[The Committee of the

n

Direct Marketing Association - DMA]

( , 2535 » 25 ) Pete Hoke, Jr, Publisher of Direct

Marketing magazine
[Database] [Customer file]

Dictionary of Advertising and Direct Mail Terms (1987) ?
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[Customers” direct response behavior]
[Customer loyalty]
" ( Stone, Davies and Bond, 1995 : p.3)

Drayton Bird (1993) ‘

n 143 £ I)
?

L [Interactive  system  of
marketing] 2
[Two way communication] ?

2. [Mechanism]

[Offering]®
(
3. N
4, [Measurable Response]
?
[Database]
[Prospects]

[Individual Customer]

[Relationship] (Loyalty)



?

[New Customer]

Kobs & Draft Advertising

1,
[Reachable]
2.

3.

[Controleable]
4,

1989,1992,1995: p.524)

18

¥l

[Action] Tom  Brady of

( Jones, 1991: p.7)
[Measurable]

[Sizeable]
[Personal]

[Testable]

[Flexible]

3 (Well, Burnett and ~ Moriarty
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L The one - step process  ?
?

2. The two - step process ?
?

3 The negative option

1983 Eman Roman Direct Marketing Corporation [ERDMJ
)| 1 Integrated Direct Marketing [IDM]

IDM
L. [Strategic]
2. [Research - based] A
3. [Target to customer needs]

Stan Rapp ~ Thomas L Collins (1989)
Maximarketing
The Three Common Denominators of the Selling Process

[The Marketing Process]

1. [Reaching the prospect]

2. [Making the sale]
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3. [Developing the relationship]

! 1 [The MaxiMarketing Model ]

Maximized Targeting :
Maximized Media ;
Maximized Accountability |
Maximized Awareness — |
Maximized Activation i
Maximized Synergy j
Maximized Linkage — —
Maximized Sales
Maximized Distribution

1993 Don E. Schultz "Integrated
Marketing Communication” [IMC]
[Individualized Marketing]

[Marketing
Communication] [Integrated Marketing
Communication] ?
[Outside - in planning]

IMC
[Database Marketing] S



WeiTJBnnn Inijj

k 1 - H !
AN N
[One- - One
communication] [Relationship Marketing]
IMC [thinking]

“Needs and Wants : The First step in Isolating Markets”
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2

Business

I
Finange-------------- Marketing -------- Production
Direct: Marketing
Marketing Research
Mareting — Direct Response Advertising
Segmentation Advertising Creation

sConsumer  Direct [Response]
“Industrial *Indirect [Support]

Media

Broadcast Newspaper Magazine  Mse. Media

I
Television L Consumer  Qutdoor

Nonpostal Radio  National Far[n Yellow pages
List Rental Cable TV Supplement Business  Trade Shows
I I
Inbound
Direct response

Channels of Distribwtion

Vending Machines ~ Mall Orcer Personal visit Personal visitor
Mall Phone to Seller cal to Buyer
Consumer / Prospect
Datahase

Response Iransaction
Fulfllment

Direct Marketing magazine, September, 1993,
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3 The Media Spectrum

:stone, Davies and Bond (1995) p. 14

24



Allport (1935)

[Utilitarian Function]

[Value - expressive Function]
[Ego -  Defensive  Funtion]
[Knowledge Function]

{THREE COMPONENTS OF ATTITUDES]
[COGNITIVE COMPONENT]

25

!
| [AFFECTIVE
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COMPONENT] '
[CONATIVE COMPONENT]

4 THREE COMPONENTS OF ATTITUDES

- Henry Assael 1995: P 267

1. [Existence of the need]

2. [Consumer Information Processing]



[Personal Sources]
[Commercial Sources]

[Public Sources”
[Experimental  Sources]

[Evaluation]

20

2537 : 47)

ai



[Purchase]

[Postpurchase Evaluation]



- 39)
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[In-store shopping]

Pradeep :1998)

«

[Perceived risk]

[Non in-store  shopping]
Non - store

(

30

Ishmael and
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Jean  Rogers, Senior Marketing Research, The United States Postal Service

Headquarters ? Third - Class mail [TMC]
15 1972 1987 1987
20.2 1972 12.8 14.2 1977 T™MC
1972 0.25
1977 1972 1987
T™MC
T™MC

Classes of Mail Received by Households: 1972, 1977, 1987

1972 1977 1987
AvgAvk %Total AvgAvk %Total AvgAvk %Total
First - Class 74 58 72 5l 8.6 13
Magazinesinewspapers 23 18 22 5 L7 8
Third - class 30 23 473 98 48
Al others 01 01 01 01 01 03
Total 128 99 142 100 202 9
T™MC 3 1972 5

1977 1987 10

? T™MC
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Advertising Mail Received by Household Income

Household income Total Total* ad Ad mail as
category piecesiweek  pieces/week  %%of total
Under § 15K 133 o4 iy
$25K 10 $29K Bl 83 1Yy
$30k TO $65K 25 119 iy
Over $65K 02 26 9
Total A2 98 Y

Advertising mail here excludes 10 percent First - Class Mail that contains only advertising

' 65,000 ' f
15,000 3 4
15,000 2 30,000 65,000
[The Upper Income Groups]
30,000

1990 63.7
' 25%

41
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Asian Advertising Marketing Jounal

“Junk Mail”

(Direct Marketing in  Special Feature,  Asian Advertising Marketing

Journal,  [Nov. ,1991] p.32 2535 1)
. (2535)
384 178 46.4 ,
108 28.1 91 23.7
2537 20
300
4
92.3% 21.1%
/ 5.8% 3-4  5.4%,
18.8%, 41.9%, 2-3 14.4% 3
13.7% 28.2 % 25.9%
31.7% 38.2%
70% 75%

35%



74.0 %

16.7 %

45.9 %

.30 .

39-5 .

40)

46.0 %

8.1 %
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