2.1, (Integrated Marketing
Communications  IMC)
2.2. (Consumer Behavior)
2.3. ' (Computer Mediated
Communication ~ CMC)
2.4, ' (Electronic Commerce)
2.1, (Integrated Marketing

Communications IMC)
(Marketing Communication)
(Awareness) (attitude)

(one-way
communications)

(Media Fragmentation)

(Niche market)

(Clutter)



Marketing Communications

1990

Northwestern's Medill School

" (Percy, 1997 p.2)
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. (Integrated
IMC)

Integrated Marketing Communications ~ IMC

Northwestern's Medill School

Don E Schultz Stanley Tannenbaum
Robert Lauterborn North Carolina IMC

IMC

IMC



American Association of Advertising Agencies IMC

(Direct Response)

( ) (Percy, 1997 p.10-13)
(2540 : 3) IMC
IMC
(Brand contacts)
IMC
J (Process) (Activity)
] (Persuasive communication)
(Educate) (Seminar)
(Sales promotion) (Positioning)
(Advertising)
. IMC (Behavior)
(attitude) (Awareness)
(Brand contacts)
IMC
(Familiarity feed liking) (Brand
knowledge) ol (Positive)
(Knowledge)" (Familiarity)

(Conviction)



(Long ) (Continuity)
IMC ( )

IMC (Brand contacts)

IMC

IMC

(Percy, 1997 p.10-13)

2) .
(database)
(demographics), (psychological),
(purchase history)
(3) . Brand Contact

Don E Schultz Beth E Barnes (1994 : 6-8)



Schultz “Brand contacts”
(2540 : 36) (Brand contacts)
IMC
IMC
IMC
(segmentation) IMC
( behavioral attitudinal approach) segmentation

loyal user, competitive user  swing user

2.1.1.
(contact management) :

(develop a communications strategy)
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IMC

(marketing tools)

tactics)

2.12

Len Keeler (1995 : 171-173)
(Interactivity)

(2540 : 14)
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(marketing objectives)
loyal customer

(marketing communication

2

IMC
(two-way communications)

80 - 90

Interactive Media



Interactive
Kotler

(Space)

(time)

2540
2

2-3

2540 : 14)

ISP
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(image creation)

4,
(communication direction)

) (interactive)
6. (call for
action)

(e-mail)
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(response)
hits, visits
(Integrated Marketing Communications
IMC) www.circleofasia.com
2.2. (Consumer Behavior)
(
, 2525, 3141) ‘ "
Krugman (Krungman, 1968 : 350)
Matthews (Matthews, R.Buzzell, T.Levitt and R.E. Frank, 1962 : 36)
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(1.2.2)
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(Brand Loyalty)
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2.2.2. ; (Four View of Consumer
Decision Making)
(Model of Man)
4
1) (Economic Man Theory)
2) (Passive man Theory) :

(Attention)
J (Interest)
] (Desire)



(Selective Perception) 1
(Communication)
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(Action)

(Motivation) 1
(Learning) 1 (Attitude) 1
(Opinion Leader)

(Cognitive Man Theory) :

(Consumer's Information Processing System)

(Emotion Man Theory) :
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2.2.3. (The User and Gratifications
Approach)

(Katz, E and Others 1974,
, 2535, . 634)



(Functional Approach)

23.
CMC)

McLuhan
(Media)
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(Consumer Behavior)

(Computer Mediated Communication

(space)

(Extension of experience)

(time)
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McLuhan * " (what we
experience) * " (how we experience)
McLuhan (Content) ‘
" (form/media) ‘ " (Media is the
Message) McLuhan
E.Rogers (New Media)
3
L Interactivity 2
(Face-to-Face
Communication) *
" E-Mall Computer-
Conference
2. Individualize / Demassified
. " (Massified)
(Pay
per view)
3 Asynchronous nature of new communication

(asynchronize)



(Computer-mediated Communication)
CMC 1970 1980
(Computer Networking)
(Computer-Mediated Communication) CMC
(Santoro, 1994) CMC

(Human Communication)

(Chesebro & Bonsall, 1989)

CMC

(Electronic Mall)

(E-mail address)

(Barnes & Greller, 1994) Email ,

(Electronic Bulletin Boards)

( . 2541)

(Computer  Conferencing)
(Email)



(Brans & Greller,
1994)

Interactive messaging and chatting

(Synchronous)
User

Non-Linear

(Information on Demand)

(Interact)

'(E-mall)
(Information  Pull)
(Information Push) 2

(Fragmentation) (Diversity)
(Heterogenization)
2.4, (Electronic Commerce)

7?
- " (ECRC
Thailand.1999)

3 9.3°[Ub%"
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(1, 1999)
(ESCAP,
1993)
(OECD, 1997)
(
) ( , )
( (Virtual - Mall))”
(European Union, 1997)
(1
)
(Smart
Card)
24.1,
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(1) Business to Business (B to B):

Bto B
() Business to Customer (B to C).

Bto B

(SMEs)
(i) Business to Government (B to G):
(Government Procurement)

2.4.2. h
World Wide Web
K
(Tangible Product)

(Intangible Product)
(Electronic Delivery)



Approach)

3,706
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(Acquiring Bank) (2)
(Issuing Bank) (3)

Acquiring Bank (4)
(5-6)

Acquiring  Bank

(The User and Gratifications

(e-mail)

(Electronic Commerce)

(2537) "

13 . .2537
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(2537)
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37
23
12
(2535)
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(2539)

(2544)

world wide web

(E-Commerce)

(2544)

search engine

link
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(2542)
" (Electronic Commerce):

(2539)
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(2539)

Webh

(2542)

(2542)
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World Wide Web

World Wide Web

World Wide
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