(Marketing Communications)
(Package)
(Branding)
(Unplanned purchasing behavior)

(Marketing Communications)

(2531 : 13)

(2525: 21)



(Marketing communications)

(Target market)
(Desire response)

Shimp (1989: 14-18)

Shimp
(Sender) (Receiver)

(Feedhack )

10



(Needs) (Internal stimuli)
(External stimuli)

(Feedhack)

(Present  position)

(Company goals)

(Desired consumer response)



(Advertising agency)

(Characteristics)

Transceiver

12



(Package)
(Package)

(2522:0) 1

(Package)

(Primary package)

(Secondary package)

(Shipping package)

(Package)

(2534: 140-141)

13



(Image)

14



(Containment and protection)

(Usage)
(Communication)
(New product planning)
(Market segmentation)
(Company and Brand Image)
(Self service)
(2538: 199)

(Visual appeal)

(Information) /

(Emotional  appeal)

(Easy of handling)

15



_ = =

(2540 29)

(Putin)

(Put Away)
(Protection)
(Promotion)
(Profitability)
(Prettiness)
(Pleading)
(Preaching)
(Personality)
(Positioning)
(Practicality)
(Preservation)

(Put Up)

16



(Recognize)

Rothschild

(1987; 572-573)

(Visibilty

Iy



18

(Recognition and readability)

(Conveying the positioning/ Image)

(Aesthetic appeal)
(Persuasion)

(2538: 200)

(Self service)



Danton (1990: 99-105)
“Packaging in the marketing mix"

Brand identity

19



Danton (1993: 13)

50

(Impulse decision)
(Substitutions)

20



(Modem Trade)

ANA (Article Number Association)
PC (Uniform Product Code)

in

M

13

12



(Product life cycle)

(Maturity)

Danton (1993)

(Introduction)

22



(2540: 15)

23
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131
1.34
1.35
1.36
1.36
1.36
1.36
1.37
1.40
1.40
1.40
141
141
141
141
142
142
142
143
1.44
147
1.48
1.48
1.48
150

25



4,
5.
6.
1
(Branding)
Branding
(2540: 48) (Brand)
(Differentiation)
(Asset)

(Values)
(Attributes)

26



(Recognition)

(2540)

2541 :207)

(Intrinsic cues)
(Extrinsic cues)

(Brand loyalty)

21



Assael (1995: 213) (Brand image)

(Unplanned purchasing behavior)

Prone (1993 38)

50%



1. Pure impulse
2. Suggestion effect
3. Planned impulse

4. Reminder effect

Assael
L (Low involvement)
[
2-3
(Passive)
2, (Variety or novelty)
Unplanned purchasing behavior 5

29



5. Planned product category

FIZZ

(2522) ‘

(2532) ‘
Flzz -

FIZZ

(2533) ‘

30

FIZZ

FIZZ



(2539)

(2536)

(2539)

a
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