2

Sissors ~ Bumba (19% )

“medium” (

, (Mass media)

) “media” (



2.1

2.2

(Traditionel and Nortraditoral mecia

(Traditional media)

(Nontraditional media)

(2535)

'»rnmmm Tm



Russell

(2535)

(2539)

Lane (1996)

22



11

12

13

14

Kotler (1997)

Kotler

(Product)

(Cost)

(Message)

(Target-audience media habita)

23



21

2.2

2.3

24

24

(Circulation)

(Audience)

(Effective audience)

(Effective ad-exposed audience)

Vogue Newsweek



31

3.2

3.3

E.Belch A.Belch (1998)

(Market analysis and target market identification)

? (Media objective)

25



31

3.2

3.3

34

35

26

(Media strategies)

(Target market coverage)

(Geographic  coverage)

(Scheduling)

(Reach and frequency)



27

36 (Creative  aspects and
mood)

37 (Flexibiliy)

3.7.1 (Market opportunities)

3.1.2 (Market threats)



3.1.3

3.7.4

vehicles)

38

38.1

3.8.2

28

(Availability of media)

(Changes in media or media

(Budget considerations)

2

(Absolute cost)

(Relative cost)

(2535:396-399)



11

12

13

[ !

29



30

P
Royal Copenhagen
Porcelain
Gourmet



(Visual media)

12535)

3l



Kotler (1997)

32



30%
10%

(filters)

Assael (1998)

(Stimulus exposure)

50%

33

25%



(Perception of stimuli)

(Memory)

Shimp (2000)

(Exposure to information)

(Selective attention)

34



35

(Comprehension of attended information)

(Agreement)

(Retention)

(Retrieval)

(Decision making)

11v9c" fSO



36

(Action)
(2535)
(Utilization)
(Consistency)
(Availability)

(Curiosity)



Rubin (1981)

Zillmann

Hunt

Bryant (1985)

(2542)

Ruben (1993)

(Need)

31



(Attitudes and  values)

(Goals)

(Capability)

(Utiity)

(Communication  style)

38



(Context)

(Experience and  habit)

Merill , Lee Friedlander (1994)

(Loneliness)

(Curiosity)

(Self-aggrandizement)

( 12535)

39



(Availabiliy)

(Consistency )

(Convenience)

(Accustomedness)

40
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41



De fleur (1966)

(2542)

(Social Categories Theory)

42



Nielsen
12- 14

40

Nielsen 1976
4.6-5

55-60

10

43



3.2

Comstock

3.3

Kumata, 1968)

(1978)

Steiner (1963)

1973

(Greenberg

44



45

34 '

(Socioeconomic
status)

McNelly (1968)

(Low effort) (Low skills)



46

(Taste)
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“Attitude”
“Attitude”

Schiffman Kanuk (1997)

Kotler (1997)

Assael (1998)

E. Belch A. Belch (1998)

HAptnSH

47



Shimp  (2000)

(Abstract)
(State of readiness)

Schiffman Kanuk (1997)

1 (Object)

(Attitudes are a learned predisposition)

48



49

, (Attitudes have consistency)

(Attitudes occur within a situation)

(Situation)

Assael (1998) 3

(The Cognitive Component)

(The Affective Component)

(The Behavioral Component)



50

P
ANFAN ANATILAAS
(affective) \ m’mg"%n
AHEANENla nsFuduann
NAUAR — 4
(cognition) \ AN
woAngsx Ufjisevuanieen
(behavior) \
1

. Harry ¢. Triandis, Attitude and Attitude Change (New York : John Wiley & Sons,
Inc., 1979),p.3.



Assael (1998)

(Utilitarian  Function)

(Ego-Defensive Function)
P P

(The Knowledge function)

(General attitude)

(Specific attitude)

51



?

Solomon (1996)

(Attitudes based on cognitive information processing)

(belif

(Attitudes based on behavioral learning  process)

(Attitudes based on  hedonic  consumption)

52



53

(2539)
L (Direct and past experience)
2. (Influence of family and friends)
3. (Direct - marketing)

(Niche marketing
strategy)

(Geodemographic)

4, (Exposure to mass media)

Assael (1998)
(Attitude toward the ad) P



11

12

54



Holbrouk Batra

Schiffman

5

Kanuk(1997)

mMatafuanaulnmn

(Exposure to an ad)

nsldansugInansaiuaiNe N
(A11d1 1) [Judgments about the

ad (cognition) ]

4 a4 o o v
ANTRNANEANUATIALAN

(Beliefs about the brand)

AFANAINel (RIaFAN)

Feelings from the ad (Affect)

'
aca

NAUARNN AU

(Attitude toward the ad)

e

- aalal i v
NAUARNNABATIAUAN

(Attitude toward the brand)




Schwartz (

12534)

56



Guttman

(Equal appearing intervals)

Thurstone

Likert (Likert method or  ated ratings)

(Attitude statements)

5
3) 4 9)
1 5
(Scalogram analysis)
Guttman
(4-6 )

(Semantic differential)

57



58

(Projective techniques)

(Indirect method)



(2541) '

Research) 15-21

T-test
ANOVA 1
213 4

59

(Survey
400

One-way



18

91.5

12

(2541) “

(Survey Research)

200
6
18
215
279
(2541) "
25-40

46.0

61.7

60
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