Philip  Kotler & Gary Armstrong (1993 : 3)
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E.Jerome  McCarthy

(American Marketing Association) , 2534 :5)

(Marketing Mix)

Kotler (1986)

(Marketing Mix) :
(Jerome E McCarthy et..,al.,
1984: 285) * 4 (Product)
(Price  Structure) (Distribution)



648)

14

(Channel) (Promotion  Activities)

41

4.2

4.3

4.4

" (William J. Stanton and Charles Futrell. 1987 :

( )
4
(Product) (Price) (Place or Distribution)
(Promotion) 4 Ps
(Product)
(Price)

(Place or Distribution)

(Promotion)
(Jerome E McCarthy et..,al, 1984, 467)
4 1) 2)



15

6
() ()

()

(John Bemett and Sandra Moriarty,
1998)
(2530) ‘

1

admegsia |~ dmammsn | | de | T filhadhmns

woAnssugLidinn <

Mark Davies (1997)
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(Marketing  Mix)
(Promotional Mix)

Kotler (1997) (
) 5
(1) (Advertising) :
(nonpersonal)
2) (Sales Promotion) :
(3) (Public Relations and Publicity)
/
(4) (Personal Selling) :
(face to face Interaction) 1
(5) (Direct Marketing) :
(nonpersonal)fm
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2
Advertising Sales Promotion Public Relations Personal Selling Direct Marketing
- Print and - Contents, Games - Press Kits - Sales Presentations - Catalogs
broadcast ads - Sweep-Stakes, Lotteries - Speeches - Sales Meeting - Mailing
- Packaging-Outer - Premiums and Gifts - Seminars - Incentive Programs - Telemarketing

- Symbols and Logos

-Videotapes

- Packing-Insets - Sampling - Annual Reports - Samples - Electronic shopping
- Motion Pictures - Fair and Trade Shows - Charitable Donations - Fairs and Trade - TV shopping
- Brochures and - Exhibitions - Sponsorships - Shows - Fax mail
Booklets - Demonstrations - Publications - E-mail
- Poster and Leaflets - Coupons - Community - Voice Mail
- Directories - Rebates - Relations
- Reprintof Ads - Low Interest Financing - Lobbying
- Billboards - Entertainment - Identity Media
- Display Signs - Trade-in-allowances - Company Magazine
- Point-of-purchase - Continuity programs - Events
- Displays - Tie-ins
- Audio-Visual
Materials

. Kotler, Philip. Marketing Management : Analysis. Planning. Implementation and
Control. 9thed. Upper Saddle River, New Jersey : Prentice -Hall, Inc., 1997 : p.605)

( . 2530: 76)



(Physical Satisfaction)

(Psychological Satisfaction)

(Image)

18



| 2535: 24-26)

19



20



| miMMm ftnmnwinisaij
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(2540)

Sandra E. Moriarty (1991)

(Brand Image)

(Added Value)

( 2544
40-41)

1)
(To inform) 2) (To persuade) 3)
(To remind)
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(Message Appeal)

( 2541 :31 -38)

(Rational Appeal)

(Emotional Appeal)

(Humor) (Fear Appeal)
(Sex Appeal)
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(Social, Moral and Environment)

(Product as Hero)
(Presenter) (Spokeperson) (Expert)
(Mascot) (Talking Head / Pitch man)
(Testimonial)
(Slice of Life)
(Dramatization)
(Before and After)
(Vignette / Series of Problem)
(Comparative Advertising)
(Demonstration)
(Documentary)
(Fantasy)
(Symbolic)
(Analogy)
(The Song-and-Dance)
(Factual Message)



2.
(Voluntary)
3.

(Holloway, 1983:6

(World Tourism Organization : WTO)
3
(Temporary)

(Pond, 1993 : 35)

4
(Coltman, 1989 : 3)

(Holloway, 1983 :3)

, 2546 : 3)

24



11

12

1.3

14

4

(2544)

(Mil, 1990; 22-28)

(Attractions)

25



(Amenities)
2.1 (Lodging)

2.2

2.3
2.4 (Infrastructure)

(Transportation)

(Hospitality)

(Marketing of Tourism)

26
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"( , 2532 1 83)

, ( )
(Tourism Demand)

(Tourism Supply) ( , 2529 : 4-5)

Alastair M. Morrison
(Hospitality and Travel
Industry)

" Morrison
(Morrison, 1996 : 4)

(World Tourism Organization)

" (Coltman, 1989 : 11)

Victor T.c. Middleton ¢

()
(Marketing Mix) " (Middleton, 1994 : 11)
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3.
( , 2532 1 63)
(The Tourism Marketing Mix)
(4 Ps) ( 4 Ps)
L (Product)
(Package Tour) (Cruise)
2 (Tangible Product)
(Intangible Product)
(Service)
5 (
2535: 206)
L (Right Product)
2. (Right Place)
3. (Right Time)
4, (Right Price)
5. (Right Quantity)
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(Price)
9 3 46,900

(Moment of Truth) (Service Cycle)

—_ =
- <o

( 2546 1 75)

McIntosh Goeldner
1

(McIntosh and Goeldner, 1984 : 212)
(Product Quality)
(Product Distinctiveness)
(Extent of Competition)
(Method of Distribution)
(Character of Market)
(Cost of Product and/or Service)
(Cost of Distribution)
(Profit Margin Desired)
(Seasonality)
(Special Promotional Prices)
(Psychological Considerations)



3, (Place / Process of Delivery)

(Travel Agent)

(Suppliers)
(Buyers) 4 (Gee, Choy and Makens, 1984 : 127)
3
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3l

4, (Promotion)
(Advertising)
(Publicity and Public Relations) (Sales Promotion)
(Personal Selling) 4

(Promotion Tools)

4.1
(Pride and Ferrell, 1989
Khan, Olsen and Var, 1993 : 885)

4
(
, 2546 : 78-79)
4.2
6 ( , 2537 : 356)
(News) (Speeches) (Special Events)
(Audio-Visual Materials) (Corporate Identity Materials)

(Public ~ Service Activities)
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4.3
2 (Direct Sales)
(Indirect Sales)
(1) (Direct Sales Promotion)
2) (Indirect Sales Promotion)
(Tourism Organization)
4.4
2 (Two-Way

Communication)
(One-Way Communication)

(Package Tour)



5. (Physical Environment)
6. A (Purchasing Process)
. (Packaging)
(All-inclusive tour)
8. ' (Partnership / Participation)
(Buyers) (Sellers)
8 Ps
(Personnel) (People) (Politics / Power)

33



(The Tourism Product)

2542 : 60)

(Brochure)



3

H
( , 2535 : 182)
Victor T.c.  Middleton
(Suppliers)
(Demand) (Supply)
(Market Demand) (Product Supply)
4 Ps

(FIT)

(Package Tour)
(Tour Operator)

(Marketing Influences)

(National Tourist Offices)

\WMHE
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4
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Middleton. Victor T.C. 1994 Marketing in Travel and Tourism. 2nd ed. Oxford:
Heinemann Professional Publishing, p. 11.



16-17)

(Market Demand)

(Actual Demand)

(Potential Demand)

Actual
3

(Deferred Demand)

37

2542 1 15-17)

(Mathieson and Wall, 1996

Demand



3.2

321

(Direct Sales)
(Tour Operator)
(Travel Agent)

38

(Travel Suppliers)



3.2.2

3.2.3

" (Rogers, 1978: 208-209)

(Truth)
" (Carter V. Good, 1973: 325)

(2520: 16)

(Understanding) (Retaining)
(Patrick Meredith, 1961)

(Facts)

39



(Benjamin . Bloom, 1967)

1

, 25217 19-20

40

, 2541: 39)
(Natural Setting)

(Society Setting)

(Formal Institutional Setting)

" ) "Attitude” (Webster: 1960)



4

2525

(Cognitive)

(Krech and Crutchfield, 1948)

(Rokeach, 1970)

(Norman L. Munn, 1971
71)

(Carter V. Good, 1973: 48)

(Kundler, 1974)

(Rogers, 1978: 208-209)



(2524)

(2526)

(2539)

, 2540 : 161 - 162)

42



4,

Zimbardo and Ebbeson (1970) 3
L (The Cognitive Component)

2. (The Affective Component)

“Positive Affective Component"
“Negative Affective Component”

3. (The Behavior Component)

43



64-65)
1
2
3
4
(

(Specific Experience)

(Communication from others)

(Models)

(Institutional  Factors)

| 2541: 45)

(2527)

44

(Learning) (Source of Attitude)

, 2520:



2532)

45



5

(McQuire, 1966)

Kelman
(Herbert c. Kelman, 1967: 469)1

(Compliance)

46



2. (dentification)
1 1 1
3. ? (Internalization)
2
L
2.
(Cognitive  Component)
(Affective Component)
Component)

(Value)

“ " (Media)
" (Message)

47

(Behavior



(Cronbach
1

(2531 29)

(2533)

| 2534: 32)

, 2531: 29-30)
(Goal)

48



49

(Readiness)

[/l
(Situation)
(Interpretation)
(Respond)
(Consequence)
(Confirm)
(Contradict)
(Reaction to Thrashing)
4 (Nancy Z. Schwartz

1 2526)



3
(Practice)
( , 2533)
(Knowledge)
(Ambiguity formation)

(Attitude formation)

(Agenda setting)

(Knowledge)

(Attitude)

50



4, (Expansion of the belief system)
!
) (Value clarification)
(Attitude)
( , 2533)

Mcguire 5
(attention) (comprehension) (yielding)
(retention) (action)

(Practice)
(, , 2533)2
L (Emotional arousal)

2. (Empathy)

51



3. (Internalized norms)

4, (Reward)

2. (Deactivation)

Rogers

(Rogers, 1973

(Rogers, 1971: 288-289

, 2539: 40)

KAP-GAP

2535: 42-43)

52



KAP-GAP
K (Knowledge) A(Attitude) P(Practice)

KAP-GAP
1983: 289-290) 4
1

(2540)

(2540)

53

(Rogers,



54

(2541)
2541-2542
2542

2542

(2542)

(2543)



(2545)

(4 Ps)

(2545)

(2545)

11

55



56

(2545)

KAP  GAP

(2546)
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