H «

' » {
» {
7
{*1 " » { " (Advertising)
{
Wei Lhécher?2 {
{) y " » { ’" 7

( . 2531), 656-660

2 William M. Weilbacher, Advertising (New York i Macmillan
Publishing Co. INc., 1970), p.16.



(Comprehensive Advertising)

(Informative Advertising) !

(Persuasive Advertising) !

10



Mix)
(Place)
(Promaotion)

1.2

tip

" (Product)

(Price)

95-98.

1

(Marketing



1.3

1.4

1.5

12



2. »
» »
[ y
» n »
" (institutional advertising)
» »
» [
» [
»
»
1 »
L (Patronage) |
[
2. » |

(public relations) »

13



14

» an
3. » )
) b
» » [ (public service)
» { { vh
{ [ [
{
» {
» {

1. (Presenter)
2. (Visual/Video Part)
3. (Jingle Music)
(Presenter)

»

» { (Creative)



» A

»

»

(Advertising Agency)

(Visuai/Video Part)

»

»
»

»

7 2530) 92,

0183G2

»

»

»

»

15



16

a » 201

» d

2 »a )
2530), 530-532.



(Jingle Music)l

" (pack-shot)

529-543,

17



K

{

K
&
) {
o
K
K
¥
I
| {
'
o
! { !{

18

H{

'



»

»

(creative)
(concept)

PR

N

» !

»

»

» |

» !

19



20

»

{ (feedback)



»l«

"ylk

(Consumer Behavior)

Krugman2

Matthews 3

2519), 5.
2 Herbert E. Krugman, International Encyclopedia of Social
Science (New York  Crowl Collier and Macmillan, Inc., 1968), p.350.
J.B. Matthews, R. Buzzell, T. Levitt and R.E. Frank,
Marketing ; An Introductory Analysis (New York : Me Graw-Hill Book
Company, 1962), p.36.



22

? (Perception)

(added value)
(perceptual utility)

359-360.



23

(selectivity) ! » » {
(selective exposure) (selective
attention) (selective retention)

n

(selective exposure)

" (selective attention)

(selective
retention)

Selective Exposura

Seleciive Attention

Selective Petent on

i

o v & d o &
HWuNwn 1 mwuammzmums‘mimaoqﬂﬂamuwnaunmmm

Pe"ceouon

~



)
)
) )
(
(
Mande 111 )
) 4
1. (Exposure)
)

2. (Attention)
3. (Comprehension)
4, (Retention)

) )

1 Maurice 1. Mandell, Advertising, 4th ed.
Prentice-Hall Inc., 1984), pp. 293-294,

«

(New Jersy

24



(learning)

(Stimulus-response  Theory)

(repetition)

(repetition)

(Operant Learning Theory)

L 2530),  144-145,

25

il



26

$ ?
3. (Cognitive Learning Theory)
(Memory)
?
1
3 2
1. (Sensory memory)

(lconic memory)

, ( | 2526),
99,
. 99-100.



(Echonic memory)

STM

(Long Term Meory)

(Recognition)

(Short Term Memory ~ STM)

(Long Term Memory LT™)
LT™M

(Short Term Memory)

(Recall)

21



28

Owen 1
(Interlock)

Steven V. Owen, Rubin D. Froman and Henry Moscow, Educational
Psychology, 2nd ed. (Boston  Little Brown and Comp. Inc., 1981), pp.204-205.



1{ | 2527),

20.

| 2526),

76.

a {

L 2527),

56.

29



knowledge)

(Objective knowledge)

Objective knowledge

(Product)

1

Corporate

(Management)
(Service)

81-83.

30

(Subjective

Subjective knowledge

Image



Image

2. Institutional Image

Corporate Image

3. Product/Service Image

4. Brand Image

(Credibility)

31

Institutional



1.1 (Expertise)

)
1.2 (Trustworthiness)
(High Intent)
1.3 (Likability)
1
2. (Attractiveness)?2
1
, (
, 2531), 80-81.
{
( ‘ '}

2529), 16,



33

3. (Similarity)
lia
[
{ ?
{
{ A
(Message)
{)
?
{ {
1
{
2. {1
(Feeling) (Fact)
{ {
3. [
{ [
(Indentifica-
tion) {



: (Model) »

4,

"

fl 1
»
» {
1 » » »
»
2. »
2
' , 92.

» Co 3 2532)  49-50,

34



35

1
B
1
™

2

1. m
l))TMl
2.
™ 1
3.
™
)L, ™ (
, 2528), 63
’ ! ™ IEI] 7 (

2533)  120-121.

1 *0 felHM



36

4 |
[
, 1
(Brand Loyalty)
Brown2 100
9
(Brand-Choice Sequence)
3
, (
, 2530), 35,

G. Brown, "Brand Loyalty-Fact or Fiction ?," Advertising Age
23 (dune, 1952)  53-55.



31

Cunningham1 Brown 1. 66
7 } 111951 1953
(Proportion
of Purchase) Brown
Brown Cunning ham

2-3 '} '

Guest? 1941 165
16 12
12

Tucker3 43 4

25 %

1 Ross Cunningham, "Brand Loyalty-W hat, Where, How Much,"
Harvard Business Review 34 (January, February, 1956)  116-128.

2 Lester Guest, "Brand Loyalty Revisited A Twenty Year
Report,” Journal of Applied Psychology 48 (April, 1964)  93-97.

3 W.T. Tucker, "The Development of Brand Loyalty." Journal of
Marketing Research 1 (August, 1964)  32-35.



1
unigue set of properties)
|} ,
(Brand Image) |
]
]

(Consumer Profile)

1

S

| 2518), 18-19.

. 2531), 150,

38



18.00-20.00

»

«

( 1
2512),  74-T5.

) 2525, |

»

1-2

39



3.1

3.2

I

1764

2528.

40



™

Peak Hour
™ ™
™
™
Robertson Rosisterl
1,3 5 289 ™
™ ) /
™
™
P ,
™
™ ™
™ ™
™ ™

™

1 Thomas . Robertson and John R. Rosister, "Children and
Commercial Persuasion « An Attribution Analysis," in The Effects of
Television Advertising on Children (Massachusetts  Lexington Book
D.c. Health and Company, 1982), pp 267-268.

41



?
1 mn
( )
72 "
?
3 n
, ?
, 63.
?,
"
. 2531),
? ,
(
2527), 194-195,

(Brand Loyalty)

130-131.

42



30-34.

»

»

»

252)

»

43



}
1 I »
.. 2519-2531
Iy
»
«
»
» Iy »
| » | »
1. I »
2. »
, [
2519-2531" | 1

» 1 » , 2533), 97, 125, 128.

44

»



45

» | 5
1.
2. |
3.
» { » {

Gerhard J.Hanneman, William J. McEwen and Sharon A. Coynel
"Public Service Advertising on Television"
»
» { 12 45
1 (530 ) {

(Talk  Show) » { !

1 Gerhard . Hanneman, Willian . McEwen and Sharon A. Coyne,

"Public Service Advertising on Television," journal of Broadcasting
17 (1973)  387-403.



	บทที่ 2 ทฤษฎี แนวความคิด และงานวิจัยที่เกี่ยวข้อง

