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The Westley and MacLean model (Westley and Maclean 1957)
Sturer (1992) “

" (See also Laurel 1991; Rheingold 1994) Steuer
“Telepresence View of Mediated Communication”  Telepresence

“Advertiser Perceptions of the Internet as a Marketing Communications
Tool”  Victoria and Alan J. Bush and Sharon Harris



“Myths and Realities in Internet Discourse” ~ Ellen . Kole

1995

Thomsen (1996)

(information push)
(information pull)

Web site



Word of mouth
Banner ads l
\ Conventional
Homepage media

/

Malls

Search engine

Thomsen (1996)

IntelliQuest Survey 8

1) Very entertaining (56%)

2)  Attention grabhing (54%)

3)  Extremely useful content (53%)

4)  Information tailored to a user’s needs (45%)

5) Thought provoking (39%)
6) Visually appealing (39%)
1) Imaginative (38%)

8) Highly interactive (36%)

Daniel . Janal



forums, bulletin boards, newsgroups, e-
mail and web site

(link)  press center, media center, press room, press release
press release
head lines

(Icon) head line



2. Press release

4, recall
review white paper audio &
video clips
5.
6.
. 15
8. list
press release & newsletters

Internet Engineering Task Force, Internet Assigned Number Authority, The
Federal Networking Council, Network Information Centers, Internet Architecture Board, Internet
society

(Globalization) (
, 2538)
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Raikula (1995) Financial Time (Sold on
Internet - Cyberspace is seen as ideal for financial advertising UK, 1995)  ©
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(Brand Building) 500
Internet
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(Baker & Groenne, 1996)
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(one-to-one relationship marketing)”
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(Page Views)ll
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classified ad

classified ads

10,000

(Session)



(repeat visitor) ( )

(CPM)
CPM Cost Per thousand Impressions
CPM thaimailcom  0.18
180 CPM 30,000
5,400
(Cookies)
( )
Ad Click
Ad Click rate/ Click Through
CPTM Cost Per Targeted thousand iMpressions
(Gross exposure
Impression
Inventory

Doubleclick



(contact point)

ABanner Ads)
| "I 1 /\ 1] 1 ) I 1
(banner)
5 6
( button  macro button)
400-468 60-65 112K

(static)
(Interactive)



(static)

3
through) CPM - Cost Per thousand Modkl
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Click-through 1
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(CPM)

. Wwww.thaiamazon.com™
(interactive)

1(Flat fee)
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Donna L. Hoffman, Thomas P. Novak  Patrali Chatterjee (1995)
“Marketing in Hypennedia Computer-Mediated Environment: Conceptual Foundation”

World Wide Web
World Wide Web



Akiat Debashi (1995)

(WWW Pages)

21,93
9.74
Broad 8.86
6.84

1996
36
50
26-50

Christian Barker
Wide Web”

132

1 1
1,140
20.70
9.74 9.30 Bulletin
6.93
4.65
(Geotgia Atlanta)
(WWW) 5
1 28
14.3
60

Peter Groenne (1996) “Advertising on the World
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