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1. msReansnaaaLLLAsInsFedea sl A aRafuetnaasiiane
fugidaulidauduaesesdng (It Must Speak To All Stakeholders With A
Single, Consistent Voice)

2. nisdearsnsmanauLLATIasasesdeanriluyunasiignAndesnis
(It Must Assume The Consumers' Point Of View)

3. naqmﬁ'm?ﬁ'amsm5'ﬂmﬁuuum‘m~1ﬁ? ﬁmtﬂunqi‘uﬂuumuﬁnaennﬂdw
moluesdng iedaansl\ufimmiadient (Its Strategic Communication
Disciplines Must Be Internally Integrated)

4. gnadlumsdeansnsaannardesiinadaauuarainase suasinlfiin
Uss@ninmuailss@nsuamiiadaniuaessuds (It Must Have A Clear And
Consistent Message That Is More Efficient And Effective Than Competing
Messages)

5. NSABANTNIIARIALLILATLINAS faslddemndearsiiansadering
psauAgugInanlatiinszaniaetald (It Messages Must Cut Through
The Increasingly Cluttered Commercial Landscape)

6. MIABANINIIARIANLLATLINGS ﬁmLﬂum?aﬂmi‘ﬂmmuxwthqnﬁqﬁu
AsI@UAT (It Must Foster A Two-Way Dialogue Between Consumer And
Itself)

7. NNIRBANIMIARIALLLATLINAS rasafnAnuynRulusTang SENdNRs
AuAniugu3lna (it Must Build Bonds That Lead To Long-Term, Consumer-
To- Brand Relationships)

8. nsdeansnsmanauuLAsLaeas  Fedkivanisaanafimdeniulundindedes
I89LFTEN (It Must Not Place Excellent Marketing Ahead Of Corporate

Reputation)
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M990 1 LATRIHANTITARANTNINNITARA

al - Y
LATRAINBNAN

a - a a
LATAYNALATHAY 9

1. M3l (Advertising)
2. msalaeldwinauane
(Personal Selling)
3. N178UA@TNNI778 (Sales Promotion)

4. n3UseanduNUS (Public Relations)

1. N1TARIANINAT (Direct Marketing)

2. NIARIALALNITIANANT TN LAY
(Event Marketing)

3. NM39AUAAIANAN (Display)

4. n139mledgH (Showroom)

5. MIAANETAIEANITNNNUIBIRUA
(Demonstration Center)

6. N1IARANNUN (Seminar)

7. n19amingsAnIg (Exhibition)

8. N4 ﬁﬁutﬁ]nﬂum (Training Center)

9. msIALINNg (Service)

10. n519W1inenu (Employee)

11. N13u990491 (Packaging)

12, MTHENUNIMULIDILFIN (Transit)

13. nsl4thesinen (Signage)

14. msldiedetnunnsfeansmididnnseiind
(Internet)

15. nslindnAouefidude
(Merchandising)

16. N3 WdNUNY (Licensing)

v o
17. ANBAN (Manual)

al - i o
i ;167 2 (2540) Bagnsniseaiadaulszneyiiana i lddmsuand s,

NN : Diamond in Business World, mi 92.
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FTAUNTHANNATULUIA ﬁn'l‘i‘aﬂﬂ'ﬁ‘ﬂ'lﬁﬂﬂ'lﬂ BULATUINRG

- : - z o - IJ ] ()
naRATUTBIUNIAR IMC Wi M liRansaeuulasluditusie lidnazidugiuuu
1neeeAnsTinsiuuIAe IMC Tdseynelld Duncan (1995) dszysedu 4 svduvesns

3 ks o
Uszyniflduuadn IMC Fauanalifiudamanad 2

d ar o -
AT19N 2 AU 4 :‘mmmmeﬂszq nﬁl‘ilm’mI?Iﬂ’\i‘aﬂﬂ'ﬁﬂ’]?Hﬂ'\ﬁLL&JUﬂﬂJQQ@?
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[ ar L J =i [ t\da = J =l
1 sepusannmmanEniifluniiafee | nandnenindaseanluinnuduniianes,
. ' X 4
(Unified Image) nsReandugluuuideaiy  uwilades
" L ar -« .J
saiunisairanmaneniresns@udin

CATTER

2 | srfumnuasinane199N19R881s | TAINAITIANANETBINTTABANITANN
(Consistent Voice) wardennnn sanaiviinanensdeans o
v
nstszarudennunanua i
0 Jd
nquiilmanaRdAIvaInTaE (il gnén

NaA fiaunusming wusu)

o J N o
3 | svduiflugWeRia (Good Listener) | wiunisdesnsuuuaeamn, nezdunanayfy
(Feed back) tinumaszuulnsdwd s
k 4
A19990A1A  WATHNITUARIRUAT  UATR

Jarupuduiussrazenaiunguiiiwvang

- J o o
4 | svsuierszannsszaulan wiunnsienlaldnasnudeay AT
s N [ - e J (-3 ]
(World-Class Citizen) Funafanuar I musITNTRILTEN LT ILNd

sauiayaiudanluszAundng

a
a1 : Arens,W.F. (1999) Contemporary Advertising ( 7"'90‘.) USA : Irwin McGraw-Hill :
192.
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szALTian Ae sYALEWTR (Good Listener) uszaufiaziasnszduliiAanisdeans
WLULARINTY (Two-Way Communication) wazninIiiaNanaunay (Feedback) WuN1e1eq
ynansieansiliAndn e ﬁm?éﬁ:‘qqmmm%nﬁ’w“qtﬁuﬁ’uﬁuﬁmmxu:mqﬁu
nguiii e

WAZNTHANKAUTTALgAYTNY AB sepuiieszannsszulan (World-Class Citizen)

o J [ 3 AJ o : [} a‘ o
A sviundlunagniiledianvsanisAiian@aunaden saiunedsanluseiundng
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fansonunnureIsinsedeatmasnisaasfiacfiestdnisieaniteslavaragluuy
[ i ] i J 1 A 4 - [ o
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vhaalfinraciionine daniu eliiinAnnaenAdesiy (Integration) wazyNATaINENY
galagin o . , ,
azfpawsdunagninidluniiafies (One Single Strategic Plan) Fafawsidnstuwon
a4 a a - > al v o a :
uaIATRINENITAANTENY  WN  ariunuamuazwihiinamsaataiuansineiull  us
amg'wmwﬁ’mmms'ﬁﬂms*ﬁ’uﬁﬁa nsinlugnsa¥rennuAime@uAn  (Brand  Equity)

WULDY (Keller, 1998)

nagnilunisfesnsmenaiauuuaniaas Wumsldistesdiedaamenismaineiio
Aaatesenades usslullumadenty Weflandrfeiofiding Tnufansnide
m‘s‘mﬁaﬁﬁ&m:ﬁmﬂﬂoﬂmmuﬁdunﬁ?ﬁﬂﬁiaaﬂmsﬁuﬁﬁ%ﬂ (Contact Point) s1zn1sil
gurlnaldnuiunsdudnsenon  asinbifiElnafiauduenfunmduindug

ezt lfifneuey analfla wasivlugmsdadulate defusTnaléfinimy
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- ] LA 4 ] °I o ] J
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Andn maszadaniug (Public Relations) ifluAfildfustinaunsvansannlutlaqiiu
Fomumianan esdns anusineg uarlumiarsisnmuialy ifhuduifinandumee
amalszmndaniusindaldfunsumilauazeeniuaintlszanauioly ugmusiifunm
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t%]‘ﬂmﬂ? , 2544)

3 aAfAuNA (2538) nanadn msUszanduiug Ae nnshssiedeans viennsde
m’mnmﬂmqﬁqummﬁzaLﬁutmx‘fmﬁwmnuﬂqmquﬁﬂmﬁni“lﬂtjnﬁjuﬂsxmwﬁ
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asduinqUszasfnenstsynduiug Aenisairuassdrnudnlasuifulssane naenay
mngdusi s vmaiialuimissny Welissaaudiaad@ninAsfiasdemissnu uay

Wanudaniaaduayunisanfiuvanueeamissauviiessdnimy
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AaYd war wwmed (1978) AIMPIANTENNINIsUsT I dNAUSUMINMINERERAA
aula UszimAanigewiing wazdudusisnsmnenssznduiusasigRodtunn §Sou
wililada Effective Public Relations 1l%Aonamanedn “msUszanduiug Ae nnsanaunnly
SuiaziiavsnasalsmmArnlaeen Audanisfisensuiuludaaud (Thiannsiiiaony
funreusiodnn Tasfiaudnnisdeansasimne Ae nsRemsieanaantidludanlsany

o o J ' [ = :
wazanusraaulidaanitiu ivesjaindsliiiamnunalanaesde”

lupnamneiieiign  Ad1  nstssmdiug wnefe neduiuiudszaa
(Relations with the public) uAn12eBLEAINMNERERUY WAt lalRm s Tonisula Snits
gneliiiepulafianld  mszArdanssraduiusludnaieaumuefing19e1a
gdneld Moluwdfifuaaunisafuarlundfifuianssuamuszmdauing ernelsfinnaudu
fuenfuiulaealidn  nstssmdniuivtenasdnifunstssnduiugify douviled
f‘:'mqﬂi‘zmﬁtﬁﬂmei’ngqﬂwmuﬁ (Public Opinion) #aER3nsAmsiaAaA"s (Communication)
Winguiszanmuthwnng (Target Public) Wafimnuddn Anudila uazarud@niindniia
avioeny B9AnIe Aoy msdsznduiudaclildifeudnunismeuns  wsiu
Usznduiufiflunudeainansd fralfidaanufanadnlauitssanay dunuidad
radnladud uazakdiniusnam nauinden sy sewineuviensinig &1 ngw
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Usrmmiiifeadecidedndvile fle nisafauduRuisuAtulszany ngusine 3
pNARTNTR sz TSR ST denflandAyiiensasneliiionss nade se
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ngalsznTusine Aidauitadestuesdnng antu Aaedinsuennana (To Inform) Fuaa
Whlszmmuldnsuiodoune faqUszacd uardetensimsldnssinasly wWnussaduiug
wiagimnaudrunistszanduiuiynausineifsuazassmindienaudrdydingrn e
unﬁqv;nasjﬂqﬁmﬂ'ms a0y Midlunsiadunszinasliiiy deniinasiannidntinAnaes
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selasanns  sifeRanssumsdnfiueuaesesdnig - aonufdenfeldinAahuuiugu
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WweamdurInIsUse i duiusniUss@nsnan

1
o [ 3 o a8’ ' LA 4
vanantinstsznnduiud  daflualussdunlounevielnddatusedulowned
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A Y . . ¥
2uieaAnIslisauaaeminles (Non-profit Organization) vieesdnnzansnsninAavianay



29

(Charitable Organization) A nistseadunus i datandedsuazunivane ae
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v da st « o
avuayuanUszaauinedisiemioean andiuresny (aym Buugls , 2544)
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2. mstlasnuuazunlaanuanlata

nstlastiuanudlafia medndsnisdszanduius talunng
Uszanduiugiatlaatu (Preventive Public Relations) éqﬁmwuéwﬁ'fgmn wazitlunig
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Market assessment Product publicity Corporate media relations
Customer segmentation Sponsorships Investor relations
Product development Special events Government relations
Pricing Public service Community relations
Distribution Publication Employee communications
Service Media events Public affairs
Consumer advertising Media tours Advocacy advertising
Sales promotion Trade support
Sales

i : Harris (1993)
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WHUDAN 4 BeAUsTnauLaINAUAR (Three Components of Attitude)

COGNITIVE COMPONENT
Brand Belief

A 4

AFFECTIVE COMPONENT

Brand Evaluation

A 4

CONATIVE COMPONENT

Intention to Buy

] = o /i

BEHAVIOR

Three Components of Attitude

ﬁ‘m :HENRY ASSAEL. Consumer Behavior and Marketing Action. 6" Edition, 1998.
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wuniiN 5 wuudiaeanszusumslianiiala (The Simplified Representation of

the Elaboration Likelihood Model of Persuasion)

Motivation Ability

To Evaluate To Evaluate

Amount
Of Elaboration

™

Central Route Peripheral Route
of Persuasion of Persuasion
| I
Message Arguments Peripheral Cues
Determine Determine Persuasion

ﬁ‘m : James F. Engel. Roger D. Blackwell and Paul W. Miniard. Consumer Behavior.
8" Edition, 1995.
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ﬂﬁuﬂuummuﬂﬂﬂﬁﬁqmaﬂd (Leon G. Schiffman and Leslie Lazar Kanuk, Consumer

Behavior 6" Edition, 1997)
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