(Concept for Advertising Media Planning)

Sissors and Bumba (1995:4-5) (Media)

Traditional Media



Nontraditional Media

Specialized Media

(frequency) (reach)

1.1 (Dominance)

(Bill board)

30 1
(Bill board)



12

2

Junior Size 2/3 2/3 2/3
1/3 1/3
2/3
3 3
1.2 (Flighting)
250,000 7 7.5
! 2 3 1
2 1
(Flighting)
1.3 (Concentration) ,



1.4 (Box theory)
(Reach) (Frequency) (Impact)
(Continuity) (Budget)
(Reach) 3
(Reach)
(Optimum)
(Impact) (Box Theory)
4
(Reach)
6 (Continuity)
(Effectiveness)
(Efficiency)
(Image)

(Impact)

13



Sissors

(Psychographic)

Bumba (1995)

(lifestyle)

(creative)

(appeal)

14



31

3.2

3.3

(Media Characteristics)

(Product)

(Advertising Objective)

15



3.4 (The Budget Available)
3.5
(Cost Per Thousand = CPM)
3.6 (Competitors)
3.7 (The Characteristics of the Media)

(Moriarty ,1995)

(coverage) (reach) (impact)

16



James R Adams (1977)

4.1

17



4.2

4.3

4.4

4.5

4.6

4.7

18



19

Cost per Thousand (CPM)

Cost per Rating Point (CPRP)

1
(reach) (frequency)
(reach)
(frequency)
(reach)
(frequency) ' ,
(reach) (promotion)
(reach) (frequency)
(reach) (frequency)
Gross Rating Points (GRPs)
(reach) (frequency)
(effective frequency) (effective
reach) 2

(reach)

50% Noise Level



(frequency)

(effective reach)

(continuity)

(impact)

Becker (1979)

Atkin (1973 : 208)

2



21
1 (Information Seeking)
2) (Information Receptivity)
3) (Experience Receptivity)
Riley and Flowerman (1951)
Merton, Wright Waples ( Riley and Flowerman,

1951)

( , 2523:3)

Atkin (1973)



(Information) (Entertainment)

11

(Extrinsic Uncertainty)

Festinger (1975)

(Cognitive Dissonance)

Festinger

(Theory of Cognitive Dissonance)

22



1.2

13

»

1)

23

(Intrinsic Uncertainty)

(Intrinsic Desire)

DeFleur (1966) 4
2)
3)

4)

(Schramm) (1973)

2)
3
4)
5)
6)

7)

8)



2

(Schramm)
2.
(Selective
Process)
3
21 (Selective Exposure or Selective Attention)
2.2 (Selective Perception or Interpretation)
2.3 (Selective Retention)

(Allport, G.w. and Postman, L.) 1947 ( , 2527)



3,
(Atkin)(1973)
Seeking)
(Reward Value)
(Liabilities)
31
Seeking)
3.2
(Information Ignoring)
3.3

(Information Avoidance)

3.4

Yielding)

(2531 : 23-26)

1

2)

25

(Information

(Expenditure)

(Information

(Information

(Reference Group)



3)

(Attitude)

(Cordon . Allport,1976)

(Fishbien, 1967)

(Shaw and Wright, 1976)

(T.M. Newcomb, 1954)

(Mcdonald, 1959)

26



(Rosenberg and Holland, 1961)

(Positive) (Negative)

(Hilgard, 1962) “

(Kendler,1963)

(Secord. And Backman, 1964)

“ (Affective) (Cognitive)

(2517)

(2526)

( 2527

(Behavior)

27



11

12

13

(2529)

28



21

2.2

2.3

(Cognitive Component)

(Affective Component)

(Behavioral Component)

1

29



( Milton J. Rosenberg and Carl I. Hovland

, 2520: 5)
ANNFAN
(affection)
fu¥ : yAng
anunsod ViAueR |yl Anag
nqudaAx (Cogpnitive)
P
WaYau
N ANTTN
(Behavior)
6
INGHOR
3. (Attitude Formation)

(Allport, 1976)

31



.pn

3.2

3.3

34

41

4.2

4.3

(2526)

(Sources of Attitude)

(Models)

31

(Learning)

(Specified Experience)

(Communication from other)



4.4

51

5.2

(Institutional Factor)

(Herbert ¢. Kelman, 1967: 469-471)

(Compliance)

(Identification)

32



(Attractiveness)

(power)

5.3

(Harvey and Beverty

(Degree of accuracy)

message)

(Internalization)

33

2533)

(Source of
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34



(2537)

2 1)
2)
2539
(2539)
2 5
200

11™M< e £\ 2

20

174

35
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