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(End users)

2

Supermarket

Peterson and Wotruba (1996)

(Face-to-face selling)
(Away from afixed retail location)
(Seller) (Buyer)

(Hearing), (Sight), (Smell), (Touch)

(Sale presentation)
(Peddlers)
(Repeat
business)



Supermarket

Supermarket

Supermarket :
Supermarket

Supermarket

Supermarket
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A~ 11 31 1 fw A

G. Belch M. Belch (2004)

Duncan (2005)

(Customer-response factors)



Shimp (2000)

Duncan (2005)

(Analyzing (')
(Internal)
(Weaknesses)
(Threats)

(External)

(Strengths)
(Opportunities)

(Outside-in) (Shimp, 2000)

238
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, , (Kotler, 2003; Duncan, 2005,  G. Belch &
M. Belch, 2004)

(Advertorial)

G. Belch M. Belch (2004)

Duncan (2005)
(Brand awareness) ,



demand)
(Secondary demand)

(Assisting other company efforts)

(

(Reminding)

Shimp (2000

(Persuading)

35

Shimp (2000

(Primary

240



Shimp (2000)
(Informing)

TOMA)

Interview),

241

2
(Top-of-mind awareness.
Gregory & \Wiechmann (1999)
(Press release ), (Public
(Press Conference), (Event)



(Expo)

(Direct mail)

(Public Interview),

(Event)

Brochure Leaflets Website

(Press release ),

(Press Conference),

242



243

Belch M. Belch (2004)

Kotler (2003)

(attributes)

(Communicates new product benefits)

(Corporate ad.)

Shimp (2000)

(Social influences)



, (Press Release)

(Marketing PR)

(link)

(Marketing PR)
(Proactive PR)
(Marketing objectives)

(Opportunity seeking)

(Additional exposure)

Shimp (2000)

244
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(Publicity)
(brand’s equity) (brand
awareness)
(Product releases), (Executive-statements releases)
(Feature Articles)
(Publicity)
4
G. Belch M. Belch (2004) Duncan (2005)
(Publicity)
(prospect) ,
(Media Relations)
4
!
(Employee Relations)
£
2
(Sampling), (Price off),
(Premium), (Bonus Pack) 1 1

30

ork shop
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G. Belch M. Belch (2004)

! (Extra value or Incentives)

(Consumer-oriented Sales Promotion)

(Sampling)
, (Premiums)

, (Sweepstakes)

(Price-offs)

, (Bonus Packs), (Rebates) (G.
Belch & M. Belch, 2004; Shimp, 2000) !

(Event Sponsorship or Event Marketing)

, (Contest)
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( 2549)

Shimp (2000)

(Sales force promotion)

G. Belch M. Belch (2004)



30

(Event),

Sliimp (2000)

G. Belch

Road Show

M. Belch (2004)

Shimp (2000)

Commission
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1,1 1 £13 " «, 11, ,". » 1 R

Shimp (2000)

VCD, CD-ROM :

, , ATM



250

( )
4
Kotler (2003) (Personal Selling)
(face-to-face
communication and interaction) (Prospect purchasers)
(orders)
4
4

G. Belch M. Belch (2004)

(Integrated Marketing Communication)

(Promotional

Tools),

(Awareness) (Interest)
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(Stimulating Trial) ( Order)

(Combining Personal Selling

and Public Relations)

Star Galaxy of Star 2005 “we're  star Family”

(Expo)

(Direct Marketing)

Telemarketing

(Sales Promotion)



(Road show)
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253

Real-time
(Commission)
p line
Downline
4
Kolter ~ Armstrong (1997) ' (Direct
Marketing Communications) 4
(Direct-mail and Catalog Marketing),
(Telemarketing), (Television Marketing)
(Online Computer Shopping)
Roberts Berger (1989) 1

(Precision Targeting)

(Measurability)
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G. Belch M. Belch (2004)

(Percentage of a company’s sales revenue)

ag A * A 0q3 " J
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Shimp (2000)

(Affect behavior)

Peter, Olson Grunet (1999)

(Problem recognition)

(3.67) (3.70) (3.66) (3.83)
(3.71) (3.57)

(3.58)



Duncan (2005)

(Synergy)

(Survey research method)

(Questionnaire)

312 78

23.8 21-25
233 ;
238

47

76

5,001-10,000

193

256

(Synergy)

242 =5

400

26-30

59.5

11.8

108

10,001-15,000

(One voice)
22
95
93
27
172
7
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I

( 4.16) 3.78

3.65

Grayson Berry (1999) Brodie, Stanworth, ‘Wotruba

(2002), Biggart (1989), Peterson Wotruba (1996)

(face-to-face)

(Duncan, 2005) ' Tse Lee
(2001) (Zapping)

(Zappers)

(Nonzappers)
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0.05
( 4.17)
3.83, 3.70 3.69
Grayson Berry (1999) Brodie, Stanworth, otruba
(2002), Biggart (1989), Peterson Wotruba (1996)
Msweli Sargeant

(2001), Ouyang Grant (2004), Grayson Berry (1999), Bremner (2002)

(Multi Level Marketing: MLM Network marketing: NW M)
(Subcontractors)
(Recruit)
'l
I , a " il V'V Jy | VvV _
2

Shimp (2000)
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0.05

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY

0.05



5.1:

0.00*

0.02*

0.01*

0.05*

0.00*

3.82, 3.76, 3.76,3.71

3.74, 3.67, 3.66, 3.59

\Y
5.1)

SD.
371 063 3.59
3.76 063 3.67
3.76 065 3.66
382 067 3.74
370 0.72 3.67
375 053 3.67

=5
=3 =2

0.05

Kitchen Schultz (2001)

S.D.

0.69

0.69

0.70

0.75

0.79

0.58

3.36

2.27

2.62

2.00

0.65

2.87

260

Sig.

051
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Lewis (1997)

(Framework) (Direction)

28

25
26-30
5,001-10,000
18-35

25-50
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Assael (1998)

(Achieve Synergy)

(Shimp, 2000 )

( 5.1)

Grayson Berry (1999)

Brodie, Stanworth, otruba (2002), Biggart (1989), Peterson Wotruba (1996)

(face-to-face)

Shimp (2000)



Belch M. Belch (2004)

oriented sales promotion)

(Premium), 1

30

263

G.

(Consumer -

(Pull strategy)

Shimp (2000)

(Sampling)



264

) (Contest)
(Sampling), (Price off),
(Premium), , (Bobus Pack) 1
1
3



Shimp (2000)

0.05

3.67 (

G. Belch M. Belch (2004)

(2005)

5.2)

265

(Reminding)

3.74

35

Duncan



(Marketing communication)

19

5.2

0.03*

Gregory & Wiechmann (1999)

3.67

370

3.66

3.83

3.71

371

S.D.

0.62

0.66

0.71
0.76
0.78

0.57

(Global)

3.74

3.75

3.73

3.84

3.68

3.75

S.D.

0.65

0.72

0.68

0.72

0.77

0.58

10

-2.18

-1.41

-1.67

-0.31

0.90

-1.15

266

Sig.

0.16

0.10
0.76
0.37

0.25
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Duncan
(2005)

(Ongoing process)

C-B
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(The idimensionalist View) Lutz (1991)
' (Affective)

(Conation Behavior)

0.05

3.29 323

( 46 A7)



Solomon (2004)

Schiffman

(Reference group),

(Direct Marketing),

Assael (1998)
(Marketing Communication)

(Packaging)

(3.20) ( 53)

Kanuk (2004)

(Mass Media)

(Mass media)

0.05
(3.26)

4.18

269



5.3

10

0.05

3,000 - 4,999

3.26*

3.44

S.D.

0.32

0.68

3.20*

10,000

30

Assae! (1998)

S.D.

0.38

SMS

270

t Sig.
3.19 0.00*
-0.79 043

1
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(Value) (Lifestyle)

(Organize and Interpretation)

Solomon (2004)

(Evaluation alternatives)

(Persive risks)

(The Unidimensionalist View) Lutz (1991)

0.05

( 5.4)



0.05
'l
5.4:
0.00*
=3
*
( 4.7)
media)

Hawkins, Best

4.19
S.D.
3.26* 0.32 3.20*
3.44 0.68 3.48
=5
=2
0.05

Assael (1998)

(Marketing Communication)

Coney (2004)

272

038 319

065 -0.79 043

(Mass



0.05
3.55

19

Lutz (1991)

0)

(P-X

+)

(Humorous appeals)

3.46

28

(Balance theory)
P),
(X)

+)

273

(Attitude object:

(0-X
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Solomon (2004), Schiffman Kanuk (2004), Assael (1998)

( )

5.3) 2

3.44 3.48

VW

5.4) 2

3.58 3.52

331 3.37
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0.05

3.35 3.27

3.47 3.37 ( 5.5)

Lutz (1991)

5.6)
337 336



5.5
S.D. S.D.
3.27 0.78 3.35 0.79
=5
=3 =2
0.05
5.6
S.D. S.D.
3.37 0.98 3.36 0.70
=5
=3 ! =LA
* 0.05

276

t Sig.

-1.95 0.05*

71
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