1.1.

11
12

21
2.2
2.3

(Receiver)

Program)

11

(Sender)

(Product Placement in Television

(Perception)
(Reference Group)

(Response Process)

( , 2531 : 18 - 66)



12

1.3

30

Barter

(TV. Studio)

John Dryden

17

12



image of human nature) (

13

(Lively
, 2541 : 63)

Rating



14

1.2 (Product Placementin Television

Program)

(Product Placement) Brand Placement

(Karrh, 1998 31)

(Visibility)
Ford and Ford (1993 viii) (Product Placement)
, 1
(Sponsorship)
(Ford and Ford, 1993)
(Ancillary Marketing
Activities)

Tellis (1997 : 356)

(Noncommercial Character)
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(Public Event)

(2538 : 292)

(Product Placement in Movies and Television)

(Product Placement)

(Barter)

6 Kotler (1994 444 - 445)
(Attribute)
(Benefits) (Values) (Cultures)

(Personality) ! (User)

(Brand Exposure)
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Berkowitz et al. (1997)

O’Guinn 1Allen Semenik (1998 : 506 - 507)

3
- Nike Forrest
Gump Tom Hanks
Gump T-shirt Nike

- Jennifer Gray Dirty Dancing Keds
- Bausch and Lomb

Tom Omise Ray Ban Risky Business

Top Gun Ray Ban

(Berkowitz et al., 1997 : 512)

100,000
30

(Stanton et al.,, 1994 515)

(Belch and
Belch, 1995 : 445 - 448 Tellis, 1997 : 356)



(Advantage)

1 (Exposure)
(Opportunity to see)

(Exposure)

Zapping

Belch and Belch (1995 : 446)

Rating
2. (Frequency)
(
)
3. (Support Other Media)
Mirage Resorts
Treasure Island Resort NBC

Treasure Island The Adventure Begins"

17
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4, (Source Association)

- (Cost)

(Cost Per Thousand : CPM)

- (Recall) (Impact)
(Next-day Recall)
20 % 67 % ( Raising
Arizona) 38 % Belch Belch (1995 : 447)

(Disadvantage)

1. (High Absolute Cost)

2- (Time of Exposure)

- (Limited  Appeal)

(Endorsement)
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(Lack of Control)

(Public Reaction)

(Negative Reputation)

(Tellis, 1997 : 356)

(Perception)

19



Assael (1994 : 90)

- (Beliefs)

[
( Gestalt)

relationship) 1 (Perceptual grouping)

(Perception of distance and depth) (

Robertson 1Zielinski Ward (1984)
Halo Effect

1. (Selective Exposure)

)

2. (Selective Attention)

(Perception)

(Figure -

, 2538 57 - 58)

20

ground

, 2542



Morruann-W N3 T
« » Timm177,818*1 *

21

2 (Pre-attentive

processing)

(Attentive Processing) ( , 2539 : 548)

- (Selective Comprehension)

( )
( , 2537 . :34)

4. (Selective Retention) 1

( , 2539 : 548)

(Factors Affecting Consumer Perception)

( , 2542 84 - 87)

1. (Technical Factors)

11 (Size)

(Perceive)



1.2. (Color)

( ,2540 : 130)

M
(Packaging)
13 (intensity)
L (Repetition)
14. (Moverment)

(Camera Movement)

Zoom in 1

22
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1.5. ' (Position)

1.6. (Contrast)

" (Figure and Ground)

(Foreground)
(Background) ( , 2542 : 63)
(Visual
Communication)
(Hoyer and Maclnnis, 1997
, 2542 64)
Ground

Figure

( , 2540 : 124)
2. (Mental Readiness of

Consumer to perceive)



2.1

(Image)

2.2.

2.3.

2.4.

25.

2540

(Perceptual Fixation)

(Image)

(Perceptual Habit)

(Confidence and Caution)

(Caution)

(Attention)

129)

(Mental set or track of mind)

Jurassic Park : The Lost World

24



2542 : 63)
2.6.
2.7.
LO VE
LO
3.
4.
5.

25

(Familiarity)

(Expectation)

(Closure)

LOVE
LOVE

(Past Experience of the Consumer)

(Mood)

(Mood)

(Social and  Cultural

Factors of Consumer Perception)
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Perception

(Hierarchy - of - Effect)

2.2 (Reference Group)

(Kotler, 1994)

( , 2542  98)

(Schiffman and Kanuk, 1994
, 2539 : 555)

2 (Lamb, Hair and McDaniel, 1992

, 2542 : 90)

1 (Membership Groups)

- (Primary Groups)

- (Secondary Groups)
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2.
- (Aspirational Groups)
- (Dissociative  Groups)
1
(Marketing Implication)
(Celebrity)
(Assael, 1994 : 544 - 547)
(Assael ,1994 : 544 4 ,
2542 195 ; 12542 : 100) 2
1 (Expert Spokesperson)
2. (Celebrity)u
3. (Actual Referent)
(Typical Consumer)
4, (Symbolic Referent)
5. (Group Approval or Disapproval)
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0 (Presenter)

( , 2540 : 186)
(Source Attractiveness)
( kability) (Similarity)
(Source Attractiveness)
(Message Acceptance)

(Assael, 1994 : 721)

(Similarity)
M.Karlins H.l. Abelson (1970 , 2531 90)



Herbert c. Kelman (1969

(Attractiveness)

Identification

29

(Likability)

, 2531 : 94)

(Identification)



2.3

(Response Process)

(Response Process)

(Cognitive stage)

( , 2537 . : 100 - 101)

(Product and message thoughts)

(Counter arguments)

(Support arguments)

(Source oriented thoughts)

30



31

(Advertising execution thoughts)

(Affection Stage)

(Behavioral Stage)

(Hierarchy-of-Effects Model)

Robert Lavidge Gary Steiner
(Awareness)
(Knowledge)
(Liking)

(Preference)
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(Conviction)

(Purchasing)

2-1 (Hierarchy - of - Effects)

d 4
ANULTDUN

(Conviction)

/ anuNInale (Preferencc&

ANUTAY (Liking)

anuinuiinle (Knowledge)

maIaszysng (Awareness)

/ m3laiaszniing (Unawareness) \

, 2536 : 33.

(The Information Processing Model)

(Message Presentation) 1 (Exposure)

(Attention)
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- (Comprehension)

- (Message Acceptance or Yielding)

- (Retention)
- (Behavior)
2-1
(Hierarchy of Effects Model) (Information Processing Model)
Nssss\ v
(Awareness) (Message Presentation)
| i
(Cognitive Stage) \ (Attention)
(Knowledge) i1
I (Comprehension)
(Liking) 1
I (Yielding)
(Affective Stage) N) (Preference)

(Retention)

(Conviction)

1r
(Purchasing) (Behavior)
(Behavioral Stage)

, 2537 89



31 /

(Tie in Promotion)

3.2

(1997 : 37-50)
1,012
18-25

491

(2541)

515

Gupta

34

Gould



Gupta Gould (1997 : 49)

Gupta Gould (1997 : 49)

(Integrated Marketing Communications)

3.3
Gupta Lord (1998 : 47 - 59)

274

35
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(Visual Only : VIS)
(Audio Only : AUD)
(Combined Audio - Visual : AV)
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