(Brand awareness) (Buying
behavior)

(Integrated marketing communications)

( - 2550)

' Duncan (2005)

(Interactive media)
, (Sissors & Baron, 2010)

(Duncan,
2005)
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(Shimp, 2010)

(Survey research method)

12 238
513 )
100 22.0
499 ) (Survey research)
(Questionnaire) (Mail
survey) (Self administration)
! 52563 )
475 (57 ) ! 31.40 53
44.2 83 ) 692 " '
43 100,000 ( 38.7)

63 | 54.9)
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39 31

25-49% 67 | 56.9)
- 2556 (. . 2013)
05.0(114 )
24049 )
345 (106 )
19590 )
530 (66 )
58,3 (63
) ARV 4150
07 131 60
50 1 38
36.9 100,000
B9 B )
49.2(74 ) 500
826(90 )
71 (84 )
51053 )
2553 ( . . 2013) 100
4857 100)

186 (%2 )
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Duncan (2005) 424 (5 )

412
136 )
|
1
%5 | 79.)
20825 )
M1 ) ’
6
520
(13 ) 1
2
457

(Impact) 450
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2.52

Duncan (2005) 439( 5 )
4.24
426 (46 )
4717 (52 )
75-100%
9 ( 8.3) 10%
38.5
@ )
36 69 69.7)
1
23
(Impact)

455 454
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) U ffu

283
.
( 384 320 )
( 400 380 )
( 340 308 )
5 13
4.40
307
450
3.10
.

421



4.20

340

3.00

1.85

3.04

2.10

1.9

3.15

3.10

290

3.00

10

181
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(Anantachrt, 2001,2003)

95
25



( 460 430

(One voice, one sound)

4.40

4.24 3.44

4.10

421
3.90

390
3.33

421 354 )

4.40

183
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4.00
( 4.43 412 ) '
450
4.10
b 1 2
6 10
1.
( 252 107 )2
(
3.12 2.65 ) s.
( 2.48 1.68 )
4
(
2.64 1.97 )
( 3.38 2.86 )

( 340 284 )



3.85
3.37

.10
3.51
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52

30



430 472 )
430

4.60
4.64

2.20

2.50
1.60
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( 50,0)

( 150 141 )
Anantachart (2003)

Duncan  Everett (1993)

(Operational level)
(Corporate level)
' Kliatchko (2008)

(Operational level) (Corporate level)
(Kitchen & D. Schultz, 2001)
67 |
56.80) .. 2556 (. . 2013)

58.2 (39 ) 10%
0 33.9)



03( U )
90 82.6
.. 2556 ( . . 2013)
1 10% 466 )
.. 2556 (. . 2019)
. 2556
4.7-5.7)
2556 " 2555)
43,57

(Eagle et al.,, 2007)
(Kitchen &Li, 2005)
.. 2555
2556 ,

%

. 2556)

25.65

(Direct impact on sales)
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511 (46 )

5.2

R R

(20004)
" (Low, 2000)
(Anantachart, 2006)
1 1 1

4
( 2013

(Sales promotion)

(Duncan, 2005)



189

16.82
13.25 Anantachart (2006)

. 2556 ( . . 2013)
!
(Below-the-line communications)

(Phelps & Johnson, 1996)

(Kitchen & . Schultz, 1999)

34.5 I
(Extra value)
(Duncan,
2005) 30.0
22.5 ,
49.5

(G. Belch & M. Belch, 2001) '

24.0

(Duncan & Moriarty, 1993)
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, if '
95.0 80.4
3 5006 )
3 ,
71
3 61.7 295 )
315
4-5 417
5
445
28.2 (Direct mail) '1
24.2 31 1
39.7 30.4
21.2 2.1
Anantachart (2001)
(Direct mail)
(Event marketing) (Telemarketing)

( 10.0)
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(Relationship marketing) Anantachart ' (..
2003)

(Customer contact management)

(Database management) (Hartley & Pickton,
1999)

(Lee & Park, 2007)

(. Schultz & H. Schultz, 1998)
. Schultz (1991)

(Proftibale relationship)
(Lee & Park, 2007) Shimp (2000)
(Brand relationships)

Lucka Moffatt (2009)
(Relationship management)

(Interactive integrated marketing
communications) Peltier et al. (2003)
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(Longitudinal contact strategy)
1J

Duncan (2005)

4.24
412 1 4.39
424 5
(Awareness of IMC term)
Anantachart (200112003)

Kitchen  Li (2005)

(Mindset)
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(Chu et al., 2009)

(. Schultz, 1993) Duncan (2005)

444
36.4

(Anantachart, 2001) Anantachart
(2003) 38.0
420
(Anantachart, 2003)

M306L ) 426 (46 )
Duncan  Everett (1993) 34.6
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Gronstedt (1996a)

(Communication partners)
Gould et al. (1999)

(Eagle, Kitchen, &
Bulmer, 2007)

95 719.2)
447 (42 )
6 ,
, 52.0(13 )
1 36009 )
3 3
12.0) 5
477 (52 )
75-100%
49.2 (58 ) 492 (14 )
' 50%
Anantachart (2001) 89



25%

1-3 69.0
41.0 ,
50% Anantchart .. 2003
43.8
Anantachart .. 2006 30.0
5%
451 50-74%
(Anantachart, 2006)
(Management fad)
50%
Kitchen ~ D. Schultz .. 1999
Eagle et al. (1999 30%
(Kitchen et al., 2004)
22

23 5

2-3
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457 455

(. Schultz, 1993b; . Schultz, Tannenbaum, & Lauterborn, 1993)

Anantachart (2001,2003), Kitchen . Schultz (1999), Kitchen étal.
(2008)  Kerr  Drennan (2010)

Caywood étal. (1991)
. Schultz (1992)
(Top-down  anagment) (Cheif
excutive officer)
Reid (2005) !

Low (2000)

. Schultz (1993b) . Schultz, Tannenbaum,  Lauterborn (1993)

(Imapct)
4.50 4.54 . Schultz (1996)

Eagle et al. (1999)

(Consistency) (Impact) (Continuity)



197

Anantachart (2001)

( apct)
Anantachart et al. .. 2008

(One voice, one sound)
4.30 4.35

(2547)

(2543)

Shimp (2000)
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38 320
(Traditional full service)
(. Schultz, Tannenbaum, & Lauterborn, 1993)

Schultz, & H. Schultz, 2004)

(Financial pressures)
(. Schultz, & H. Schultz, 2004)

( 400 380

Duncan  Everett (1993)

(Anantachart, 2003)



430 )2)

369 )

4.40 )

24
280
(2000

( 4.60
440 410 ) 3)
(
390 333 )
( 4.27
(
4.63
2
Anantachart
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(Anantachrt, 2001,2003, 2006)

(. Schultz, & H. Schultz, 2004)

(One voice, one sound)

385 337 ) (2543)

(Michell &
Sanders, 1995)



(Kerr & Drennan, 2010)

Kitchen . Schultz (1998)

3 I
4.10
Anantachart (2006)
!
4.40
(Strategic) (Tactical)
!
(Cost effectiveness)

I (. Schultz, & H. Schultz, 2004)

351

201



421 400 )

(. Schultz, & H. Schultz, 2004)

13

4.50

450)

(Duncan, 2005)

(Executional techniques)

4.20)

202



. (Generalist)
(Specialist)

(Disintegrated)
H. Schultz, 2004)

412 3.

203

3.00

(Duncan & Moriarty, 1993)

317

(D. Schultz, &

450 410
4.43

440 400
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(. Schultz, & H. Schultz, 2004)

( 430 472
) 430
4,60

4.64

(Kitchen & .
Schultz, 1998, 1999)
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(Gould, Lerman, & Grein, 1999)

10
3
( 3.10 2.85 )
(Anantachart, 2003)
(Duncan
& Moriarty, 1993)
, 2
3.00 3.04
(. Schultz, & H.
Schultz, 2004)
Moriarty (1994)
. Schultz

Kitchen (1997)  Eagle etal. (1999) '
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( 2,80
291 )

1.85 1.94 Anantachart (2001)

(Eagle etal,
2007; Erben etal, 2005; Gonring, 1994; Hartley, & Pickton, 1999; Kitchen et al., 2008;
CSchultz, 1991, 1993¢)

3.00 2.70 Anantachart (200112003)



(Below-the-line communications)

10
5
) 2.
( 248 168
264 197 )4,
(
( 3.40 284

207

(Duncan & Moriarty, 1993)

( 325 252

338 2.86 )



208

(. Schultz, & H. Schultz, 2004)

2.50
1.60 )

(Duncan & Moriarty, 1993)

2.20

(Full service)

(Duncan & Moriarty, 1993)



(Anantachart, 2001,2003; Anantachart etal, 2008)

3 Schultz
Schultz (1998) (Level of intergration) 4
(Tactical coordination)

(Redefining
scope of marketing communications)

(Below-the-line communications) ( . Schultz, & H. Schultz, 2004)
(Application of information
technology)
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( L 204T: 2543; Anantachart,
2001,2003, 2006) '

(Financial and
strategic integration)
I" (Outside-in planning)
(Kliatchko, 2008)

(Swain, 2004)

(Mail survey)



21

(Response rate)

23.8 | 122 )
22.0 ( 109 )
15.0
(Malholta, 2010
| 2
Kerr

Drennan . .2010

(Customer relationship managment)

(Focus group)



(Depth-interview)

(Cross-functional team)

(Sharing information)

]

(Ongoing process)

(Expertise)

(Campaign)
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