Denis McQuail

Marketing)

(Social Marketing)

(Sociaf Marketing)

(2540)

(Macromarketing)

(Social



14

(wants)

(attitudes) (behavior)
4
1. (Cognitive Change)
2. (Action Change)
3. (Behavioral Change)
4. (Value Change)
L7 (Cognitive Change)
2. ? (Action Change)
! ' ' (incentives)
3. (Behavioral Change)
4

4, (Value Change)



(M arketing Research)

(Productive Development)

(The Use of Incentives)

(Facilitation)

15

8 (Kotler, 1982

, 2542 55 -83)

/ (Problem

Definition)

(Social Marketing

Environment Analysis)

(Social Marketing

Objectives)

(Social Market

Segmentation and Selection of Target Adopters)

(Consumer Behavior Analysis)

(Differential

Advantages)

(Marketing Mix Strategies)

(Implementation and

Evaluation)



Environment

Segmentation

Analysis)

and Selection

(Problem

(Social

(Social Marketing

(Specific)

(Measurable)

(Attainable)

(Soci

of Target Adoptors)

16

Definition)

M arketing

Ocectives)

a Ma'<et



iy

(Consumer Benavior Analysis)

(Resistance to Change)
(Socio-Demograpnic Characteristics)
(Age (Sex)
(Income) (Social Class)
(Psychological Profile)
(Thoughts) (AttitL.de)
(Motivation) (Value)
(Behavioral Characteristics)

(Decision-M aking) (Buying Habit) '

6. ~ (Differential

Advantages)

7. (Marketlng M XStrategies)
4 P1S PrOdUCtDeveIopment (
) PrICe ( ) P|aCe ( ) Promotion

( )

8. ‘I'mplementation and

Evaluation)

" " (Social Marketing) -1 , 1



(2537)

FWIANNsSaluuIIngas
CHuLALONGKORN UNIVERSITY

18



FWIaNnsaluuIIngds
CHuLALONGKORN UNIVERSITY

1.2

19



FWIaNnsaluuIIngds
CHuLALONGKORN UNIVERSITY

20



1 it 121

' ( , 2530 L2537 116)
(2539)
2
2

1.

2

1. (cognitive)

2. (affective)

3. (conative)

E.K. Strong
4 ' AIDA (AIDA = Attention - Interest - Desire - Action)

A = Attention =

I = Interest =



D= Desire =

A= Action =



23



Denis McQuall

Denis McQuail (McQuail, 1994 : 77 - 79)

5
(Information)
2, (Correlation)
3. (Continuity)
- (dominant culture)

4, (Entertainment)

24



(Mobilization)

(2538)
(advocate)

(Information)

(Interpretation)

(Expression)

25



26

(Mobilization)

(Mobilization)
(Mobilize)

«



	บทที่ 2 แนวคิดและทฤษฎีที่เกี่ยวข้อง
	2.1 แนวคิดการตลาดเพื่อสังคม
	2.2 แนวคิดการวางแผนการประชาสัมพันธ์
	2.3 แนวคิดการส่งเสริมการจำหน่าย
	2.4 ทฤษฎีหน้าที่ของสื่อมวลชน


