(Integrated marketing communications strategy)

1 (Direct sale)
2. (Brand) (Corporate brand)
3 (Marketing communications)
(Integrated marketing communications)
4,
(Perception)
(Attitude)
(Intention to purchase)
(External marketing
environment) (Economy) (Legal)
(Political) (Sociocultural) (Competitive
environment)
(Keller, 2003) (New
economy) Kotler (2003)
5 1) (Digitalization)
(Connectivity) 1 internet, intranet, (Mobile device),
(Disintermediation and Reintermediation) (New
middlemen) , (Customization)

(Customerization)

(Industry convergence)
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X , (New
customer) (Capabilities)

(Practically)
(Placing) (Receiving)

ways communication)

(Training),

(Strategy) (Tactic)
(Marketing-mix strategy) (Kotler, 2003)

(Marketing Mix)

Kotler (2003)
(Marketing Program)
(Marketing
Tools) (Marketing Mix) Borden
(1964)
(Marketing objectives)
(Product Planning) ~ (Pricing) (Branding)
(Distribution channels) (Personal selling) (Advertising)

McCarthy (1996, as cited in Kotler, 2003)
4 4Ps (Product)  (Price)



1

(Place/ Distribution channel) (Promotion)
4 (Parameter)
(Marketing variables) (Constraint)
(Value)
(Positive response) ( 2.1) 21
1 (Product)
(needs and wants) (market)
(Physical goods) (Services)
(Experience) / (Events) (Persons) (Places)
(Property) (Organization) (Information) (Ideas) (Kotler, 2003)

2.1: Marketing Mix-4Ps

Marketing mix

Product (4 0 Place

*Product variem Channel
+Quality Coverage
*Design Assortments
*Features Locations
oBrar;(d name Inventory
*Packaging i ; Transport
\Sizes Price Promotion
*Services +List price *Saies promotion
*Warranties *Discount *Advertising
*Returns *Allowances *Sales force
*Payment Period  +Public Relation
«Creditterms «Direct marketing

' . Kotler, p. (2003). Marketing Management (1 1thed.).
Upper Saddle River, NJ: Pearson Education, p. 16

Kotler (2003) (Product mix)
(Product assortment) (Items)
(Offers for sale)
2 (Information products) (Image
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products)
(Communication products) (Computer products)
(Product mix)
(Attributes)
(Values)
(Functionality), (Style), (Quality), (Safety),
(Packaging), (Accessories) 1 (Warranty),
(After-sale services) (Branding) (NetMba, 2005)
Kotier (2003)
(Width)
(Product-lines) : :
, (Length) (Brands)
(1946),  (1950),  (1972) , (Depth)
(Crest) ,
, (Whitening)
(Consistency ofine product mix)
(Product-lines) (End use)
(Production requirement) (Distribution channels)
(Consumer goods)

( 2.2)



2.2: Product-Mix width and product-line length for P&G product.

Product-Mix Width and Product-Line Length
for P&G Product

Product-Mix Width
Detergents Toothpaste Bar Soap Paper Tissue

-lvory Snow -Crest -lvory -Charmin

-Dreft -Gleem -Lava -Puffs
Product- ri4e -Kirk’s -Banner
Length -Cheer -Gamay -Summit

-Oxydol -Coast

-Dash -Oil of Olay

-Bold -Safeguard

-Gain -Zest

. Kotler, p. (2003). Marketing Management (1lhed.).
Upper Saddle River, NJ: Pearson Education, p.413

2. (Price)
Kotler (2003)
(Price mix)
(Costs) (Able to
compete with rival companies) (Willing to pay)

(Business Bureau-UK, 2002)

(Loss Leader Pricing)

(Penetrate Pricing)
(Artificial)
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(Price Skimming)

(in demand)
(few competitors)
(Differentiate Pricing)
(Differentiated products)
(Wholesalers) (Retailers)
3 (Promotion)
(NetMba, 2005)
Kotler(2003)
(Influencing) (Trade channels)
(Final consumers) ( 2.3)
(Offering)
(Promotion mix) (Sales promotion) (Advertising)
(Personal selling) (Public relations) (Direct
marketing” (Internet)
, (Sales force)
(Short run)
(Long run)

(Marketing mix)



2.3: Marketing -M ix strategy

Promotion mix

Sales
Promotion

i

Offering mix Advertising

Sales force

1

Public
Relations

Distributio
channels

n

.| Target

Customers

i

i

Direct mail,
L Telemarketing,
and internet

- Kotler, P. (2003). Marketing Management (L Ilhed.).

Upper Saddle River, NJ; Pearson Education, p. 16

Belch and Belch (2004)

(Place)

(Kotler, 2003)

Kotler (2003)

(Zero-level channel)

(One-level channel)

(retailer)

(Promotional strategy)

(Manufacturers)
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(Two-level channel) (Three-level channel)
(Wholesale)
(Retalil)
Kotler (2003)
(Shop/Outlet)
(Marketing channel)
(Intermediaries) , , , (Broker)
Keller (2003) 2
(Direct)
(Indirect)
(mail), , ,
(In-person visit)
(Broker representative), :
(Dealer)
Grayson and Berry (1999) (Direct selling)
Brodie, Stanworth, and Wotruba (2002)
(face-to-face) , ( )

(all backgrounds), (experience level),
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(and personal characteristics) (financial)
(human)
Biggart (1989)
(face-to-face)
(Independent contractors)
(wholesale)
(commission)

Federation of European Direct Selling Association (FEDSA) (as cited in Peterson and
Wotruba, 1996)

(break)
(Thai Direct Selling Association: TDSA) (2005)
(Commission)
mott A2 1A 1
(Traditional Marketing) (Manufacturer)
(Wholesalers)
(Retailer) ,

(Clothier, 1997) ( 2.4)
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2.4: Traditional Marketing

3 Manufacturer
2
QL
o
2T | Wholesalers
029
28 £
0a¢ 3 '
o9 Retailers
£ %
[2]
= O
50
>
< Consumers

I Clothier, P. (1997). Multi-Level Marketing: A practical guide
to successful network (3rded.). London: Kogan Page, p.22

(Traditional Marketing)

(Hart and Stapleton, 1992, as cited in Peterson & Wotruba, 1996)

(Individual
independent distributors) :

(Clothier,
1997) ( 2.5)

2.5: Multi Level Marketing

Manufacturer '—

Distributors

b

Distributors

| Distributors |

Bonuses-Commissions
Costs

Consumers

sJawnsuo)

I Clothier, P. (1997). Multi-Level Marketing: A practical guide
to successful network {3rded.). London: Kogan Page, p.22
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( , 2541)
(Direct
marketing) (Direct marketing)
(Beauer & Miglautsch, 1992; Peterson & Wotruba, 1996; Perreault &
McCarthy, 2000)  Perreault and McCarthy (2000)
(Consumer product)

(Direct communication)
(Promotion) (face-to-face)
(Direct

distribution)
Park seed ,

(Direct marketing)
(Promotion area)

Peterson and Wotruba (1996)

3
(Operational perspective), (Tactical perspective),
(Strategic perspective)
(Operational perspective) 2
(Face-to-face selling)
(Away from a fixed retail location)
(Seller) (Buyer)

(Direct response

advertising)
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(Flexibility) (Quality and Quantity of information)
(Exchange) '

(Hearing),
(Sight), (Smell), (Touch)
(Sale presentation)

(Pedalers)
(Repeat
business)
(Tactical perspective)
(Personal selling activity) (Selling)
(Recruiting)
1 (Salesperson)
(Commission)
: & ' (Part-time or full time)

(Transaction-oriented or
relationship-oriented)

(Retention) 1 :
(Party plan format) (Party plan)



v 11 {Enmnamnwnbonbnmd) o
(Frenzen & Davis, 1990),
(Prenotification)
(Party plan) (appointment) (Referral)
(Request of a consumer), (Multi level)
(Multi level) (Network)
(Hierarchical structure)
(Flat)
(Recruiting) (Training)
(Illegal pyramid operation),
(Deliver purchases) (Collect
payment)
(Party
plan)
(Strategic perspective)
3 (Direct selling as a
distribution channel) Peterson

Wotruba (1996)
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(End User)
(Independent contractors) (wholesale)
(Retailer)
(Retail chain) 26 (A)
(Traditional retail channel) (B)

( perstore)
(Category killers) C) (D
(Simply be the marketing companies)

2.6; Schematic View of Distribution Channel

Traditional (Fixed Location)

Retail Channels Direct Sellin9 Channels
B (€) ([(?
Producer Producer Producer Pro_ucer
1 ! 1 I
1 | I
Wholesaler | I Direct Selling Firm
| I I
Retailer Retaliler Indepelndent Independent
Contractor Contractor
1 1 gu
Consumer Consumer Consumer Consumer

| Peterson, R. & Wotruba, T. (2001). What is direct selling?-

Definition, Perspectives, and Research Agenda. Journal of
Personal Selling & Sales Management, 16(4), 7.

'(Possessions)
(Indepent contractor) (Retailer)
(Promote)  (Sell) (Distribute)
(Multi-Level Marketing) (Form of direct selling)

(intermediary retailers)

(Direct selling as a means of gaining access to a market)



(Push Strategy)

(Tailored to the needs and circumstances)
(Independent Contractor)
(Flexible)

(Direct selling as a way of doing business) 2
(Invisible)

(Mass media) ,

(Granfield & Nigois, 1975)

(Self-funding)

(Marketing fixed cost)
(Traditional fixed-location retailing)



3
(Single level system), (Multi level system)
(Pyramid system) ( , 2546)
2 (Single Level Marketing)
(Multi Level Marketing) (Network
Marketing) ( , 2543)
(Single Level Marketing: SLM)
Brodie, Stanworth, and Wotruba (2002) (Single Level
Marketing: SLM)
(recruiting) (train)

2541)

(2547)

(Commission)

(2546)

24



2.7, (Single Level Marketing: SLM)

SLM

Representative)
11 1

(Representative Count)

(Sales

(SLM)
| 2543)

25

5



1 (Maximize Coverage)

(Intensify Consumer Research)

2. (Retain and Manage Representative)

(Expand Key Product Categories)

3. (Develop New Representative)
'1
4, (Promotion)
3
D, (Segment field / Manage pool differently)

(Approach) 18-25 :

26
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26-35
(Segment)
(Motivation) (Incentives)
SLM
, (2543)
3
1 (Effective Targeting of Consumer
Segments)
2, ! (Optimizing Representative Reach)
( 40,000 )
80% Active
' 40,000 32,000
80% Active
1,800

3. (Maximizing Representative Effectiveness)
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(SLM)
L
2.
3.
4,
.
6.
1.

(SLM)
(Multi Level Marketing: MLM Network marketing: NW M)
Msweli  Sargeant (2001) (Multi Level Marketing:
MLM  Network marketing: NWM)

(Subcontractors)
(Recruit)



2

( yang  Grant (2004)
(Recruit), (Train),
(Recruiter’s downlink)
(The sale of downlink member)

( )

(Commission)

Grayson  Berry (1999) Ouyang
Grant (2004)
(Recruit) (Train)
(Commission)
(recruits’ recruits)

Bremner (2002)
(Team)
(Network of distributors)

Clothier (1997) !

(network of distributors)



f (Multi Level Marketing: MLM Network
marketing: NWM)

(recruit)
(train)
( ) ( )
( 2.8)
2,8: (Multi Level Marketing: MLM ~ Network marketing:

NWM)

AN UUY

B Auilon
’°-, Y e
" fuslan

(SLM) (MLM)

| I-—‘ WNUNTE

2.9

2.9



2.9:

(Word of mouth)

SLM

MLM

31

(Downline)

2543)

MLM



SLM MLM

1 T
( )
8 8
Ziglar ~ Hayer (2001)
2 ( )
(building a downling)
(Kishel & Kishel,
1999)
(operating), : : (customer
service), (personal development) (Ziglar & Hayer, 2001)
( , | 2543)
(Operating),
, , (Customer service), (Personal

development) ,



( )
(Ziglar & Hayer, 2001)

(Kishel & Kishel, 1999)

(Upline)

(Downline) ( 2.10 ) (Ziglar &
Hayer, 2001)

2.10: clear example of a downline.

John's Sales Organization
John

Ctiz > Cpaut) Creitn > Ctina >

| Ziglar, Z. and Hayes, J.p (2001). Network Marketingfor Dummies.
(1sed.). Fostet City, CA: IDG hook worldwide, p. 16.

2.10 !

John John John
(Operating), , , (Customer
service), (Personal development) John
John

, Dave  Holly  Dave  Holly

John  John
(Upline)  Dave
Holly John (Downline) John
(Upline) ~ Dave  Holly Dave  Holly (Downling)  John
Dave  Holly John

Dave  Holly John



#

Dave Liz ~ Paul  Holly Keith,
Nina  Liz, Paul Keith,  Nina
Dave  Holly(  John )
Dave Liz  Paul Holly Keith,  Nina
Liz  Paul (Downline) ~ Dave  Keith,  Nina
(Downling) ~ Holly Liz, Paul, Keith, ~ Nina
John
John 2
John ( John) Dave
( John), Liz  Paul ( John)
Holly ( John), Keith,
Nina ( John)
(Kishel & Kishel, 1999)
John
Dave  Holly Dave  Holly Liz, Paul, Keith, ~ Nina
(Recruit) (Sponser)
( , 2546)
, (Segmentation)
( , 2546)
1 (
)
2 ( )

MLM



( , 2546)
(Product Differentiation)

(Image Differentiation)

(Pyramid system)

| 2541) TDSA (2005)
211)

2543)

(TDSA, 2005)

 2546)

35



2.11:

5,000um

srAuveavedszia (1)
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uon (3)
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UM (4)
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fiun: Yszyndain mssaidifvafuszuuiisyiia (2548) snaunonss.
Retrieved 11 2548,
www.tdsa.org./download/piramid.pdf.

( )

10,000
2 , (Promoter)
5,000 2 5,000
( 2.1)
5,000 . 16
( ) 80,000  (16x5,000)
16
2,345
10,000 2
(Promoter) 5,000 2
5,000



80,000 160,000
2
2 2
2
16 .
4 2 (16x) (
3
4 3
6 (320)
3
128 (64x2)

256 (128x2)

512 (256%2)

(Multi Level Marketing: MLM Network
marketing: NWM) (Pyramid system)

( | 2541)

37



(MLM)

38



(MLM)

10.

( | 2546)

(2546)

10.

 2541)

(Pyramid system)



10,000

10,

MLM

100,000



(2546)

(Ziglar & Hayer, 2001)

(Kishel & Kishel, 1999)

41



(Ziglar & Hayer, 2001)

(2546)

1SO 9000:2000

(Kishel & Kishel, 1999)

4



(Counselling), (Attending),
(Recreating),

(Enjoying)



1 2546)
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3
(Brand) (Corporate brand)
(Market share)
(Bromley, 1993)
(Share) (Gordon, 1996)
(Product),
(Service), (Personnel), (Channel) (Image) (Kotler, 2003)
(Market position)
3
(Aaker, 1996)
(Production) (Manufacturing) (Logistics)
(Distribution)
(Communication) (Marketing) (Kitchen & Schultz, 2001)

(Product



branding)
(Corporate branding) (Aaker, 1996; Hatch & Schultz, 2003; Kitchen & Schultz,
2001)
Kapferer (2004)
6
(Brand-product relationship)
(
) (The
product brand) (Exclusive name)
(Single product) (Individual positioning),
(Line brand)
Christian Dior
, (Range brand)
(Single promise) Clarins
Purifying plant mask, day or night soothing cream :
(Umbrella brand)
(Generic name) Canon, Canon,
Canon , (Source brand)
Jazz Yves Saint Laurent ,
(Endorsing brand)
, , General
Motors Chevrolet Opel

Keller (2003)
(Brand element) (Explicit ordering of



4

brand element) (Brand hierarchy) 4
(Top to bottom) (Corporate or company brand)

(Marketing program), (Family brand)

, (Individual brand)

(Salty snack)
Frito-Lay Frito corn chips, Doritos
Tortilla chips, Lay and Ruffles Potato

chips,  Rold Gold Pretzels ,

(Modifier brand)
(Designate a specific item/model/version/configuration of the product)  Frito- Lay’s snack

2 Full-flavor (Low-fat) Better For You
(Brand)

American Marketing Association: AMA (as cited in Keller, 2003; Shimp, 2000)

Aaker (1996)

Randall (1997) (unique),
(identity), (differentiation), (quality),



(quarantee)
(benefit)

Duncan (2005)

(2540)
(Durable personality)
(Physical value)
(Psychological value)

(Blackett, 2003)

(Brand’s Gestalt)
(Tangible value) (
value) ( )
(Murphy, 1998)

, , (Customer advice),

48

(Line of product)

(Functional value)

(Perception image)

) (Intangible

(Financing),
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(delivery arrangement), (Warehouse),
(Levitt, 1960, as cited in Keller, 2003)
, 11 (Blackett, 2003) (Security)

(we are what we huy)
(Randall, 1997)

(Added value)
(Randall, 1997)  Aaker(1996)
(Brand) (Product) (scope),
(Attributes), (Quality/Value) (Uses)
(Brand users), (Country of origin),

(Organizational associations), (Brand
personality), (Symbol), (Brand-customer
relationships), (Emotional benefits),

(Self-expressive benefits) ( 2.12)

2.12: A Brand is more than a product.

Organizational Brand
Associations Personality

Country PRODUCT
Of Origin Scope
Attributes
Quality
User Uses
Imagery

Symbols

Brand-Customer
Relationships

Self-Expressive
Benefits

Emotional
Benefits

. Aaker, D.A. (1996). Building strong brands. NY: Free Press, p.74.

Kotler, Ang, Leong  Tan (2003) (
, 2547)



w

(Attribute)

(Benefit)

(Value)

Mercedes Benz

(Culture)

Benz

(Personality)

(User)

50

Kotler (1980, as cited in Keller, 2003)

(Core benefit level)

(Generic product level)

(Expected product Level)

(Augment product level)

(Potentail product level)

Mercedes Benz

50

Mercedes Benz

Mercedes

(need or want)



(Keller, 2003)

(Slogans), (Jingle), (Packaging)

(Memorability), (Meaningfulness),

(Aesthetic appeal),

(Geographical)
(Cultural boundaries) (Market segments),
(Adaptability) (Flexibility) ,
(Legal) , (Protecting) (Defensibility)
(Keller, 2003)
(Physical),
(Aesthetic), (Rational), (Emotional)

(Development)

(Coherent), (Appropriate), (Distinctive), ,
(Murphy, 1998)

Blackett (2003)

1 (Intrinsic striking)

51



(Reference point)

(Creating an indelible impression)

(Equity)

(Underlying appeals)

(Keller, 2003) ( 2.13)

2.13: Roles That Brand Play

Consumers

Identification of source of product
Assignment of responsibility to product maker
Risk reducer

Search cost reducer

Promise, bond, or pact with maker of product
Symbolic device

Signal of quality

Manufacturers

Means of identification to simplify handling or tracing
Means of legally protecting unique features

Signal of quality level to satisfied customers

Means of endowing products with unique associations
Source of competitive advantage

Source offinancial returns

I Keller, K. (2003). Strategic Brand Management: Building, Measuring,

and Managing Brand Equity. (2rd ed.). Upper Saddle River, NJ:
Pearson Education, p.9.

52
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(Jacoby, Olson, & Haddock, 1971, as cite in Keller, 2003)

(Trust) (Loyalty)

1
(Symbolic devices)
(Self-image)
(Values) (Trait)
Bcorstein (1973)
(Fraternal), (Religious),

(Service organizations)
if
(Shocker & Chay, 1992, as cited in Keller, 2003)
(Roselius, 1971, as cited in Keller, 2003)
(Functional risk) (Physical risk) (Financial risk) (Social

risk) (Psychology risk) (Time risk)

(Well- known)

(Trademarks) y
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(Patents)

(Copyright)

(Erdem, 1%8, as cited in Keller, 2003)

(Bymer, 1%1, as cited in Keller, 2003)

(Umbrella brand)

Kapferer (2004) (Umbrella brand)
(Generic name) Canon, Canon,
Canon Yamaha
( 2.14)

2.14: Umbrella brand strategy.

Brand !
Product or
services A B Cuenon N
' l
1
Specific
Communications
By product
Or service A B Cienis N

| Kapferer, J. (2004). The new strategic brand management: creating

and sustaining brand equity long term. (3rd ed.) London, UK:
Kogan Page, p. 32
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(Single name) (International)

(Distributors)

(Brand awareness)

(Revives ancient
brand)
McCain
, , (Bun),
(Branded house)
(Business unit)
(Worldwide scope)
(Autonomy)
Toshiba hi-fi

Toshiba low-fi Toshiba laptop

, Toshiba television

(Multitude 0f Specialist brands)
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(Segment) (Dominant
position)
(Specialist brands)
(Sullivan, 1988, as cited in Kapferer, 2004)
“Rubber effect”
Sony (Ground-
breaker) 1

ony
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(Corporate Brand)

(Kapferer, 2004)

(Kitchen & Shultz, 2001)

Van Riel (1997, as cited in Kitchen & Shultz, 2001)

(Corporate Brand)
(Stakeholders) (Subset)
(Attribute)
(Audiences) ,
Balmer (2001) (Cultural),
(Intricate), (Tangible and ethereal
elements)
(Marketing communications
mix)

Stuart  Jones (2004)

Ind (1997) 2
(Corporate) (Organization) (Profit)
(Non-profit) (Small family-run
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firm) (Multinational) (Brand)
(Fast-moving consumer goods)
(Intangibility),
(Complexity), (Responsibility)

Argenti  Druckenmiller (2004)

VAN

(Corporate brand) (Product

Brand)
Hatch &
Schultz (2003)
( 2.15)
2.15 Hatch & Schultz (2003)
7 1,
2.
3
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2.15: How corporate branding differs from product branding.

_ Product brand Corporate brand

Focus attention on The product The company
Managed by , Middle manager CEO
Attract attention and gain support of ~ Customer Multiple stakeholders
Delivered by _ Marketing - Whole company
Communications Mix Marketing communications Total corporate

_ , , Communication
Time horizon Short (life of product) Lon? (Iife of company)
Importance to company Functional Strafegic

: Hatch, M.J. & Schultz, M. (2003). Bringing the corporate into corporate branding.
European Journal o fMarketing, 37(7/8), p. 1044,

(Aaker, 19%) (Ind,
1997)

(Brown & Dacin, 1997)

(Hactli & Schultz, 2003; Kitchen & Schultz,
2001)
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Kitchen  Shultz (2001)

Van Riel (1993, as cited in Kitchen & Shultz, 2001)

(Kowalczyk & Pawlish, 2002)

(Countries)
(regions)
(Olins, 2002, as cited in Melewar & Walker, 2003)
Melewar  Walker (2003)

(Customers in country of origin ofthe

brand )
(Customers of foreign
countries)
(Gregory & Wiechmann, 1997; Melewar & Walker,
2003)



(Van Riel,
1997, as cited in Kitchen & Shultz, 2001)
Ind (1997)
(Identity)
, (Value)
: (Communications)
Hatch  Schultz (2003)
3 (Vision)

(Culture) ,

(Image)

3 (
2.16)

2.16: The Foundation of corporate Branding
BRANDING

CULTURE /

IMAGE

: Hatch, M.J. & Schultz, M. (2003). Bringing the corporation into
corporate branding. European Journal o fMarketing. 57(7/8), p. 1047,

Gregory  Wiechmann (1997)

(Investor relations),

61
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(Public relations), (Brand aavertising),

(Sale and distribution communications), (Employee
communications), (Corporate identity) (Corporate
advertising) 2.17

2.17: The scope of corporate branding

; Gregory, J.R., & Wiechmann, J.G. (1997). Leveraging the corporate
brand. Lincolnwood, lllinois: NTC, p. 52

Hatch  Schultz (2003)

: , 1
' l 1 v 1 1 1 11 \; |
( 2.18)
2.18

3 (Decision made by

top management) , (Partners)
(Alliance), : (Change

initiative), (Corporate symbolism)

(Decisions made hy organization members)



(Decisions
made by external constituencies)

2.18: Successful corporate brands tap the attractive force that draws stakeholders to
the organization.

Decisions made by top
Management:
- lines of business
- partners and alliances
- location
- change initiatives
- corporate symbolism

/\
The
Corporate
o - Brand )
Decisions made by organization Decisions made by extemal

Member: Constituencies:
- work hard - buy product/service
- be loyal - seek employment
- seek challenge - praise/criticize company
- resist influence - invest in compary
- represent org in a positive or - seek to regulate
negative light - agree to supply

| Hatch, MJ. & Schultz, M. (2003). Bringing the corporation into
corporate branding. European Journal ofMarketing. 37(7/8), p. 1046.

Hatch  Schultz (2003)

3 (Vision), (Culture),
(Image) Shultz (2001, &s cited in
Kowalczyk & Pawlish, 2002)
, , (Reputation), (Identity) (Image)
tv
(Vision), (Culture), (Identity)

(Image), (Reputation)



(Corporate vision)

Kitchen  Schultz (2001)

(Vision)

(Hatch & Schultz, 2003)

Collins and Porras (1994, as cited in Hatch & Schultz, 2003)

( , 2541)
( , 2541)
(Framework)  *, (Direction)
(Lewis, 1997)
Massnick (1997)
4 (The vision s attractive)

(Skll), (Talent),
(Resource), (The vision is worthwhile)



(The vision is achievable)

1

(The vision is widely shared)
(Worthwhile),

(Attractive),

(Threats)

3
(Intuition),
(Judgment),

(Unique),

65

Lewis (1997)
(Composition), (Operation),
(opportunities)
(Crafting)
(Personal vision), (Experience),
(Information), (Value), (Culture)
(Flexible) (Receptive),

(Potential driving forces)

] !



(Natural resources)

(Rank the options)
4 (Recognizing the obstacles)
(Information collection), (Analysis),
(Judgment)
5 (Vision in action)
6

(Continuous vision improvement)
6-12

66

(List)
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(Corporate culture)

(Hatch & Schultz, 2003)

(Values), (Beliefs),
(Norms) (Kowalczyk & Pawlish, 2002)
Schein (1985, as cite in Kowalczyk & Pawlish, 2002)
(Symbols), (Rites), (Ceremonies)
Kluckhohn  Kelly (1945, " 2537)
(Habits)
(Values), (Beliefs),
(Norms),
(Habits) , , , , (Symbols),
(Rites), (Ceremonies)
Sathe (1985)
3 (Thickness of
culture) :
(Extent of sharing),

(Clarity of ordering)



2
3
4
o)
6' "
[/
(Sathe, 1985)
Greenberg & Baron (1995)
3
(Standard of behavior)

O'Reilly, Chatman, ~ Caldwell (1991, as cited in Kowalczyk & Pawlish,
200)
Organizational Cultural Profile (OCP)

68
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8 (Innovation),
(Attention to detail),
(Qutcome orientation), (Aggressiveness), (Supportiveness),
(Emphasis on rewards), (Team orientation),
(Decisiveness)
(Corporate identity)
(Logo),
(House styles), (Staff outfits),

(Kitchen & Schultz, 2001)

Dacin  Brown (2002)

Ind (1997)

Ellwood (2000)
, (Theme),

(Logo)



(House styles),

(Physical cues),

Olin (1989)

(Organizational structure)

1 Monothic

2. Encloresed

(Logo),
(Staff outfits),
(Olin, 1989
Abratt (1989) (Visual cues),

(Behavioral cues)

(Visual structure)

BMW, Microsoft

10
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General motors, L'Oreal

3. Branded
(Niche)
Unilever, Proctor & Gamble
(Olin, 1989)
(Corporate image)
Hatch and Schultz (2003)

(Customer), (Shareholders),  (Media),
(General public)

Pickton and Broderick (2005)

(Felt) (Thought)

Ind (1997) (Receiver)
, (Investors),
(Audience)



Kotler (2003) (Image)

Dowling (1986, as cited in Kitchen & Schultz, 2001)

)

Van Riel (1995, as cited in Kitchen & Schultz, 2001)
(Corporate image)

(Customer), (Shareholders), (Investors),
(Media), (General public)
(Stakeholders) (Audience)
(Felt) (Thought)
()
Schmitt ~ Simonson (1997) (Identity)
(corporate image) (brand image)
(Sponsorship),
(Public relations), (crisis management),
(advocacy advertising)
(Identity)

(Marguiles, 1977, &s cited in Meenaghan, 1995)

12



3

(Received / Perceived) (Meenaghan, 1995)

3
(Attribute), (Consequences)
(Rajeev, Myer, & Aaker, 1996, , 2544)
Boulding (1975) 4

(Perception Component)

(Cues)
: (Cognitive Component)
(Attribute)
: (Affective Component)
(Conative Component)
Jefkins (1993, , 2545)

3
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(Balmer, 2001)

(Van Riel, 1995)

(Corporate reputation)
(Balmer & Gray,
2003)
Fombrun (1996)
Balm  Van Riel (1997, , 2545)
(Corporate brand

management)



Balmer (2001)

(

219

(Corporate identity)

, (Ethos),

(Corporate image)

(Corporate reputation)

75

2.19: The saliency of identity and related concepts in addressing major
organizational concems

Concept
Corporate identity

Corporate image

Corporate reputation

Addresses key question
What are we?

What is the current perception
and/or profile?

What distinctive attributes (if agy)
are assigned to the organization

Comments/explanations
Also.involves agdressing

a series of questions
Including: What is our
Business/structure/strategy/e
thos/market/performanc\Whis
tory/and o
reputation/relationships to
other identity?

In relation to the immediate
mental perception of the
Organization held by an
individual, group or network.

The enduring perception
held of an G™anization by
an individual, group or
network.

- Adapted from Balmer, J.M.T. (2001). Corporate identity, corporate branding and
corgorate marketing: Seeing through the fog. European Journal o fMarketing, 35
(3/4), p. 257.



(Corporate identity)
(Corporate image)

(Corporate reputation)
(Brand equity)
Aaker (1996) (Brand equity)
(Assets) (Liabilities)
(Brand's name) (Symbol)

(Brand
awareness), (Brand Loyalty), (Perceived
quality), (Brand association)

Clow  Baack (2002)
(Shelf space) (Display)
(Stock)
Cobb-
Walgren, Ruble, ~ Donthu (1995) (Brand equity)
(Investors)
(Manifacturers) (Retailers)
(Trade)

(Retail outlet)



I

(Allocating shelf
space) ( , 2546)
(Brand's name) (Symbol)
(Customer-based Brand Equity)
Kotler (2003)
Keller (2003)
(Marketing Response) (Differential
Effect) 1 (Brand
Knowledge) 3
(Differential Effect), (Brand Knowledge),
(consumer response to marketing)
Aaker (1996) 4

(L) (Brand awareness)

(Recognition ranging) (Recall)



(Brand loyalty)

(Perceived quality)

(Celebrity spokesperson)
(Brand identity)

(Brand Image)

Keller (2003)

(Associative Network Memory Model)

(abstract),

(Brand Awareness)

(Top of mind)

(Brand association)

(Nodes)

(Verbal), (visual),

(Contextual in nature)

(Brand Image) (

(Links)

2.20)

8



9

2.20 (Brand Awareness) 2
(Brand Recognition)
(Brand Recall)

(Recognition)
(Hints/Cue)
(retrieve)
(Reminder/Cue)
(Recall) (Shimp, 2000)
(Brand Image)
(Brand Association)

(Keller, 2003)

2.20 Consumer-Based Brand equity Framework.

Brand 5
/ Recognition B
BRAND
AWARENESS \ Brand
Recall Non-Product-Related
: (e.g., Price, Packaging,
User and Usage Imagery
Altributes )
g BRAND
Product-Related
M&V’VLEDGE (e.g.. color, size,

o \\ Design features)
Types of Functional
Brand Association Benefits
BRAND
IMAGE i
Favorability, \ Symbokc
Strength, and Overall

Uniqueness of Evaluation \ Experiential I
Brand Association (Atitude)

: Shlmp, TA. (2000) Advertising, Promotion, and Supplemental aspects o f
Integrated Marketing Communications Perspective. (5|h ed) Forth Worth,

Texas. The Dryden Press, p. 8

(Brand image) (Gordon, 1996) , (Trade promotion),



(clow & Baack, 2002)

(Sale revenues) (Clow &
Baack, 2002)
(Marketing Communication)

G. Belch M. Belch (2004)

(Marketing strategy)
(Marketing
mix)
(Marketing Communication)
(Communicator)
, , (Brand message)
(Brand image) (General public)
(Prospect), ' (Stakeholders)
(Kotler, 2003)
(G. Belch & M. Belch, 2004)
Duncan (2005) (Marketing Communication)
(Message)
, : (Event),
(Sponsorship), (Customer service)
(Target audience)
D , : (Outdoor boards), :
Shimp (2000) 2

(Communication)

80
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(Marketing)
(Marketing mix)
(Product or Service),  (Price),
(Place), (Promotion)
(Brand's marketing mix)
(Brand's customer or Client)
(
2548)
(Event), (Sponsorship),
(Customer service)
(Outdoor boards),
() ()
()

( 221)
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2.21: A model of communication process

0 Experience
Communication
Channel
Media
TV, Radio, Newspaper, ~ Receiver

Magazines, Intemet,  “Customers, - |
Mall, Phone Decoding = >4 Prospects,

Message Stakeholders
Brand Messages,
Ads, PR Releases,

Coupons,
Cuslomer Service

Woise -

Adapted from: Belch, G. and Belch, M. (2004). Advertising and Promotion an
Integrated Marketing Communications perspective. (6lh ed.).
NY: McGraw-Hill, p. 139.

, (Sender and Receiver), (Communication tools),
(Message), (Channel) (G. Belch & M. Belch, 2004)
(Encoding), (Decoding),
(Response), (Feedback) ! ' (Noise)

(Kotler, 2003)

(Source/Sender) ,
( )
(G. Belch & M. Belch, 2004) (Corporate)
(Brand name)
(Message) (Brand message)

(Duncan, 2005)
, (Spokesperson), ' (Celebrity),
(G. Belch & M.
Belch, 2004)

(Kotler, 2003)



(G. Belch & M. Belch, 2004)

(Source credibility) (Duncan, 2005)

1 3 1 3

(Encoding)
(G. Belch & M. Belch, 2004)
(Duncan, 2005)
(Message)
(Verbal) (Nonverbal), (Oral) (Written),
(G. Belch & M. Belch, 2004) (Marketing
communication message)
(Newspaper ads), (Radio commercial), (Direct mail pieces),
(Sale clerks), (Customer service)
(Brand messages)
(Duncan, 2005)

(Communication Channel) (Media
vehicle) (G. Belch & M. Belch,
2004)

Forbes Playboy, Cosmopolitan,

Rolling Stone

83
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Business Week Fortune
(Prestigious business
publications)
(Duncan, 2005)
Duncan(2005) 2 (2)
(Personal channels of communication)
(Face-to-face)
(Social channels of communication)
(Word-of-mouth communication) (2)
(Non personal channels of communication)
(G. Belch & M. Belch, 2004) (Media)
(Atmospheres),
(Event) (Media) (Print media)
, , (Direct mail), (Broadcast media) ,
? (Network media) 1 , (cable),
(Satellite), (Wireless) (Electronic media)
(Audiotape), (Videotape), (CD-Rom), (Web
page) (Display media) (Billboards),
(poster), (signs) (Kotler, 2003)

(The product’s styling),

(Kotler, 2(X)3)

(Duncan,

(Brand contact)

(Kotler, 2(1)3)

20)
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(Receive)
(G. Belch & M. Belch, 2004)
(Prospect), , (Target
audience)
2 (Physical)
(Psychological) (Decoding)
(Codebook)
(Duncan, 2005)
(Decoding)
(Duncan, 2005)
(G. Belch & M. Belch,
2004)
(Duncan, 2005)
(Frame of reference) (Field of experience)

(G. Belch & M. Belch, 2004)

( ) (Duncan, 2005)

(Kotler, 2003)

(Duncan, 2005)

(Response)
) (Duncan, 2005)
(Feedback)
(Non observable action)

(Immediate action)
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(Gesture) (G. Belch & M. Belch,

2004)  G. Belch M. Belch (2004)
Duncan (2005) 3
(Immediate feedback)
(Buying)

(Sampling)
(Direct-response) (Direct mail) (Telemarketing),

(Delayed feedback)

(Image advertising)
(Brand awareness)

(The message impact of advertising)

(No feedback)

(Negative impact) ' 1"

(Wrong place) (Wrong time) (Wrong media)

(Appeal)
(Duncan, 2005)

(Noise)



2005)

(G. Belch & M. Belch, 2004)

(Duncan, 2005) (

(commercial message)

(Duncan, 2005)

2.22: Types and sources of noise

Noise from af) NOé
Commum ation rocess ommunica
Physical noise o%r%lgtsrg rgdéjrc\ygu s * Distractin
B e  EShaet
Psychological noise M'%ﬁ‘ﬁge%ra@r"@sst&fswgfdrﬁessg gals A\

Uree . *Sa
-ioo Usio g([i% udprﬂ]g fr(am mg}on&stent

se from ou

(Duncan,

2.22)

(Clutter)

side a Brand's
lon-Process

?|ghts and sounds in li.e

L -tasking
Ve messages

rr%lgvance to recipient's wants and
iSfaction with competitive brand

; Duncan, T. (2005).Principles ofAdvertising andIMC. (6lhed.).

NY: McGraw-Hill, p. 139.

Tse Lee (2001)

(Zapping)

(Zappers)

87
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(Nonzappers)

(Shimp, 2000)

(Mass product) ( > ? , 2543)

(Integrated Marketing Communications: IMC)

" (Integrated Marketing Communications: IMC)

(Integrated Marketing Communications: IMC)

(One-way

communication) (Traditional Media)
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(Two-way communication) (Schultz,

Tannenbaum, & Lauterborn, 1994)

(Schultz, Tannenbaum, & Lauterborn, 1994)

(Integrated Marketing Communications: IMC)
(Duncan and Everett,

1993)

American Association of Advertising Agency (AAAA) (1989, as cited in Belch and
Belch, 2004; Duncan and Everett, 1993; Kotler, 2003;)

(Integrated Marketing Communications)
(Added Value)
(Comprehensive Plan)

, (Direct response),

(Impact)

G. Belch M. Belch (2004)

(promotional) .

Clow and Baak (2002)
(Coordination and Integration) ,
(Avenues),

(Impact) (End users)
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Duncan (2005)

(Cross functional)

(planning), (execution),

(monitoring)

(creativity), (integrated), (Synergy)

Schultz (1993) (as cited in Kitchen and Li, 2005; Kitchen, Brignell, Li and Jones,
2004)

(persuasive communications programs)

Shimp (2000)

(Affect Behavior)

(Use all sources of brand or company contacts)

(Achieve Synergy) (Single Voice)
(Concept) (Process)
(Achieve Synergy) , (Direct
response), ; '

(Single Voice)



Shimp (2000)

2.
the customer or prospect)

(Outside-in)

(Use all forms of contacts)

91

(Affect behavior)

(Start with

(Achieve synergy)



(Single voice)

Duncan (2005)

based planning)

(Campaign)

(Common theme)

92

(Build relationships)

(Zero-

(Zero point)



Duncan (2005)
(Zero-based planning)

(Ongoing process)

(Synergy)

2+2=5

(One voice)

Duncan (2005)

(Synergy)

93
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(Information Technology) (Media

fragmentation) (as cited in Kitchen, 2005; Eagle & Kitchen, 2000)

(opportunity) (advantages)

(Clow & Bacck, 2002)

(Media mix)

(as cited in Kitchen, 2005; Eagle & Kitchen, 2000)

(Achieve
Synergy) (Single Voice) (Shimp, 2000)
(Brand Image),

(Brand identity),



I(as cited in Kitchen, 2005; Eagle &
Kitchen, 2000)

G. Belch M. Belch

(2004)
( 2.23)
1 (Review of marketing
plan)
(Current position)
(Marketing plan)
(Product line),

1)

2.)

3. ) (Target market),

(Marketing mix)
4. )

95



2.23: An integrated marketing communications planning model

11 I:ljre& !Sﬁets 1Fﬁ 1t

e mdy  pomo pidy sdirg
djetive djedive

1t It | t | t

Adetisig Dredt Shes ARl Rasmsll t_

Sretegy matkeiny paTdian pudiaty sdlirg
Srategy Stretegy Srategy

1t 1t Lt 1t It

adltaoics ardltadics ardltacics aliadics
1 d 1
..................................... N AR o,

4 Mitor, edluete, ad aoird integated madeirgaomunicetias progam

Adapt from: Belch, G.E. & Belch, M.A. (2004). Advertising and promotion: an
integrated marketing communications perspective. (6th ed.).
NY: Mcgraw - Hill/lrwin, p. 26.

(Promotion plan)
(Promotion mix) (Marketing program)

(Marketing plan)

(Promotional strategy)

2.
(Analysis of Promotional Program Situation)



(Internal)

(Internal analysis)

(Weaknesses) (Strengths)

, 1

(Unique selling points)

(External analysis)
, (Market segment),

(Positioning strategy)

, (lifestyle),

(In-depth examination)

(Marketing environment)

(External)

(Segment)

97



mix) (
(Market share),
objective)
(Awareness)
mix area)

(Analysis of the Communications Process)

98

(Media-

(Marketing objective)

(Communication

(Promotion-

(Budget Determination)

(Percentage of a company’s sales revenue)

h:

marketing communications program)

(Promotional-mix element)

(Developing the integrated



(Planning process)

(Developing campaign)

XX)

2

2
(Creative strategy)
(Media strategy)

6:

(Monitoring), (Evaluation),

Duncan (2005)
6

1, (Identifying Target Audience)

(Customer-response factors)

(Control)

99



(External)

3.

Objectives)

100

(Analyzing SWOTS)

(Internal)
(Strengths) (Weaknesses)
(Opportunities) (Threats)

(Determining Marketing Communication

10%

(Developing Strategies and Tactics)
(Strategies)

(Tactics)

2 (Analyzing SWOTS)

(Marketing communication mix)

(Media mix)

(Series)
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5 (Setting the Budget)

(Fixed)

(Percent-of Sales Budgeting)
, (ROI Budgeting Return-on-
investment: ROI) , (Objective- and-

Task Budgeting)

6 (Evaluating Effectiveness)

, (Feedback)

(Marketing Communication Tools)

Kotler (2003) 5
(Advertising) (Sales Promotion) (Public

Relation) (Personal Selling) (Direct Marketing)

Duncan (2005)

8 (Advertising)
(Sales Promotion) (Public Relation) (Personal Soiling)
(Direct Marketing) (Packaging)
(Events and Sponsorships) (Customer service)

G. Belch M. Belch (2004)

(Advertising) (Sales Promotion)



(Public Relation) (Personal Selling)

(Direct Marketing) (Interactive/Internet marketing)

Kotler (2003), Duncan (2005), G.Belch M.Belch (2004)

102

5
(Advertising) (Sales Promotion) (Public Relation)
(Personal Selling) (Direct Marketing)
(Advertising)
Kotler (2003)
) , : (Sponsor)
Duncan (2005) ,
(Sponsor)
, (Brand awareness)
(Impact)
G. Belch M. Belch (2004)
, , , (Noil personal communication)
(Sponsor)
, (brand

awareness), ,
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(Feedback)

Shimp (2000)

1 (Informing)

(Top-of-mind awareness: TOMA)

2. (Persuading)

(Primary demand)

(Secondary demand)

3.
(Reminding)
4. (Adding Value)
3 (Innovating),
(Improving Quality),
(Altering consumer perceptions)
5.

(Assisting other company efforts)
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(Gregory & Wiechmann, 1999)
1

Shimp (2000)
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(Transformational)

Meenaghan (1995)

(Marketing imagery)

(Source) 2

(Lifestyle) 2

(Social statement)

(Transformational)
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(Public Relations)

G. Belch M. Belch (2004)

(Management Function)
, (policy identification)
(executes a program of action)
(publicity), (special publications),

(social responsibilities) 1 (fund-raising),

(sponsorship of special events)

AlS, . ( )

G. Belch M. Belch (2004)

Slump (2000)

Shimp (2000)

1)

2.) (Social

influences)
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3 )

4. )

5 )

6. )

(stakeholders)

Kotler (2003) (Public Relations)

(company’s image)

(promotional mix)
(Public-
Relations department)

(goodwill)

(Public Relations)

(Kotler,
2003)

(attributes)

(Communicates new product benefits)
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(Corporate ad)

Call Center

(trust) ;

]

(To defend products at risk and give consumers permission to buy)
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Shimp (2000) 2

(Proactive PR) (Reactive PR)

1) (Proactive PR)
(marketing objectives)

(opportunity seeking)

(additional exposure)!!

<Publicitym

(brand’s equity) (brand awareness)
(Product
releases), (Executive-statements releases)
(Feature Articles)

(Publicity)

2.) (Reactive PR)

, (negative image)

(takes action immediately)
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G. Belch M. Belch (2004) Duncan (2005)

(Publicity)
(prospect)
(Media Relations)
4
(Corporate Communication)
(senior-level) (Corporate ldentity)
(reputation)
(Corporate Relations) (Issue management)
(Community relations)
NGO
(Government Relations)

(Public Affair)

(Industry Relations)

(Employee Relations)

(Financial or investor Relations)



(Crisis Management)

(Message) G. Belch

. Belch (2004) Duncan (2005)

) (Press Release. New Release)

VDO 0!

) (News kit, press kit)

) (Press conference)

) (Press Tour! "
1

) (Media Events)
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6. ) (Speeches and Interview)
(Quote)
(Vision)
(Mission) B
7. ) (Pitch Letter) (e-mail)

(Duncan,2005)

8 ) (Fact Sheet!
9. ) (Corporate Ad and Advertorial!
(Social Contribution) (Brand benefits)
(Advertorial)
" (Logo)
10. ) (Sponsorship and Community involvement)

Duncan (2005)
(non-profit organization)

(win-win)



113

Internet

Internet ,

(word-of-mouth) Internet

website ,

(Sales Promotion)

G. Belch M. Belch (2004)

(Extra value or Incentives) ,

Shimp (2000) 2
(Incentives)
(End-user consumers)

(Trade customer)

(Sweepstake), ,
(Sweepstake),
2
, (Consumer-oriented Sales Promotion)
(Trade-oriented Sales Promotion) (G. Belch & M. Belch,
2004)

(Consumer-oriented Sales Promotion)
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(Pull strategy)
(Shimp, 2000)

(Couponing)
, (Sampling)
(Premiums) ,
(Sweepstakes)
, (Price-offs)

, (point-of-purchase materials),
(Contests), (Bonus Packs), (Rebates) (G. Belch &
M. Belch, 2004; Shimp, 2000)
(Event Sponsorship or Event Marketing)

(Trade-oriented Sales Promotion)

(Push strategy) (Shimp, 2000)
(promotional) ,
(merchandising Allowances)

(price deals), (Sales Contests)

: (Training Programs),



(Trade Shows),
Belch, 2004; Shimp, 2000)

(Shimp, 2000)
(Stock)

Shimp (2000)

(Cooperative Advertising) (G. Belch & M.

(G. Belch & M. Belch, 2004)

(Sales force promotion)

115
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(Shimp,
2000)
(Personal selling)
Kotler (2003) (Personal Selling)
(face-to-face communication and
interaction) (prospect purchasers)
(orders)

G. Belch M. Belch (2004)
Personal Selling (person-to-person communication)
(Prospective Buyers)

, (face-to-
face) (telecommunications)

(flexibility)

(feedback) (impact)
(sale presentation)



2000)

Shimp (2000)

(Personal selling)

117

(Personal Selling)

(Shimp,



G. Belch

118

(Shimp, 2000)

(Commitment)

M. Belch (2004)
(Integrated Marketing Communication)



(Awareness)

(Stimulating Trial)

and Public Relations)

(Direct Marketing)

(Interest)

119

(Promotional Tools),

( Order)

(Combining Personal Selling

Telemarketing

1 n ;

(Sales Promotion)



10,
11,
12,

(Counselling),
(Attending), (Recreating),

(Enjoying) (

(2546)

120

. 2546)
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13, ,

14,
15

(Direct Marketing)

G. Belch M. Belch (2004)

(telemarketing)
(Direct-action Advertising)

(The Direct Marketing Association) (as cited in Kotler, 2003)

(Transaction)
Kotler (2003)

(Consumer-direct channel)

(telemarketing) (Interactive TV)
(Web sites)

(telemarketing)
(Interactive TV) (Web sites)



(Telemarketing),

Shopping)

Computer)

(Roberts & Berger, 1989, )

122

(Junk Mail)
(Junk Phone Calls)

(Direct Marketing Communications)
4 (Kolter & Armstrong, 1997)

(Direct-mail and Catalog Marketing),

(Television Marketing)

2
(Direct-response Advertising) 2
(Home Shopping Channels)
TV Media
(Onling Computer

(Home
( 254

5 ,
(Precision Targeting)



24

(Personalization)

(Call for Immediate Action)

(Invisible Strategies)

(Measurability)

(Consumer Market)

(Checkout Counters)
(At-home Shopping)

48
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Media)

Superhighway)

(Electronic Commerce)

(Home Shopping)

Customers)

(Electronic

(Information

(Electronic Markets)

(Industrial

124



reduction)
(Brand reputation)

(Perception)

(Product) (Brand)

(Schiffman ~ Kanuk, 2004)

Solomon (2004)
5 (Sensations)
(Interpret)
(Needs)

(Organize)
(Biases)

(Reach)
(Cost

(Select)

(Experiences)

125
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Hawkins, Best ~ Coney (2004) (Information
Processing) ' ,
3
(Exposure)
, (Attention)
, (Interpretation)
Schiffman  Kanuk (2004) (Perception)
(Select) (Organize) (Interpret)
Assael (1998) (Perception)
(Selection) (Organization)
(Interpretation) ( : ) (
) 2.2

2.24: The Perceptual Process

Exposure
Selection |
Attention
"7
Organization
Categorization
1 7 l
Interpretation 0 Inference

- Assael, H. (1995). Consumer Behavior and Marketing Action
(5hed.). Cincinnati, OH: South-Western College Publishing, p. 197.
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(Perception)
(Exposure) 5
(Selection) (Attention)
(Organization)
(Interpretation)

(The Perception Process)

(Perception)
(Selection) (Organization) (Interpretation)

(Perceptual selection)

(Selectivity) (Perceive)
(Schiffman & Kanuk, 2004)
(Assael, 1995)
(Schiffman & Kanuk, 2004; Solomon, 2004)
(Selective exposure) (Attitude) (Needs and Wants)

(Attention) (Goal achieve)
(Assael, 1999)

(L) (Exposure)
(Assael, 1998; Hawkins, Best & Coney, 2004; Solomon, 2004)

(Assael, 1998)
(Fast forward)
(Zipping) (Zapping)
(Muting) (Hawkins, Best & Coney, 2004)



(Attention)
(Assael, 1998)

selection)
2004)
(Assael, 1998)

Solomon (2004)
1

128

(Hawkins, Best & Coney, 2004)

(Perceptual
(Soloman,

(Personal selection factor)

(Experience)

filter)
(Perceptual vigilance)

(Distort)
(Perceptual defense)

(Perceptual

(Adaptation)

(Familiar)

(Intensity) ,

(Exposure)
(Relevance)

2

(Size)
(Color)

(Duration)
(Discrimination) :

(Stimulus selection factor)
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(Position)
(Novelty)
(Nature of the product),
(Physical attribute), (Package design),
(Content),  (Price), (Store), (Salesperson), (Brand name),

(Advertisement and commercials)
(Consumer's perception) (Assael, 1998; Schiffman & Kanuk,

2004)
(Attention)
(Attention)
(Stimulus), (Individual), (Situation) (Hawkins, Best & Coney, 2004)
Hoyer  Macinnis (2000)
if
2
(Consumers' previous experience)
(Expectation) (Motive at the time) ( ,

, )
(Schiffman & Kanuk, 2004)

(Perceptual Organization)

(Perceptual Organization)
(Group)
(Schiffman & Kanuk, 2004)



(Integration)
(Perceptual
Organization) Gestalt psychology
(Perceptual integration)
(Advertising campaign), (Price level),
(Distribution outlet), (Brand characteristics)
(Assael, 1993)
1 Closure (Perceiver)
(Assael, 1995)
(Audience)
(Message) (Solomon, 2004)
2. Grouping
(Chunking  Grouping
information)
(Attributes)!! (Principle of
grouping) ( 225  (Assael, 1998)
(Proximity)
(Symbol) (Imagery)
(Similarity')

(Solomon, 2004)
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(Continuity)

(Uninterrupted)
(Sales station)
3. Context (Context)
(Figure and ground)
(Figure) (Foreground)
(Ground) (Background)
(Product)
(Figure) (Background) (Assael, 1998)
(Marketing message)
(Focal point) (Context)

(Solomon, 2004)

2.25: Principles of organization

Gestalt psychology

Similarity Grouping Figure—ground
Context

Continuity

Adapt from: Assael, H. 19953. Consumer Behavior and Marketing Action (5thed.).
Cincinnati, OH: South-Western College Publishing, p. 207.
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(Perceptual interpretation)

Hoyer  Macinnis (2000)
2 (Cognitive Interpretation)
(Affective Interpretation)

Solomon (2004)
2
Schema (Benefit)
Schema
(Message) | |
Assael (1998)
2
(L) Categorization
(Involvement)
(Process of Categorization)
2 Schema  Subtyping
Schema (Bits and pieces of information)

(Thought) (Idea) (Symbol)
(Memory)
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(Recal) 1 (Clusters of Thought, loea, and
Symbol)
Subtyping
(Thought) (Idea)
(Symbol) Schema
(A subcategory ofa
broader category)
(2) Inference
Inference
(Brand), ~ (Price), (Product),
(Companies)
(Word-of-mouth communications from friends)
Semiotics (Signs and symhols)
Mercedes (Quality)
(Status)
3
(Brand), (Signs and symbols)
(Image)
(Object)
Gestalt psychology
2
(Fantasies)

(Assel, 1998)
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Assael (1998) 3
(Brand image)

(Product Positioning)

(Store Image)

(Corporate Image)

(Attitude)

(Attitude)
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Hoyer ~ Macinnis (2000) (Attitude)

Fishbein ~ Ajzen (1975, cited in Lutz, 1991)

Schiffman  Kanuk (2004)
, (Word-
of-mouth information), , ,

Solomon (2004) (Attitudle)

(Attitude object: AQ
(Attitude object)

Allport (1935) (cited in Assael, 1998)

(Assael, 1998)

Hawkins, Best  Coney (2004)
(motivational), (emotional), (perceptual),
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(Cognitive processes)

(think), ~(feels),

(act)
Hoyer  Macinnis (2000) 5
1 (Favorability)
2 (Attitude accessibility)
3 (Attitude confidence)
4 (Persistence)
5. (Resistance)
(Component of Attitude)
Lutz (1991) 2
(The tripartite View of Attitudes)
(Cognitive Component), (Affective Component)
(Conative Component) ( 2.26)

(The Unidimensionalist View of Attitudes)
(Affective Component) ( 2.21)
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2.26. The Tripartite View of Atitude

Attitude

1

Cognition : Affect Conation
1
1

: Lutz, R. J. (1991). The role ofattitude theory in marketing. In H. H. Kassarjian &

T.s. Robert (Eds.), Perspectives in consumer behavior (4thed, pp.317-399).
Englewood Cliffs, NJ: Prentice Hall, p. 319,

Assael (1998)

3 (Three components of Attitudes)
(Cognitive  thinking) (Brand beliefs),
(Affective) (Brand evaluations),
(Conative ~ behavioral) (Intention to buy) (
2.28)
Hawkins, Best  Coney (2004) Assael (1998)
3 (Cognitive)
(beliefs), (affective) (feeling), (behavioral)
f 3
(Cognitive component) (Affective
component) (Conative component)

(Cognitive component)

(Cognitive component)
(Lutz, 1991)
(Attitude object)

(Schiffman  Kanuk, 2004)
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2.28: Three components of Attitudes

AFFECTIVE
COMPONENT

Brand
Evaluation

Assael, H. (1998). Consumer Behavior and Marketing Action (6<ed.).
Cincinnati, OH: International Thompson Publishing, p. 283.

(Affective component))

(Affective component)
, (positive) (negative) (Lutz, 1991)
(rating)

(Assael, 1998)

(Conativc component)

(Conative component)

(Hawkins, Best
Coney, 2004)

2
(Assael, 1998)
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(Schiffman

Kanuk, 2004)

(The tripartite View of Attitudes)
(Affective component)

(Cognitive component)
(Assael, 1998)

(Lutz, 1991)

(Knowing), (Feeling), (Doing)
(Hierarchy of effects) (Solomon, 2004) ( 2.29)
1 (The Stanclard Learning Hierarchy)
2 (The Low-Involvement Hierarchy)
3, (The Experiential Hierarchy)

(The Standard Learning Hierarchy)
]  (Problem-solving process)
(Belief)

(Affect)

(The Low-Involvement Hierarchy)



(Jingles)

(The Experiential Hierarchy)
(Intangible)

(Hedonic motivation)

2.29: Three hierarchy of effects.

standard Learning Hierarchy: ATTITUDE

i - Based on cognitive
Beliefs  7--. A ffe ¢ t-——-  Behavior |nfom&f_)i%nq
processing

Low-Involvement Hierarchy: ATTITUDE

o

B eligfs -~ Behavior—— ) Affect Behavioral
Leaming

processes

Experiential Hierarchy: ATTITUDE
Based on

A ffe ¢t » Behavior Beliefs Hedonic
consunption

I Solomon, M. (2004). Consumer Behavior buying, having, and being
(6thed.). Upper Saddle PJver, NJ: Pearson Education, p. 227.

(The Unidimcnsionalist View of Attitude.)

Lutz (1991)
(Tripartite View of Attitude)

Unidimensionalist View of Attitude.) ( 2.27)

140

(The
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(Affective component)

(Cognitive Component)
(Behavioral Component)
2
(Affective component) ,

2.27: The Unidimensionalist View of Attitude.

Beliefe 1 Attitude Intentions Behaviors 1
(Conition) 1 (Affect) (Conation) (Conation) 1

: Lutz, R J. (1991). The role ofattitude theory in marketing. In H. H. Kassarjian &

T.s. Robert (Eds.), Perspectives in consumer behavior (4hed, pp.317-399).
Englewood Cliffs, NJ: Prentice Hall, p. 320.

(The functions of Attitude)

Katz (1960, as cited in Solomon, 2004) (Function
theory of attitude)

(Solomon, 2004)

1 (Utilitarian function)
(Reward and punishment) (Solomon, 2004)

(Hawkins, Best  Coney, 2004)
2. (Value-expressive function)
(Self-concept) (Hawkins,
Best  Coney, 2004; Solomon, 2004)
(Lifestyle)
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(Solomon, 2004)
3 (Ego-defensive function)

(Solomon, 2004)

(Hawkins, Best ~ Coney, 2004)
4, (Knowledge function)

(Need) , , (Solomon, 2004)

(Hawkins, Best ~ Coney, 2004)

(Solomon, 2004)

Assael (1998)
(Family influences)

(Peer group influences)
(Information and experience
influences)
(Personality)
(Aggression),
(Extroversion), (Submissiveness),
(Authoritarianism)

, (Culture)

(Social group)
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(Assael, 1998) ,

(Direct marketing) (Exposure to mass media) (Schifffman &
Kanuk, 2004)

(Attitude formation)

(Solomon, 2004)

(Consistency theory)
(Lutz, 1991)
(Balance theory)

(P) (Attitude object: 0)
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(X) (Lutz, 1991)
(Triads) (Solomon, 2002)

( 230)

2.30: Schematic Representation of Heider's (1946) Balance Theory

O The Atitude Ohject

\ AREeied Ced, Porsn

Attribute, or

: Lutz, R J. (1991). The role ofattitude theory in marketing. In H. H. Kassarjian &

T.s. Robert (Eds.), Perspectives in consumer behavior (4hed., pp.317-399).
Englewood Cliffs, NJ: Prentice Hall, p. 321.

(Cognitive consistency) (Assael, 1998)



, (P-X

(Heider, 1946, as cited in Lutz, 1991)
( 2.31)

2.31: Four Possible Balanced Configurations

O O (l) O

E o

[f")/ + @/

\X \x \_x +\x

: Lutz, R. J. (1991). The role ofattitude theory in marketing. Jn H. H. Kassarjian &

T.s. Robert (Eds.), Perspectives in consumer behavior (4thed,, pp.317-399).
Englewood Cliffs, NJ: Prentice Hall, p. 322

(Soloman, 2004)

145

(Solomon,

2004)
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(Lutz, 1991)

(Theory of cognitive dissonance)
Festinger (1957, as cited in Lutz,

1991)

(Dissonance)

(Post-purchase dissonance)

(Affective-cognitive consistecy
theory)
(Cognitive variable) (Value)

Rosenberg (1960, cited in Lutz, 1991)



147

(Value importance)

(Instrumentality)

(Attitude formation)

(Solomon, 2004)

Schiffman Kanuk (2004)
, (No attitudes)
(Having some attitudes)

Schiffman Kanuk (2004) 3

1) (How attitudes are learned)
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(Word-of-mouth)

(Prospect)

(Schiffman Kanuk, 2004)

2)) (Source of influence)

Hawkins, Best Coney (2004)

Schiffman Kanuk (2004)

(Personal experience) (Family and
friends) (Direct marketing) (Mass Media)
Schiffman Kanuk (2004)
1 (Trial)

Schiffman Kanuk (2004)

(Tie-in) (free samples)

(Reference group) Schiffman Kanuk (2004)
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(Beliefs)
(Cognitive)
(Affective) (Honda)
3. (Direct Marketing)
(Affective Component) (Schiffman & Kamik, 2004)
4, (Mass Media) Schiffman Kanuk(2004)

Assael (1998)
(Marketing Communication)
(Mass media)

(Packaging)

Petty Cacioppo (1986)
Elaboration Likelihood Model ( 2.32)
(High Involvement) 0

(Attributes) (Central Route)

(Cognition)

(Confidence) (Belief)
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(High Involvement)
(Emotional
Benefits) (Affective)

Peripheral route (Petty & Cacioppo, 1986)

2.32: The elaboration likelihood model

The Elaboration Likelihood M odel

Exposure to marketing message

/ -\

High invalvermnent with product, Low involvement with product,
message, or decision mecsage, or decision
! !
Strong attention focused on central, Limited attention focused on
product-related features and factual peripheral, nonproduct fea!:ives and
information feelings
=3 !
Conscious thoughts about product Low or nonconscious information
attributes and use outcomes: processing: few or no claborative
considerable elaborative activities activities I
1 Persuasion operates through
Persuasion generally alters product classical conditioning: affect change,
beliefs, which influences purchase attitude toward the ad, and
intentions nonconscious belief changes lead to
a behavioral and attitude change

: Petty, R. E. & Cacioppo, J.T. (1986). Communication andpersuation:

Central andperipheral routes to attitude change.
New York: Springer-Verlag.

Hawkins, Best

Coney (2004)

(humorous appeals)
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(fear appeals)

3) (Impact of personality)

Schiffman Kanuk (2004) (Personality)

(Recognize need for the product and become aware of the brand)

(Favorable brand attitudes)

(Decision Process)
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(Peter, Olson Grunet,
Hawkins, Best Coney (2004)
(Decision processes)
(Attributes) , (Select)
(Emotions) (Feeling)
(Purchasing situations) (Using situations)
Assael (1998)
1
Solomon (2004)
(Response)
(External factors) (Internal
factors) (Perception) (Attitude) (Self-concept)
(Self-actualization)
Solomon (2004) (Post-

purchase)
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(External factors) (Internal
factors) (Perception) (Attitude) (Emotions)
(Feeling) (Self-concept) (Self-actualization)

(Using situations)

(Types of consumers decision making)

Hawkins, Best Coney (2004)
, (Low-Involvement products)
(High-Involvement products) 233

(Complex)

Assael (1998)

2 1) 2)
(Degree of involvement in purchase) 2.34 {
11 1

(Continuum)

1 (Habitual decision making) Hawkins,
Best Coney (2004)

(Long-term memory)



Dove Dove (

2.33)

2.33:

Involvement and Types of Decision Making

Low-Involvement High-Involvement
purchase purchase
Hebitudl Limted Bxtended
dedsion meking dedsion meking deds'o? meking
i
Problem recognition Problem recognition JPr0|3|em yjecognnion I
Selective Gengric Generic
T [
Information search Informetion search Informetion search
Internal/exterrdl Internal/ Limited external Internal/extermal
Z I
Alternative evaluation . Altematlve evaluat:onﬁi

- Few Attributes ~ if |* “Many Attributes
Sinple dedision rules ¢ Complex decision rules
Fewaltematives ¢ - Many: altematlves Z

[ Puretess m 1 [ f Purchaseli s W B i Burchase
Post purchase ‘ ‘- Post purchase -
No dissonance N 24 -~ Dissonance .
Very limited evaluation Limited evaluation | ‘Complex evz luation

: Hawkins, Best and Coney. (2004). Consumer Behavior Building
Marketing Strategy (9th. Ed.). NY: Mcgraw - Hill/lrwin, Inc., p. 239.

Solomon (2004)

(Repeat purchase) (Retention)

154

2. (Limited decision making) Hawkins, Best Coney

(2004) Solomon (2004)

( 2.33)



2.34.

Consumer decision making

High-Involvement
Purchase-Decision

Complex
Decision Making
{(autos, house etc.)

Decision Making
(information search,
consideration of
brand alternatives)

Habit
(little or no Brand Loyalty
information (athletic shoes,
search,

. . i./Adult cereals etc.)
consideration of i SN
only one brand) :

155

Low-Involvement
Purchase-Decision

Limited
Decision Making
{(adult cereals;

snack foods etc.)

’_. s
Inertia

{canned vegetables,
Paper towels etc.) .

vy
hae K

: Assael, H. (1998) Consumer Behavior and Marketing Action
(6thed.).Cincinnati, Ohio: South-Western College Publishing p. 67

3. (Extended decision making)

2004)

Solomon (2004)

(High-involvement products)

(influences)

Solomon (2004)

2.35

(Hawkins, Best& Coney,

(risks)
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1) (Problem Recognition)

Assael (1998)

(Input Variables) (Internal factors)
(Consumer’s Past Experiences) (Consumer Characteristics)
(Consumer Motives)ll (External Factors)

(Environmental Influences)

(Past Marketing Stimuli)

2.35:

Stage in Consumer Decision Making

Problem Recognition
Information Search
Evalluat'i'on ofAIer"r'n;[ives

Product Choice

Qutcomes

: Solomon, M. (2004). Consumer Behavior, buying, having, and being
(6thed.). Upper Saddle River, NJ: Pearson Education, p.293

(Need
recognition) Assael (1998) , (Disparity)
(Current Situation)
(Desired Goal)
( otives)
(Motivation to act)
(Consumer’s Psychological Set)

(Brand benefits)
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Solomon (2004) (Purchasing

behaviors)

(Marketing stimuli)

2)) (Information Search)

(Low-Involvement product)

(High-Involvement product)

(Hawkins, Best & Coney, 2004)

Assael (1998)
(Consumer Information Processing) (Exposure)
(Perception of information)
(Retention in memory) 2.36

(Stimulus exposure)

Assael (1998)

(Stimuli) :

(Values)
(Lifestyles)

(Perception of Stimuli)



3)

(Organize and Interpretation)

(Memory) ,

2.36:

gonsumeninigrmat

Additional
Information

|
i Perception
Selectivity of Stimuli
Memory
N

Assael, H. (1998). Consumer Behavior and Marketing Action (6hed.).

Cincinnati, OH: international Thompson Publishing, p. 84.

(Evaluation alternatives) Solomon (2004)

(Evaluative criteria)

(Perceived risks)

Assael (1998)( 2.37)

158



159

(Desired benefits)

Assael (1998)

(hedonic needs)

(rating)

(Expected Satisfaction)

2,37: Brand evaluation.

-; B benefits
[‘-Qeﬂneﬁ{ association -Eva?uated each brand

. Assael, H. (1998). Consumer Behavior and Marketing Action (6thed.).

Cincinnati, OH: International Thompson Publishing, p. 86.

4) (Make Choicc->Intention to buy and Purchase)

Assael (1998) (Outcome)

(Intention to buy)
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(High involvement product)

(Instrumental Actions)

(Dealer)

2.28
(No purchase)

(Delay purchase)

(Outside constraints)

(Intention to Buy)

(Instrumental action)

(Instrumental action)
( 2.38)

(Decision) (Purchase)

(Assael, 1998)

5.) (Outcomes or Post purchase evaluation)

(Brand loyalty) 1

1 (Hawkins, Best & Coney, 2004)
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2.38: Purchase and post purchase evaluation

Feedback

" Instrumental
’Q"“ Actions ~ }

T o ZaNs e X
“Purchase

Assael, H. (1998). Consumer Behavior and Marketing Action (6,hed.).
Cincinnati, OH: International Thompson Publishing, p. 88.

Assael (1998)
(Process of consumption)
(Purchasing) (Consuming) (Purchaser)
, (Consumer)

‘m 3 L

(Post purchase

evaluation” '
(Satisfaction)
(Exceeded expectations)
(Repurchase)
(Positive Attitude) , (Positive Word-Of-
Mouth) ( 2.38)

(Feedback) .
(Disconfirmation of expectations)
"(Dissatisfaction)

(Negative Attitude) ( itch



brand)

Mouth)

(Financial risk)

(Post purchase dissonance)

Sony Ericsson

Assael

(Problem recognition)

162

(Negative Word-Of-

(Feel insecure)

(Social risk)

Sony Ericsson

Nokia

Peter, Olson Grunet (1999)

TV Media
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