR |
|

Information |

|

|

|

functions) Strategy and
Tactics
systems

CUS O RO T N T oY — avrawijatans 1
audience/channel
characteristics) Analysed

Registered

Online Co;tlx_munication Feed-back
ix

Audiences %

Gurau, C. (2008). Integrated online marketing communication: Implementation
and management. Journal of Communication Management, 12(2), p. 17.




66

Peltier, Schibrowsky, . Schultz (2003)
(Interactive integrated
marketing communications)

(Relationship marketing)

(Longitudinal contact strategy)

2 3.
(Kestnbaum, Kestnbaum, & Ames, 1998)

(Peltier et
al., 2003) Peltier et al. 4 1

3
Lee  Park (2007)



(2003)

(Lee & Park, 2007)

(Reid, 2005)

67

Peltier et 4.

2.2



2.2

Change components
Role of datahases

1. Importance of databases
2. Data collection

3. Type of data

4. Use of data

Communication issues
5. Media/placement

6. Scope of communications

7. Communication flow
8. Nature of message
consistency

Relationship dynamics

9. Specification of
relationship

10. Degree of integration

IMC metrics

11. Return on investment

12. Acquisition vs.
Retention

13. Contact measures

Peltier, J., Schibrowsky, J., & Schultz,

Traditional IMC

1. Moderate
2. Traditional survey methods

3. Demographic, some
behavioural

4. Media selection and profiling

5. Based on weight and
breakthrough

6. Mass communications

7. Outbound and specific

8. One best message/theme
across media

9. Marketers identified value/form

10. 'Arms length'relationships

11. Investment and output

12. Acquisition/number of
customers

13. Efficiency measures (e.g.
CPM)

68

Interactive IMC

1. High

2. Traditional plus interactive
methods

3. Demographic, psychographical,
behavioural

4. Traditional plus detailed
understanding of individual
customers and relationships

5. Based where customers already
are

6. Targeted/personalised

7. Dialogue and ongoing

8. Overall best message, augmented
by target-specific and individual
specific messages

9. Customer and marketer identified
value/form

10. Two-way relationships, mutual
information exchange

11. Value and returns
12. Customer retention

13. Effectiveness measures (lifetime
value)

. E (2003). Interactive integrated

marketing communication: Combining the power of IMC, the new media and
database marketing, International Journal of Advertising, 22(1), p. 100.



(Lee & Park, 2007)

Peltier et al. (2003)

" Kliatchko (2009)
, (Discon ectivity)
I (Digital community)

69



70

(Engagement) (Involvement) ‘
American Association of Advertising Agencies
.. 1989 I
Kliatchko (2009) 4 ( 1
) ol
(Stakeholder)
!
' (Content)
| |
!
|
(Channel)
!
Mulhern (2009)

(Result)
!



(Web analytics)
On-site

(Outcome)

19963)

(Wackman et al., 1987)

Off-site

(Output)

(Cook, 2004)

(Beard,

4As

71



72

(Wackman & Boylan, 1985) ]
(Wackman et al., 1987)

(Agency theory) 1930 (Berle &
Means,1932) (General theory of agency)
Ross Mitnick (1973), (1973) Jensen

Meckling .. 1976
(Agency-principal relationships)
(Agency-client relationships) :

(Bergem, Dutta, & Walker, 1992)
(Risk sharing)

(Principal)
(Agent)

(Ells &



Johnson, 1993)
(Agency relationship)
(Bergen et al., 1992)

(Waller, 2004)

73

(Ellis & Johnson,

(Jensen & Mecking,
(Bergen et al., 1992)

(Compensation contract)

(Jensen & Meckling, 1976)

(Bergen étal., 1992)

(Precontractual

1993)
(Helgesen, 19%4)
1976)
(Gould étal., 1999)
problem)

(Information asymmetries)

Bergen et al. (1992)
1
1 1



74

Bergen eat
. ‘ " (Hidden information)
3 1
(Screening) !

2
(Examining signals from potential agents)

(Bergen
etal., 1992)
3 (Providing
opportunities for self-selection) '

(Bergen et al., 1992)
(Postcontractual problem)
Bergen et al. (1992)

‘ ', (Hidden action)
Bergen et al. (1992)



75

(Self-interest)

(Realized outcomes)

(Bergen et al., 1992)

(Waller, 2004) |

(Bergen et al., 1992)

1980
1990
(Prendergast & Shi, 1999)

(West & Paliwoda, 1996)

(G. Belch & M. Belch,
2001)



76

(Waller, 2004)
2000

(Murphy & Maynard, 1993)

(So, 2005)

(Durkin & Lawlor, 2001)

(Fam & Waller, 1999)
(Michell & Sanders, 1995)

(Michell, 1986)



1979)

(So, 2005)

Helgesen (1994)
3

(Helgesen, 1994)

(Murphy & Maynard, 1993)

Hotz, Ryans,

Shanklin (1982)

(Henke, 1995)

4

77

(Hallatt,



78

(Service quality) (Davies & Palihawadana, 2006)

(Durkin & Lawlor, 2001)

(Wackman,
Salmon, & Salmon, 1987)
1 1

(Durkin & Lawlor, 2001)

Wackman et al. (1987) 4

L
(Work product)
2. (Work pattem)
3 (Organizational factors)

4, (Relationship factors)

(Relationship climate) (Chemistry)
(Gronstedat,

1996)
(Wackman et al., 1987)



79

People factor

(Cagley & Roberts, 1984)
Wackman et al. (1987)

(Wackman étal.,

1987)
(Triki, Redjeb, & Kamoun, 2007) ~ Triki et al. (2007)
2
Triki et al.
(Lace, Chaston, & Mangles, 1996)
(Cook, 1989)
(Commitment)
(Fam & Waller, 2008) Oh
Kim .. 2002

(Commitment)



(Beard, 1997)
Prendergast  Shi (2001)

(Bottom-up decision-making process)

decision-making process)

(Gronsteat, 1996)
(Bamnes, 2001)
(Davies & Palihawadana, 2006)

(Fam & Waller, 2008)

(Anderson & Erin, 1992)
(Moorman, Zaltman, & Deshpandg, 1992)

(LaBahn & Kohli, 1997)
Morgan  Hunt (1994)

Gronstedt (1996) ,

80

(Top-down

, (Morgan & Hunt, 1994)



81

LaBahn  Kohli (1997)

LaBahn Kohli

Fam ~ Waller (2008)

Morgan  Hunt (1994)

Grant ~ McLeod (2007)

(Michell, Cataquet, & Hague, 1992)
(Beard, 1996b)  Halinen (1997)
(Specific trust)
(General trust)
(Davis & Prince, 2005)



82

(Mayer, Davis, & Schoorman, 1995)
(Gabarro, 1978)
(Davis & Prince,
2005)

: (Michell & Sanders, 1995)
Michell  Sanders (1995)

(Fam &Waller, 2008) 1

(Ellis & Johnson, 1993)

(Beard, 1999)



83

2.1 )

STABLE
BUSINESS
ENVIRONMENT

CLIENT LOYALTY
TO ADVERTISING
AGENCY

Michell, P. C. N., & Sanders, N. H. (1995). Loyalty in agency-client relations: The
impact of the organizational content. Journal of Advertising Research, 35, p. 10.

1980
(Waller, 2004)

(Henke, 1995)



84

(Account)
' (Buchanan & Michell, 1991)
(Doyle, Corstjens, & Michell,

1980)
, ' (Fam & Waller, 2008)
Wackman et al. (1987)
1988 Verbeke Wackman et 4.
6
Lace .. 1998

Triki et al. (2007)

(Triki et al., 2007)

Verbeke (1988)
Triki et al. (2007)



85

Wills (1992)

Doyle
etal (1980), Ghosh  Taylor(1999), Henke (1995), Michell (1986)
Michell et al. (1992) '
' ' (Service quality)
(Davies, & Palihawadana, 2006)
(Michell étal., 1992)
Bennett (1999)
Beard (1996h)
(Role ambiguity) ,
! Beard (1996h)
Sekely

Blakney (1996)



Boyd (1982)
Hardly (2001)
(Henke, 19%5) Verbeke (1988)
(Michell et al.,
1992)
(Moorman étal., 1992)
(LaBahn & Kohli, 1997)
Dowling (1994) 4
L , 2

Murphy  Maynard (1993)

86



87

(Hotz, Ryans, & Shanklin, 1982)

(Beard, 1996b, 1997, 1999)

(Hotz et al., 1982)
(Face-to-face contact)
‘ (Fam & Waller,
2008)
Fam  Waller (2008) '

LaBahn  Kohli (1997)
(Personal contact)

(Davies & Palihawadana, 2006)  Grant ~ McLeod (2007)

Devinney Dowling (1999)
1



88

Lace (1998) 5 1)

3
(Self-enforcing contract) ! 1)
2)

(Reputation hond)
Michell Sanders (1995)

(2543)
(The brand team agency)

(Lace, 1998)



89

(Client-agency life cycle) (Fam
& Waller, 2008)

(Wackman et al., 1987)

(Fam &Waller, 2008)
Wackman et al. (1987)
4 ( 2.8) (Pre-relationship)
(Development) 3. (Maintenance)
4, (Termination)

(Pre-relationship)

(Agency-selection process)

(Wackman étal., 1987)
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28

‘ {
Preralationship Development l Maintenance i Termination

WHN |

Wackman, . B, Salmon, C.", &Salmon, ¢. C. (1987). Developing an
advertising agency-client relationship. 26(6), p.
22.

Davis Prince (2005)

(Development)

1

(Wackman, étal., 1987)

(Maintenance)
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(Wackman, étal., 1987)

(Termination)

10
(Wackman, étal,, 1987)
(Cagley, 1986)
Davidson Kapelianis (1996)
3 L
2, 3.
Waller (1999)

3 1 (Agency
evaluati niselectio ) 2 (Relationship
developmentand maintenance) 3

(Agency review/termination) 3

(Waller, 2004)
(Agency

evaluation/selection) Waller (2004)
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(Bergen etal, 1992; Davis & Prince, 2005; Wackman etal, 1987; Waller
2004) Cagley Roberts (1984)

Marshall Na (1994)
Cagley Roberts (1984)

Verbeke (1988) §

Henke (1995)

(Fam & Waller, 2008) Henke

(Waller, 2004)

(Relationship development and

maintenance) )

(Waller, 2004)

(Agency

review/termination)
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(Waller, 2004)
. .2008 Fam Waller

4 1 (Inception) 2

(Development) (Maintenance) 4
(Dissolution)

Fam Waller (2008) 3
(Woarking stage)
3

' Mart  Jackson (2005)

(Agency selection)

(C-A compatibility)

(Successful relationships)



(Media coverage)
Lace (1998)
(Accessible management)
Henke (1995)

Mart  Jackson (2005)

(Failing relationships)

(Agency switching)

(Psychological compatibility)

Sanders (1995)

Mart  Jackson (2005)

94

Michell
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(Eagle & Kitchen, 2000)
(Eagle etal, 1999)

(Gronstedt, 1996a)

(Anantachart, 200112003; Chu et al, 2010; Eagle et al, 1999, 2007; Kitchen & D.
Schultz, 1999; Kitchen etal, 2008; Low, 2000; Madhavaram etal, 2005; . Schultz &
Kitchen, 1997)

(Beard, 1996a)
Beard (1996a)



96

(Beard, 1996a)
Duncan  Everett (1993) 34.6%
51%
Caywood étal. (1991)

Brown (1993), Kitchen et al. (2004), . Schultz
Kitchen (1997)

Anantachart (2001)  Kitchen étal.
(2008)
5 Kitchen
& . Schultz (1999)

Low (2000)
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(LaBahn & Kohli, 1997)

) " (Prendergast & Shi, 2001)

(Swain, 2004)
(Commission)

(Fee)
(Swain, 2004)

(Eagle et al,, 1999) D. Schultz &
Kitchen (1997) : 1

(Duncan & Everett, 1993; Kitchen & . Schultz, 1999; Low, 2000;
. Schultz & Kitchen, 1997; Swain, 2004)

(Eagle et al., 1999)
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1 (One voice)
(Outside-in planning) (Zero-
based planning) ( , 2547)
(2543) '
( , 2547)

(One-to-many relationship)

(One-to-one relationship)
(Anantachart,
2003)
(Low, 2000)
Gronstedt (1996a)



19963)

(Gronstedt, 1996b)

(Gould, Grein, & Lerman, 1999)
(Mohr, Fisher, & Nevin, 1996)

(Fam & Waller, 2008)
Gronstedt  Thorson (1996a)

(Kitchne et al., 2004)

99

(Beard,

2.3

A
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(Brown, 1993)

2.3

(Arms length relation) (Arms around relation)

(Account)

Gronstedt, A (1996a). How agencies can support integrated communications.
Journal of Business Research137, p. 206.
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