. (Qualitative Research)
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(Visual)
(Audio)

1 (Visual Only)

11
12
(Background)

(Foreground)

13 ' (Demonstration)

14 (Pack Shot)

2. (Audio and Visual)
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4
2

21

1.

2

3.

4.

4
(Benefit)

(Loose Spot)
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(Package)

(Added Value)
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(Product Placement)

Programs,

( )
(Tellis, 1997)

Dare to wear black

Lord (1998 48)
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Tie-in

Gupta and
3
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(Unique Selling
Proposition : USP)

(Package)

Ford Ford (1993)

(Ancillary  Marketing Activities)

(Cognitive stage)

(Affective Stage)



(2542
(Size)
(Color)
( tensity)
(Movement)
Movement)
(Position)
(Foreground)
, 2542 : 63)
1 1

: 84-87)
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(Camera

(Background)

(Foreground)

(Background)  (

(Qoportunty to
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(Sponsorship)

(Affective stage)

Gupta and

Gould (1997 : 37)

Belch and

Belch

(Public Reaction)

(Source oriented

thoughts) ' (2537 )
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(Noncommercial Character) Tellis (1997 365)

(Selective Retention)

( , 2539 : 548)

(Behavioral stage)

( , 2542 : 122)

(Source

Association)



139

(Pre-production meeting)!

( 2531 : 18-66)
(Post production)
6 Kotier (1994  444-445)
(Attribute)
(Benefits) (Values) (Cultures)

(Personality) (Users)
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(Package)
(Main Sponsor)

Belch Belch (1995 : 445-448)
(High Absolute Cost)

(Mass)
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Marshall McLuhan
Understanding Media The Extensions of Man "the medium is the message”
( 2541 T 1
L2534 5 2)
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(Integrated Marketing Communications)

(Negative Reputation)
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(Consumer Product)

(Convenience Product)

( , 2541  199)

(Media Visibility)
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2.
(Package)



2541 : 74 - 83)
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Prime time

3
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Prime time

Prime Time

(Brand Recall) (Message Recall)
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