(Mobilization)

(Social Marketing)

Philip Kotler (Windahl, Signitzer and Olson, 1992 95)

“ (Design), (Implementation)
(Control)
(Product), (Pricing),
(Communication) (Distribution) (Marketing

Research)”



(Profit Organization)

(Non-profit Organization)
(2540 : 66)
4 P’s
(Product Strategy) | (Pricing Strategy) |
(Place Strategy) (Promotion Strategy)
1 (Product ~ Strateqy)
(Concept) (Ickea)
]
2 (Price Strateqy)

(Cost - Benefit Analysis)



Selling)

(Place  Strategy)

(Action)
(Promotion Strategy)

(Advertising)
(Public Relation)

11

(Personal
(Sales Promotion)
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“Campaign”

(A campaign is purposive)

(A campaign is aimed at a large audience)

/
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( - )
Jonathan Swift  (Stenbeck, 199% 7) Fundraising Management
3 (Third Sector)
¢ " (Non-Profit Sector) ¢ " (Voluntary Sector)
¢ " (non-govemment Organisation / NGO) 1 (First
Sector) 2 (Second Sector)
Per Stenbeck (1996 : 8)
Stenbeck
(Watchdog) (Innovators) (Opinionbuilder)

(Service Providing)
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Otto Von Bismarck (Stcnbeck, 199 : 8)

(Why do donors give?)

Ken Burnett (Yeo Koh Tuan Kiok, 19% : 1) ¢ (Fundraising)

(Fundraisers)

(Tax Planning to escape Ex. inheritance tax)
(The quest for immortality)
(Emotional Response)
(Self-
preservation Ex. Cancer/Heart Research)
(In memoriam)
(Giving Something Back)
(Religious Heritage)
(Social Ambition)
/ (Guilt)
(Altruism)
(Compassion)
/ (Authority)
(Because they were asked)
(Because it feels good, people like to give)



(Motivators)

Geoge Brakeley (Yeo Koh Tuan Kiok. 19% : 2) “

Sam Clarke (Yeo Koh Tuan Kiok, 19% 2) (Motivators)
‘Complete Fundraising Handbook’

e 0 (People identify with the cause)
. / (Guilt feelings)

. ) (Personal Experience)

. (BeingAsked)

' (The Questfor immortality)

16



Ostrander

giving)

Schervish

(Donors)

17

(The Social Exchange Model for giving)

(Recipient)

(The Social Exchange Model for



Mixer (Yco Koh Tuan Kiok, 1996 : 4)

(a new status)

Mixer

(Self-esteem)

(a sense of belonging) Mixer

i



(A Framework for determining why people give)

Joseph Mixer (Yeo Koh Tuan Kiok, 1996 6)

(Internal Motivations) (External Influences)
(Personal or T Factors) (Reward)
(Acceptance of self or self-esteem) - (Recognition)
(Achievement) - (Personal)
(Cognitive interest) - (Social)
(Growth)
(Guilt reduction or avoidance) (Stimulations)
(Meaning or purpose of life)
(Personal gain or benefit) (Human Needs)
(Spirituality)
(Immortality) (Personal request)
(Survival) - (vision)

(Private initiative)
(Social or “We’ factors) - ,

(Status) (Effectiveness, Effeciency)
(Affiliation)
(Group endeavor) (Tax Deduction)
(Interdependence)
(Altruism) (Situations)
(Family and progeny) I

(Power) (Personal Involvement)



(Planning and Decision

(Negative or ‘They” Factors) Making)
(Frustration)
(Unknown situations) (Family Involvement)
(Insecurity) - (Culture)
(Fear and anxiety) - (Tradition)
(Complexity)

(Role Identity)
(Disposable income)
(Ethical in fundraising)

Per Stenbeck (1996 : 14)

(1) (Lawful) '
(2) (Truthful)
(3) (Accountable)

(4) (Respectful)



WO { !
lynniniftiintT}

(Rules ill Fundraising)

Per Stenbeck (199 : 16)

(1) ' (Be Ready)
2) (Be Bold)
(3) (Be Passionate)

Mcquail (1989 64)
(The mediation of social relations)
(Interpose) (Reality)

(Mediation)

mu



Westley

‘Institution Advocates’

Malcolm Maclean

2

Bruce



X1

fBA

fBC

fCA

X3C

X1



Mcquail (1989:67)
(Institional Advocates)

(new mediator)

Mcquail

" (The mediation of reality)

(The Mediation of Reality)

Mcquail



25



	บทที่ 2 แนวคิดและทฤษฎีที่เกี่ยวข้อง
	แนวคิดการตลาดเพื่อสังคม
	แนวคิดเกี่ยวกับการรณรงค์
	แนวคิดเกี่ยวกับการรณรงค์หาทุน
	แนวคิดการสื่อสารของเวสลีย์ - แม็คลีน


