(cirect marketing )

direct marketing )

direct marketing )

(nonpesonal medium)

(new market segment)

(Evans  Berman ,1990)



, (non-personal communication)
(intermediiaries)

(Davies ,1998)

Drayton Bird (1993) *

) (Interactive system of
marketing)
(Two way communication)
2 (Mechanism)
(Offering)

4 (Measurable Response)

) (Database)
(Prospects)
(Individual Customer)
6.
(Relationship) (Loyalty)

10



(New Customer)

(Direct marketing" Special competencies)

(McDonald, 1998

2542)

I} (Combinations of Advertising

and Selling)
(elicit a response)
(intermediary)
! ]
1

2 (Customer Service)
(Relationship marketing) !

3 (Precision Targeting)

(
4 (Personalization)

(personal characteristics)



12

(past purchase behavior)
1 4(
, (

B (Call for Immediate Action)

6. (Measurement)
(erformance tracking)

4 ( Stone, Davies
Bond ,1995)
1
2



Call Center

Selling )

.. 2532

(lirect marketing )

( Home Delivery)

712-7000

Call Center
(!

(Telephone

.. 2538

13



Delivery)

30-50

21-29

Delco)

60

2502:7)

117-3333

640-

( Segment )

B)
|

Call Center
712-7000

1142 |

2288

10-15

(Home

1150
1112
248-5555

(Home Delivery )
(

" ( Delivery and Carry-out :

14



1-2

O 25A326)

543)

( Delivery)

15



( 2540 - 2542)
(Availability) !
X

(Convenience and Preferences)

o (Accustomed) '

(Characteristic of Media)

( Consistency )

( Mass media exposure )

( Selective Process )

6.1 ( ( Selective Exposure or Selective Attention )

16



6.2 ( Selective Perception and Selective
Interpretation )
6.2 (Selective Retention )
)
2 2543 )
(Expose)

(The Consumer's Psychological Command Center)

( Sensory Inputs) ( )
5
(1) ( Exposure) 1 5
2) (Attention)
(3) ( Perception/Comprehension )

(4) (Acceptance) /

17
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(5) (Retention)

> Waiu
v
Fala "

lvi—\v | o
L‘U'ﬂ"\ ey AN

BN |g

l mmm:L

( Persuiasive

Communication )

5 (Interact)



(Integrated Marketing Communications : IMC )

(The interpretation process)

19



11

12

13

fl

20

(expose) (intention)
( (comprehend)
3 (Paul and Olsen, 1994 )
(Exposure to information) 3
(Intention exposure)
] (

(Accidental exposure)

(Selective exposure)

(Attention to information)

(Comprehension of information) 3
(Memory )



Paul

Olsen (1994)

( Paul
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(Attitude) 1
( Kretch
and Crutchfield , 1984 )

Schiffman  Kanuk (1997 ) !

(A System of Evaluation Orientation)

. -Pointof View”

, ( Opinion )

543



11

12

13

(Theoretical Orientations of Attitudes)

3 (Tripartite View)
3 (Schiffman  Kanuk 1997 )

(Cognition or Belief Component)

(Beliefs)

(Conation Behavioral or Action -
Tendency Component)

23
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Cognition

Affection

>

3: 3 (Schiffman  Kanuk ,1997)

(The Unidimentionalist View of Attitude) (

(Affect) '
(Cognition) (Belief)
(Antecedents) (Intention to buy) (Conation)
(Lutz, 1991) 4
Beliefs Attitude Intentions Behavior
(Cognition) (Affect) (Conation) (Conation)

4 (Lutz, 1991)



( 2540)

{Attitude Formation)

Ladvidge  Steiner (1987)
(The Hierarchy of effects model)
(Unawareness)
,(Awareness)
(Knowledge)
(Liking)
(Preference)
(Conviction)
(Purchase)

!

25



(Cognitive)

26

(Affective) (Conative)
(Ladvidge  Steiner, 1987)

(Assael, 19%)



2543)

Engle

Schiffman

(196)

Kanuk (1987

27



(2549)

28



29

(Assael, 19%)
(The Indivicual Consumer)

( Environmental Influence)

(simul)

(

(Consumer Decision Making Process)
/ /
/

( Postpurchase Evaluation )
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6 : (Assad , 1995 )

( 2539)

2000
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(Switching
Brand) (Point of Purchase)
3
1 Discount Store  Big ¢, Lotus, Home Fresh Mart
2. Standalone Supermarket  Tops, Foodland, Sunny
3. Convenience Store 24 am pm, 7-11, Family Mart



uUBC

(Cable TV)

( Remote Control )

(1985)

33



500

94.5

(2530)

95

” (2541)

13-21 400

34
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138

(2543)
“2001 Why we buy?” ,

1,000
10
(
8.98) ( 8.85) (
8.68) ( 8.55) ( 1.72)
( 7.68) ( 752)
( 746) ( 701) (
6.79) (Home Delivery )
5 n 10
5
( 6
5
/ 7
10
9
5

T Q' 4659
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