1 (Promotion)
2 (Sales Promotion)
3. (Consumer Behavior) 2
(Perception) (Attitude)
(Consumer Decision
Making Process)
1 (Promotion)
Armstrong  Kotler (2005)
(Marketing Mix)
4 @4Ps) () (Product)
@
(Price)
(3) (Place)
(4) (Promotion)

(Promotion)
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(Promation
Marketing Association) _ !

4

Donaldson, Feame ~ Norminton (1999)
?
Shimp (2000)
3
Dommermuth (1989) (Promotion)

2



3 (Product)  (Price)

G. Belch M. Belch (2004)
(Promotion Mix) (Promotion Mix) 5
(1) (Advertising) (2) (Public
Relations) (3) (Direct Marketing) (4) (Sales
Promotion)  (5)
(Interactive/internet Marketing)

4 (U NWIIVPE]
(1) (Advertising) (2)
(Public Relations) (3) (Direct Marketing)  (4)
(Sales Promotion)

(Place)
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2.1 (Promotion
Mix)

(Promotion Mix)

l l l I

MslssUN nsUss i dunug NITARIANIATN N17ANATNNTTNE

(Advertising) (Public Relations) (Direct Marketing) (Sales Promotion)

: Dommermuth, . P. (1989). Promation: Analysis, Creativity and Strategy. Boston,
USA: Kent Publishing Company.

? (Advertising)

G. Belch M. Belch (2004)

(Advertising) (Mass Media)
(Interpersonal) ,
2 ' (1) (Time)
(2) (Space) (Advertising)

(Public Relations)

2537)



13

Dommermuth (1989) (Advertising)

(Mass)

(Promotion Mix)

(2542)
4 @)
(Awareness) (2)
(Comprehension) (3)
(Conviction)  (4) (Action)

1) (Awareness)
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2) (Comprehension)
3
3) 1 (Conviction)
4) (Action)
(Public Relations)
(Public Relations Society of America :
PRSA)

(The British
Institute of Public Relations)

Agee, Ault, Cameron  Wilcox (2005)

(Research and Analysis)
(Policy Formation)



(Programming)

(Communication) (Feed Back from Numerous Publics)
(
2.2)
2.2 (The Conceptualization of

Public Relations)

.

Research and

Analysis

Policy

: Program Assessment
Formation

and Adjustment

X

Programming

Communication

Feed Back

‘Agee, . K, Ault, p. H, Cameron, G. T. & Wilcox, D. L. (2005). Public Relations
Strategies and Tactics (7th ed.). NY: Pearson Education, Inc., p.7.



(Management)

(Direct Marketing)

(Direct Marketing Association)

(Direct Marketing)

(Direct Selling, Direct

16



Sales) (Direct- response Advertising)
(Direct Mal)

(E-mail)
) (Database)

(E-mail)
(E-mail)
20% 2002  248% 2003
1
2003 523 2004 (“Clutter socks financial cos.  the
mailbox,” 2005)
2 1)
@)
(E-mail)

(Database)

i
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Smart Phone
1 5 '

) (“Indlustry must put an end to bland mobile
marketing communications,” 2005)

(Direct Marketing: An old medium that's still vital
inthe new economy," 2005)

7 (Sales Promotion)

(Sales Promotion)



19

2. B (Sales Promotion)

(American Marketing Association)

(Personal Selling) (Advertising) (Public
Relations) (Consumer Purchasing)
(Dealer Effectiveness)

Blattberg ~ Neslin (1990)

G. Belch M. Belch (2004)
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Shimp (2000)

Ballester  Vidal (2005) Chandon (2000)
Peattie (1998)
2 1
(Monetary) (Coupon)
(Price-off) (Bonus Pack)
(Non-monetary) (Contest and Sweepstake)
(Premium) 2
(Non-monetary)

(Monetary)  Dang  Banerjee (2002)

Ong, Ho  Tripp (1997)



(Monetary)

Peattie (1998)  Ballester  Vidal (2005)

(Non-monetary)
(Hedonic)
(Utilitarian)
(Monetary)
(Utilitarian)
(Prodluct Attribute)
?
Chandon, Laurent ~ Wansink (1998)
(Monetary)
(Non-monetary) 6
(Saving) (Quality)

(Convenience) (Entertainment)

21



(Exploration) (Self-expression)

(Encouraging Trial of New Product or Brand)

(Sampling) (Coupon)

(Encouraging Repeat Purchase)

(Encouraging Larger Size)

(Bonus Pack) (Premium)
'(Defending Market
Share or Position)
2
(Encouraging Promotion Effort)
(Advertising)

(Public Relations) (Direct Marketing)

22



Blattberg  Neslin (1990) 3
(1) (Trade Promotions)
(Retailer Promotions)

(Consumer Promotions)

23)

23
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2.3 3
Manufacturer Trade Promotions Retailer
Consumer
Consumer Promotion Retailer Promotions

: Blattberg, R. C. & Neslin, . A. (1990). Sales Promotion: Concepts, Methods, and
Strategies. N.J.. Prentice Hall.

Blattberg  Neslin (1990)

Shimp (20000 . Belch M. Belch (2004)

2 24)
1)

(Trade-Oriented Sales Promotion) — (2)
(Consumer-Oriented Sales Promotion)
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2.4
H
(Premium) (Contests
and incentives)
(Sampling) (Trade allowances)
(Coupon) (Displays and Point-of-
Purchase Materials)
(Contest and £ (Sales Training Sweepstake)
Programs)
(Price off Deals) (Trade shows)
(Bonus pack) (Cooperative Advertising)

(Refund
and Rebates)

(Point-of-Purchase display)

(Stamp and Continuity Plans)

Belch, G. E. & Belch, M. A. (2004). Advertising and Promotion: An
Integrated Marketing Communications Perspective.(6hed.). NY: McGraw-
Hill/Irwin.

(Trade-
Oriented Sales Promotion)

(2542)



(Push Strategy)

G. Belch M. Belch (2004)

6 (1)
(Contests and Incentives) (2) (Trade Allowances) (3)
(Displays and Point-of-Purchase Materials) (4)  !!
(Sales Training Programs) (5) (Trade Shows) ()

(Cooperative Advertising)

(Contests and Incentives)

(Contests and Incentives)

)

(Contests and Incentives)

A (Trade Allowances)
(Trade Allowances)

(Trade Allowances)

26
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(Displays and Point-of-Purchase Materials)

(Displays and Point-of-Purchase Materials)

(Sales Training Programs)

(Sales Training Programs)



(Trade Shows)

(Trade Shows)
(Trade Shows)
]
(Cooperative Advertising)
(Cooperative Advertising)
G. Belch M. Belch (2004) 3 (3)

(Horizontal Cooperative Advertising)

@

(Vertical Cooperative Advertising)

s

(Ingredient-sponsored Cooperative Advertising)

(Consumer-Oriented Sales Promotion)

(Consumer-Oriented Sales Promotion)

(Consumer Goods) (Indlustry

28



Goods)

9 @)
(Sampling) (3) (Coupon) (4)
(Price Off Deals) (6)
(Refund and Rebates) (8)

©)

(Premium)

29

(Premium) (2)
?  (Contest and Sweepstake) (5)
(Bonus Pack) (7)
(Point-of-Purchase Display)
(Stamp and Continuity Plans)



long," 2003)

(2547)

D'Astous

30

(“Free gifts to push sales can't hold water for

Jacob (2002)

(Brand Loyalty)

(Impulse Purchasing)



(Sampling)

(Sampling)

Bawa  Shoemaker (2004)
12

Angrisani (2005)
Angrisani (2005)

88%

31



f)  (Coupon)

(Coupon)
Angrisani (2005) 68%
(Product Trial)
(Support Retailer)
(Awareness)
Blattberg  Neslin (1990)
(1) (Direct Delivery)

(2) (Media Distribution)

(Product Distribution)



(Contest and Sweepstake)

(Contest)

(Sweepstakes)

(Promotion)

(Promation Marketing Association)
2004
90% 6



(Price off Deals)

(Gupta, Lehmann

Mela, 1997)

34



?

(Bonus pack)

Ho, Ong

(Bonus pack)

Ho, Ong

Tripp (1997)

122(>5 "

Tripp (1997)

20%,

35



Ho, Ong
20%

Tripp (1997)

(Rebates)

50 %

Energizer

(Refund and Rebates)
(Refund and Rebates)

(Refund)

36



(Refund and Rebates)

(“Sales Promotion: Rebates Challenge Coupons' Redeeming Values,” 1987)

A (Point-of-Purchase Display)

(Point-of-Purchase Display)

37
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(Shelf-talk)
(Impulse Buying)

2004 Cannondale

(www.pmalink.org/research/promo_ren.asp)

(Stamp and Continuity Plans)

(Stamp and Continuity Plans
Frequency Programs)
(Brand Loyalty)
(Stamp)
Kellogg
Kellogg
(Stamp
and Continuity Plans)
(“Return to

stamps seen as promotion area shows growth," 1974)

Rodger (1979)


http://www.pmalink.org/research/promo_ren.asp

3.1

(Brand)

fl

fl

Alain

Valerie (2003)

(Prodluct)

39
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fl . (Perception)

Berkman, Lindquist  Sirgy (1996)

Solomon (2004)
5
Assael (2004)
(Stimulus Characteristics)
(Consumer
Characteristics)

Assael (2004)
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(Brand Loyalty) !

Solomon (2004)
(Exposure)
(Attention)
(Interpretation) 5
(Sights) (Sounds) (Smells) (Taste)
(Textures) y (The Perceptual Process)” (

25)
(The Perceptual Process)

Assael (2004)  Schiffman  Kanuk (2004)
(Select) (Organize) (Interpret)

( 2.)
L (Perceptual Selection)

(Psychological Set)



2.5 (The Perceptual Process)

Selection

Sensory Stimuli

Sights SEES e <o
Sounds S
Smells E——
Taste RO
Textures MR

Sensory Receptors

Eyes
Ears
Nose
Mouth
Skin

\

@ization

nterpretation

)\

42

v

Inference

Assagl, H. (2004). Consumer Behavior and Marketing Action ['fed.).
Cincinnati, OH: International Thompson Publishing, p. 218.
(2004). consumer Behavior (6thed.). Upper Saddle River, N.J. : Prentice Hall,

p49.
1) (Exposure)

2) (Attention)

Solomon, R. M.



Schiffman  Kanuk (2005)
rr '
(Perceptual Defense)

(Perceptual Blocking)
(E-mail)

2. (Perceptual Organization)

Schiffman ~ Kanuk (2005)

Gestalt Psychology 3

(Figure)
(Ground)
(Grouping)
(Chunks)
(Closure)
3. (Perceptual Interpretation)

2

43



(Categorization) )

) )

2 (Inference)

Hawkins, Best ~ Coney (1995)
(The Nature of Perception)
) (Information Processing)

(Memory) ( 2.6) 2

(Short Term Memory)
2 . Maintenance Rehearsal
. Elaborative Activities
Volvo Volvo

2) (Long-term Memory)
(Permanent storage)

44



45

2.6 (Information

Processing is Selective)

Stimuli

I T

\ Exposure 7
\ Attention /

\ Interpretation /

Memory

- Hawkins, D. L, Best, R. J. & Coney, K A (1995). Consumer Behavior :
Implications for Marketing strategy (6fhed.). Chicago, IL: Von Hoffman Press, p.
293,

(Involvement)
Assael (2004) 2
Situational Involvement
Enduring Involvement
Situational Involvement

Situational
Involvement
Enduring Involvement



Mowen ~ Minor (2000)

)

(High Involvement)

(Low Involvement)

(Memory)

(Atituce)

Berkman, Lindquist

Sirgy (1996)

Assael (2004)

46



(1991)

2
3 (The Tripartite View of Attitude)
(The Unidimensionalist View of Attitude)

3 (The Tripartite View of Attitude)

Schiffman Kanuk (2005)

3 (
(Cognitive), I (Affect), (Conation)
1 (Cognitive)
!

2. I (Affect) !

2 (Positive) (Negative)

!
3. (Conation) , (Likelihood)

(Tendency) (Intent to Buy)

Lutz

2.7)

47
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2.7 ® 3 (The Tripartite
View of Attitude)

Attitude

Cognition Affect Conation

:Lutz, R.J. (1991). The Role of Attitude Theory in Marketing.  H.H. Kassarjan, & T.
Robertson (Eds.), Perspectives in Consumer Behavior (4thed.). Englewood Cliffs,
NJ: Prentice Hall. p. 319.

(Attitude) ' (Product) (Brand)
(Advertising)
' (Public Relations) (Sales Promotion)
Assael (2004)
3
( 2.8)
L (Brand Beliefs)
(Cognitive or Thinking) (Product
Attributes) (Product Benefit)

(Product Attributes)
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(Product Benefits)

2.8 3

Cognitive Components

Brand Beliefs

Affective Component

Brand Evaluation

Conative Component

Intention to Buy

y

Behavior

- Assael, H. (2004). Consumer Behavior and Marketing Action (7thed.). Cincinnati,
oH: International Thompson Publishing, p. 283.

2 (Brand Evaluations) P
(Affective or Feeling)

3 (Intent to Buy)
(Conative or Behavior) (Intent to Buy)



3
Lutz (1991) 3
(Belief-type Statements)
' : (Affect) 3
(The Tripartite View of Attitude)
2.9 (The
Unidimensionalist View of Attitude)
Beliefs Attitude Intentions Behaviors
-——»
(Cognition) (Affect) (Conation) (Conation)

rLutz, RJ. (1991). The Role of Attitude Theory in Marketing.  H.H. Kassarjan, & T.
Robertson (Eds.), Perspectives in Consumer Behavior (4thed.). Englewood Cliffs,

NJ. Prentice Hall. p. 320.

Lutz (1991) (Attitude) (The
Unidimensionalist View of Attitude) (Affect)
(Cognition) (Conation)
(Beliefs)
( 2.9) 3
(Three Components of Attitudes) (Attitude)
(Cognitive) (Affective) (Conative)
Lutz (1991) East (1998)



Farquhar (1989)

Assael (2004)

ali

? (Fisbein’s Multiattribute Attitude Model)



5

(The Strengths of the Salient Beliefs) (2)
(The Evaluations of Those Beliefs) (A0)

©) ()

A) B)
B ( 2.10) Schiffman  Kanuk (2005)
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2.10 (Fisbein’s
Multiattribute Attitude Model)

Evaluation of Product

Attributes (e)

Overall Brand Intention to Buy Behavior (B)

Evaluations (A,) (B)

Brand Beliefs (b)

+Assael, H. (2004). Consumer Behavior and Marketing Action (7hed.). Cincinnati,
OH: International Thompson Publishing, p. 304,

(Fishbein’s Theory of Reasoned Action)
(Fishbein’s Theory of Reasoned Action)

Assael (2004)
(Fishbein's Multiattribute Attitude Model)

(Fishbein’s Theory of Reasoned

Action) ( 2.11)

(Attitude toward Behavior) (Subjective Norms)



2.11

Action)

Evaluation of Product

Attributes (e)

Brand Beliefs (Perceiveed
Consequences of

Actions) (b)

Overall Evaluation |

of Action (A_)

Normative Beliefs

Motivation to Comply

Social Norms

54

(Fishbein's Theory of Reasoned

Intention to Buy

(BI)

Behavior (B)

: Assael, H (2004). Consumer Behavior and Marketing Action (7hed.). Cincinnati,
OH: International Thompson Publishing, p. 308.

(Normative Beliefs)

(Social Norms)
(Normative Beliefs)

(Motivation to Comply)

\olvo

\olvo
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? (Factors Affecting Attitude Development)

Assael (2004)

(Family Influence)

(2 (Peer Group Influences)

R) (Information and Experience Influences)

(Personality Influences)

9) (Culture)

0) (Social Group)



5

3.2

Solomon (2004) (Consumer Behaviar)
(Select), (Purchasg),
(Use) (Dispose)

Schiffman  Kanuk (2005) (Consumer Behavior)
(Searching) (Purchase) (Using)
(Evaluation)

Schiffman  Kanuk (2005)
(Time)  (Money)



of

(Effort)
(What) (When) (Where) (How) , (How Often
They Buy) (Post
Purchase Evaluations)
(Consumer Decision Making Process)

Assael (2004)

(Consumer Decision Making Process) 2 ( 2.12)
(The Individual Consumer)
(Motivation) (Perception) (Learning) (Personality)
(Attitude)
2 (Environment
Influences)
2.12 (The Simple Model

of Consumer Behavior)

Feedback to Consumer :

Postpurchase Evaluation

The Individual Consumer

Consumer Decision Making The Individual Consumer

Environmental Influences

Feedback to Environment :

Development of Marketing

Assael, H. (2004). Consumer Behavior and Marketing Action (7t ed.). Cincinnati,
OH: International Thompson Publishing, p. 21.



(Product)
(Promotion) ~ (Price) (Channel of
Distribution)
(Consumer Decision Making)
(Consumer Response)
(Postpurchase Evaluation)
Peter ~ Olson (1990)  Kotler
(1997) (Consumer Decision Making)
(Problem Solving)
(Consumer Decision Making) 5 (
2.13)

(Problem Recognition) !
(Ideal) (Actual State of Affairs)

(Search for Alternative Solutions)
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3 (Evaluation of Alternatives)

2.13 « (A Generic Model of
Consumer Problem Solving)

Problem Recognition

Search for Alternative

Solutions

Evaluation of

Alternatives

l

Purchase

Postpurchases Use
and Reevaluation of

Chosen Alternative

Peter, J. p. &Olson, J. ¢. (1990). Consumer Behavior and Marketing Action (2nd
ed.). Boston, MA RR. Donnelley &Sons, p. 172



(Purchase)
(Preference)
(Intention to Buy) (Purchase Decision)

(Postpurchases Use and

Réévaluation of Chosen Alternative)
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