Red Time Weekend
(Audience)

1.
(Marketing Concept & Marketing Strategy)

(Marketing)
( ,2538) (American
Marketing Association) (Planning)
(Concept) (Pricing) (Promotion)
(Distribution, idea, goods & services)l
(Exchanged

Stanton Futrell (1987)



E. Jerome McCarthy

(Identifying)
consumer needs and wants)
(Marketing Mix)

Robert Lauterbom

4 Ps 4

(Production Mix)
(Customer needs and wants)

10

(Satisfy
1Cs

2. (Price Mix) (Cost to the customer)
3. (Place Mix)
(Convenience)
‘. (Promotion Mix)
4Ps
1 (Product) (To reach (Marketing
2. (Price) Target Market) Objectives)
3. 4 (Place or
Distribution) (Customer’s
4 satisfaction)
(Promotion)
1
(Customer)

(Customer’s satisfaction)



)

(Promotion)

, 2532)

(Target Market)

, 2538)



2Ps

(tangible)

Estimation)

Real Time & Weekend

2Ps  Product Mix Promotion Mix

, (Product)
(goods or services)

: (intangible)

( ,2531)

(Physical Product)
(Quality)
(Design & Color)
(Size)
(Material )
(Feature)

(Product Development)

(Sales Estimation)

(Prototype)
, 2531)

(Cost & Profit



13
Real Time & Weekend

(Promotion)
E. Jerome McCarthy

(Communication)

(Promotion Mix)

. (Advertising)
2. (Personal Selling)
3. (Sale Promotion)
1, (Publicity and Public Relations)
1
2.
(Kenichi Ohmae, 1982) “The Mind of

Strategist’



(2538)

Corporate Planning

(types of strategies)

14



(2537)

(Leader)
(Challenger)
30 0
20 o
10 %
40 % 30 %
4
3
1. 3
1.1 (New Users)
|
1.2 , (New Uses)
1.3 (More Usage)

! 4
40 %
(Follower)
(Nichers)
\Y
20 % 10%

2. (Protecting Market Share)



2.1

2.2

2.3

2.4

2.5

2.6

1.1

1.2

1.3

1.4

(Position Defense)
(Flanking Defense)
(Preemptive Defense)
(Counteroffensive Defense)
(Mobile Defense)
(Countraction Defense)

(Expanding Market Share)

(Challenger)
(Direct Attack Strategy)

(Frontal Attack)

(Flanking Attack)
(Bypass Attack)

(Guerilla Attack)

(Backdoor Strategy)

16



(Marketing concept)

, 2531)

(Consumer QOrientation)

17



(Coordination and Integration of the Firm)

(Management by Objectives)

(Profit Oriented)

E. JOIOME MmcCarthy
2
1. (Production-Oriented)
2. (Marketing-Oriented)

18



(Customer's Needs)

5
(The Production Concept)

(The Product Concept)

(The Selling Concept or Sales Concept)

(The Marketing Concept)

Leavitt T.

« /

«

19



20

(Consumer Orientation)



0 »ff 7 il

«

4,
(Consumer Behavior)
1.
2. (
2539 )

( 2539)

( 2538)

(2525)

(2539)

(Stim uli



The Black Box Model

(Intra-personal variables) (Inter-persnal variables)

(Consumer Motivation and Needs)
‘ (Black Box)

(2531) (Motivation)



(Needs)

(2527) 2

(Product Motives)

(Emotional Motives)

«

(Emulation)
(Conformity)
(Distinctiveness)
(Desire for comfort)
(Desire for pleasure and recreation)
(Ambition and the desire for prestige)

(Rational Motive)

2537)

(Physiological needs)



(Safety need )

Needs)

(Dominion)
16

(Davidson 1969)

(E.w. Hildick)

(Belongingness and Love needs)

(Esteem and Status

(Self-actualization needs)

24



%

( 2525)
i (To inform)
2, (To guide)
3. (To entertain)
(J.w. Click)
(Russel N. Baird) 5
L. (Consumer Magazine) ?
2. (Business Publications)
(Trade Journal )
3. (Association Magazines)

(Public Relation Magazines)

5.
(One-shot  Magazine)

(Far East Advertising Company

Limited) 7] 9 ( 2531)
: (General Editorial)
2. (Entertainment Guide)IS
3. (Women's Periodical)
4, (Baby Care & Health)
5, (Film Star & Movies)



8

[ 2 IS S O~ T T

12" X 11"

26
(Men Editorial)
(Sport& Automobile)
| (Mechanic, Science, Home)
(Business Editorial)

(Format)

5
(Miniature) 4 1/2" X 6"
(Pocket) 6" X 9"
A+ (Basic)s 1/2" X 11"
(Picture) 10 1/2" x 13"
(Sunday Supplement) 11" X 13"

(Format)



40%

20 %

20-40%

21



Peterson

11" X13”"

(The Uses & Gratifications Theory)

(Katz, E. and Others. 1974
,2528)



|
(Social and Psychological Needs)
3

1. Mode

2. Connection

3. Referent

35

(escape) )

(need )

29



(5)

( Katz, E and Others, 1974)

(4)

(6)

30



(Blummer and Others, 1972)

(Diversion)

(Personal Relation)
(Personal Identity)
(Surveillance)
(McCombs and Becker) 1
6
(Surveillance)

(Guidance)

(Excitement)w
(Reinforcement)

1 ( Anticipated Communication)
( Entertainment)

(Kippax and Murrey, 1980)

31



32

1.1,
1.2
1.3
1.4

2.1
(Myer Myers,
1982) (Liberal)
(Idealistic) (Importient) ", (optimistic)

(Conservative) (Pracm atic)
(Cautious) " f  (Pessimistic)

, 2533)

2.2

(Wilo, Goldhavors and VYates,

1980)

( ,2533)



Background)

(

2.3.

2.4

11

1.2

1.3
14
15

2.1
2.2
2.3
2.4

3

(Occupation) (Income)
(Race and Ethnic  Group) (Family
, 2533)

( , 2533)

»

(Information Satisfaction)
(Evana, 1962)

(2531)
Mcquail



3.1
3.2
3.3
3.4
3.5
3.6

41
4.2
43
4.4
4.5
4.6

(The Selective Exposure)



11

Cognitive Dissonance

12

13

2.1

( Selective Attention)

(Selective Perception and Interpretation)

(Selective retention)

35



2.2

2.3

2.4

2.5

2.6

(Wright

(Norm)

1975)

(Function Issue)

36



(Robinson  1972)

(Choi and Becker 1987)

(2539)

(2537)

(2539)

Precision Journalism

37
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