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ABSTRACT 

'The research on "Marketing Communication Strategtes for "NGV (Natural Gas 

Vehiclc) Project" of PTT Publ~c Company Limitcd" is a qualitative and quantitative research. It is 

aimed at investigating the marketing strategies for NGV project of PTT Public Company Limited, 

studying the tools used 1r1 undertaking marketing communication strategies for 

NGV project of PTT Pubiic Company Limited and people's perccplion in supporting 

the marketing strategies for this PTT's project. 

The collection of qualitative data was obtained from interviewing the author~tics 

concerned with the marketing strategies for NGV project of PTT Public Company Limited 

including the collection of quantitative data using the questionnaire asking the target group who 

had stalled NGV in Bangkok Metropolis, totaling 50 persons and 150 car owners who sat+ TV 

commercials in Bangkok Metropolis: the total number of the sample who questionnaire 

respondents was 150. Then the data were analyzed using frequency. percenuge, tnean (X) and 

standard deviation (S.D.). 

The research findings were that: 

The purposes of performing "NGV Project" of PTT Public Company Limited were to 

advertise and publicize as well as imparting knowledge of NGV to people and to exchange 

upln~ons and attitudes towards consuming FGV in order to reduce ths amount of imported fuel. 

The idea of marketing communication strategies was to convey the tangible concept 

to the target group. That is, it was intended to put nruch emphasis on being economical and safety 

including driving capacity. 
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The pian of the marketing communication snategies for "NGV Project" of PTT 

Public Company Limited was intended to ensure the target group in changing consumpt~vn 

behaviors and deciding to install NGV by providing basic knowledge of NGV and sale promotion 

by using integrated marketing comrnui~ication strategies covering every target group. 

Tne marketing communication strategies for "NGV Project" of PTT Public Company 

Limited according to the marketing mix which included product and service, price, placc and 

d~stribution channcl. n~arket~ng promotion and advertising as well as public relations in order to 

enhancing people's perception and confidence in the product. 

The tools used as advertising and piibl~c relations ~ncluded telev~sion, radio, 

. newspaper, the Internet, billboard, brochure and magazine including employees and special 

activities. 

The result of studying people's perception was that they obtalned the information 

about NGV project by means of television the most. The media of PR which people could access 

most was television. The media desired to present the infom~ation was television programmer. 

The reason why people were open to NGV information was that they had a great deal of 

knowledge about NGV which they used for deciding to install NGV. The most important reason 

wh~ch made people make a decisioll to install NGV was that it saved a lot of money and it could 

rcducr the arnourlt of expenditure of the nation and the government's budget. As for the reason 

why peoplc decided not to install NGV, they said that there were only n small number o f  NGV 

gas stations, they did not confide in the equipment, they worried that car cngine would break 

down and NGV containers were too large. 
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6 w w i i 1 n a C m u ;  
B 4 ~ ~ k ; u y Y ~ ~ ~ ~ ~ n r o  ~ u o  

nnmninlki  

I .  ~5rnn'nr4 (~roduct) 

2. SlR1 (Price) 

3. ~ I J ~ ~ I H ~ I U  

(Place) 

4. f l l 3 ~ 9 l ~ ~ l ~ f i 1 7 ~ i 7 1 ~  

(Promotion) I 

%RUG 

7flq¶J1:fl461~ 

t i ~ n a i ~ j w " ~  

wo%ouo4 

Gu?lnni 
d 1Ue389 

$sliam#au 

(To provide 
customer 

satisfaction) 

(Information feedback) 

d 
~ 1 s ? l ~ 5 1 ~ ~ ~ ~ 1 ~ ~ 1 3 ~ 1 1 1 ~ ~ 1 9 ~ ~ 1 ~  (Marketing Situation Analysis) 0~Lt l~140. l fh  

rnr;imi,Gqii,  q 646 
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~ ~ ~ 6 1 ' ~ n " ~ U ~ ~ l ~ n 1 ~ 2 1 ~ ~ 1 ~ ~ ~ 1 ~ p i l ~ l ~  (Marketing Planning) ~ f ; ~ f l l ~ ~ ~ ' i l l i ¶ J ~ ~ ~ ~ V l ~  
B 

niSmalFl (Marke~rtlg Mix Strategy) ~9d5~n~ ' l l ~aun l~ f i i ~uwa 'mpd4~ f f9~ fn19n l¶  

r n n i n a ~ a ~ m r t i ~ n u n n a ~ v ~ ~ w ~ ~ ~ ~ ~ ~ w ~ i ~  4 81u 8o nnyn~~nuwSpl~wtud n n l  rnrhhmi ia  

~ laan~~ds in?unrsm ~ F I  
2 d u  

~ ? ~ f i l ~ ~ f l % ~ d ~ ~ ~ 9 ~ f l l 4 ~ 1 ~ ~ ~ 1 ~  [Marketing objectives) L~~i79910104fI13?6h 

l l l f 0 f l l ~ n l l l l l Y ~ ~ ~ ~ ~ l ~ l ~ l  (Stanton and FutreII, 1987: 17) T R U I ~ ? ~ J ; ~ P I ~ ~ I : H I ~ W ~ ' ~ ' I I ~ ~  

m ~ ~ r n n i ; i i o t i i Y r o i n n a ~ % 1 w " ~ w 0 ~ ~ 6 ~ 0 s ~ ~ ~ 1  k e o n u r r ~ u h l n u  idu uonum d2unro.rarnn 

I )  nagnd6luw8mtitu.nd (Product strategies) 

~'lnn'Nd (PI-oduct) MUIU& ~ . I I R $ V I ~ U ~ ~ S ~ ~ Q ~ ~ U B L ~ B  RUB i n  I IPI~II~UIII:: 
9 

n a i u i ~ ~ n ~ s ~ o a ~ n w a ~ 6 w " ~ v ~ o I o  (Kotler, 1994 : 8) qmi~~1~3m'i; l  q i~5 i i iu0n~iniGst i~  
4 4  w $2 

nir  plounuoanmdo r r n s u o a { u i ~ n n n w w n ~ n d ~ ~ a ~ a " o u  ~ ~ & ~ B ~ 6 u s i ~ u " . r ~ ~ f i a 1 u ~ i u i ~ n  

uorw~irn~oln"luniro~ ~ ~ ~ ~ A I N I X D I I A ~ ~  ~ w ~ ~ o : i o . r w ' o i r a i ~ ~ q ~ ~ u J ~ ~ B ~ l f i ~ l l ;  

d r : n s u n ' ~ u d ~ : l u r i ~ ~ ~ u ~ ~ n ~ o ~  n w o ~ n a i u X o ~ n i ~ ~ o ~ ~ ~ l ~ ~  qamwmrurrpiiulio 

nsiZui;i ;di~uurln:;drinuru:. Ii niu r n  ~intlnr:d$u~~nnrnnn~~o:I6~'ilo1nni51Q 

wa'afisun"uaz8n~m~uan~~upii~ q T ~ u n 1 ~ i 1 % e f " d u K 1 u a ~ u ~ n 1 ~ i ~ ~ n ~ 1 ~ 1 d o 1 n ~ ~ ~ m ~ 1 a :  

yYu~onodu~ s a u ~ ~ ~ n n u ~ d i i m n ~ ~ ~ a ' ~ $ 1 ' m ? 1 ' ~ ~ ~ 1 n M o ~ i n . d " ~ ~ ~ L a n ~ o u  
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2) f~Cl~~lbi&l~d%lfil (Price strategies) 

% l A l  (Price) HUIU;~ v ~ ~ l ~ ~ ~ r ~ @ 1 4 1 " ? ~ ~ d i 2 ~ ~  (Stanton and Futrcll, 1987 : 

650) {6uorl~?ouirious:nii9~ad7"uo~w~Btr7"tU~ (Product Value) ~ J T ~ R I ~ U ~ T  ~ l ~ ~ ~ l h d  
4 ~ ~ u n i i ~ u m n m ~ ~ ~ ~ q r ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ n i ~ ~ ~ ~ i d ~ i ~ ~ ~ ~ n ~ q  &~umr$~nmoionsn?aAi6 

~kid~~fiuiirini$ulduiaou~p1oin~8on+o~i do.romnmdszneuiY~u 2 pi2u;o iuyu 
d u1nn'~a6qlr k;ur in&&odh4uqu msno~u1awtarinrEMd~~n~u?ni~1w~in1~11~#a~~ 

d 
r ~ l ~ r ~ o ~ d u . r o i d o m ~ a ~ ~ ~ ~ ~ d n 1 ' ~ w ~ ~ ~ M " ~ 1 ~ 9 . ~ ~ 0 ' ~ i e r 1 ~ ~ 1 ~ 1 ~ 9  rnlGwuiw8mAolw' 

d u B  dr t l t ~ n o  y3nl;a ~ ~ n n i o u e i o ~ w n n r : n ~ w ' o n i ~ ~ ~ u ~ u n ~ o n n n r u o ~ r n Y u ~ u n b  vro-iiwn 

i l % ~ r  lrlliiun~l~ i&n'~a&na ~ n u ~ b n r n r ~ n r n ~ ~ r n n ~ : ~ ~ ~ ~ ~ a ' f l p ~ ' ~ ~ 0 o ' ~ 1 1  r-45~ ilil& 

nssuiinir w~ndoy?ndduia~80u i i n : ~ ~ n ~ i r u n n n : ~ ' ~ 1 d ~ ~ i a w ~ o % 1 d ~ 0 ~ ~ w a ~ 1 1 1 ~ ~ i n i  
d 

~uK1~.ruu+i?nh3n.r n . n u w u i l n u 1 u n i s a n ~ u ~ p d f i 1 ~ ~ ~ ~ 1 ~ ~ 1 a a o i ~ ~ ~ a n ~ : ' ~ 1 ~ i ~  

dainn~~unnru~r-ml idu n 1 r $ ~ ~ f l ~ ~ ~ n ~ n ~ s u % n 1 ~ ~ a ' m d ~ 1 n 1 ~ n o r ~ t ~ n ~ ( ~ d 9 ~ 1 1 ~ 1 a ' 0 ~  

u o n o i n ~ ~ . r ~ o . r ~ ~ u ' s o " a n ~ ~ ~ ~ ~ i ~ i ' ~ ~ ~ ~ ~ ~ ~ d ~ u  KimrI4nn~nimr ~ ~ ~ V ' W T ~ I I I U R  
9 4 4 

n p n q ~ i i n z i u u w w n ~ ~ o l n ' ~ R u ~ u T ~ P d i m w " i ~ ~ ~ ~ m  nquaipl nqnm ~Cmaucurs~~tun'd 

~ " ~ t u i l n n  P a m r n r : r i ~ ~ . r n r i i ~ ~ o i o ~ r ~ i l p i o d q ~ ~ ~ ~ a " o u i ~ u . ~ ' w ~ ~ ~ ~ i l ~ ~ ~  tnulaw , : ~unr~  

dl4~n~dl;luil~wii0~~~1a~a'~u 

AIL lumr ~rnn1wiimrirun"s~5:~nwo~ 5'nddsa~awu o i o o : l u ' u ~ n i  1 
Y I Y  

d ~ i i u " u t l ~ ~ u n m ~ u ~ ~ u ~ u ~ u ~ ' u ~ o ~ ~ u 3 l n n n o ~ n d ~ ~ n ' ~ n i w a ' n ~ d ~ o ~ w ~ ~ ~ a w " ~ a u M " ~  

w'ois~i~oiunirfr;M~;lfl IT~LP;;IGU%;IU 

3) f K l ~ Y l ; ~ l ~ f l l 3 ~ F I ~ l ~ 1 d l u  (Place M ~ B  Distribution Strategies) 
4 

f 1 1 ~ ~ ~ 6 1 1 t d i u  wuiao"4 % n r s n f i ~ 6 v o s J o s w i ~ ~ ~ d ~ z n 0 w & a o ~ n i f i u ~ i ~ :  

iionr r u d ~ Q ~ i o i n d s u A ~ a ~ u ~ i ~ ~ a : u ~ n i r a i n s ~ i n ~ s ? ~ ~ . r p l n ~ n  (stanton and Charles, 1987: 

~ 8 9 9 1 1 9 ~ 1 3 ~ P l ~ 1 ~ ~ 1 l l  (Channel of Distribution) ~ ~ l l l % l  i # ~ V I l 4 ~ t l ~ ~ f i ~ w '  

fi?6 (Stanton and Charles, 1987: 643) 

mr ns:oia~-~i?ubi (Physical Dirtnbution) H U T U ~ ~ ~ ~ ~ O ~ Z ! ~ U ~ ~ ~ U ? U Y O  IBU 

mr indouu'iag2 wfiplrinrn'oin~w~~ln?n&iuld~.r~ui~nnn'to&9~ (Stanton and Charles, 
4 

1987: 650) M?ODIOWU~U& ~ I T U U ~ ~ ~ ~ ~ ~ ~ I ~ ~ ~ U ~ ~ P J ~ ~ ~ ~ U ~ ~ ~ ~ U ~ U ~ ~ ~ O ~ R ~ ~ ~ P ~ U ~ ~ L ~ :  
9 

~ ~ ~ U ~ ~ d ~ l d ~ l 3 ~ ~ d 7 ~ ~ 1 ~ " ~ ~ 9 ~ ' ~ ~ ~ s l " ~  (McCanhy and Perreault, 1984 : 8 17) fillfi3:0lU 
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Aadw~iSsds:nou6auii~n~suni5wud~ (Transportation) ~ ~ ~ S L ~ ? I J Y ~ ~ M I ~ ? U ~ I  (Storage) 

ni?flih?u$i (Warehous~ng) ni~'il?n15i?uKin~i~&1 (Inventory Management) I ~ ~ : % I ~ S T P I  
i A d  
n ~ d q  nlnuaihs 

o:~du~biini.i ~ m i o s w ~ ~ n i r ~ m ~ i ~ ~ i ~ a 7 ~ ~ ~ n n ~ : m ' ~ 1 i ~ i ~ ~ ~ a n ~ ~ u  "41 ~0 

4) f l l ~ d 9 1 ~ ~ ~ f l 1 3 6 1 6 1 7 ~ 1  (Promotion Strategies) 
W J  4- ,, n l n u l s  ms~niodomr u Y e Q n r ~ ~ i i ~ ~ ~ ~ t l ~ ~ n : ~ ~ ~ ~ u a n u n i n ~ ~ ~ ~ ~ i . r 1 ~  

in'fldffUnilLa:Mq~"T5%Jfi14$0 (McCarthy and Perreault, 1990: 730) nlrimiod00150101+ 

A 
~ ~ i 3 ~ ~ l U  (Personal Selling) lla: 1~144flflWUlU (No Personal Selling) 1fl509~0%~tllsd918(~~ 

9 4  A A M d  n~swaimZwaiods:nis ~ ~ ~ ~ ~ ~ R " ~ ~ ~ I T M P ~ ~ ~ A ' S O ~ ~ O M ~ D ~ A ~ ~ ~ ~ ~ O ~ B J B ~ I ~  
4.1) f l l sbor~nn (..ldvertisi~rgj MIIIU;~ ~ d l ~ ~ f l f l l ~ i ~ 1 ~ 0 i l 2 ~ 1 1 5  1 ~ 0 1 4 j % 4  

qwflaua:nl%ff sL~%Jnalu%A ~ u ~ i ~ ~ a ~ u i f l i ~ % n o ~ ~ d ~ 0 ~ s l " 5 1 8 n 1 ~  (Baone and Kurtz, 1989 

4.2) n ~ a d ~ ~ w l f . $ ~ /  (public relation) n i r f l ~ d ~ d ~ n i r  n ju  
d 9 4  

J s z n o ~ i ; a a n ~ u ~ a s m  nt juvu' lrw~u~0~n g o o y " ~  Quia (McCarthy and Perreault, 1985 : 

6 w  u w  
730)  ~ ~ 0 w l l i ~ ~ 9 n l l ~ ~ ~ i ~ d 0 ~ 1 ~ ~ ~ 9 ~ ~ ~ ~ 1 1 ~ ~ ~ i 1 9 n a i u a r ' ~ w ' ~ ~ 0 ~ ~ t ~ ' 1 1 n ~ u ~ ~ ~ ~ ~ i 1 9  7 
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B 
(Boane and Kurtz, 1989 : 543) ~ l ~ ~ ~ l ~ l ~ ~ ~ ~ ~ l 3 ~ ~ ~ ~ ~ ~ 1 ~ 3 ~ 9 ~ ~ f l 1 f d ~ ~ ~ 1 ~ 9 1 w ' ~ d ~ % ~ 1 ~ l ~ ~  

~un ' f l nos . i a~~ inn i~ t%~$~m~ l i i lGu7n%u5~~utnR1iuq6~ 
A 

4.3) n l g i i ~ ~ i i d ~ ~ ~ ~ ~ ~ ~  (Sales ~ronot ionj  I ~ U ~ ~ O ~ ~ S L I V P L ~ U U ~ J ~ J ~ O I U  

s ~ a : ~ a ~ l i ~ 1 ~ ~ ~ w d o ~ ~ 1 ~ 1 ~ ~ t 3 ~ ~ ~ ~ ~ 0 ~ f i u 0 ~ 0 1 f i f i ~ u ~ 9 3 1 1 ~ u i  nunai.rua~wJo.tiu~iuvo I 

U%W (Schoell and Guiltinan, 1990 : 754) O l ~ ~ ~ I U ~ U 1 U f ( ; l l S d 9 L f f ~ ~ ~ 1 S P I 1 U ~  3 E ~ I I U U  50 
a ,  , * ,  

( I )  nisns:ifu&~lnil ~an~lnlrj9is1fl~Un1~"~l~~y9~~fl5'In~1(~o~1sumer Promotion) (2) ~ I X  

nr &$u nunam duniio lr ri 3 ~ f l ? p t n 1 5 ' ~ 1 8 ~ ~ 9 ~ $ 1 ~ n f i 1 9  (Trade Promotion) (3) 

wJmiuviu li?ana'~ mrdrin~uniruiud3js1du~w~n~iuqitl (sales Force Promotion) n13Oln7C1 
4 1  Ipl  n d e $ . r ~ ~ ~ ~ ~ ~ u , " u ~ ' l Q f i i ~ d ~ ~ ~ ~ u n ~ ~ ~ ~ u ~ ~ ~ ~ ~ u ~ ~ n n  

2. ~ ~ I % ~ u ~ v o u ~ ~ B s ~ ~ " ~ Q ~ ' o ~ ~ ~ u  (Corporate Social ResponsibiIity X S R )  

European Commission Green Paper 
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UNCTAD 
d s, 

"CSR ~ o n i s n n r ~ ~ w r # i 1 d 1 ~ u a ~ 0 ~ 1 ~ a : 5 ~ a n ~ : 1 1 ~ 1 7 ~ ~ a n ~ i ~ $ 1 a 1 u ~ 0 ~ n 1 ~ ~ ~ a ~  

World Business Council on Sustainable Development 

0 w 44 u o n o 1 n ~ ~ . r u o n u u ~ ~ ~ n u $ ~ d 8 1 6 ~ u i n d o 0 s ~ n  iin k1u*ln'd~u~~a<u~3n'ti-i 
4 

n'io Stakeholder walj ldud ihuo.riiorns @uy~uldl im Ai i i i i r i~uYn 'k~u lBu i iB~r~u~r  

wdnsiu TUTU ~dnuu51xudo.rn'nrnkad Qula  ~ ~ n z ~ n b i  n ~ s q n i h u d i r i ~ u t d a a ~ o ~ ~ u  

s rn"nrua t~1onrndo:n~ ' i9  , i ~ o ~ n ~ ~ u w n n r z n n i o o d d n g J u  7 ~ a ? u ~ ~ n q r 6 o . r i i l  

n ~ i u l u Y ~ I o i ~ l u o r n ' n ~ v a ~ ~ ' i ~  ~ l n r u ' 1 ~ d t d u ~ ~ d ~ u ~ ~ d a ~ ~ ~ a ~ ~ ~ ~ i w " ~ 1 ~ ~ ~ 9 ' ~ 1 a n ~ 1 n ~ ~ 1 4 ~ u  

ai$so:ii CSR I ~ Q ~ ~ G P I M I J  
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e~dds:no~uos CSR ~uorrsluluilaptiu - w 
??muimsuod CSR i ~ ~ l ~ o ~ d d ~ u u Y i . i ~ u 4 a u t ~ a : 1 ~ i u i r n ~ ~ 1 u m i u ~ ~ n i ~  

drsynm' CSR ~ u Y i ~ u ~ r i i o o d ~ ~ ~ $ u ~ d a r r u ' l u ~ n u u i ~ Y l i i ~ o : i ~ A o u u i n l B n  nrna In$ 

n?os:niiqdr:lnn$u ~ Y ~ i i m r r ~ u r ~ u a ' n ~ m ~ ~ d ~ ~ ~ ~ ~ ~ u n i ~ 4 ~ ~ w ' u n 1 ~ ~ i u  CSR 15 
4 4 4  4 9  

intlinw1:oln European Commission On CSR ~ . l f l t h 3 j l  CSR l . ? U i j D d ~ D J ~ ~ ~ V l ~ f i i n l  nnDUYl 

ma%uhtdumrai~niionrr u i i a 7 ~ ~ r i i o ~ u d ~ ~ ~ 9 d n 1 4 ~ ~ ~ ~ a ~ ~ ~ n l ~ ~ ~ ~ ~ t ] ~ 7 3 ~ i ~ n 1 5 o ' ~ n l l  

i~'5wiv n.s:vaunis~a'w w~on?~~wnis$iu~sLian~ou ~ ~ a ~ i j ~ n i u ~ o n ~ ~ ~ ; ; f i u a ~ ~ ~ ~ ~ ~ n ' o n ' ~ ~ u  
4 4 4 w  n i ~ q ~ n o w n r ~ ~ r ~ o ~ o o : n a ~ 1 q u 1 ~ 7 ~ 1 ~ 1 1 ~ ~ ~ 1 r i u n 1 ~ ~ 1 ~ a ~ n n ' i  ni~T'ElEmonria ~ u p p ~ ~ e r  LLO: 

n-isnliunyuZonsr u & i u n ~ ~ w " m u i d ~ n u ~ ~ u ~ u  iht 

pl eru , & a  d d 2 1  nrt l~nnirnr :a isnuY~ supplier ~ i ~ ~ u ~ ~ w n ~ ~ ~ u Y u ~ ? n a  o ~ i ~ u l j ~ : ~ n u n u i n u I o ~ ~ ~ ~  
Y 

u:dau5u!l~a n ' f a i ~ i ~ u u b u i u u ~ ~ o ~ 6 n 4 4  ibu itiani~uriijjsn'o n?~~a"onla '  Supplier dij 

qruassu orruiurror dowlinaru kisldumrn3~~u~ll518n~19f.fd9 "on68aidurnriiuln~ 
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Sin~uuan 
4 u  9 

1) nlrr?innlcjh Supplier 11n:~wd3~dv't19$5%1 (Partners) M % U H G ~ ' ~ ~ D ' L I ~ B $ W I U  

& nliulnli d lnn iomrn~ur )u~~naovn9u~~w"9  supply Chain rdo~oo:Duluu iun~o~i )n f~u  

driqlniu~~r:ii;u~niid DIM' d.r in?u$dr:noumx~~~~ do:~hlnlbu Supplier E ; X I ~ I I S ~ ~ $  

t15'n~iInli1erw'~u~~:uuni~f;ii.riid1~~wai~~i~ii~'1r~wi~d~n~~ i?Jidiu 

2) fll%~llgl&J;bfifl 

$uilnnn?o$dniiun~1 u7msuo rodn'nr iduuni i~~u1uo~f iu1$ A . ~ I ~ U S ~  

~ ~ ~ i ~ : ~ u n ~ ~ ~ ~ ~ n ~ u 3 I s l n l p d y n q  nr:~?uniruo.r29ukiu3mr cfdu~irn3wiim mruiu 

~llou6dnirif .r  SnYdnonfYu ~ d r : r i n ? n i w d . r 1 ~ 1 ~ - l ~ ~ n l w i ~ n : ~ i n i  ~ia:Z03un55~ 

u t l n s i n ~ ~ b m u 1 r n ~ i n n ~ n a i ~ 5 " L I ~ ~ ~ 0 ' ~ 1 i ~ ~ ~ ~ ~ n ~ ~ a u ~ ~ i  ~a'onwtiai~ndiu iiun',dms 

ia w ~ ~ h u l n ' ~ n i n : ~ u i i v n  ju(u?lnn n'fni~dldrnsoon~luu wFiplfitu4lnYmuir n'lBYk;Au 
a Y Q  M d  w 

gnnju ;r?uo.r w w r n x ~ a u  (Design for ~ l l )  ~ d p d ~ ~ ? o . r ~ $ Y d d ~ ~ ~ ~ n ~ ~ ~ u n a "  IV?D $WWT~;?LI 

i3aj dirr?unudnlr~nznu~~i~ 0~114'li 

4) na~u~u~mreude~~wuF~ter~au 

uiGmpii.rl do41u1iio.1 o i o ~ l i ~ n ' i d a ? ~ ~  r ~ n a w s ~ ~ u ~ u u i i ~ u u ~ ~ a a k u ~  uin 

dn nfa  1 8 u u ~ d n ~ ~ r n u i l n n u i u 6 a d 4 : ~ ~ ~  k1fuu~dnrn~; i&~n3~~ i f lw  in?luiu~nanu 

piotY~nulu--~.rnT~~ Tnumsuioin viiiionrru n%nrju~.yulu;duu'~~a'iq tdoli6Yu ling 

flauisdnu ludrz~lu; Y ~ ~ V I A ~ B ~ ~ D ~  flu10 ~ . I B o I ~ u ~ I ~ ~ ~ ~ R ~ u ~ u ~ Y I ~ G ~ M ~ ~ ~ ~ ~ ~  d8m1 
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a ; h s n a ~ w ~ d " a u . l d ~ ~ d ~ ~ ~ ~ s r " ~ n u ~ e i ~ ~ ~ ~ ~ ~ ~ ~ ~ a : ~ a s ~ ~ . w ~ r i i ~ ~ ~ ~ o : a ' n ~ ~ l ~  &~IL$U~O:~B& 
9 w e  A 4  B rnrwqilwu i~a:msn~duaiinslun-isd~umg~u~m .a.ro:i3~3i$rnwdnudi% Corporate 

A d 
Citizenship ~ ~ ~ ~ U ~ I ~ ~ ~ U ~ ~ ~ ~ ~ U ~ ~ ~ S T ~ I ~ ~ ~ ~ B J ~ ~ " ~ I ~ ~ O L ~ ~ ~ ~ ~ ~ I ~ B ~ ~ ~ G P ~ ~ U ~ % J B J O ~ ' U O ~  

d d 
$~?7nnaln:w5i3~91u~llnu74~~ 

ll~10119md~19lfd CSR 

1) Cause Promotion 

n ' ~ t l m s t ~ u ~ ~ d o m s ~ ~ ~ ~ n ~ ~ ~ ~ s " ~ f i ~ a ~ ~ ~ : ~ ~ l ~ ~ ~ ~ ~ ~ u n ~ ~ u ~ ~ ~ i a ~ ~  

2) Cans~ Ilelattd .Marketing ~ Q ~ f i 1 5 i 4 1 a ? l ~ ~ ~ n u o i n n n ~ ~ i i m a i ~ ~ ~ n n i ~ ~ i i m  

~ y n 1 ~ 1 q 5 i i v  
B 

3) corporate social ~ a r k e t i n ~  i ~ ~ n 1 ~ m n i ~ 1 1 ~ 1 1 d ~ ~ 1 n ] ~ ~ ~ ~ ~ ~ n ~ ~ % ~ ~ u l u ~ ~ n u  

$fg l f l$ i3~~31U~Gl  

4) Carparate Philanthropy I ~ u I L u ~ w ~ ~ ~ ~ I $ ~ I ~ Q ~ s ~ % I ~ ~ ~ ~ ~ ~ ~ u ~ ~ u  fll5uT01~ 

n ~ n 9 $ 1 ~ n i a ~ ~ ~ u n i s i i ~ i u  ~fIu&u 
A 

5 )  Comrnuni~ Volunteering I ~ U ~ I ~ B I ~ ~ I ~ G P I I I W B ~  d14~ninnr1un.rXnr 

Iunirii.riu Jsuiqnfwio~~cgrr ilumr fii.riunin~liirn~domrid~nalnr~unriu 

n ~ : ~ l a ~ n i s i i ~ i w ~ ~ i ~ " ~ i ~  

6) Socially Responsible Business Practices la I.! fi 1 9 I lGl4 g 3 51 4 2  11 fl3 1 PJ 

4 ?u?mouiatY'snu s l r s ~ ~ u ~ i r m ~ z n u ' f i 1 t n t ~ i ~ u ' u n i ~ e ~ ~ ~ ~ ~ a ~ n 1 ~ 6 1 6 a 0 ~ a ' n ~ ~ ~ ~ l 1 ~ ' ~ i ~  

ds:burfln~wh c s ~  f inYun~nqcj'io 

~ ~ ? ~ n ~ n l i n u ~ ~ u ~ ~ u n ~ % a n  Arthcr D Little !6dlnl%ipBnu7w.uil msil CSR iiwoftio 

q2i%i% s d '~zn13 8~ 
I ,  m ~ u 9 m ~ n ~ l a d 1 f  o l o  

m s u i m r n ~ i ~ ~ u ' ~ i P 0 ~ ~ ~ ~ ~ ~ 0 ~ ~ ~ 1 ~ ~ 9 r ~ ~ n a ~ u d 1 1 " s ~ l ~ ~ ~ ~  oinms 

dl5?~m5il  CSR ~ ~ n a l ~ d 5 ; l n ~ ~ u i l  CSR I ~ U B U V I R ~ ~ ~ U ~ O ~ I ~ ! ~ ;  (Intangible Asset) d 
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d i ~ ~ d ~ n i Y u w u $ q  ynn'iuoq Intangible ~ s s e t  A ~ ! ~ A ? + u L ~ ~ ~ D u  y a i ~ u o ~ ~ ? p l " ~  & n n u  

~ ~ ~ % D ~ " O V D J U ? G ~ ~ ~ ~ ~ ~ U R X ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ W ~ ' ~ ~ ~ O ~ ~ ~ ~ ~ U Y ~ ~ ~ U L ~ U " ~ U ' U ? ~ M  (Stakchoider) 
B Ilnr~d~mriinai"onlnnu1u~qlun j u  iinmu~lnlula.~~ui;.r~~r ~uins:nii~n31u1i7i<ni;nua:: 

A 
nal~lalulr o%unisds:n0~lfl1~"~09fl~dw (Financial Performance) S ] ( S W ' U ~ ? U ~ ~ ~ ~ ~ ~ U ~ ~ S I  

Y 

~ m n ~ s ~ ~ ~ u $ u ~ u L ~ a ~ n ~ ~ u n - i n ~  kun~~ijd~uln'ri~utiiuotii r19ua ~n'r-m?<rius:dawapio 
s 4 A 4 9 1  A 

uanu2uuindd.r 4 n i l  ~ m ~ m r ~ o ? t y m ~ u ~ m ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ i n ~ ~ ~  8 iri ~ ~ u u l i o u i ~ ~  uwnn 

~ ~ r l o u n u o s ~ ~ i u ~ ~ ~ n i ~ " u o ~ ~ ~ ~ ~ u i ~ d ~ ~ u ~ ~ e i i ~ ~ ~ u ~  

2) ~ ~ ~ I U V W ~ U ~ ~ ~ ~ ~ ~ I ~ ~ ~ I P I I ~ P I ~  

na iu~v~ouuo. r~nr  t r g ~ o f l ~ o ~ n l i i i i ~  ~ ~ ~ ~ I I J A ~ U ~ I M S ~ ~  ih$Umsannir 

~ 1 u i i s n u i l n : i q l i a ~ i o u t 1 i 1 : ~ J T ~ 1 ~ ~ 1 ~  B~iin31uinkglnn ~ u n i s i . ! e ~ r i u i l q r n ~ u o i ~ ~ i i ~ ~  
9 w  A1 Y 

o i n ~ l a ~ u l d o a d n ~ u ~ u ~ ~ o ~ n  usrmnn ~ ~ a . r ~ u h u r n s ~ ~ m s ~ ~ ~ i a ~ a " ~ ~ ~  ~ ~ U I ~ ~ O ~ A ~ ~ U I ~ I I J  

~ n u l a w ~ : o d i r ~ r n ~ i ~ ~ ~ ~ d t l ~ ~ ~ ~ ~ ~ ~ n n ~ s f l i w ~ i ~ d r u a ~ ~ n a ~ ~ u  ~ ; ~ I I ~ ~ F ~ ~ ~ I U ~ ~ I ~ ~ P ~ ' U O ~  
' S . s  u i ~ m E u ~  lG~uuo9 5% I ~ I ~ I  u j ~ t ~ d v i i  CSR PinYi;rii?~qqnji u';~wiMdIpiYIi~ 

InPlsglu n?ou%nrsumdmr~u SRI: Socially Responsible Investment ~II~GU~.II~U$~~J 
d du~~i~a: l i ;udr:~o~6~o-rmsn.r~udiui inroudo~~nu kdrz~u.admqgdnudotii;nuu 

l~n:dr:Turdw~smriju ih~rrur iun judul ad SRI ~ ~ i i r n r d u l m o d i s s ~ n i ~ ~  ala:itIud 
4 -  d nulolundlinamp d ~ d ~ ~ n d u n ~ i u r i ~ ~ u o ~ n i ~ ~ ~ i ~ ~ ~ ' ~ ~ d ~ d ~ n ~ ~ ~ p d p ~ ~ ~ w ~ u ~  
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6) ~ ? l o l ~ ~ l ~ ~ ~ l d ~ l ~ 1 6 ~ 9 l u " ~ 1 1 ~ ~ ~ ~ ~ ~ ~ ~ d ~ ~ l R  (Market Positioning) 

7) d ~ ~ ~ ~ l ~ ~ i ~ ~ ~ ~ f i l ~ ~ ? 1 ~ ~ 3 1 ~ 1  (Operational Emficiency) 

n " o m s l j ~ ~ u ' u n ' ~ u n ~ ~ u i u i i n a u u i o d i n u ~ ~ ~ i i Y d ~ n ~ ~ ~ l d ~ ~ ~ o k ; ~ u n ~ ~ ~ ~ ~  
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2) msignin?imr61 1 l ~ ~ ~ ~ d ~ ~ d n ' l ~ n ~ ~ ~ 1 8 ~ 1 9 ~  dodo lnilogiu Tandn 

i & w  14n13~Y-1 ~ Q ~ E ~ ~ U U ~ O G G I J ~ I ~ ~  o io69bh1n~~nqu nfm?!u.r 
-a w 4 ~ .  dd 

wado:{unsn. r l~~adns~~~~67~u 'wniso~n lullorsolu-ignrv& ndumrmnqr 5 o  rrguinu 
lye BI P ~ ~ I U ? U ~ ~ % D U ~ D ~ ~ A P J  8o:18uiixYfidnrz11~ CSR 'Ininnuu pndoa~nidlhafJu,laLv*i~ =d 

~irn?J& 

3) nr t i i~ l ta  I;~II--J~BOU iin:t?~nu ~ ~ ~ ~ ~ ~ : L ~ U ~ ~ D ~ ~ ~ ~ I ~ R ~ " B U I ~ D ~ I U ~ ~ : ~ I P I  
d 1 J  1 dsnulnn oiouinrzlinn'iuB.rn~~ n ~ w u u u ~ u s ~ o i n ~ i i n ~ q n 1 ~ ~ ~ 1 % ~  viiln~18n~luGni$o~ 

Triples Bottom Line ndiaiie nisuimrkms i ' l d l s  wariilr dqrnnhu i~n:8~1u l l lw?~ul  

tiu idnqoinnrziindsad9Aiana'ou im-sanu i8udr:li;ufsu i iuI~o~n'nrp~;ioio~M'uui  

l r i lo  ~loid6~ns&sGmi wilri~liuo.ro.rhr l$lduniYn &hn,sd i  CSR ~.r i$urndo~n$l  

dqndg:d5:muds:~ua;6 3 i h i m r i u ~  o96nqr iionaiana6nsii~'p1u~~r'u n T ~ ~ ? n a  
d 

Q ~ ~ ? u I ~ u u ~ ~ I ~  CSR ~ ~ O ~ ? S W ~ U U ~ I ~ ~  

r y .  4 nismrnn (Maltcting) i i m l ~ n n l ~ ~ ~ i ~ ~ ? Y P i - i ~  7 

qa'u f l€?T'Ilf lo; l l f l~l l f l '$  ol&nwros (Kotler and Amstrong 1989: 5 )  $ $ ~ u l u i l  

ms m n ~ n i d u n r ~ u ~ u m s w ~ ~ l i i ~ n u i ~ a ~ n i ' i o ' ~ n i ~ ~ ~ d i ~ l X ~  n'iunrjlly nnnl6;iuedi 

6 i d u u a x b ~ n ~  ~ n a o ~ ~ m s n ~ ~ n s m i ~ n : ~ ~ a r l ~ ~ d u u ~ ~ m f ~ ' m w " ~ a ~ ~ w " ~ ~ ~ ~ i i ~ ~ ~  

?al&BI ~ T ~ ~ P I u $ u  IlBbf?fHb (Stanton and others 1991:5) o ~ ~ l ~ ~ l ~ l ~ ~ ~ ~ l ~ ! ~ ~  

~ o n r r u w 1 ~ ~ r ~ o ~ ~ d n u a ~ o ~ n " L 1 n i ~ a 1 ~ 1 ~ ~ ~  rnrr?inunnm niskd~n?urnsarnn~~a~nis 

6ahnu'iuwSniitun' uimr IIO: n n u ~ n ? d ~ n ~ u l d i n b ~ ~ u  l d ~ 1 $ ~ 3 3 ~ ~ f l ~ d 7 : ~ 4 6 9 1 ~ . 1 ~ ~ ~ ~  

leo Tsu trunn7s? rra:a"ara"eru r w o t T 7 n w b ( ~ c ~ a r t h ~  and Perreault 1993: 8) 1; 
Gaiuii m s m r n n ~ o u a u n ~ ~ ~ n i ~ F ~ ~ a i u ~ ~ ~ a a ~ ~ 1 ~ a 1 ~ ~ ~ 0 ~ 0 1 ~ u ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ 0 ~ 0 ~ ~ " n 1 ~  

qrn'o l a u n - i s n ~ n ~ t u i u r n i u ~ o ~ n i ~ ~ ~ ~ ~ u ~ ~ s l n  
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n u i n u n i ~ m r n n u r i ~ ~ n 3 ~ 0 ~ u ? n i  Y n ' " l n ~ n ~ i u n ~ ~ 1 u u a ~ n i s w a 1 ~ 1 a * i i 1 ~ ~  

ns:uaun~~a iq i~e~u  ilaaC~n7s~;iuan'uuuana7un'n n i s i i n u ~ s i ~ 1 - i  i l i ~ i ~ ~ c r 7 ~ 1  n79mni~1 
A 

~~a:n~.sCnnisB~vn.iiu fia?uh wiimn'ercn" 14o1&iiqni~llann1dupd ~ ~ G I ~ I ~ ~ ~ ~ ~ ~ I u w o ~ D " u B ~  

YFWItl L l f i ~ ~ 3 % q ? f l ~ d 3 z f l 9 6 ~ ~ 4 ~ 5 ~ ~  (#19;4%U Bovee and Thill 1992 : 5) 

& 
1 l f d ~ n ~ i ~ 1 ~ ~ 1 ~ ~ ~ 1 u n 1 3 n ~ ~ m ~ i 6 1  (Core Marketing Concepts) 

n u ~ m i ~ i i n m ~ r n s m a 1 ~ d ~ ~ n ~ ' ~ 1 ~ a a i - i a w ~ 6 ~ 1 ~ ~ ~ a i u a i a ~ ~ ~ ~  n ~ i u b i n ~ n  11 

dr:nau&aonaiui~sn13 w~anaiarbii8u (Needs) naiuDuin (Wants) 6la:~L/ff46 (Demand) 

W ~ R ~ ~ U ~  (~roduct)  wnd4:~t lv~d~:n~~l%;aaqrndi  (Value) ~ 1 2 1 ~ ~ 0 ? 8  (Satisfaction) iln: 

qrumw (Quality) msuanldiau ~s~noul?an,rlinnud;uu (Exchange) E ~ I I Y U  

nirunnldiau (Tra~~saction) 1it1:n31~&~lh1! (~elat ionrhi~)  naw (Markets) ~ ~ n d ~ u d r : n ~ u  

1?9 4 d ? ~  ~ Y ~ I I ~ I ~ R Y ~ F I I R  d4t1.1 Philip Kotler Y K L ~ O U T U ~  d ~ u d ~ n ~ ~ d i . ~ ~  7 A~I IWU 

LIWUSIIW~ 2.4 

~ a ~ u i o m i s  w % ~ ~ r n w "  
Needs Wants * Product 

Demand 

- 

m l R  

Market Value & Ysa;%? 
Exchange 

~ransacGon 
Relationship 
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I I na~r rd 'o~nn  n?ona~uduilum u ~ i i ~ w w ~ d  ( ~ e e d s ~  ~i iaoinnaiuf8n 

u7nuniluuawy v ;  ddr:nouA?t~ 3 dqu 64d 

I .  I n ~ i u ~ o ~ r n r n ~ o n ~ i u ~ ~ ~ ~ u w i ~ ~ ~ ~ n i a  (Physical Needs) J.IC~FI~II~U 
Y *  

m i u j  ~~i!Ju~uw"u~ iuiuya6uinY liYnYidu a i m r  intoaijqn'u u i f n ~ 7 l r n  iin:iedai8tlP.r 

~ i ~ l ~ ~ s ' . u n a i u d a o ~ $ I ' u  

1.2 ~a iu i~~n1 .sn~ona1ar~7u~ww19~1u.a '9nu (Social Necds) u y ~ 6  
B 

Rasn~sni. iunuiu naiuQn n a i w e u ~ u  ~ i a : n a i u d a o n ~ o o i n n i x o ~ i a ~ ~ n ' u l u ~ ~ n u  r s  

na 1 u b i l s t i i s ~ i i " d ~ ~ m ~ 1 a i % ~ ~ ~ ~ n i ~ ~ a d ~ : 1 u ~ d 0 i n w ~ m ~ w ? 1 " ~ l i ~ d ~ ~ n  ldu n77345n 

n1~isdsniumiu~14ku 

1.3 n ~ 1 ~ 6 ~ 9 n 7 5 ~ ? ~ n ~ l ~ % l ~ ~ u a i ~ 9 d ~ $ 1 ~ ~  (Individual Needs) ~JQ%I ! .%R~~U 

A 4  v 

d o s n i ~ ~ u a n ~ m r i ~ u ~ f i u w ' a " ~ ~ ~ ~ a i ~ ~ n ~ e % A a ' s n u n u w ~ u ~ n  ~ i a : w t l ~ u i x r a i i ~ ~ ~ ~ ~ ~ ~ m n i  19 

4 
67uPiiq 1 ~ d i l ~ i m i u T ; O ~ n i ~  ijpniufdilmn~ii~~~n@!w idu b jmr inqiufn i iuni lnro 

t ; l ~ n ~ ~ i ? i r n ~ +   fill;^ sad: RUB? nnllnalR 8 ~ d l ~ n ~ n ~ i n ~ ~ ~ ~ ~ 1 u i i ~ 1 1 ~ n ' l 1 ~ 1 f ~ 1 ~ 3 i 1 9  
I V A V  ~ a u o u l u ~ w " l i n g ~ w o ~ n 1 ~ ~ ~ ~ u ~ ~ n ~ u ~ ~ d u  

'i43lllBU7fi (Want) ~ 0 f l l l ~ d ; 0 4 n l f ~ f l ~ ~ ~ 7 9 ~ ~ 1 1 ~ p d ~ 1 ~ 3 ' d 5 ~ ~ " 1 1 1 ~  (Needs) 4 9  
A 4  J Q n u l ~ ~ u u ~ ~ d i l . r ? d m i ~ 3 ' ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ I I ~ ~ n n ~  n . n u o t n n n ~ n n ~ l u ~ i u i ~ o ~ o ~ ~ p d ~ ~ ~ a i ~ ~  

J~.rf l i~ n ~ 0 ~ 7 ~ i u b i 1 ~ ~ ~ i ~ l ~ ~ ~ u ~ 1 ~ 1 ~  

Iaadni~r&luy~br]i lptw~:in ~iuoa1nZ8iiin'w udqnnnlidn:nu~sioIiY$ 

r ian i iGu  ~ ~ n ~ ~ d ~ ~ ~ ~ ~ i d u ~ ~ o ' u ~ ~ n ~ ~ ' ~ ~ n ~ o d i f i ' ~ n a i p J o u i n " u ~ d ~ n n n  &d.rwn1nYqnnn 

~ a ~ u a " o n n ~ m ~ ~ ? I " a ~ a ~ ~ ~ n 1 ~ n i a r i ~ o p 9 ~ ~ n u o s n a ~ u ~ o ~ n ~ ~ w f o n a i u d 1 i ~ u u n ~ n a i p l o u i n  
Y *  

uB.rmuum i ~ i i n i s ~ o u n u ~ . r o : ~ ~ ~ i ~ ~ ~ ~ n ~ a k u w " ~  1~n~Y8~u~ruri~u1ndqm 

~ o 6 1 h ~ 1 u n u ~ ~ n ~ o ~ i ~ ~ w " ~ ~ ~ ~ n d 1 ~ ~ ~ ~ 0 ~ ~ i d a z ~ n n a i ~ 1 ~ d 1 u ~ ~ 1 u  
K n i w ~  (Buycr Powcr) uosfiu?%nn"lfi!w'~n'u ~ u ~ l n n ~ ~ l ~ n i u i - b n w o ~ ~ u ~ ~ n a i ~ ~ ~ ~ ~ n " ~ ~ ~  

muioa l lqnad~~  n?iuolnn~i~u80i7n'adP:naitl~ifiuPdf19pl" (Demand) 
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n " o m s d r ; ~ ~ u n ~ i u ~ o i n ~ ~ f i ~ i ~ d ~ ~ ~ m ~ ~ s ~ ~ ~ a t n ? ~ u o i u i ~ o ~ u n i ~  
i 

~ ~ ~ I A W D ~ F I P I % I ~ ~ ~ ~  

K ( Y ? ~ H Q : ~ Y P I ? ? U ~ O J O ~ U ~ ~  Inuni~~d3uu1Ciuu wads :Tua;r2uuod 

~ B a ~ i a n '  i ~ A ? u  ~ur?rnd$aqdiuYd i i u  &~?Inndia"on4!~rouui ~ o n d a  City OIQQ: 

f l ? I u ~ l i $ ~  (Needs) R11U001" (Want) ~ia:qIlrr.~A (Demand) U O ~ $ Y ? I ~ ~ ~ ~ O ~ O ; Y ~ D O ~ ~ ~ ~ U U  

w8~~ru&in~r i~nun~ i~11n"o t ; i~~nu~:~u  iiinir diiniu601~! J ~ I ~ I ~ O ~ ~ ~ I X L ~ R ~ ~ ~ ~ ~ I ~  

A - a a m d a u " n n i s w n ~ ~ ~ ~ ~ ~ ~ ~ i ' i ~ ~ w i t v ~ u n ' i ~ ~ ~ ~ w * i ~ ~ ~ a i ' ~ ~ ~ ~ ~ n  (Want) l L B ~ ~ I U 7 3 O W D Y g l M D J  

Y Y  4 

ngiu$orm=j (Needs) &~rv?i I I ~ ~ U T T ~ R ~ ~  8 u l ~ d o l & ~ ~ a ~ u  

fl?Imfi~4 (Product) 

~ n r i % n n 9 Q w ~ w ~ ~ w " ~ u n i ~ ~ 0 ~ a r u 0 a n a i u d i 1 n " ~ u ~ ~ ~ n a 1 ~ ~ ~  ~ ~ I ~ I ~ ~ : F ~ ~ I % J F I u I ~  

VDWUlo4 Philip Kotler (1999: 6) ~ ~ I ~ Y R ? I U W U ~ I I U O ~ W ~ ~ ~ ' O I E ~ ? ~ ' ~ ~ ~ ' * W ~ ~ ~ ~ ' ~ ~ ~ ~ '  I7%11I I~d 

d ~ l n ~ ~ i u d ~ i ~ n s n i i ~ ~ u ~ ~ ~ ~ ~ m a ~ ~ ~ ~ o m ~ ~ l ~ u ~ ~ n a ~ i l ~ ~ ~ n i ~ ~ ~ a ~ n a ~ u i i ~ ~ u v ~ ~  
4 2 A w  [u i lnn~l  ~ I ~ ~ ~ I U M U I U Q : ~ ~ ; U ~ ~ W B P ~ T ~ O ~ ~  ~ U I U I ~ U ~ ~ T T N I O Y ~ O . I Y I  ~ ~ ~ I I I . I Y  ~YAII?o 
B uimr Flu81 qnna noiud oan"nr ila:i~umwufln .aadnmsnain~aa~dnTu~~llo:diis~ 

YP, 4 qolnu81 (Attribute) u a ~ w f  m ~ m d ~ d ~ ~ ~ ~ p d o ~ ~ w n ~ w ~ ~ d : ~ i ~ ~ ~ ~ u i  ~ A o l n ~ u r ~ n n Y k ;  

i u n ~ i u ~ i n : Q ~ r ] u ~ ~ ~ ~ i ~ . ~ ~  Y ~ ~ I ~ I I ~ $ F I ~ ~ U ~ O $ O  w n d ~ ~ l ~ w d  : qmdi (V~IUS)  R~IPIWOIO 
(Satisfaction) aln:qrunivq [Quality) 3 ~ 5 7 ~ 1  J s ~ i 1 ? w r o s ~ ~ 3 ~ n n ~ ~ u ~ 1 ~ ~ ~ ~ ~ n u i n u i u ~ i ~ ~  

~ ~ ~ ~ a ' n n ~ ~ m a i ~ ~ i ~ ~ u B I " o ~ ~ ~ ~ i u  
r dpl cr qnrri? ~Curtomcr value) n"ennuiianoii~r~nii.r~olrnnq~~TnnInY~~~inmrlaY 

mr ?Lrtlunro.r~tIu~o"ivo~ i~aznrnw&&uoln ( ~ a t ~ e r  1999: 7) g m r i ~ i j u  $ l ~ a m r ~ ~ l Y I I i  
dA d 

BTS Y6s'.~lwanlsrlauu"wf~qmd islii~uiuoinni~"1uini~ ~ T : % I I " I I P ~ ~ ~ w u + ~ ~ o  ~33ui7:~3n 
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~ I ~ I ' U ~ ~ W D ~ Q W E I ~ Q ~ ~ ~ ~  (Customer Satisfactions) 

n~iuw".rwoInuoqnd~ zomr i~~yuuituu ~ ~ ~ I : I ~ ~ G ~ ~ ) : ~ X ~ U O J R W Z R E ~ ~ O ~ ~  
d d w  4 ~ u 3 l a l n n : i ~ n 1 s ~ G 0 ~ l ~ ~ a ~ l ~ o w " ~ 1 ~ ~ ~ ~ 1 ~ e ~ a d ~ ~ ~ ~ ~ ~ ~ ~ ~ s  bnnni~n ~~l%iouosSl'ni7uIo 

d s  d 
iolinzwa~~:~aruorsM18iun~~oind1k;1#w~plriru.rilla'? (Kotler, 1999: 8) A . ~ I ~ U H B A ~ ~ Q . I ? Y ~  

a n n " ~ ~ o ~ n ~ ~ o ~ ~ d u w 5 ~ ~ ~ ~ ~ a n 6 ~ ~ ~ ~ 4 ~ ~ : ~ ~ ~ ~ n ~ ~ ~ ~ w d ~ w ~ 9 ~ o ~ n m s l ~ w ~ ~ 5 ~ ~ ~ 8 ~  

S n m s i n a i ~ l ~ l n z J n T ~ ~ m i  ? A G ~ ~ ~ R D I ~ Y ~ ~ ~ Y ~ ~ ~ E ~ E ~ ~ c u H u c G v ; I J  7 i~n:uimrpi~-r 7 i i l z  
dd 9 ,  

I ~ ~ ~ ~ ~ ~ Y I ~ : ~ ~ ~ B ~ ~ ~ ~ ~ ~ I ~ ~ ~ I ~ U ~ ~ ~ I I ' L ~ ~ ' P ~ N ~ ~ T ~ T U ' I I ~ M Y ~ ~ ~ I ~ ~ I ~ ~ ~ W ~ ~ ~ ~ ~  
9 J p l  4 J n n i ~ ~ ~ l i ~ b a s n i ~ 9 ~ y ~ 1 ~ ~ n n ~ ~ ~ n a i u w " ~ w ~ l  ~~n~n--~iulJ'i:~Tul~ IWSI:FI~IU 

9 9 4  * *  d A a  A w'~wa~o~la:n~iuds:fi~l1o~ii1~~~~1n~~8~1 ~la:Emr unnioo'~d~~nu~ii ' im~~m~n~an'u 
d p r ~ B  wzmrinrnlnpunnu ~ ~ ~ ~ ~ I ~ ~ . ~ U ~ ~ ~ W ' U I ~ ~ ~ ~ ~ ~ ~ I P ~ W " ~ W Q I P E U ~ ~ I ~ U ' ~ ~  ismaima: 

~ n ~ u v m ~ ~ n ' i i m r n f ~ . r n r ~ A A ~ d i ~ n n ~ i i . r i ~ ~ u ~ ~ ~ ~ ~ ~ d a  lr iur~o~~r:: laau'nio~orr i i$~: 
A ¶ I 4  

In'llrieuiTnn . a d a ~ u ~ l r d ; j ~ i ~ ~ p l ' n n ~ ~ m a 1 w ~ ~ b r " ~ a ~ 1 ~ w a d 5 ~ ~ u ~ ~ ~ ~ a ~ ~ d 1 ~ 1 ~ ~ 1 ~ ~  3 ~ 1 1 x 1 6  

1 n Y r i i ~ u 5 ~ ~ l 1 5 i i u ~ n 6 i  
d 9 4  

w i l d s ~ ~ u r ~ l r n : q w ~ 1 ~ 1 1 ~ ~ ~ 9 ~ i i ~ ~ 1 n n q 6 1 6 1 w  (Quality) utl.rw~n~olw'io: 

tiilnuulii~lriGuiInn (Kotler, 1996: 10) i4 iu  ~ ~ ~ l 3 ~ ~ ~ 6 0 d ~ 2 ~ ~ % ~ ~ ~ ~ 6 1 1 ~ " ~ 0 9 e ~ ~ ~ n ' 6 1 6 n "  

f n ' D 1 l ~ t l u ~ 6 n 1 ~ A u n ~ 1 1 1 l o . 1 n i s u o ~ ~ ~ i . T n n  i la::n1r?u~$n~ilidnu~~u?anufi5d 
PlB, s ~nrnrrn~nl~n:~nlevol~~du$nfi.r~rrd donrtfuln  w u l l n n k ~ u $ o ~ a b u ~ i n l o ~ i i n  

pl 4 v  a A &  a nlsiran1fl~outiazr?mn~iui.rnolooinnlsl4~~~1 ~ s a i s w a % n e r ~ ~ r ~ u n i . s ~ i ~ ~ ~ d ~ i u ~ u ~ u u  
v Y 

~ r a s ~ r ~ 1 l s s ~ u r a i ~ o i n n i ' i C 0 d ~ ' ~ ~ ~ ~ ~ l 3 1 n n ~ a u  

nlriinnidf;uu (Exchange) 

9 d I  4 9 ni~nmnn:~i in$u ' lnnm~Lu~ypI?1nnmo~~uo~naiu~o~ni~ 'uo~muio~ Tnu 

n3:VhnI71lnnld~~u (Exchange) ~3 l fu  R ? I U H U ~ I I ' U B ~ ~ ~ A ~ ~ ~ L ~ ~ U O ~ ~ O  n l l n l : d l ~ ~ . l  

~ u f l n ~ l d i i ~ m u A o ~ n ~ s ~ ~ ~ ~ ~ ~ i ~ o c i i ~ ~ i n ~ ~ u  iirr:iirnsinu~uia~a~i~oeilqL5un1s 
B v s  A 

~ O ' L H L I I U  (Kotler, 1999: 10) I ~ U  ~unr;lucj~nniiiwna-iuGa 7 d f  nai~6~.rn1slwomouaw09na11~ 
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~ ~ J ~ ~ ~ Y ~ O ~ W U L B J  tmui I ~ Z I U O L ~ U  ZUAI n ~ ~ f t ~ n ~ ~ ~ ~ ~ ~ ~ u n ~ ~ u n ~ o ~ ~ ~ a n ~ ~ ~ u u ~ u o ~ ~ i ~  

r";$oann a 1r~n?1l~nuiailo:&~odi.ro:l$u~8i1mslmniddood~~~~~~nnu~nud.r odi.r!sd 
A 

miu mror~iinmsuaniddtlu~~u"u~:~n~d~:nou~a 2 h a  r ~ l l d a z i h a o z ~ ~ ~ ~ ~ a d ~ z ~ u w d  

i i a q r u r i ~  (value) do:riilnlnunlwdoln"~~an~~~Lan~dduud~M"~~o~dia~~~~naiu~o~ni~~~: 

ZnPio 8~t r1 ,n~u  I ~ D ~ I ~ R U D ~ ~ Y T U T ~ U O J F I U I O . I I I ~ L ~ I Y  d~n15uouiun'fomsd~lnado: 

imr&tlu u s n o 1 n ~ u m ~ ~ ~ a n i d " a ~ u ~ ~ p l ~ ~ 9 ~ ~ ~ t ~ i ~ 1 ~ a n 1 ~ d a o u  (Transaction) Y~nmadr:mr 
d plcr <uo~riu~oolna~nYmmmdon'u!a* 

d dpr 
- ~ d l l ~ ~ f l 1 3 i i a n l d ~ 8 ~ ~ 1 " 1 ( 9 : ~ l ' ~ 1 1 ~ ~ ~ f  I (Monetary Transaction) 

' d prd 
- ~d l1~ .~ ln73 l t~n ld~~U~1"1 (~1991~4  (Bartcr Tmnsaction) 

- E d ~ i ~ u m ~ i i m " l ~ ~ ~ ~ ~ ~ n ~ ~ ~ ~ ~ 5 ' ~  [Renponsc Transaction) 

nalaJ$u$u~ (Relationship) 

FlRl(il (Markets) 

o i n ~ ~ u ~ n ~ i u ~ n r n s u a n ~ d d a ~ i i l ~ i ~ w m a i  (Markets) Philip Kotler (1997: 13) 
92 

~ ~ ~ l ~ f l 2 1 u M l ~ l u n a ~ n ~ 4 ~  Plain (Markets) W U ~ U ~ ~ ~ I ~ U W J B  (Buyers) I I ~ ~ ~ ~ u ~ R ~ R ~ u ~ u ~ I O : : :  

~ U { & I  (Potential Buyers) J ~ i i A ~ i u ~ a ~ n i l n a * i a f i ~ ~ f i ' w  i l n : t g ~ { ~ a i ~ 1 5 n d ~ n ~ 5 ~ l a n ~ d ~ u u  
d u l v  4 ~ w o l n  1 ~ ~ a w n ' n r c n ' ~ ~ w i ~ 4 n i ~ I f l ~ ~ ~ u n ~ o ~  wn iml ida :ma i~~ : i~u im~11~nd74n 'u  

d 64iu ~ u u i n o l r n n u ~ u u o ~ ~ u i ~ u a ~ ~ t ~ ~ ~ f i ~ a ~ i ~ a ~ p ~ ~ ~ ~ n ~ ~ w a ' w n " f i l d n "  iin:?aqGun';o 

i i u ~ u ~ j . u ~ a i u 1 r o r i i 1 d 1 ~ a n ~ d ~ a ~ T u B ~ ~ ~ n ~ a ~ ~ ~ 0 ~ n i ~  
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W d W  

uan~in~uwa7nuquan~m:diLmnd~~fi"pd Jnn~swsrinf sldsaainiflu 3 d 5 : ~ n ~  
Y 

As G 

- ~1511Fl$~?hiFl (Consumer Market) 

- W I I W O S ~ ~ S ~ ' ~  ~ T J  (Business Market) 

- Pl  la 1 w $2 w tl (Government Market) 

Gnn7smaino:iosfi111u~i.i~uds:nun1~ni.jpln.tm $s5ml i~~u~n~osion~4nismaim 

I n ~ o s u ' ~ ~ n ] r E n ~ u ~ d & 3 ~ ~ ~ m n ' ~ ~ ~  (Product) 7 1 A 7  (Price) d ~ ~ ~ l l l l  (Channel of 

Distribution) L ~ ~ L ~ ~ I ~ Z R ~ D ~ B R ~ J  (Communication) % M Y ~ I I U ~ E ~ ~ U ~ U ~ ~ ~ ~ R ~ I ~ ~ ~ : ~ ~ : I R M L ~ O I M '  

~ ~ ~ ' t u i i a ~ ~ 1 m n ~ ~ ~ ~ a 1 u w " ~ ~ 0 9 ~ ~ ~ ~ a ' ~ n ' ~ w " ~ ~ ~ ~ 3 ~ p . 1  

o i n l i u ~ d n A s n T ; ~ ~  mmrn J 1 ~ 1 1 4 ~ G u n y u l u n ~ ~ 4 0 ' 1 1  nayndms80mr 
d aa 

nismain$nssni3n"i~iafdoap1~4 ~ ~ ~ n d n w . b i ~ ~ ( u ~ ~ i ~ ~ )  rra'lazs ~ u n ~ s d n a i s n i s n  a in 

~ 1 i a u i o s 8 n ~ r 1  ~ ~ n n ~ % m ~ i + d a o ~ d s  w a ~ M " n ~ ~ i ~ ~ u " u n i ~ ~ ~ ~ i ~ e l ~ ~ ~ ( u ~ n d i ~ ~ ~ ~ i ~  

f Qds:nai ir i inunll  

nlr domrmrpmn (Marketing Communication) BPUIIIY~%I n 1 5 i ~ f l 1 5 n 1 3 ~ l n l ~  

~gumsti~an o ~ l i i ~ o ~ ~ ~ " n 0 a n ' u ~ ~ ~ 0 ~ ~ 0 ~ ~ a ' ~ ~ ~ ~ ~ ~ 1 d ~ s ~ ~ u ~ ~ ~ $ ~ ~ u ~ d i ~ u  1wdo9~Ylf mnwu 

rsu*iIo wo'%or~a:'lu*uw'~alol~~iiwnaiu6~~fi15w~m~m4 5uGa'n~6~~1$uf l i~k~~~3ui la:  

DPU



~ u I ~ u u ~ ~ w ~ ~ ~ ~ ~ M ' I ~ J ~ I u ~ I L M ' . I T ~ ~ ~ ~ o L ~ J ~ ~  (The American Association of 

Advertising Agencies) ~ ~ ; % ~ Y R ? I U ~ U I L I V O ~ ~ I S ~ D ~ ~ ' ~ ~ I S ~ ~ I ~ ~ L U U ~ ~  24~13  !%l 

n i ~ ~ ~ ~ i ~ n ~ ~ ~ n i ~ ~ ~ i l u n ~ ~ a ~ ~ ~ ~ ~ u n ~ ~ a i ~ ~ ~ e ~ ~ n ~ u " l ~ r u ~ n a ~ u ~ ~ ~ ~ o ~  1 ~ ~ 1 4  

n i r 8 o m r n a 1 u ~ ~ d ~ i u u i ~ o I X ~ s r ~ ~ i w u ~ ~ n ~ i ~  Ydiio:~durli~Taarui rnrmuun~ulnu~r~  

m r d ~ i ~ ~ u m s u i a ~ i n ~ n ~ ~ n l ~ ~ ' 1 1 i ~ ~ w ' ~ 6 " d . r ~ d ~ ~ u u ~ i ~ ~ o ~ ~ r l 1 ~ o d 1 ~ a a u ~ 1 1 i u  idomiu 
B 

~ ~ l o u a ~ 4 ~ ~ l ~ u n u a l ~ u ~ ~ l n : i ; i n n a r l ~ f t 1 ~ ~ ~ d ~ : ~ w i n i w ~ l ~ ~  (A concept of marketing 

communications planning that recognizes the added value of a comprehensive plan that evaluates 

the strategic roles of a variety of communication disciplines for example, general advert~sing, 

direct response. sale promotion, and public relations and maximum communications impact. 

(Schultz. Don E, 1993: 17) 
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~ u D u ~ U ~ D ~  2 ndui;o nsu Ghliplu (Tom Duncan) I ~ ~ . I u ~ I ~ ~ u I & ~ A ~ ~ ~ I ~ ~  iln: ROU 8. 
4 d  $ 42  A F I W  d 2CIM' (DO. E. Schultz) I I ~ J U M ? ~ U I ~ U ~ U U O ~ ~ ~ L ~ ~ ~ ~ M ~ U  '%.1MqPIPWlflU3$~UPlJ; 

moil iuimulinrnm: i A ~ n r u ~ n ~ t l ~ $ 9 4 l u n i s ~ ~ u ~ e r n ~ ~ d o ~ i ~ n ~ s ~ n i m  
I 

44 0 e WC* i ~ n r u n s u a ~ o . j ~ ~ a ~ a ' 8 ; ~ i l ~ n J ~ u m  Jrj:nnum*ae, 4 wqpriwa'n n'sGn"o ( 3 ~ 1  tYs06i~iiZ, 

2540 : 2 1-25) 

1. d i i u u u ~ ~ ~ i i a r n s n ~ ~ d o ~ i ~ n i ~ p r l n i ~ ~ ~ ~ l ~ l n ~ ~ l a ~  (IMC Message 

~ypoiogy)  D ~ U I U ~ ~ ~ I T I ~ ~ ~ ~ I ~ ~ I ~ ~ ~ T ~ R ~ ~ ~ ~ ~ L Q ~ R I ~ I ~ D ~ ~ ~  nr y n g n d ~ n ~ ~ t n d a d o ~ ~ ~  

~u$d2dautdu?4o~fi'pIo~6n~ ikiri 
- i?aansid?~nr,-uawn17a I ~ I I P J M  (Planned Message) II ulu& i i?mrd 

o ~ 6 n ~ ~ n 1 ~ a i s i a n u a ~ a ~ ~ ~ ~ w ~ 0 ~ o " ~ ~ ~ n ~ ~ ~ ~ ~ i ~ n i ~ d ~ f l i ~ ~ a " ~ i d  1414 n i 3 % c b l ~ l f i ~ i  n i f  

11~:nriuGu; m ~ d ~ i n i u n l ~ u ~ u  mrur r piiun'o iquiu 1dsunrurns~n~indo%y1fdau1~$ 

u o . r ~ ~ 6 n ; 7 5 o t g n d a ~ d d ~ f i ~ u ~ d i ~ ~ ~ i o ~ a u i 1 u ~ o n ~ ~ ~ l 5 ~ n i i ~  
Y d  - h ~ a n ~ d ~ n " n s ~ n m ~ s ~ m d  (zttjiirrred Message) R UIU& 412mr ddqd3u 

9 A d  I n a i u d r : ~ ~ 1 o u t l ~ ~ ~ n a ~ ~ ~ 0 0 ~ 6 n s n ~ 0 ~ ~ ~ 1  idu I l r ~ n u r n s & ~ ; u a ~ ~ ~ o y u ~ u m ~ d i u ~ ~ ~ i r  
$I A 4  r 

r n r ~ u ~ ~ o . r ~ n r n w u a ~ ~ i n ~ n ~ ~ ~ n i ~ ~ w " ~ ~ ~ ~ ~ ~ u ~ ~  ~dulu 
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2.  E d ~ ~ ~ m ~ ~ u ~ ~ i ~ i i ~ n ~ ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~ n i ~ m a ~ m ~ ~ ~ ~ n ~ ~ a ~  (IMC synergy 

Model) ~ $ m ~ 0 6 u ~ d a ~ ~ i ~ i t f ? r n  i w  dnzlPiM3amsi~$o?pdKirll~ao~ifi4 %W ~ ~ i i ~ 0 7 n n i ~ $ +  

[Concept or Theme) LGaafiU O I ~ ~ ~ ~ ~ C ~ I ~ ~ I ~ M ~ O ~ ~ ~ L E ~ E ~ I ~ D ~ ~ ~ * D ~ I I U ~ ~ ' ~ ~ ~ ~ ~ ~  lia& 
A r in '2n '~ i i~1~11 i1~n l s~w'~ l~  ~ s n i ~ ~ ~ ~ n u o u u a ~ ~ i ~ u a n " u ~ r i i a ~ ~ i t ~ u o o z c i o l n * ~ ~ a n i w a ' n ~ 4 ~  
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3. rnr31rliaud~iu~ub (zero Based Planning) ~ ~ M U ~ ~ I ~ ~ O ~ U ~ ~ I L U ~ W ~ ~ ~ O  
4 4  3 rns?i.ri~wunlnnuuluY~qGu n:~lli~utiuiiwulia:quds:1JimniJ~mdo#oais"und~fi Tnu 

9 48 

4. n l ~ ~ 9 ? f ~ ~ ~ ~ l f ~ 0 d l ~ f l l ~ ~ W 7 ~ ~ 1 ' 1 1 f l ~ 5 ' 1 1 ~ 9 ~ 4  (The IMC Audit) 1UldX1fIlS 
v d  A 

n g ? o n o u m j ~ n i n d o r n r  h u r i 1 d ~ l a 4 1 ? r n r d ~ n d ~ ~ f l u ' 4 ~ ~ ~ n u a ~ o  ~ i ~ n n ~ u i ~ l ~ d r  r n.ln'6 
B uoaii~rnsJu .aao:iimr115:iu^uwnei1~nd~lnus iln:iimr'ilnrl:n'iifom (contcnt 

Analysis) i ~ n ~ m ~ ~ ~ n ~ ~ ~ n ~ 8 ~ 1 u n i ~ ~ ~ ~ o d o . a ~ ~ 1 ~ d o ~ ~ n ~  Amnlr dr tiiiunmui8n~ba: 

iipiunivaa$dAuaba 

nou ;.pa4 kinmu: ~ n ' i n u o ~ d 1 a u u r n s ~ i ~ ~ 1 ~ l d n i ~ d o ~ i ~ n l s m a 1 ~ ~ ~ ~ u n ~ ~  
w 

399s (IMC Planning Modcl) 5 $ U ~ O P ~  80 
$ U R @ U ~ I  ~ ~ ~ L ~ Y ~ ~ u ~ D ~ F I u ~ ~ ~ ~ ~ ~ M ? o ~ ~ P J ! ~ ~ H ~ I u  1RU~D~alll~l8Q:in'a r 

d 4  4 

%l?ilJffLJl?7'& (One-to One-Basis) ~ I ~ ~ o u ~ ' J u $ ~  ~ ~ w ~ ~ ~ I u ~ ~ F T ~ ~ T ~ T P I ~ ~ ~ T  Dpl2VlUl dl: 7; 
n ~ r  d~luolm u'or?nn' iud~unlr io iu~~ . in1 ~ o l ? a u n . r ~ n 6 i n ~ u i d i ~ u ~ u  ;ayaL~t riiif~:ldu 

Y 

h M J ¶ d G  3 tll~<'i7fIl3~~d~n'¶Jpi761 (Contact Management) ' 6 ~  f l l ~~7%0nl t7  

n a i  n o ~ u i  n ? o n o 1 u m r & ~ m ~ n ~ ~ ~ a ~ 0 d 0 n 1 ~ f i " I I ~ n ~ i ~ ~ a ~ n ~ ~ ~ d 1 ~ u 1 ~ 1 ~  ~ h 9 n ' ~ n n ' l  
9 w  Y d Iwuuoy a~nera~uSu~1nQt1~3~ii'i 

T ~ N T O W ~ ~  4 mr~muuu ~ n n  y~inlr~~i~d~n~4(~ommunication Strategies) ~ d u  
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$ U B I O P ~ ~  5 n i s ~ n l ~ o n n n ~ n ; n i s i n i a A u a i r n i ~ i l i r . n i ~  (Marketing 

communications Tactics) o : ~ o . r n e n n ~ ~ i r i u i m ~ f 1 ~ : ~ ~ i i f i 1 n u ~ 1 ~  nilynidugwiia7 

&&mr ~ o a 1 r ~ 1 ~ n 1 ~ ~ n 1 ~ ~ n ~ d ~ ~ u u o ~ ~ ~ ~ ~ ~ ~ ~ ~ a ' m ~ d ~ ~ ~ ~ 6 ~ k ~ ~ a ' i ~ 0 ~ 1 1 ' i  
d 4a I ~ ' I ~ " ~ ; ~ A ~ W ' ~ D ~ ~ U I B I I I U  iuY & o t i i ~ ? ~  ~ ~ n : u Y o ~ a ~ l e ~ r n r % o ~ o o z I ~  i4mrnu.~num1v 

411q~6 l  ~ o ~ ~ ~ n ~ ~ ~ B d n i ' ~ m n ~ ~ ~ a u $ ~ a i ~ ~ ~ u W ' u B d  (~e la t ionsh i~  marketing) f i ~ d l l r r l l l t ! l ~ ~  
Y 

64 i 
A 

1. mr n f ~ ~ ~ d u l n Y l l t i ? u ~ ~  (Porit~onin~) 
,J- 2 

uoqt7u~iln"iu"u~~+du n'ieoiold~suudn~iLa~'~l~~Jw'aun?91rli1nknmvun'u3u#i~u 
2 

2, nisnr : ~ u n ~ u g n ~ 1 ~ 1 n ~ n ~ ~ ~ n ~ ~ ~ ~ ' i ~ ~ ~ i j n 1 ~ m o d  ~AnInY~iiamrro 

~uKilm:14'~in1~1ud~ 
d p l s d  

3. n i s T ' n . ~ l i ~ a i u ~ ~ w ' ~ d ~ ~ r i i ~ i o ~ u ~ ~ ~  t).tii&~?lfil~l~ia:5pa~1i ~~~Pjulnqwn~i 

d i Y ~ ~ u n ' ~ u i ~ a ~ n ~ d ~ v ~ u 1 ~ ~ ~ ~ a  6 . r ~ o ~ v i i T d ~ ~ ~ n ~ ~ l ~ r 7 ~ i a r ' u w ' w 6 " n " $ o ~ ~ ~ ~ n d u w ' u ~  

~ d o . r o i n n ~ h r ~ o ~ i 1 i ~ n ~ 1 ~ ~ a i 0 ~ ~ u f i u ~ 8 ~ 0 ~ ~ ~ ~ d ~ 1 a l ~ ~ n 1 ~ ~ 0 ~ ~ ~ 1 ~ ~ a ~ ~ 4 ' ~ 1 ~ n 1 ~ ' ~ ~ ~ 0 ~ d n ~  

ori~a~isido.rPnnni1n1'iio:I~u~n#1"uo9u~~l'wiiudnFdLisa (one Tra~~ssct~on) 

2~6uan1(2539) ? ~ n ~ i ~ ~ d w ~ n n 1 ~ a i ~ 1 ~ w ~ n 1 ~ ~ 0 ~ l ~ n 1 4 m ~ 1 1 ~ 1 1 ~ ~ 9 ~ n s ' ~ 1 a ~ ~ ~ ~ a *  
9 

GIG 
1. nisiads d a u m n i ~ ~ i u ' ~ ~ ~ ~ n s ~ % ~ " u ~ ~ ~ u ? l n n  (Behavioral Segmentation) 

w q ~ n r s u u o ~ ~ ~ i ~ n n ~ 0 1 ~ ~ ~ 9 ~ 1 ~ ~ ~ ~ n ~ 5 a 1 ~ ~ 1 . ~ ~ u ~ 1 n n 1 ~ u 0 n ~ 1 u  lurnrlld~ri~unain 

P I I U ~ ~ F ~ ~ : ~ ~ S J I ~ I H ~ J I U  (Consumer Profilr) ~zwY~qfiY~alnan~ia'n~sld:Aiud.s:~in~~i~m~ 
w r u  Y 

(Demographic) ~ ~ n : ? i n ~ ~ : ~ i ~ ~ V l ? ~ l l l  (Psychographic) ~ ~ ~ . ~ U P ~ B ~ K I ~ ~ D ~ ~ ~ ~ ~ I ~ O I I J ~ I ~ ~ :  

~dil'~~nl5~11'M9~%?fl (Value and Lifestyles) 11?0 VALS &JU 

2.  m3rilnunioqdr Z R ~ ~ ' A O J L U * U ~ J W  q ~ n ~ ~ u i 6 a d n ~  (Behavioral Objective) 

w n n ~ i d s : ~ ~ ~ t i u ~ n i s ~ ' v f  (~wareness) LKIE~ISIIUU~U (Acceptance) 

3 noynirns~niodsrn~(c~mm~ni~ati~nstratepy)s:~UY~T~mn~~~n~~YG;WU 

L ~ U R T  1 ?u;l (Brand Contact) u l n n i l ~ o l s m l d s e ~ ~ % n 1 w ~ u f l 1 5 ~ ~ d ~  ~w~~:nisdanis 

r n r a a i n u : ~ f i n ~ ~ u a ~ i ~ ~ ~ ~ ~ ~ n s  ~un74doff  I T ~ I ~ ~ D  (Mcdla Activity) kia~iionsrum3 

B s m s i I l i ~ ~ d o  (Non-Media Activity) nirrjdni5knir lwd0f~liinmrwuti;ufln~un'1 (Brand 

Contact Managerncnf) ~ z f i o ~ n ~ i f  R F I ~ I U Z R ~ ~ I  ansrdlun ir  ms~npiodems rautq 

DPU



m r ~ o ~ r o n ~ d ~ m u o ~ ~ i a ~ ~ ~  (Message Contact) 
d 

imviadosrisiu ~ n n i ~ w  a i w o ~ ~ ~ ~ i n a i u ~ ~ ~ o u ~ ~ a ~ n a ~ w  v : ~ ~ ~ ~ ~ I ~ ~ ~ u i a ~ ~ v l ~ ~ ~ ~ d ? ~ ~ i m  
w 4 1 

Lbufrlds:naidinW mlnroni~.rln'~f ~ ~ I ~ M ~ ~ O ~ ~ ~ ~ % " I ~ ~ ~ I B J S ) ~ ~ ~ ~ O A ~ I ~ U ~ I  

4. mtaJiiona7n (Market Tools) ~ d ~ o d ~ l % f  R F I ~ - ~ U C I O U ~ ~ U ~ ~ ' U ~ U ~ I  (Product) 
A d r n s i h $ ~ n G ~ u  (Distribution) Lli7:flFIl (Price) ~ a i f ] ~ ~ d i t ~ ~ m s ~ ~ d ~ d o ~ i ~ n ' ~ l ~ n K i  

u B d ~ i i ~ i ~ w u o ~ ~ o . r ~ r i n r o ~ ~ ~ n i ~ ~ a i ~ p 1 n a i n n a i a  ~ o ~ r i i ~ ~ ~ n ' o n ~ r t ~ o n ~ n ~ o ~ ~ o ~ ~ o n ~ ~  

d r : n u d r ~ m u k n t ~ a ~ ~ ~ ~ ~ ~ ~ i u i ' ~ ~ f l ~ ~ ~ a " ~ ~ d ~ ~ f l ~ ~ ~ w n i ~ ~ ~ ~ ~ d ~ $ ~ i ~ ~ ~  

5. n a y n s " r n r ~ n d o ~ o m s w i ~ n i ~ ~ a i ~  o : d ~ a l n ' ~ i u i s n u s r q ~ d ~ n % ~ i a n ~ ~  

S R ~ B  d o n i ~  d i n ~ u ~ ? i r i ~ w u n ~ r ~ ~ w ' o d ~ ~ i s ~ ~  3nisna1~1 n - - ~ s o - 6 a . r ~ ? 1 u ~ 1 u i r n s h  

~npie8omr  drlnn~nms~nioilan1g~lg:no~iau mlkuon (Advertising) n15?idl~?unl3 

Wl i!~ (Sales Promotion) f i l l  $ lE~ l f l  %~efVI39 (Direct Marketing) fi14dS : T I $ B J ~ U ~  (Public 

Relations) nis~miionsswi?l~u (Special Event) n l s i n i i ~ n ~  ~ ~ j % u ~ l ' l d ~ l f l ~ n  (In Store Retail) 

m r  1 4 ~ a ' ~ ~ t ~ u ; l d u d ~  (Merchandising) ~559f i (U4  (Packaging) l f l l  

1 .  IIMC Coordinates All Customer 

Communications) o:r?umr ~ n d o d o m ~ P n 4 d ~ i ~ f l ~ i ~ ~ ~ z d u ~ ~ ~ B n ~ ~  lnur :Bniiynnn 
B r n : o u u ' o ~ ~ n m a s n l ~ a 1 ~ 1 a : $ ~ ~  n ~ ~ ~ ~ % ~ v ~ ~ w ~ n ~ ~ ~ u i ~ w ~ ~ n ~ r u n i ' s c t (  a.rni~Aorn~ 

n i r w a i ~ o ~ ~ w a i o ~ n l ~ l v f l  ~ i u  

I .  I ~ l 3 % ~ ~ ~ l  (Advertising) 

1.2 ~ I ~ " U U % R U W ~ ~ ~ ~ I U " U I U  (Personal Selling) 

1.3 ~ I ~ ~ ~ ~ S I ? B J ~ I S ' U I U  (Sales Promotion) 

1.4 f i ~ ~ f l ~ : % ~ d f l h ~ ( ~ u b l i c  Relations) 

1.5 ~ I ~ T W ~ I F I ~ L ~ U ~ S S  (Direct Marketing) 

1.6 filf $Fi%~nf % f l W 4 1 ~ ~ 1  (Special Event) 

1.7 f I l ~ ~ F 1 ~ 1 ~ R d ~ ~ ~ l  (Display) 

1.8 n13ik1%"11$p (Showroom) 

1.9 m r 4 q u ~ m k m r i 1 ~ 1 u ~ ~ a ~ u ~ i  (Demonstration Center) 

1.10 ~~I~CFI~U%JIJI  (Seminar) 

1 . I  1 n i % ~ n ~ w s s ~ n i 5  (Exhibition) 
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1.12 f ~ l l ~ f l ~ ~ a r l ~ ~ l ~  ( T n l ~ ~ i n g  Center) 

1. I3 i l l~?$fl?fll~ (Services) 

1.14 nls%h$fl91~ (Employee) 

1.15 f l l ~ I l ' ~ % g f k U ~  (packaging) 

1.16 f i 2 3 ~ ~ 7 ~ ~ ~ 9 l 0 9 ~ ~ ~ ~ 1 ~ ~ 1 ~ 0 ~ ~  (Transit) 

1.17 n ? f ~ ~ l d 1 9 ~  (Signage) 

I .  I 8 n1~l$lnio~iun?~dsni~51inp140~n6 (~nternet) 

1.19 m514bu~xduBo (Merchandising) 

1.20 n l ~ % $ a r ' ~ d ~ l ~ ( L i c e n s i n g )  

1.2 1 $do (Manual) 

with the customer, not the product) p f l ~ ~ u ~ ~ ~ ~ ~ 1 5 f l ~ ~ B d ~ f 1 1 5 ~ ~ ~ ~ ~ 6 ~ ~ 1 f l ~ ~ ~ n ' ~ ~ ~ ~ t l  

n ' u m . i i ; n ~ ~ ~ n i ~ 8 n ~ ~ ~ ~ ~ a n K ~ i ~ ~ n u ~ a i ~ u a ~ ~ d ~ ~ ~ ~ ~ w " ~ ~ ~ i i ~ ~ ~ ~ ~ n X ~ ~ ~ 1 n " 5 ' ~  iqmr  

i:um'uo:~~uoinn~iufdnu"nn'nuo~~nii 1 i a : ~ u m ~ . r ~ 0 ~ o l r i 1 1 u ~ i u m i u a a ~ r i n ' i i ~ a ' ~  

u'~unriu1dRn~i~runvnjluo~Budiiia: s:y~nrrn~,aus~ii~~i~adaiiortnrie~u[iu 

J I ~ ~ ~ T ~ ~ ~ ~ U ~ ~ T W U X J  

3. r n s  Aomj nisplrnnuuunru~qrs W U I U I U K U M I ~ I ~ ~ R O ~ D ~ ~ B ~ I I T ~ U ~ ~ ~ ~ ~ I L L ~  
Y Y d  

n t n ~ l l l ~ l % l o ~ k ; 2 ~ f i 2 1 r ~ ~ g ~ ~ ~  iIMC seeks to create one-on-one communication with 

customers) 1 n o ~ ~ u o ~ n ~ ~ ~ ~ u ~ ~ 1 ~ i 1 ~ n ~ 1 ~ n n ~ ~ t 0 n d n ~ 1 d i ~ a ~ 0 : m 0 ~ 1 ~ ~ 0 ~ 1 ~ u n i ~  
d 4  w ~ndoBoa i r  n ~ n n v r u : i a w ~ : ~ n n a ~ n * i ~ ~ a  

4. n 1.i  igo ~ . is" i~aa i f i l iuun%plas~~  ~ : H ~ I ~ ~ ~ ~ G R A O ~ O ~ I S ~ I P I P I H ~ ~ M ~ ~ ~ ~  

(IMC creatzr two-way communication with customers) $fqdl$$~ (Media) i~a:dY lilt% 
s- Y 

(Non-hlcdial ~ ~ r ~ ~ i n U 1 1 ~ n ~ ~ l ~ b o ~ a n ' ~ ~ n ~ ~ w a ~ w o u ~ p 1 ~ . r ~ a i ~ ~ ~ ~ ~ u ~ i a ~ n a i u 6 a s ~ i ~  

uoaqnA~ ni17da u:bo~~u~.r8.rd~nbi~ni ir t :a 'nanir  i~n '~i i inuniiarnri ia: inmr 

mounuo~d~dgnKikamr ~ . r ~ . r ~ n ~ i ~ ~ : r ; ~ u i ~ a ~ ~ ~ ~ ~ ~ u ~ ~ ~ m ~ ~ ~ ~ ~ ~ ~ o ~ n a ~ u ~ ~ ~ n ~ ~  

v o q n h l 6  
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8 9 -  h l l s n  ~mflld~ol?nlwogY9mr (Executive Summary) i ~ ~ n l 3 6 1 l t T ~ ~ l a ~ l t .  

(Highlights) 14114&41iI~$fl10U ~ W ~ B I I ? $ U ? ~ ~ I ~ ¶ J ? G W ~ ~ ~ $ ~  ( I < ~ V O ~ ~ U ~ I V ~ ? F J  

u7ms) mu13 ni~uSo~nYnYodi~~aw~~a ! W ~ D ~ ~ ~ ~ I O I J ~ ' I I ~ % S U I T I  ~ 7 1 1 ~ ~ n 1 4 d 0 ~ 1 ' ~ f i l ~ ~ ~ l ~  

l iuun~u?dordii iauiuwiiu~iaw~ouinfiouiiud ~ u ~ u m o u i ~ : o " o i ~ ~ n ~ i u ~ i $ i ~ u i n  

I ~ ~ I : ~ ' I ~ ~ ~ ~ I ~ X ~ Y ~ ~ I ~ ~ ~ ~ ~ ~ I ~ ~ ~ I U ~ ~ D ~ ; B ~ ~ Y I I ~ ~ U ? ~ I ~ Y ~ I ~ L ~ ~ I ~ G ~ ~ U Y I . I ~ U ~ ~ R U ~ ; Y ~ ~ ~  
nmunuia ~ ~ ~ ~ ~ ~ I u u ~ ~ w u o : A D ~ ~ : S A I R U B ~ I  ~ ~ ? ~ ~ ~ p i ~ ~ ' l ~ ~ t d ~ [ i d ~ ~ ~ o ~ ~ i n ~ l o G n  

~ o ~ m r l o ~ n ~ ~ u ~ a i s u ~ ~ ~ ~ ~ ~ a ~ ~ C ~ ~ n a n ~ o ¶ ~ ~ ~ u ~ ~ ~ ~ w a ~ ~ ~ ~ ~ ~ ~ ~  Y l i i i ~du loa  
Y Y 4 9dr ian:iiianas?duin iwnzmqurmr nulo~rnlnrng$usiuaz~~a~~o~i~wuik; &iiwui 

ituun-~n'fumsuau ~ u ~ f o f l ~ ~ d n ~ o ~ ~ u ~ u r n ~ u d  

Sr I 

Gugans iumr3~ns i :~ '~ . rnu n d  (situation Analysis) ( U V ~ B U ~ ~ ~ ~ L I  

n 1 r ~ i ~ s ~ ~ ~ ~ ~ ~ d ~ d ; l r ~ n 0 f l ~ 1 a ~ ~ ~ 1 1 u ~ 1 ~ s M " ~ d 1 ~ ~ " ~ 0 ~ ~ ~ i 1 ~ ~ 0 ~ ~ n  bui i r i~u~dado.r~u 

m r d ~ s ~ ~ n Y Y u i l ~ n ~ ~ ~ a ~ ~ a ' n ~ u I X ~ ~ ~ ~ d ~ ~ ~ ~ l ~ a ~ % ~ d ~ ~ ~ o  $oUnt/iilbuIu~umouih 4 6 n'n 
I .  ds~a '7na iu1~wuivo~8u~ i~~a~ ' i l 3dw (Company and Product History) %mu 

asr  ~ ! ~ ~ L I U I I ~ ? I ~ ~ S O I ~ I L I A . I ~ O ~ ~ ~ ~ U ~ ~ ~ U P ~ ? G ~ Y  l h  1~ ~ i ~ ~ ~ ~ n b n i ~ l ? ~ l n i i ~ ~ j i n ~ ~ l n Y  

naiurS~A~~uuiringnn'i~ld~in~rnu'iolnn o u n r : ~ ~ n " u d m i d r ~ i ~ n ~ ~ u t ~ u u i u o ~ ~ u ~ ~  

~~on7niriwsi:i~u~o~n~d1~~~inmrpi1liwu n ~ ~ ~ n l n n ' a n n i w ~ o p ~ u u n . r ? u ~ i n ~ o  

uimro:nraunrluby n i a ~ - G ~ & ~  dr : i~rnru~a i iu~ i  nlrm.rma7nZu AI dilpiaiiuuoaBu A i  
4 4  v a t  

~ l ~ l ~ ~ l ~ d ~ 1 9 ~ 1 5 ~ l ~ l A  1 l ~ ~ ~ i ~ i l ~ l 5 ~ ~ ~ 1 0 9 ~ ~ ~ 1 ~ ~ 7 ~ ~ ~ 7 a ' 1 ~ ~ ~ i 1 ~ d ~ ~ d 0 ~ ~ ~ 7 9 ~ ' ~ ~ d ~ ~ ~  

mrR ntYa~in ih i14~ nd~$u~~insi:w"n~fi I L M ~ V O ~ ~ I ~ ~ ~ ~ ~ ~ ~ ~ H I L L ~ : M I S ~ ~ ~ ~ ~ U ~ ~ ~ ~ ~ ~ ~ ~  

r i . ~ ~ ~ d o : l i f i u ~ ~ m ~ i  ~ ~ u m r ~ a u t ~ u ? i ~ ~ ~ l ~ ~ d ~ ~ u ~ ~ ~ ~ ~ d ~ ~ a ~ ~ ~ ~ ' ~ ~ ~ l ~ l ~ ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~  

i d 1 ~ ~ 1 u u o s ~ i w u n i ~ ~ ~ ~ ~ ~ ~ i 1 ~ 8 u o e i i ~ ~ ~  

2. nids:~iuwaZuKi (product Evaluation) ~ ~ U ~ I S ~ ~ ~ I ~ U K I M ~ O ¶ J ? ~ ~ ~ ~ I  
d d  Y cr 

D ~ ? T ~ ~ ~ ~ E % u T u M ~ . ~ I ~ % ~ R ? ~ ? u P I $ w u R I ~  ~ ~ l ~ S M l ~ d ~ l ~ f i ' i ~ ~ l l l f l ~ ~ 1 ~ ~ 8 ~ ~ ~ d 9 1 ~ 1 ~ 0 ~ ~ ~ ~ 1  

T n a d i r n s ~ n l n s d i ~ i ~ w " ~ 3 ~ ~ ~ ~ ~ ~ ~ u n i ~  A I ~ ~ A I ~ ~ o ~ ~ ~ ~ ~ u ~ I ~ R ~ I ~ ~ ~ ~  i&winil'imn;n" 
A -  J 

r n ~ n q u a ~ i l c u m n i n m ~ u ~ u ~ ~ ~ ~ n i ~ u ~ n ~ ~ i i ~ ~ ~ ~ ~  riuo~diaiiun'in~oni~u3n1~ s1m 

nlemr n5:muZun'i du8u " u a o ~ Y d ; n i r n s l i ~ u 8 ~ r n l 6 ~ ; r ? n w * ~ ~ ~ 1 a ~ m ~ ~ ~ ~  
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3, rnsds:rGuQuiTnn (Customer Evaluation) d i n ~ r ~ n ~ i ~ u ? ~ n n l d ~ ~ ~ ~ ~  

(Target Market) L ~ I L M ~ % B ~ ~ ~ Y ~ ~ I U L ~  1~~0~rin~d~d~1n$iYI~i:j l iduniuli l ininudo:~oq 

191' l~s~n"!n'  ~ l - b ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ % 1 a ' ~ ' g l 6 ~ ~ 1 . 1 1 3 ~ ~ ~ 1 ~ ~ 1  i?n14na:piiwa'd (Demographics) 

~ ~ $ ~ ~ I F M I S ~ W ~ W U I  (Psychographics) ~ ~ a a i i ~ l 3 ~ d v ~ d n ~ f l l d i n u i o i ~ i u 1 n ~ ~ a 1 ~ ~ 9 ~ ~  
Y I  

P i ~ u i ~ d ~ i n ' i l n o i n n ~ ~ ~ ~ f ~ i l n ~ n ~ u i  ~~81184~~ntdu~riun1~iiL~'u~in (Life-style) mrl4 
24 r ~ u ~ i ~ ~ n ~ t ~ u ~ n ^ n n u a 0 ~ ~ ~ i % ~ ~ f i t ~ ~ l ~ ~ ~ 0 z i ~ 1 ~ n 1 s a ~ ~ t ~ ~ ~ ~ i 0 ~ 1 ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ 1 ~ ~ ~ n ~ u  

# 

I Y ~  lG"u 
4 9 4 1  

4.  rnrdr:lGurj~liq$u (Competitive Evaluation) J ~ I J ~ ~ I M F I O U ~  11 ..Klf(n 
A * d  

8na r~ n n i d n a u ~ ~ ?  lun ~ ~ r n s d n ~ ~ s r n r  F I ~ ~ R ~ ; L ~ u ~ z ~ o ~ ~ u  A~s$Pni7drli~iulSulnr1lilz 
d.A 4 * 4 

~15m7in:!s ~ ~ f ~ n ~ ~ ~ i . r ~ u l n n ~ ~ i 1 ~ n t l ~ u ' % 0 n i ~ a i ~ t ~ ~ u ~ ~ ' ~ 1 ~ ~ ~ 1 ~ 1 ~ ~ ~ 1 0 1 1 i n ~ f i ~ u ' u  wplr 4 

ri~u~ioswaitnu6un14oYa~o~~li~d~pdyn6i ?iiio:tdupadou .ludrzuiold~a' tlonulu 

hirdmu <ulihMlnuus~mlmn7R (Marketing Goals) %i~i;jlll~Ufl ll&Kln 

m r m m ~ ~ ~ u u n ~ u a ~ o ~ o : Z J l i t ~ ~ u n i ~ w a ~ m  ~ipiiileam~obo~ n + ~ i . ~ n i ~ m a i ~ ~ ~ u i f u ~ ~ u  

&fir?( ~ i i u ~ ~ ~ i i ~ ~ ~ ~ u r n r ~ a i ~ ~ ~ ~ n i ~ k ~ ~ d ~ n u i a ~ i n i ~ ~ u ~ i ~ ~ ~ ~  luunlrBiiwumri?u~ir 

mr plainii 1d3:du~ddldr llns'unisd~~115 $;roaniLuuL$s~~un~pd~$o J ~ ~ ~ I M A ~ F I ~ I L W U ~ I I  

doo~rmsmn-,n~no~iuiso$~~6~~'1uF:uz$u (short Term) Js~tluliiau~iwu~szuim 1 3 
1 

~ ~ o % ~ ~ a 4 ~ d 9 f l d r ~ ~ 1 ~ ~ 1 1 a ~ ~ ? 1 ~ i i ~ u 1 1 , ~ ~ 5 : 8 : t l l 3  (Long Term) # ~ d ~ : u ~ m  3-5 3 ~ I ~ L $ u u ~ ~  
Id d noalluu$~u~od4ud~a:1~nniuiuiriiln d ~ u m r d s ~ ~ G u T n s . ~ m r o ~ i i ~ ~ o Y u n v u ~ ~ A ~  

nlraaln (Marhzting Mix) L Y I I ~ : O ~ ~ I ~ ~ Y ~ ~ ~ N % I ~ U ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ R ~ P J ~ ~ & I L R ~ ~ R ~ D U ~ ~ ~ P ~  Ila: 
prpr - dr l~#~r l i~~ i iuu~ i l  ,nu 1~ni;lrl1rmainn~r~lauln~usnisu7rin~nAi~s~ub.rnaiudiK~"~o~ 

llwu~o:d~aris~n7uin'8un'idrrnun~iuriidsm~nisamn d.ru'D1?ai?uiQ:niau~uni7 

& ~ ~ u ~ o a o u s ' f l ~ ~ a ~ i i ~ ~ d ~ a ~ u ~ i i m ~  ~ n k l ~ ~ ~ d i ~ n i ~ u ~ u ? u l ~ a " a  
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~ I L I ~ E ! ~ u  w a ~  l w  w a'~oindilGw i i ~ ~ n n w i i l i i ~  w a n s : ~ ~  (Impact) ~ ~ U ~ ~ ~ J I ~ I M U ~ U H ? D ! ~ L I ~ F  

uinu'ou~Qu~ln T ~ ~ ~ ~ ~ - I ~ ~ ~ I ~ ~ ~ K ~ ~ I P J I ' S O ~ I ~ ~ U B ~ E ~ ~ ~ ~ ~ ~ ~ " U D P ~ I L S ~ ~ S ~ ' U ~ ~ U  i;etlauwn8 
Y ' Y  4 

I Y 

9unirdo:iiilni?u~niru79nQnK~~~~u9oYn'odir~n~ouii~u"u Tnani rd iboy  a u l  

~ e ~ , ~ u ~ ~ ~ ~ n ' f l s ~ f l 4 ~ f l l r m ~ 0 ~ n " ~ 9 d ~ u ~ 1 ~ 1 i ~ u n 1 4 ~ ~ 1 ~ ~ ~  

~ M ~ G I  ~UIIIUD~IUL.IIUTIIYDII (Advertising Recommendations) K18unqo- 

bpdr:n.rhosm3 d e a ~ ~ ~ u v t u i  (Advertising Communication Objectives) I ~ U  

aiau~lnws a ' m ~ d ~ r a ~ R " u o ~ n ~ ~ ~ w ~ ~ ~ ~ ~ ~ ~ ! ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ d ~ ~ q  ~ u d i i n i r ~ ~ u w s ' i a q  n"o 

+mou iuYilsiia C~YddfiGiiYn' 1 l a : d d i d ~ ~ ~ ~ n r n ~ 5 : ~ 5 3 u w a n i s ~ ~ u  mrnnn9lin:ml 
9 l  a 

~&aui idn srns~uf  n m ~ l r w  s'ls 

~GUS%R 
IY 

n a q ~ B d 9 l ~ ~ n f 1 9 f l 5 ~ ~ ~ 4 ~ ~ 0 1 i  (Creative Strategy) daui id l~yu lnawsl r&  

~ n ~ ? r v t u i i d o n n n ~ w k ~ u ~ f 1 ~ ~ 1 ' 1 ~ ~ ~ 1 i ~ n ~ ~ ~  H?B1diWln~~u$~Zd31$1~U~99fldTEillP1 
d i ~ ~ ~ : l ? f i i d ~ l a ~ ~ ~ u n ~ r r i i ~ m a o l i I n '  < n ~ ? 1 ~ m i ~ r 8 ~ ~ 0 a d n t n $ n  y nndiGqod~.rn:iiion~~nr 

s i a s ~ W " f i o u i i ~ i ~ ~ ~ ? 3 ~ ~ ~ n " ~ i u ~ w ~ m i  $a~a;3ndial&d 
d 9 4  

~ U ~ I W ~ O ¶ I % I ~  (Product or Servicc) f;ilnlf %i$llfin%ltM:~liWl~99 L ~ U ~ I I % D O ~ I ~ ~ U ¶ I  

vur iiun'i i i  BuAidi~noinsrYs ~ R m s u m s w ~ n o i i . r ~ r  Sriauwnuo~Y s d u W 1 a ~ ~ ~ o Y  i 
~ d u i u  l n a ~ s ~  n d ~ n ' o : n ' o ~ i d u 4 ~ ~ a ~ i ~ w " 0 3 ~  tFact) I ~ ~ : O : ~ D . I Y ~ I ~ T ~ R ~ U I ~ I ~ ? P ~ ~  
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(Perception) u ~ ~ ~ u ~ l n n 1 i h n u ~ u ~ 5 1 i n d u % ; i ~ t 3 o u ~ n ~ s  oin'  <uiInnn'm~~n:fk4nnrlid17io 

dunYin'iouimr rouniol*iohqlr {udiriur inin'inli L $ U ~ U  

$uilnn (consumer) m$oy n ~ ~ u ~ r i u ~ u ? ~ n p 1 ~ d ~ ~ u i u ~ n 6 1 ~  ?lii~o:ifJu~nvor: 

m-rmomw q i ~ i n ~ ;  i~n:nmwiiolIa o l n n n a u w t l ~ n r r u m r ~ ~ m ~ u d ~ ~ ~ w m ~  n'iin~lrvon 

1 b i l o ~ u ~ h n ~ i ~ ~ ~ ~ ~ i n " L 1 i i 1 ~ ~ ~ ~ ~ n d 1 a ~ ~ 1 ' ~ a 1 ~ ~ ~ ~ : d i ~ ~ ~ ~ i d i i n i ' ~  

mr i144$u (Competition) ~nYid l i4d~u~~1mum~~L~a: lma8ou~oq~u~i1 i19uu?iw 
v i 9 I n  i7umaneo:Y r fii~n~~lwuonndi~Ys~la:liinwadonaiplf~nnnu~%on"oplaonou 

w q ~ n r r u m r ~ ~ m s ' l ~ ~ u ~ i ~ ~ ~ ~ ~ 3 1 a 7 n n ~ ~ i d ~ w u i a o e i ~ ~ ~ ~ ~ 1 ~  

n i s ~ ~ a ~ 6 d ~ u i ~ n n Y A i u o i n ~ w ~ ~ ~ ~ ~ ~ ~ ~ u  (Competitive Consumer Belipfit) MI 

r n ~ n q d i i l n ' ~ ~ ~ ~ n n ~ 4 ~ u $ ; i v o ~ ~ ~ ~ a i - r  ~:lldolls;Tua; (~enef i t )  d d u i a ~ u u ~  nlii$uj~nn 

11a:dr t TurdAnrii~n'iii1uii~autdaufiudu~1ros~nn'11~~Y&~uunlnt4uuTiuuotii.r?r 

i ioo:~i lni f iu4su51~uni4f l f i9f l55~~a$1w~ (Advertising Message) 1urn~$o:~nmu 

~ u Y u d i = ~ n Y ~ ~ i ~ n n u l d u p d d ~ ~  (Switch) U I ~ ~ ~ ~ U ~ I U B ~ I S I  

{I, q ~ ~ ~ w B ~ ~ ~ B ~ U ~ ~ ~ % ~ $ ~ T ~ " U O ~ ~ U ~ ~ ~ U ~  U % J B M J D ~ & I ~ I ~ F I  1J14y uuo ~ u u  J 

.u'nnirlwnrm~ir?ou'nn~~mai~ 

inle suppon for the Benefits) ~D.IWUIIIIUIIILM~N~~ 

v - aGnrny u i i o ~ " 1 ~ n " s P I s ~ ~ o r w ~ 1 ~ ~ s h n n ~ ~ ~ ~ 5 " U ~ i n ~ u ~ i  % m u ~ ~ n a " n ~ 7 v q ~ o w s i u i u Q 1  

i n q w n o ~ n q o l o u ~ ~ d i ~ ~ ~ ? ~ v ~ ~ ~ u ~ i ~ ~ o ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ n ~ ~ f i ~ n n  idu uiqiuini? 
YP, rr 

114mtuinnni7 wnuki2ori,u wnni~~uldun'u iiolneur lnnuoaii;unai~imnoi~.ruoa~uK~ 

n?ou?nis 

lYf l 4 ~ d ~ a ~ ~ ~ 5 1 f l ~ ~ l d l ~ ~ l t l  (Target Market Incentive Statement) $ a ~ m f l ~ ~ f I l l  

r$uuxr l f k  Itl  Z W  {nil I S ~ I I I ~  ZO "To (User Group or Target Market), (Name of Brand) is the 

(Product Catcgoryl that (Benefit of Brand) Because (Reason why)" ~ U l ~ ~ 3 l ~ ~ l f l l ~  I ~ U U  

h'nn3iu&n$i? lodiburnr damr III ~ ~ ~ ~ L ~ ~ H R I I u M I ~ ~ I ~ ~ ~ I w I ~ ~ ' % ~ ~ ~ " u o ~ ~ u ~  kin: 

dr ~ l a a ~ u s ~ ~ u 6 1 n ' f n u 7 r n r ~ n ~ u ~ C ~ 1 n : ~ 9 4 8 u ~ i o ~ ~  k;~unri.rm~~48un'iu?mr~u~ 
pl Y f  i&a 1 n a b n a 1 u o ~ ~ ~ i o a u o n n ~ ~ ~ f l i ~ u 1 ~ " 1 n 1 m a i ~ 1 ~ w ~ 1 ~ ~ ~ i ~ X ~ ~ i ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ o n l 4 i i d ~ 1  

¶ I ~ f l l 4 ~ 0 9 l ~ l  

fiaiuor Twvon (Tone) ~ I ~ $ I I U ~ I S $ ~  ~ ~ u ~ t l ~ - ~ ~ ~ u n i r d ~ ~ o ~ n i ' d  d ~ ~ ~ n ~ d l i d u  
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d 2 r d  4 w 

~~ainwaiu~wnGpli~~l:naq~% uu~~n'plpd'nIw~tuii1da~nu ~ i o I u n . ~ l s ~ ~ 1 w ~ a 1 ~ 1 d a z 1 ~ d ~ ~ :  
d I  %! A A  

u"ou'trurouuuuh i ~ B i ; l i ~ a ' n n i s t u w s d ~ i w ~ o  K i o ~ ~ i % w ~ r u i i i u w i w ~ n u a n ' ~ l q ' ~ n i w ' ~ i ~  

8un'iui n~rr:IGirnpinuuYiq~?q<a (serious) 1 w n ~ o ~ a h s n ~ i u ~ % o ~ ~ ~ ~ a ~ ~ ~ ' " ~ 1 ~ 1 ~ 0 ~ ~ ? 1 n ~  

Y&"nii?idu o'ilduZu Ailnri ~$aaii~nun&?uldtluudl~dan~~ni (Newly) ~URGUIIO:RXI 

~1a~;di~uunlrl.a'iiun'ln'~u idosoin lSu~unYi~Y~ia~~uma~nuir iou n ' 1 ~ 3 u ~ ~ A l ~ d ~ ~ r i u  

~i;ni;nasoanu~%uiaia~ n ~ u i u ~ ~ d s ~ a u n a ~ ~ q w n a i u ~ i i n  

n i r l  i.rnnyniwo~"niT~unrio:iu'un~iuf8n oi rudd~ui1nnnt ln '~uo in  

I ~ ~ o l i Y l l w f e u ~ A ~ 1 n i ~ ~ 6 ~ ~ m ~ 1 w ~ m i  ~ ~ l ~ d 1 : ~ l i 6 ~ ~ . 1 n 1 l 4 ~ f l l ~  (Communication 

Objectives) i m B d 1 : ~ - 1 ~ r n ~ ~ u ~ i ~ ~ ~ n a ~ ~ 0 f l d i ~ ~ ~ u ~ ~ ~ d ; ; * ~ ~  

I )  ~1 I~ f f ~d~ : l f f ~ ( i l 6~1~ i1 l~d0~1 f i  

2) ~ ~ ~ ~ ~ 8 ~ ~ l l ~ 1 i 0 t ~ ~ 1 1 a ~ ~ f l a 1 1 ~ ~ ~ 1 ~ u w o ~ ~ ' ~ ~ 1 n ~ ~ ~ ~ ~ 1 ~ 0 ~ ? 0 ~ ~  

3 n : ? s ~ o w ~ ~ n r  rud~uilnnrnoo:riina'qo~n~'~a~~~w~rni~~da 
49 4 B 

4) D ~ ~ S ~ D ~ M ~ T I ~ ~ ~ U ' ~ ' L ~ P ~ ~ ~ F ~ ~ ~ D ~ U ~ ~ W ~ O ~ ~ ~ ~ I %  
5 )  R I S ~ ~ ~ ? . I I U  (Execution) ~ o ~ ~ ~ ~ I ~ ~ ~ ~ ~ ~ ~ s ~ ~ u ~ I u ~ w ~ ~ I  $ ~ m o %  

63;aan'fd Liu 

- mwf i ~ ~ m : b s n ~ i ~ u o . r d o i s i ~ ~ w "  ( ~ r i n t  ~ a ~ o u t  and copy) 

- 'LI I I%~UB~IJ~M~S?M~ (Radio Scripts) 

- Bean2ml h t l t u 1 ~ 1 9 ~ ~ 4 ~ " ~ i f d "  (~elevision Storyboards) 

- ilfifddi~:11~:~1~?ad (Theme Lines and Art) 

- fil'~00nilflflG'~d~1I~:fi)7~ (Package Designs and Illustrations) 
d w  d d - n l ~ ~ l ~ " v 0 9 % f 1 5 ~ a 5 ~ 1 a ~ ~ t p l ~ m l a ~ n  (Brocl~~re or Catalog layouts) 

-- n i ' ~ 0 0 n ~ d ' ~ ~ ~ d l t l n a 1 9 ~ 1 ~ 9  (Outdoor Board Designs) 
d 

- %WBW ~ I I Y ' Y D U ~  (Advertising Specialties) 

o ~ ~ d u ~ ~ n i l ~ n ~ n i s n h ~ ~ ~ ~ ~ ~ ~ u ~ i ~ ~ ~ ~ ~ t u i ~ ~ a i u ~ d  n13l8snl4;dlruulnfi 
w 

~uo~n'pl?u61n?ou?ni 1 ~ u a ~ w u o s n i s ~ ' s Y ~ ~ ~ 1 ~ ~ ~ m a ~ m o ~ ~ ~ d ~ ~ ~ i m ~ w p 1 f i ~ i  ~ a l  

f l l ~ l ~ ~ ~ ~ 3 5 ~ l ~ ~ k l t u l  (Advertising Activities Schedule) I~U~IIS~IWUR~~WU.I~U 

iionrsuui~s7iiiEunoun irui iliiu;ionrruviialOriia~ r i i a : i i l D ~ m  ~ ~ u t i i ~ i ~ ~ m i t l a  

nisnl~dsiud%miou iiun'ornr~u'ilul1a:d~G7 
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w I 

.U"uiwn +slnuaalu:do~wwwi L ~ u ~ ~ ~ ~ I T ( R . ~ ~ ~ N u ~ ~ I ~ I ~ ~ ~ T w ~ ~ ~ I ~ u ~ % ~  4 9  

~ d u ~ ~ n m ~ r i i ~ ~ l u n 1 ' ~ i 1 ~ i ' i i w ~ ~ 1 9 d d ~ ~ ~ 3 7 n n ~ d 1 n ~ 1 1 u  i!olwua 1iiaiiiduo.r6d5:nou 

r i 1 8 i i g ~  li+~stlniioddd-i:no~du~ ~ ; r u u Y i i ~ ~ u n ~ i . r o s ~ 6 1 ~ ' ~ 1 ~ 1 ~ ~ ~ ~ i 0 ~ 1 n ~ m i ~ ~  ZIIB 
~ o l a v ~ ~ ~ l i m l n ~ n u n " U w ~ ~ n ~ ~ ~ ~ i i r i u ~ o l ? n r ~ ~ u o ~ n r j u ~ u i l n n ~ d ~ n l n a  nu~.uvnr 

;ud~oqdr:nu<unaiu~uLMaa1mtldu1~q 1upi~uun.1 Aoluvrui~~ua~uiouq ad 
n ~ i u i r ~ ~ ~ u o a d n ~ w i  (Key Media Problem) ~~uni~iflu~al~?w1di1n*?v~~n1 

l no lQ#o~wao l i  I ~ ~ J ~ ~ ! ~ G U U ~ B U U ~ J ~ J ~ ~ U  2-3 don61 1ws7:18urns~n:ud11flufl~d 

~ ~ : ~ i u p i i ~ ~ u n . r m r ' t ~ d o l i r v n n  

i~ydr:n4n'usd#o~~~m1 (Media Object~~es) % ~ Y P ~ ~ I B W I :  (Specific) dl117 

ua~~duniwuosiionsru~i~a~A1t4s1uann~annr :u~t2aivnq~nr lms I n a k - ~ Y l l o ~ r : ~  nir 

~ih'lo"an+~~dinlnu (Reach) Iln:iIU?UAi4UB.lnlllu'1~9 (Frequency) L ~ U ~ U  

n~l~nho4Ao1lrvon (Media Strategy) 0 : 6 l n ~ f l j i $ o 1 w ~ m l 1 ~ ~ ~ f l d o ~ d n ~ a a :  

dosor n ? r s z u r ~ u n z l b o n v o ~ d D ~ w ~ o l ~ o e i i ~ ~ a ~ ~ u  ngnunl)u~r~?m~un~4~4d~ ~nuuon& 

~n~wniln:uYouuti~n~~l.a'Bolatlon 

iiwumr 14do~art-1~1 (Media Plan) lud~uifvr L ~ ; ~ I ~ L I E T ~ ~ R I ~ I ~ I ~ ~ O T W M U ~  

(Flowchart Schedule) A ~ U ~ ' ~ ~ U ~ L ~ ~ I S I D ~ ~ I ~ ~ ~ ~ ~ ~ ~ ~ U ~ B ~ * D ~ R ~ ~ ' ~ J ~ " ~ ~ ~ S R ~ O E ~ ~ ~ ~ % I  

Y U  Y s 
njuldlnlnu (Coverage) mrl$l& (Reach) (1U2UFIfq (Frequency) ~ I ~ U U D I ~ I V I ~ . ~ ~ U ~ T ~ R  

noanouriil4d1udsw'unu (c.P.M) J ~ ~ ~ ~ R ~ I ~ Y ~ ~ ~ ~ ~ ~ ~ : ~ P ~ ~ ~ I w ~ I ~ ~ D B ~ I ~ u ~ u ~  iduh 

9 u ~ u a o u u o ~ l 1 w u r n ~ 1 ~ d ~ l w % 1 ~ 1  rnsL~uoq~dstuiiu h a m  iuer~dnzdood7q 
P * 

~d~odun:Jml,u s2vifstlonr 1 n r i 1 ~ 9 ~ ~ 0 1 i ~ i ~ 5 u i ~ i ~ a i ~ ~ p i 1 1 ~  o - l i ~ a l w ' ~ l f i u n n l a '  

~ o % w ~ r o l i ~ ~ w ~ d ~ ~ i ~ ~ d ~ ~ ~ ~ 1 ~ ~ ~ w u ~ n d ~ ~ u  

4~41461 ~ U i i O n ~ r u ~ u 7 r ~ l ~ n i r ~ a m ~ n l s p l n l n  (Other marketing 

Commlmic~rion Programs) ~ ~ ~ o L ~ ~ ~ ~ ~ I R ~ I v ~ I ~ P I ~ ~ u ~ ~ ~ ~ ~ ~ ~ ~ D ~ ~ s B J ~  gqd 

1 .  $ @ ~ ~ ~ d ~ f l ? 5 6 d 1 ~ ? # f l 1 3 ' 1 1 7 ~  (Sales Promotion R e c o m m e n d a t i o n s ) ~ 0 1 ~ ~ d ? ~  

d i 6 ~  1 ~ ~ 1 ~ d i % C d i u v o s ~ u X i n ? o u ~ n i ~ a i a u ~ l i n ~ ~ ~ % X ~ ~ n i ~ d ~ ~ ~ 3 ~ ~ n i ~ ~ ~ ~  p l ? G w u i ~ ~ ~ ~ i ~  

o ~ s ~ u i l  ~'ilcbl~tu I ~ ~ ~ ~ ~ ~ ~ I S ~ ~ ~ ~ ~ B J ~ I ~ " U I ~ ~ W S I : ~ O ~ ~ ~ W ~ S U I ~ ~ U ~ ~ ~ S T ~ ~ - ~ . ~ ~ ~ ~ ~ ~ I ~ ~ ~ I ~  

4 w  d 
~$d9r03f l15~910?unisruia  ~ 1 ~ u 1 9 f l ~ ~ ~ n v ~ L I ~ n d 1 9 ~ 1 n  o i i ~ ? s i w  ~ ~ ~ ~ i s h w ~ w ~ ~ ~ a ~ n i s  

V d l  d s ~ a r ? u n 1 - 6 v 1 u ~ w a ~ u d 0 ~ w ' ~ ~ 1 ~ a ~ ~ ~ o a B v * 0 ~ ~ ~ 0 e i i ~ ' 1 n ~ 3 ~ ~ ~ s ~ : ~ i 1 ~ i  I ~ U I W " I I ~ U ~ ~ ~ $ I ~ U I ~ "  

riun'in~su3mr u ~ ~ q ~ i l i ~ u ~ u w i ~ n ~ s ~ a ~ w  6!~luri--~uuo.roir r i a i s ~ ~ u n i ' i ~ i u i d ~ ~ ~ d u a ~ i ~ ~  
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do nisjrrlimqdr zo4n"nn k ~ ~ a ? u n ~ n ~ i u  (Sales Promotion Objective) l ~ d ? u ~ h t d ~ u ~ ~  

oir llou i a t l d s ~ n ; l 6 ~ ; u o ~ i i o n ~ ~ u ~ u 7 ~ i ~ n i ~ ~ o ~ i ~ n i s m n ~ ~ n ~ i ~ ~  6odmrr:yiiu?u 

~ ~ r n i i a c n j u ~ f l i n u i ~ ~ ~ ~ ~ ~ n ~ ~ d ~ ~ d ? ~ ~ n i ~ " ~ i a  1 l n : ~ d 1 ~ ~ i ~ l ~ d ~ z ~ ~ 6 ~ ; l n ~ 1 a 6 ~ ~ ~ i u ~ ~ a  

dr:l$uwal$ o : i ~ u i i ~ ~ n a o l : ~ n u ~ a ! f l ~ w d ~ u ~ u  ~tiadll~iot9i~~rnIu'unu'n?d1un~5 
Y 

ds1er3unisviu~viiu'wu 

2. n~r~~nlmna~ndm~ai~~a?un~~v~u (Sales Promotion ~rrutw iduni~lja 
pld * 

nay w n d h n  j u ~ ~ i ~ n n ~ ~ a ~ n ~ u ~ ~ u n i w ~ ~ ~ ~ ~ ~ d % ; ~ ~ ' $ ~ ~ ~ n l ~  I w 3 i t ~ n i f e m r  rnrmi~dou 
Y Y  4 w ~ i l r ~ ~ i n ~ w T " i u ~ i ~ ~ ~ ~ 1 n ~ 1 a ~ ~ ~ n i ~ a 1 ~ n i ~ ~ a ' n ~ ~ ~ i ~ ~ ~ i ~ ~ ~ ~ ~ ~ n n d a 1 ~ a ~ ~ ~ d ~ ~ i ~ ~  

ed~aYs ~~i?umsviinaywid~msnr s u n i ) u r ~ ~ & ~ i ~ n n u a ~ f i ~ $ ; i  

3 .  f l l ~ f l ? ~ ? ; ~ f l ? ~ ~ 4 1 5 1 i ! ~ ~  lavlu (Sales Promotion Executives) L ihdnls f i l n u ~  
4 

non~sud,.~~~leqmr ~ ~ ~ ~ ~ ? I I J ~ I ~ V I ~ ~ I ~ ~ ~ ~ O U ~ ~ G ~ D ~ ~ ~ U B : ~ ~ ~ I ~  da$og~u~ui l ln :  

n s ~ n ~ l ' o . r ~ n m ~ n u ~ ~ ~ ~ a a ~ ~ ~ l ~ ~ n ~ ~ u ~ ~ ~ ~ ~ ~ ~ ~ ~ u n ~ ~ d ~ ~ ~ ~ n ~ ~ m ~  Buo:d--~awrin&~iuld 

4, fll~a?~ld#~fll~d~d~?#fl?b~l~(Sales Prontotioion Plan) ~ I M P ~ ~ B ~ I ~ I ~ V Q . ~  

d iionsruii.rlnaonr:a:i?mdhiiiuiionrru~dnunodi.rhlou iwonzn?nlirimsd~fiim.u 

llwu iduo:l.a'qdn.r (Coupons) $ t d ~ h $ ~ P i ~ ~ d n i u l d i ~ u i u  0~1~~0a i i n~dn i v i iY~  nnsmu 

o-hmran uan \[on imuldeb r a u 6 d . r a o u u e u o 1 n m r d ~ 1 1 ~ ~ n n ~ i ~ ~ o . r u ~ r l a n i i ~ u a u  

4 
5 .  & ~ n ~ b l l ~ , ' &  ~h~?$~$~lid (Public Relations Recommendations) L8 UM u 9 

iionsrun~~nirAonirnirnn~nia:d~uri~~n?u~n'ilwuu~r~~ilinl~ia i;luiionrrud 

~ ~ i n ~ u n h ~ m w d + ~ v & ~ 0 ~ ~ ~ $ ; 1 ~ ~ n ~ ~ ~ d w ~ ~ ~ ~ u ~ t ~ ~ u ~ ~ ~ 0 ; 1 n ~ u i ~ 1 1 ~ u 1 ~ i ~ a ~ d ~ ~ ~ ~ ~ u  

~ m u k l d  ~ ~ n ~ 1 n ~ ~ ~ ~ ~ u n 1 ~ ~ ~ 1 ~ n ~ ~ ~ 8 u ~ u ~ ~ u ~ ~ ~ ~ 1 u ~ 1 ~ ~ ~ ~ 8 ~ ~ u l ~ ~ ~ ~ ~ ~ a ~  Tnui 
,w 2 ~ ~ ~ ~ ~ u ~ o u ~ v ~ ~ ~ ~ " ~ L ~ ~ u B L ~ u : ~ I u ~ T : ' I I ~ . ~ ~ ' R I $ u u A ~ u  

6. azyYm~dxars&vosn ndr:a ? h $ ? d a d  (Public Relations Objective) %FIUL;UU 

i n t l ~ m r ~ n " d r n u i ~  O I J ~  ~ 1 ~ u n l ~ ~ d ~ u u ~ ~ d a 9 w ' ~ u ~ ~  n21u1io n ~ i u i ~ n u o ~ n i ~ ~ u ~ l n n  

7. R~npdanaqnhl~ f l~sd~:a~$~Gwd(~ub~ ic  Relations Strategy) %~wF~%I  
P, -4 d l  wdounnyni$udu q i 6 j u ~ ~ d ~ u u a a n i r ~ ~ a ~ ~ G 0 1 1 1 w 1 ~ n 1 ~ d ~ ~ ' 1 1 i . a ' u w ' u ~ ~ ~ ~ ~ ~ d  d~u$o"ail lh 

~ t y u o p 5 ~ d w n i ~ a ~ u n i - 6 u 3 n ~ ~ ~ ~ ~ d ~ ~ r ~ ~ u w ' ~ s "  L W ~ I Z ~ ~ D ~ ' U I U % ~ ~ S I E ~ L ~ ~ ~ W I ~ M ' $ O ~ ~ ~ M ' ~  
~ a : % ~ 1 u n 1 ~ d ~ ~ ~ i 8 u w ' u ~  DIG f i i ~ ~ ~ ~ f i ~ ~ n ~ ~ ~ n i w o ' 1 t l ~ u n 1 ~ d ~ ~ ~ 1 ~ ~ ~ ~ 5 d  ~ ~ l $ l ~ % ~ n ~ ~ $ u u  
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8. ~ ~ ~ 1 ~ 8 0 f l ~ ~ ~ ~ 1 ? d f l l ~ d 3 ~ ~ 1 ~ ~ $ ~ i i d ( P u b l i c  Relations Executions) f i l ~ 4 6 P l  

2 
iionssudo:liiauuo1nn13dg:q1~u~'ui ibu narnrn1ruonii~dx:~i8u~ui n s i o d o d  

uosnijuaihnuiu f i ~ n u n ~ a m u o ~ m s ~ ~ ~ d ~ ~ ~ a n ~ ~ ~ ~ ~ ~ ~ u " ~ ~ ~ ~ ~ n ~ ~ ~ ~ ~ ~ l ~ ~ ~  aauiu 

mnr  JGPu (Calendar  lowc chart) ~~qm*djl jG;n~nir Jrzmdudus' $43 ~ u l ~ i a : ~ o n s j  R I I ~  

Tnramr Anus i l a : lo r~ur iuh~u~~~onnn 'sa~ iuuwumr  ~evonlla:iiwmr riuniumr 

v a -  9 4  daonninulnum~ (Direct Mail) i~ii61-1 ~ ~ Y ~ L ~ Y I ) ; O X  r~~n?nonrrum.rmsmnim~~unt .r~u~nuiu 
A waiviion~su nl~dsomwsliulmrrwrsi(I~uL~Lraii~ns s ~ w u ~ ~ f i i ~ u  r i . i ~ f s * n r i i i f i  in'nn111~~0 4 

pl Y .  mrmrnpl~nuarqifu munumrplmnlnunr r u o . r r r n ~ ~ a ~ u i n i Y n I n n i i i r i n n ~ i u l i i ~  ~ ~ I S U  
4 4 4  iionrr umsmsamntleiiq~uq .aquwnvior ~uurnarn~mai~ 1nu~on~~u61.a'Ao1.ummi1un1~ 

n l s t ~ i i u w n n i ~ n a ~ ~ ~ ~ s u ~ a n ~ u ~ ~ ~ ~ n n ~ ~ i u ~ u n ' i n ' f u ~ ~ m r ~ ~ a ~ i n ' f a  18urionrsuniq 

msm r n n d l ~ n ~ ~ ~ ~ i h n ~ i o ~ ~ ~ n p 1 ~ ~ 1 ~ s ~ ~  l ~ u ~ l l s : ~ ~ u d i 6 ~ 6 s 6  

11. a"ngh:a~dvo~n?~#a1fl~rner~54 {Direct Markding Objective) ~ ~ n ~ € U : % l  

18umr d s ~ i G u n ~ r n o u ~ ~ ~ ~ u a . ~ n i u ~ d ~ n u i u ~ ~ u r i a u l n ~  ~ d u  ~8soind.rgdn.ranr imYd 
plz e 

fiqniuiil1n.u i n ~ 6 ~ d ~ n l o r ' i ~ u 6 u o ~ n ~ u ~ d ~ ~ u 1 ~  ih i i rJdodu~9amau$i  ilazrflulda~u 

inqds:ns6i~~liP1inu'e,u1iu~l~ 

12. nCIy?Iih?m?a?FIh~sl~d (Direct Marketing Strategies) l~~m'5f i lH~nnn~Wa( 

MI ~ n l s m n 7 n ~ a o ~ 9 ~ ~ 1 ~ ~ ~ ~ ~ ~ ~ ~ $ 1 ~ ~  $4o79or$$nl3ddo~~~ia (Direct Mail) 12189 

fI~ll1dlII 11 l ~ ~ " ; a l : ~ ~ ~ ~ f l ~ ~ f l 1 5 3 ~ ~ ~ 1 9 a ' ~ w "  (~elernarket in~ Catalogs) na$l~Bd69n6il2 
A 

n ~ r n i l n n a ~ o . r ~ ~ n o ~ n ~ u ~ s ~ o n ~ ~ ~ ~ ~ u ~ ~ i s n i ~ d ~ i n i i  OIW mslutron mrdran?~ 

13, n i a ~ j i r n ~ s ? ~ n r s u n ~ ~ ~ ~ ~ r n ~ ~ ~ F w e r w ~ ~  (Direct Marketing Executions) 1flu 

m r a i u 1 u ~ n u n ~ d l n ~ 0 n 1 ~ 0 ~ 1 4 1 u i i ~ n ~ ~ u ~ 1 a n i ~ m a 1 ~ 1 m ~ ~ ~ a  idu idomuo.rownlnums.r 
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14. n ? l a ? s s r ~ u n  ifma lm%flfi~39 (Direct Mnrketimg Plan) I u ~  1u0.r I; u-2 6fl 

iionr r uBu;, i i o n i r ~ i n u n n r ~ ~ d ~ i ~ ~ ~ ~ ~ ~ ~ i i ~ n ~ ~ u ~ ~ ~ ~ i ~ ~ ~ i ~ ~ ~ i ~ ~ ~ ~ l ~ r i o ~ n a ' ~  i 3n i  

4 d2 s d v  4 d 
Iln:flolui~n (Flowchart) % 4 l 1 ~ ~ 0 ~ 0 : ~ ~ C i ~ a ~ a 9 ~ ~ n ~ ~ 0 9 ~ ~ a r ' % 1 w ' ~ % ~ f l f i 0 n l l ~ ~ ~ q ~ 2 1 1  

15'. v j ~ ~ ~ ~ n ~ ~ ~ o ~ l ~ ~ 1 3 f l ~ ~ G I ~ ' C d ~ d d d U P I ~ P d 1  (Other Marketing Communications 

I I 

GuinJn Eulrs-lsuwa (Evaluation) I ; I U ~ I S ~ I M U ~ ~ I ~ ~ W U ~ I W ~ ~ T ~ O ~ ~ T  

* * 
&6ii& Eumsnr (conclusions) Su~ufio:viinioIriviir;YA iwn:~naI .a '  

Y Y  

ikurndin-tstqdllnu lurjuiirnp~buo'~~ru~ii~~?o J ~ ~ T O " I I ~ " U O ~ L I W U ~  dqo:d~arr~un~uld 

~ u ~ 1 l w i n ~ 1 3 n ~ ~ u o ~ ~ l ~ ~ ~ ~ n ~ i d ~ ~ n ~ n a i ~ ~ 9 ~ 1 ~ 0 1 ~ 0 ~ 1 n ~  

5. 1lfd3nal~~nnl%ib~~n1~altlu83~1n~181 (Diffusion of Innovation) 

n ~ s i d ~ u w i i d a s ~ l o ~ d ~ n ~ ~ o ~ i ~ n ~ ~ ~ ~ p d ~ a ~ ~ o ~ u  eran9su (Innovation) 

~ n ' l i r i n - - ~ u ~ n ~ n l i ~  i i s u n a ~ n i ~  ~ i n r w ~ l n s r  u ~ ~ f ~ u u i n ~ ~ i p d ~ f . p t i ~  mr d~sza~au i iu~u  
d Y 9 uinaou9uu~nsruoz~8nwnoioynnnlla:d.rnud~ur~u t iu  rns~i in- irsnrr~n' ln ' l~  
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w u *  # 
u s u y i s l i l o i h i i d ~ i i  uanssu ~na~uwuiu1~uuan'ufi'uR~11 LMRIMI~~U aaiuGq 

~1#3~11fl~i4~i3?1 

n u ~ n b r i n u i r n ~ n i o ' i i : m s l n i l  dmmr od11ddij~lYAwnoi~ oui9ui 
* B ~lwinmu18uif~nfiu~aa6aY~ita"a ~ a r j u i u o ~ n ' i ~ ~ ~ ~ ~ ~ ~ p ~ n ' i l ~ ~ " n u a ~ ~ ~ i i n i ~ ~ n ~ i  hnh 

wnaoq oulnYwa~iulnliq oonuil~dq w n ~ i u ' i i a ~ u ~ - r i ; ~ n 4 ~ n ' m ~ o i i n i s w m a o ~ n i u l 6  
* d  nmamrdnii.r~iirju .a~~no:lduniulud~d w ~ a ~ ~ n ' $ o ~ ~ d w " u ~ ~ i j n i ~ n a ~ ~ u ~ a ~ i d ~ ~ u ~  

o r i i ~ f l ~ ~ 6 ~ ~ 1 o u n i l o ~ n ' i i n a m r ~ ~ u ~ u o : ~ i ~ d " 1 4 1 1 ~ 0 ~ m u n ~ 1 ~ w d ~ ~ u ~ ~ ~ ! ~ n i ~ 1 ~  
A ~ ~ ~ ~ ~ I ~ ~ ~ ~ ~ ~ Y M ~ ~ ~ ~ I ~ M ~ ~ Q U ~ I O ~ ~ ~ ~ I P J ~ ~ % J I ~ B % I ~ " L I ~ ~ I W V O ~ M " O ~ ~ U ~ U ~ ~ ~ D ~ ~  6.r ;~ 
4 d 3' A * u 9-4 
o ~ u m ~ u i ~ ~ ~ u d o ~ b ~ u i ~ ~ ~ ~ ~ ~ m a ~ ~ ~ u w u ~ o ~ ~ ~ ~ n n a i e r ~ ~ ~  ou~ldo i imu~rn lah  aqms 

$Inl.j?<o1u~a9dlsI~tlf l~l  On-farm research ~ d ~ D l ~ l d n i S w ' w u l L ~ n ~ u ~ n ~ ~ n i u n a u n u s  

~ ' ~ ~ u ~ w n l u % a ~ 1 ~ 0 i o n % ~ 1 e r 3 ~ ~ a n ~ ~ i o ' ~ 1 ~ ~ ~ ~ 1 ~ n 1 ~ w ~ ~ ~ ~ ~ ~ ~ a ~ w ' r m ~ 1 u 1 1 ~ ~ a ~ u ~ 1 ~ i ~ 0 l 4  

nl%ll~~n>::fllfJ~3n%%IJ (Diffusion of Innovation) 

Everett M. Rogers (1983:5) ! ~ ~ ~ A ~ I u ) . I x ~ ~ u ~ ?  i l i l 1 ~ 1 1 w  5'f15:01~~%1 Diffusion 

#.3dolnld 
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A d 
m . i q ~ a ~ $ i ~ ~ ~ i ? n d i q  V I D ~ ~ U S ~ U U ~ ~ ~ I I J  (Diffusion is the process by which an in~~ovation in 

communicated through certain channels overtime among the members o f  a socral system) 

miu~laiunu~u41.riu Rogers ~ ~ D ~ ~ I ~ ~ ~ ~ P ~ ~ ~ ~ o P ~ " u o ~ ~ I ' ~ L L w ~ T I ~ ~ D ~ u u ~ ~ ~ ' s u  

15 4 d5:,115;0 
Y 

1. iwanssuiii~;u"u 

2.  1$m~domstbudo~m~146n1~ddd~un~nrrrr~u 

orh31uf  (Body of Knowledge) ~ia:~r~Oa~n~lsd?uw~nTsuGul~aoRn~a~n'u~niwd~nu 

~Guirldiqn 

~ M O I O U ~ I ' ~ U B X I ? U ¶ ~ ~ ~ ~ ~ % I  (Adoption Process) 

~umsliwf ns&oiauanrruldd~-rnuiu u ? n ~ r u o z ~ n ~ i Y d % 4 n ~ o u ~ u 5 ' ~ ~ ~ ~  
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u n u ~ u w r e ~ ? i n i ~  

(Spheres a l  methods) 

(Types of methods) 

dul : Zukerrnan, Basic Principles in Agricultural Extension, 1973. If GI 30 

Rogers blR: Shoemaker $ 9 ? ~ l f l ~ f 3 $ ~ % 9 f l f 1 9 % M 9 j  ~ ~ f I ~ l f l ~ : ~ 3 ~ f l l 9 8 ~ ~ ~ ~ l l  

u l r l ~ s ~  (~nnavation decision process) .aads:nou?dA?u 4 k n o u  n " ~  
d 

I. ~ W f l 3 I U f ( ~ n o w l e d ~ e )  ItlUtuPIDUiiYnllU j l d ~ ? r l l S l l l i i R U U  l i l l t n l  
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J e ~ n i ~ n ~ . s ~ n i e ~ e m ~ ~ ~ u n ~ ~ ~ a u n i ~ ~ ~ w i n ~ ~ ~ i a u a n ~ ~ u  

1un3:u lun ir lnuinszu iuulnr rutu lioani.rdl8uiiwdsu'~~nn'is~lnii~mrd~ 
Y Y  

n"nZwaPiamsuoufuG~ 5 iiuaauued Ragerr Ja?k;nriiQu7ild?;uinaiuL1wndiafi'u $9; 

w da 
Beal tin; Bohlen ~ $ 7 : ~  ~ ~ ~ ~ . ~ m i u d i ~ ~ w a i ~ d ~ ~ ~ w ~ M ' n ~  

oin&nlduns Beal i~n: Bohlen orlduii i io~maila:do~ r i i%y~urnr  uuu~u 
* 1 1 

w ad 
uannuid  5 C ~ R O U  R ~ R B  

1. d o u a n ~ u  diiwnoiorn~uouiuu~ns5~ IGiliri 3ny I n l ~ ~ u '  ?nynrrsiaBuq 
d w 1 a- 

3isni~imeisw'uw wpraiuowlwaoeiisu~n"1u~ur'uw5 iuuszifuaulo ~u"odoiniinum:~uni~ 
A lilinusLisrlnril iviunliu i n . n u s ~ n & ~ ~ ~ a : d o i u ~  drtaiauiin-, iuAodeludal~~*i~d 

~ - I ~ I W ~ D U ~ ~ ~ ~ ~ ~ I ~ ~ I I ~ ~ ~ I ~ ~ ~ ~ U ~ O ~ ~ ~ ~ $ I ~ I ~ Q ~ I ~  18uf  ~ ~ i ? y f ; i ~ ~ m ~ i a ! d ~ ~ a : ~ i i o . ~ m r  

mr ~lounus;lriuRifululn ~ ~ ~ u ~ n s s u ~ i n u a r i i u w i ~ d ~ ~ a a ~ ~ d ~ ~ r n l n r  niuf~n'ori~.rrand? 
2 

r i u r 4 i i u l n ~ n m ~ t i i r 1 5 ' u n 1 ~ ~ ~ ~ ~ 1 ~ u a a ~ u ~ ~ ~ ~ l i i " ~ ~ ~ ~ ~ $ ; i u a ~ ~ ~ u ~ 0 ~ ~ T n ~ q  ~iimvuiihYl 

riaumriunnuo1ndo8~ ihozi i r immij  i u d o ~ o i n ~ o . r o ~ b r n r u ~ n i o ~ n ' u ~ s ~  iin-oinmr 
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I~n"nT.aaoa'linu~iopiu~pIu~a I n u m ~ l u a n ~ i u 8 n n f i ~ ~ ~ s  o,nmrdumud~~uu~a i:;n 
4 4  ihnu'idnrui~uiw&~~unnllnu~~a~s~iniw~~iu wnmricuwuii iin"nI.asenuuanne 

d A  cr 
aiaJ~sn%~wwiiwu$i~u1uu~u~n' ~ ~ t l ? ~ ~ w a n s ~ ~ u ~ a ~ n ~ o d u u ~ ~ ~ d ~ n u u m w w a ~ ~ . r ~ ~ ~  
4 d W.R. 2538 f i T 1 ~ ~ ~ ~ ~ ~ ~ ~ l ~ ~ 1 ~ ? 1 ~ ~ ~ 0 1 ~ I ~ ~ O ~ ( I U 6  I ~ ~ : ~ ~ B U U H W P Y O O ~ % ~ ~ P ~ I ~ ~ ~ O ? B L S U ~ I  

p l w  2 :  
ni~luu8uh~ni ~uiutduwn"nviqumw~~a:i~ua~~~n ~eqllanFIYou d~unYiuguuun4 2 n ju 
i u f  ~n iln"nl.aea i; ~ n t l r i ~ u l n ~ n n u ~ ~ u ~ i i ~ d u ~ ~ ~ u ~ d ~ ~ n ~ ~ u a u n i ~ ~ ~ ~ ~ ~ i ~ ~ ~ ~  

a d  A A inmusa lm-~iut~a.rYlidnun"\ij iuu"o;w~'t(qr~n ~ ~ ~ S u n u d i i n ~ i u $ i d u a ~ ~ 1 i n ~ 0 ~ ~ ~ 6 0 ~ ~ ~ ~ a  
A 9  p l w  

l *  * 
I lo :~o~avn~~nnurnwivf~  2 nrjuoaOYA n"o i#oauo~~lm~inliiaikini11'~1u~u a d  Aaii 

t f 4  z n ju I~miu~o~ntdaq<ulIn"fl1c11gD6 ~o TnsvT~d n Jadoiuw' Crams ~ulnoiliia iia: 
4 Y t .  

R U I C J U ~ ~  d a u ~ i i u i i ~ ~ ~ l ~ d ~ i ~ n " a ~ ~ @ ~ o a " k u  ndud I nlrimnl~ao6o'ol;ila*~v:iviwun~dfl 

liointjild 2 i?ud.r~lnqiu~.r?a l * i i h l o  1 i n : ~ r n ? u n d ? 6 1 u n 3 1 ~ 1 ~ u ~ ~ o t f i ~ ~ 1 n f  e,~au6 

el~:ileulierii i~ld;?u$oualu~14au~fo1d~nX~~ 
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i i ;~ ( u ~ r i ~ u )  wuii daud i ~unaurnr~i~iLwuAomsn1qflaim"uoquf~in IIOR-UUB 5uIYI; 
1voGa i i + a  (uwivsa) HTD AIS n i n i ~ l i w ~  ni%iunisnismni~uas AIS G ~ ~ T U Z U W ' U ~ ~ Y U  
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~ ~ U ~ ~ ~ ~ ~ ~ I I W U R I S ~ ~ ~ ~ R ~ W ~ B ~ D ~  ~ iunu ia  nhqnmufngiuihlo rr(i.rniraoufuxni-i~ 

8un'ifiuqnn'i 1 w " o r i i ' l n Y ~ i i n w ~ l n ~ s u n i 1 ~ 0 u a ( u ~ ~ n ~ u a * m ~ d ~ z ~ 1 ' ~ 6 ~ i ~ n i ~ ~ ~  1~$719?a" 

{qifu ~u&nouusams~~al~wunumr domsm~mainuos AIS $ro:Ro?r run~wunuk;~u 
1 9  

4 w  C1 

nisninmn?~$uYJAu ~uaounszu,umr~~~iLwu9iu mrdornrmrmninuoa NS unanu 

s k n o u  n ~ ~ n X o ~ ~ n u i i u ~ ~ n m r ~ ~ ~ n ~ ~ ' ~ a ~ n ~ ~ A s o i r m r ~ m n w i u n ~ n ~ i u ~ u ~  czem 

Base) TnYuf; n i5~~n~1z~~(~1iun1~m14n1' i~1a7n ~ I T ? L F I ~  1:91d1+111& ~ n d o u  Tonial~a: 

q d n j ~ f i  ff a u d ~ z f l ~ n i ~ n ~ ~ m n i ~  ~ ~ % ~ ~ M u ~ ~ ~ Y ~ ~ ~ M u I u w I ~ ~ I ~ ~ ~ ~ R  aYm9drzaa6ni~ 

msania mrriiwunauJs:uiol itnzmsrlrr~~uwnnn~n;ms$omsrn.rrnsnmn riqui 2 

nismaiwosnr?dw 1tnnaiu4 5u%pnl% I W O ? ~  b18n (u~tiuw) nfo AIS wnr4inisdiaw"u;tiu 

~ o m r m r ~ l m n  A o ~ s z ~ t l ~ G ~ w  nir  mlny iuQnt;7 iaaiirnr i i r i ~ ? ~ i s r n a m r . a i ~ i ~ ~ ~ ~ u  
s u Y.. Y ~ B ~ ~ ~ ~ T ~ ~ ~ ~ S ~ ~ ~ I P ~ P J I L I % ; ~ U I ~ ; O ~ W I ~ ~ ~ ~ S ~ ~ W ~ ~  Tnai~uroq ysumr~3u~~w'ip1n: 

4 4 w  

io~iiu.ros~mq~l:fi~6~o;1r~ir~~m$n.rdadomr.a~n$u7 i inr  .~~un+~~nnYid~nlnuod~.r 

~iduou dong iu ju i~  t~il:Y~Wi8udr:~et~.M"~inn~~~~a'~1fl4:uim m~Ai~u'u.riu'lumrl&~n 

~n$o.r~udonirrnrmain'uo~ AIS 0:jlni3d1:~uf ?un'od~in kapdmui~k~ a~oq~9naiu 

l~nr~1:~ru1un~~1~on1#La~os!odoai%nismaiw 141.1 kaw91~dn73doa1~n7.dan3~ k7udiu 

nlT91511W Ika: SC Matchbox 18U&.l l n ~ s 9 ~ ~ ~ ~ f l 1 5 f l i ' i ~ 8 1 ~ ~ l ~ f d L d ~ ~ ~ o e i l ~ ~ ~ 7 1 ~ 9 ~ ~ m a o R  
v 

a 4 w  4 d 2547 Xlv7 3M f l l%%~kIoll (Advertising) f l l l d 3 : l f l ~ ~ ~ u ~  (Public Relations) ~ G f I 4 l u  

(Employee) ~ l . d ~ l ? I J ? i ? l 5  (Services) fl11PlfilRM14PlS3 (Direct Marketing) f l l 4 V l t I 1 ~ ~ 0 f l l l ~  

(Event Marketing) n 12 h l f l ~ ~  SU~I  (Display) ~IIsI~wBFI~T~~~~$u&I (Merchand~sing) 

1~fod1ern1~8sai~ M I  ~&dnnseiind (Internet) ~~~msr is l t6urnsv lu (sales Promotions) Piau 

d 3 ilmruims~ndiBuviuhoqu7pin piniopl--~~u.a'tuldi la on^ 41% (umru) nlo  AIS 

wuii  ms1~7ni rgn8 i8 l~du i~a~ AIS ~ w d o n i r ? n v ~ ~ i u ~ n K ~ ~ d u r ~ i s i i  4 iu%'a1~fi'u~:wii9 

ri-rrr P I U ~ I L ~ ~ ~ ~ ? ~ ~ ~ - . $ ? U ~ ~ R T D ~ I V ~ ~ ~ U $ I ~ B U  i f h~~~nn ' iYn ' f ud r  :nunir&d$ I n t i  

~~u~dnlumrnf~an~iuduw"M~n'uqn~i ~~nr~Surnsl&tu.~Wniiay d~:nouriulbuu3ni1;i 

qmniw 4 A~U-J~FI  fin nisihni%qnhYuGui nir~mnird~:n~rni'sdw~~qnXi niso'nnis 

n2iuliuriuka.r~nh ~ d ~ h ~ u ~ m ~ u i m ~ ~ ~ ~ p ~ ~ ~ ~ ~ n ~ ~ ~ n ' f l n ~ r ~ ~ ~ ~ ~ " u ~ . r ~ n ~ i  
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n i s d i ~ ~ ~ u m r i i u i ? n q  ~ ~ n a y n i m r $ o m ~ n ~ r m n ~ m ~ n r ~ n i r A i a r o u r ~ u ~ a  

U ? ~ W  d9lVl. d l f h  ( u M I Y I ~ ) "  L ~ ~ ~ ~ ~ ' j ~ ~ ~ ~ S $ f l l f i l ~  (Qualitative Research) l1fl~fll~~~U6?9d?11101 
4 

(Quantitative Research) 9 1 . l n l ~ ~ l n l l ~ ~ ~ l ~ 1 ~ 0 ~ ~ ~ 0 ~ n ~ ~ ( ~ w " o u 1 ~ 1 n " w n 1 9 ~  n 3 l u d l l r  
4 u d  

n r r n ~ u r n s i ~ . r n n ~ n f n ~ ~ # ~ d ~ s ~ ~ i s ~ ~ a i ~  nao"a ~ n r o . r * l o n ~ ~ ~ u m s d o f i i ~ t ~ ~ ~ n i ~ n a ~ m ~ u  
d 44 n 132 mr m'mdmr dom3 n i s a a 1 ~ 1 1 n 4 ~ n i ~  T ; I V I D U O ~ V O ~  uiGw Jan.iinb(a,l ~mr) Ina@?iu 

ere, B YAdirnsitus~nrs7uCoY n ~ i n n i ~ ~ % ~ f i l ~ ~ l r u " ~ ~ ~ 1 ~ 1 ~ ~ n ~ ~ ~ u a 6 ~  ~ipl :o~n~onai~ y ?sol.anuTar 

u"oq'isinnna'whq I l r ~ n o u A u r n ~ l 4 ~ ~ u ~ B ~ ~ i a ~ w q p 1 ~  ~ ~ ~ d 3 ~ n ~ ~ ' l u m 3 ? l f l 5 1 ~ M " ~ ~ ~ l ~  

~ . r i l u ~ n i i l ~ a t n i r ~ i l ~ ~ ~ ~ ~ ~ ~ ~ ~ n n ~ n ; n i s d n n i r  m r m a i n l n r  rmrn"~rlduB'?uoq 
d 44 u%h dm. 6 1 k  (uniau) ~muo:nrilav.r,anl~iii~uni'i?&odici~u~uwou 1Ruiianou 

1 

. s i u a z ~ ~ u n & i  

~ i w n ' d ~ ~ ~  naflurnsiin.1 
p1n w Y 4 d 
~ ~ o a n ~ n h d o ~ ~ r i n ~ ~ ~  A~d19~~wolJuSn~Rulumrimr 1-d nn yna'n~tBom3 

d 44 

nismam%n~ani~fi"ibt(~~woa'ua4 UXM dm. i i fb1(u~1~du)  unjswiud~:~nnoosr~na'~ru"oya 

r i~~ d 
1.  # O $ O ~ $ I I $ I ~  (Primary Data) 

T ~ u ~ ~ % ~ ~ ~ u ~ ~ ~ I ~ P ~ P J ~ D I : ~ " I I  ( ~ n - ~ e p t h  Inrcrvicw) i i o i i u r ? u r  ?u&;a 
ud d o ~ n t " ~ ~ ~ ~ ~ b ~ ~ ~ n n y n i n ~ r d a n ~ r m r m a i ~ i n ~ . r ~ i r ~ i . a t B u ~ 3 u u . r v ~ b i n  imn. i i r i ~  

A Y l  (xrnlvu) w 4 1 m l ~ n  
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1.2 $uni~Old~~1~)~~i:a"n~iiw3idbuo~u?bw ~ ~ n ~ i u % w . e r m i  TBWA 

(dxmalpla) 6iuau 4 nu Y6i16 
- ~ i u ~ & ~ l  P(wP~s?FI~ ,  Account Director 

- Q€U f 1 5 ~  "I $84 ~ R ~ D U ~ % U ,  Associate Creative Director 

- ~ ~ m U ~ u n r n u y r d ,  ArtDirector 

- qiu?~: U%~IU ~tlY.trer, Copywriter 

2. ~ o ~ R ~ ~ u Q ~  (Secondary Data) 

~du91'~;ad~ nYoinn is~nuiKunhi ln t r~ur~na  in ionms n JqBn 
qiuiZwi,q d ~ ~ u 7 6 . ~  

an%odoihflPlrns;~u 
Y I  

n i ~ ~ ~ t l n ~ ~ ~ i ~ u n ~ ~ ~ o ' u ~ ~ ~ ~ t l l n i w  LI'UEI nicjduni~rdi!~nri~i:a"fi nd13h %unis 
d a  4 9s.v 

1 ~ u r a u r ? u ~ n ~ n o l n 1 1 ~ ~ ~ ~ ~ ~ a d ~ ~ ~ n n ~ a n a ~ ~ ~ ~ n 1 ~ d % ~ n i ' 8 1 m i ~ ~ n  . a ~ g a o u ~ k i t i i ~ u n  
B pl Y Y  1 ] ~ : 6 u d i a i u l i r i ~  s M u " l l ~ ~ ~ ' Z ~ ~ i ~ l u d ~ l a ~ ~ ~  (Open Question) I W D ~ % W V ~ Q R  

4 ~Tomnynqu i i i8sdr i + ~ a d i \ 1 ~ 6 i l d f i 1 ~ i @ ~ a ~ q ~  ~ u n ~ ~ ~ n ~ ~ ~ 1 ~ r ~ ~ u h n i u r n u n n i u r n r d  

w Y Y  lumr~umud rirlvhuoy o d ~ l r o u n ~ r r d s : ~ ~ u ~ i n ~ ~ ~ n i n i ~ ~ ~ e l  
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in~a~u"ehf lodnnXu 
4 4 r i  

insu;ruon?+~un?r?itr~Wi,duin"s iiuunoumu (Questionnaire) 2 qnzn I 
d ad i ~ u u n s u r n u ~ 1 4 r n o u f i w A ~ ~ ~ ~  louo.1 ~unmn~~mwumunr $ 1 ~ 2 ~  so nu iln: 2 

< A  d d aa ~ ~ u u n o u r n u ~ ~ ~ r o a u ~ ~ ~ ~ u d ~ ~ w ~ u i ~ ~ c ~ ~  Iu~umnqq~nwurnun~ iiuqu 1 so nu 

~ $ # ~ n i ~ ~ f W i  a ' n ~ r ~ ~ u o 4 1 1 ~ u n o u n 1 f l l ~ ~ d i ~ ~ 1 ~ 1  Check List 

pi~ui 2 ~ i ~ i ~ l d ~ ~ f i ~ n ~ ~ l ~ R ? u $ r u * o ~ a ~ i a m i s  L K I : W ~ ? ~ S S U @ $ U ? ~  iin~01:. 

" u ~ ~ ~ ~ ~ ~ ¶ J H Q ¶ J o I ~ ~ ~ ~ u I L u ' u  Check List 

d a4 
(Purposive Sampling) 1 ~ i l ~ n ~ ~ n i 5 ? u f i ~ ~ 7 f i ~ n n ~ & 1 ~ # ~ ~ 1 5 m ~ ~ m n ~ n s ~ m s n " i a i o u o ~  
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n15"aln51:i63n 

i a w ;  I 

@$urhmrlins1:i40~~i~nn7j lm: uinrnrduni~dilup1101~a"n d l t i ? u ~ a ~ i l  
d 44 

16uaih n a u n ~ n ~ s d o r n r m s m a 7 ~ ~ ~ s ~ n ~ % n " i ~ ~ o ~ ~ a v ~ ~ ~ ~ . d ' w  d m .  i 1 f h  (UWITU) 81" 

uirin d m .  81% (unlru) 11~1: Y~G~WZP~IIUTIIIIOI~ TBWA ~ R U B I ~ ~ ~ U ? ~ ~ ~ ~ ~ Y ~ % J ~ L ~ U  
d A a A u d  

nr su'lurnr'iinn:~ iwoanln nayn$msAnmr mrnl rna~n ~ la r inre~uo~l4 lumr  Boair 

daui 2 

&iiori1~luuneuo1uw"q2~a $ l k ; ~ ~ ~ ~ ~ i m ~ a 0 n ~ ~ n a i u ~ u ~ 5 d v o ~ G o ~ a ~ i a " a a ~  
e* w 4 

~ d n d r ~ u ? n w n ~ ~ i ~ ~ ~ i ~ u ' u n ~ ~ ~ ~ f i f i ~ ~ B v " ~ ~ n ~ a ~ ~ n i ~ w ~ ~ ~ n m  ~1; 
4 

I. ~ i n ~ 1 : 1 ; ~ o ~ n i i n ~ o l z f l 5 ~ ~ 1 n ~ a 1 % 1 r n ~  ~duariu~~rulrlwn my sriiurnsantr~ 

~ 1 4 w  i l a t n t l ?  A A m  ~ r m m ~ u b  (Frequency) I L ~ : ~ o u ~ : :  (Percentage) 

2.  i i n r  ~ ~ ~ ~ u ' o ~ a m r i ~ ~ i ~ l B v * ~ ~ a i ~ a ~ ~ ~ ~ i n # ~ ~ i ~ ~ ~ ~ ~ a ~ w ~ ~ ~ ' i ~ u ~ ~ i u w " ~  
d ad 

w o ' % o ~ a % n ~ a n ~ s n " 1 ' 1 1 n " i w ~ o u ~ a " u o ~ u i . d ' ~ 1  dmw. 416n ( t~wiuu)  ~ a a n ~ r n ~ i ~ n ~ i o l ~  

(Frcqucncy) A ~ F I : ~ D ~ I E I :  (Percentagz) n u i i a n l ~ ~ Q ~ ; ~ A ~ d l ~  (Mean) ilar(i~l&auuu larglu 

(Standard Deviation) ~ n u i j i n ~ d n i ~ l ~ n ~ ~ u u d ~ ~  
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loym~ultiudrrnn,fiirrm; 

- lwu oiy ~:n'uni.idilui 

-0dn7;w .s~u?Mawn'a 

~ b ~ m d u 2 f i u r n r d n ~ u f ~ a ~ n  

4iaaiaiinzvlqZnaao~fl4~1?n1~ 

- fl13:lJfiIai=fl3 

- ni .s th l~woJiam% 

- ~:~u~aiu~w%oi iaa is  

- 1n~~ndnu9oi i~rn. j  

- f l l 7 i ? ! ~ % g l ~ ~ l ~ l 9 ' I ~ 1 ~ w ' f i w "  

- ~ a i u ~ ~ n n ' u n i s I w $ ~ m i s ~ s ~ d  

- n l J h ~ U 1 O l 8 B f l ~ A ' i f 4  

- m t M q i 7 G n i 4  
I Y 

- t~qwndlKq;GmG4 

- niwa'n~dnis%#Gnisiwf~ 
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d ad 
~ u n i r  ~ n u i 3 i u i f o . r  * * n a y n i n ~ r A o n i r  n i r m i l l n ~ n r  r n l r i Y i . a i ~ u o ~ u o q  

uidn dnw. 6 I ~ A  (UM I Y U ) . ~  IdUdiU~ill~a1U~dI6fl'L141~4nis~o'uI~9~wniw (Qualitative 

Rzsrnrch) ~la:nl~?iulSdd?uxu (Quantitative Research) ~ ~ € I w I T ~  I O ~ O U V I  1 ~ ~ 9 l ~ n 1 9 : t Y d i  

n~slo'cl &I 
I .  ~ i o f l n v i n t i ~  n a ' r n ~ ~ ~ n ~ ~ ~ ~ n ~ ~ ~ ~ i ~ ~ u n i ~ n a ~ w ~ n i ~ d ~ ~ ~ ~ n i ~ m ~ ~ ~  
d 44 ~n .s~n~.sn" i~ lou~a"uo~ '~~~Gpn dm. d~r% cxlni~u) 

z ~ w " o ~ n l n ~ n ~ s a ~ o m ~ 1 r o i n m s 6 1 ~ ~ u m r n n ~ ~ s ' n i ' i d ~ m r n i r n m n  
d 44 

Tn3~ni%n"iq ~ o u o ~ ~ n ~  GG'M dmm. diKn (BJHITU) 

3 i w " o ~ n v ~ w n m r i ~ ~ ~ ; l o ~ ~ s ~ ~ i ~ ~ ~ u n ~ ~ ~ ~ u n ~ u n n ~ ~ s " m ~ A ~ n ~ r m s ~ l a ~ n  
d 44 

Inssnisf i~towoaua~ u3Gm dww. BiCm (wwiaw) 

2 aYusu 
~ a f u  ~ ~ ~ ~ I I ~ ~ U O W ~ ~ ~ ? ~ ~ S ~ U ~ ~ O U ~ ~ " ~ ~ L ~ U O ~ R U ~ L ~ ~ ~ ~ O ~ L ~  2 i - 2 ~  nJd 
d2ud 1 w n n ? r i ~ o ~ $ . i q ~ r n w  (Qualitative Research) BaYnYoinmrr3ur 2u 

u'ayaoin~anmr ~~n~rnrd i~n>a&luu101:~n  (In-Depth Interview) ~ I J  ~ ~ ? n l ~ l l a ~ l ~ l ~ d l d  
d a4 A 

~uniiiPlraui?!uatiumruinir rlaynimrdo~lrlnr.rni~i;iaiouo~ lwenr iuo"qnr:u-~urn-jlaa: 

n n y  na'mr dsmr [la:. mr ~ u ~ s ~ n ~ u ~ d e r n s # ~ a ' ~ ~ ~ i n n i ~ ~ ~ ~ u " u n i ' i n a ~ w ~ f i ~ f d ~ ~ ~ ~  
d 44 r n s m a i n % n ~ ~ n i . i f i " i ~ ~ o u ~ a w ~ ~  u%Tn dm.  {ifin (UMITU) 

4 dlu; 2 ~afils?~fJi?dd?lJlC~~ (Quantitative Research) .a~?60~lfIfIi33afl33U 
d aa. d d  d u'eu&~uliuuaouoiu ~ ' ~ ~ I ~ ~ ~ u u ~ ~ R ~ ~ " ~ ~ " ? ~ L o w D ~ o ~ u ~  so nu~lnz{94rnounnlnu 

d 44 B 
k ~ w i ! i a  iouo?uo~ uiG~ dnn. Oiiin(uniru)ilu~u I so nu iwonnuo'.rwarns~u~'uu~ 

d uc( 1 1 ~ : a i r u l u r n r n ~ u ~ ~  u n a V w ~ n ~ ~ d 8 d ~ ~ n ~ ~ w a i ~ ~ n 5 a n ~ ~ n " ~ ~ ~ ~ u o a ~  r uidn dan. 

Glfk (xrM?YU) 
Y 

s i o a ~ 1 ~ t r n ~ o ~ ~ a n i s ~ ~ u ~ ~ d n : a i a u d 5 1 n ~  $45 
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$W$IWI TBWA (fl'~:LVlFf141~) ?;lid d l ~ 3 7 4 1 1 ~ ~  ~ ~ U ~ ~ Z ~ T ~ U J I W  LlOE d l ~ f l f 7 4 f l ' i  J ~ H W  

Biuau 4 nu l & l ~ f i  
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- qar~snl %wws%G Account Director 

- ? ~ f l j ~ d L l b  6~qqFI1063 4 % ~  Associate Creative Director 

- q~nnar iunsou~rd  Art Director 

- qt-ud3'iz & ~ I U ? U ~ T C I  Copywriter 

2. rn~61w wn a'ngda,-a9m" (Behavioral Objecfive) 

kgdr , -nrhoa ha~tu~"j . ' d d ~ h . r n ~ ~ l ~ i v  lo?rmmr9eifindutl~plu67~ 
d eta 4 dpre 9 4  

pni i  7 ~ o ~ ~ ~ ! # ~ , ~ ~ o u o ~ a 1 ~ ~ o o n u ~ i w s ~ a a s ~ u 1 r ~ b ~ w i n u 1 1 ~ o 1 ~ 9 r o r ~ u ~ ~ n h u  

wqSnrr~.&30 ~ i i i~ ty le  V O J I V G ~  7YlnawaQqu? 3 iluu i w n : i ~ n u $ l & v ~ ~ l r r ~ ~ a  lumr 

$an %Gla:i~r I Ann $o '. 

3. n a y n ~ ~ r ~ n & ~ o m s ( c ~ ~ m ~ n i ~ ~ r i o n s t r o r e ~ )  
8 i  914. f ~ w o  smart ~nergy  $B ~ i l a ' 7  Smart G~1i7~13 IUUX(?U ! ~ 1 1 i i t ? 0  w tj 7~ 

P ~ u ~ ? % & R u ~  smart II~?U&UVBJR$~~$WW~SMRT $0 S Sincerely hi h ilfodern A #D 

Available R ;€! Refurn oa Investment T f ? ~  Tiriilrcss t ? t ? Y / t l i f ? ~ 1 3 # ~ ~ l ~ ~  Smart fisrDdflO1fl~f?i? 

ynsdumr$oms~~ 
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( ~ S W S ~  &19qPl$tl%51#, Associate Creative Director, t%i?l%Inad 3 $ 4 ~ l F l U  2550) 

(dfll ~ ~ U M S  ZAG, Account Director, i=Tuni'~ld 3 ?SWIPIPI 2550) 

1Y 1 

$IdidW110.l hm3fjLPlnl);llmMflISor"(~~tuatio~~ Analysis) 
* 

%u$um~un 1351~15 i z n d ~ l ~ i u n i ~ d n i ~  TBWA ?6?iPl41:ti89046d~f iloulln: 

d ad d 
R I I ~ U ~ ~ ~ ~ ~ P ~ ~ ~ ~ U O ~ ~ J I D U O ~ ~ W ~ ~ I ~ ~ W U ~ ~ S ~ O ~ I ~ ~ ~ ~ ~ ~ I ~  

m'd B 
oinmsriurn~i~nr ~ t i m  qunsiim; ~ n ~ n i i ~ ~ 1 n m u n ~ n ~ , p J a ~ i ~ ~ v o ~ 1 t o ~ G ~ i  

~nuasrurlbnl~&~uulmnon rnr&no,-ld#fiuw9$n~~u$u?~nw if?hu?l# 
d 44 e firnuers~n7f$fl'wn1n1~i=1$~ img 3~1~7fl  ~ w f ~ : j ~ ~ ~ ~ f l u i h $ n ~  n7~?iw.s,aiarn~nm-iSu 

d sad a w 4 a ~ 1  63 P Y O ~ U C ~  10 J A ~ &  P Y ~ $ ~ ' ~ D U  O ~ ~ . I U ~ ~ H % I ' U ~ ~ ~ ~ ~ U ~ " ~ W ~ P I I ~ ~ * ~ ~ ~ W ~ ~ J U ~ " ~ D U ~ U  Y ~ ~ R Z R  

Id roo n i ~ o  J R ~  j ~ n ~ l r t , D n U Y O u ~  in d 3 ~ ~ r i c e  is.1~d id place ~ ~ O O ~ ~ I ~ ~ I I U O ~ ~ D ~ ~ ~ U ~  
w 4 u  d 4' M 

d aa Y 
~ & O J U U O O U ? ~ ~ ~  ~ 7 7 b G $ ~ f i ? ~ ~ f l $ l  wuw % o ~ ~ ~ ~ J ~ ~ H ~ ? ~ ~ u ~ ? ~ ~ D u Q ~ ~ ~ o ~ ' I I ' w ? w ~ ~ ?  %P i€l90i 

' X 
l i~ s?r7n  I J ~ T T - I ~ ~ ~ I  7 s  ~~4n'7907fl~u'$~lw'?!r 1 i d f l ~ l ~ S ~ ~ r o r n o t i o n  ~ ~ O B O F I S I R I  ? ~ I Y I ' I ~ ~ S ' $ J  

~drls ~ ~ k z d f i : ~  m i i d 0 ~ 0 1 n j 7  3~ d i m  s ~ ' u { ~ I & z R ~ ~ ~ ~ s ~ I ~ B E ~ ~ w E ~ z ~ ~ I ~ ~ R z w  $9  Inus: 
f a d '  4 

afmna?ufuoJ&e kir1okiui~d$$J!diu78oi8 Product iidYuunlnu o?oo~u"%yrn~wfm 
d 4 d1i7~h awn.-i1n'lnjk~~a~~~~nd~~d~:ip1~iiw:s d ~ n .  ~ ~ u ~ ~ ~ ~ m r l n n ~ n ~ ~ ~ ~ s r ' ~ ~ ~ ~  

Y 

~ T J  '9id7r f o  $ma'? '%w l d ~ ~ ~ d C m i = h ~ ~ ~  17779 

(Ffsnl ~ U V I T ~ I ~ ,  Account Director, ~llfll~d 3 ?9l4lFlU 2550) 
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B nirg~dulo Gun'19nYln'~msLas- !u' i~o~ldurrs . rna~uf"~~~n"~w & r ~ k i h  1rlG iliihlo 
d aa A o i z  n~i~fisaua-~Ylilduflty'w~ oToo.-i8u~nJmluiro~wa\1~1w ~ ~ 1 p d n v ~ w R l w z 7 : i ~ ~  

& i f i s m & ~ d ~ : i n ~  !8;~66)1'ldd~~~1fl"l~d~fl~~ d " 

( d s l l  ~ u M ~ ~ w G ,  Account Director, tbfll~d 3 $~MIFIu 2550) 

1Y I 

GIdfialu iuLihnlnauo~msma1w (Marketing Goals) 
d aaa 

mrdomrmr~lmn A o ~ f i g n ~ ~ ~ u ~  ~ ~ a ~ n h ~ n ~ i u ~ u 9 o l u n i ~ 1 4 ~ i ~ ~ 0 ~ 0 a ~ 1 n i ' ~  

i 1 n u n n q ' ~ ~ i h n m ~ ~ ~ n ~ a ' ~ ~ d ~ ~ ~ ~ ~ ~ w S 0 1 4 ~ ~ u ~ ~ u a ~ 1 ~ 9 u n 1 ~ d 1 ~ ~ ~ ~ 1 u  

(Pl%fll p[uVl-b?m;, Account Director, ~8lfllIld 3 S ~ M I R  B1 2550) 
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* I  * 
;u;fil GUiff U D I L U Z ~ ~ P I  %YUNI (Advertising Recommendations) 

m.1 creative U84 TBWA ( ~ S : I M F T Y V I ( I )  Y ~ M z u ~ ~ & I $ ~ u Y ~ H I ~  ~ I ~ ~ D ~ T I T R I U I ~ ~ I  
d aa 

iaaS&.dw i ~ n " v " 0 n ' ~ ~ f i d a ~ n a ~ u ~ ~ ~ ~ ~ 1 ~ 1 u n a 1 ~ ~ d a 0 ~ 5 a w 0 ~ n " 1 ~ ~ 0 ,  n u i i J l ~ ~ d n ~ ~ a n d a 3  
d na d aad ~ ~ I I O U D U O ~ I R ~ D ~ ~ U ~ ~ U ~ ~ I . ~ ~ ~ ~ ~ ~ ~ ~ O U O ~ L ~ ~ ~ ~ O ~ ~ ~ I ~ D . ~ ~ I A ~ ~ * I ~ ~ O ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ W ~ ' ~ ~ U ~  

I ~ a G l i u ~ ~  1 s n 1 ~ ~ ~ ~ 1 ~ f 1 1 4 ~ a 1 ~ 6 s i  
Y 9 4  

1 )  Creative Concept: ~ I L P I U ~ ~ ~ : ~ T Y ~ ' I ? ~ ~ D ? ~  U B ~ ~ ~ % D S  4 ? u ~ ~ { u @ # T o u u ~  

d ~ u y m d ~ z m " n P i i ~ ~  dlland146unYw oGw, n-is94G1m i~a:mrI4~nauP; dontn'ouo'q 
d dd m q w n r ~ n ~ n h ~ n ~ i u ~ ~ ~ o ~ o n ~ ~ ~ a ' o n 9 4  n"lalouu~un~nu'lnuluQn~ifiuL1w9 

2) Creative Idea: "Real Uscr: NGV ~ J O I ~ P I U ~ ~ O ~ S  h % ~ f l ~ l "  

3 )  ~ e y  Message I I ~ ~ S L ~ U  3 I J ~ E ~ ~ U  80 I. daoniia 2. flPJJ561PdZ 3, f l % ~ ~ f i f i  

4) Mood & Tone : Sincere 8: Modern & Smart 

5) Presenter Representative 
d d  4 

- ~ € U H { ~ V I D ~ $ W  ?RU?FIW, ~ d ~ f l $ l l 0 7 ~ ~ f T  ~ ~ Q I ~ M ~ % ~ ~ I ~ u B J  

o ~ n n ~ s d u m ~ d  qmnswqG {osqn'toasru l n ' r id i  1ln'iBui;.rmiupii~ty"vo9 

d B a i i 1  
HAY n d ~~iwnza:fui~il~rn~n~or . r ihhr ,~~~ .a . t idn , -nu~ lv id in~wsl  lunini7~n I+ 

d V w  r i a r n 7 ~ u f ?  d ? ~ # i r ~ ~ ? u ~ r t - ~ & ~ n ~ ~ a ' ~ ~  Y~ruoonu~idunuj ri*'3 i&.r im-,nu' 
941 Y b  d 4 4 9  mri~rnni;onljnlaaad Tnols ~ o - l i h n a  7ngnlm wiouo7or~~ %umrPl$~nann"o.-rui 7d 
d 44 

i%n~um't?u$&r ~ . I ~ ? ? U R R V O J I I  13 I # ~ ? ~ ~ ~ P ~ D u o ) I Y ~ u ~  z7 I Z ? ~ ~ O ~ & ~ V ? U I ~ ~ U W ? ~ $ U ~ ~ D ;  

i r v ~ ~ r o ~ & h ~ n u n . n u ~ ~ ~ n a ~ ~ ~ f d n o ~ ~ ~ i ~ ~  ~ u ' ~ & ~ r n ~ p l n r i ~ i ~ n ~ ~ ~ b u " e , ' l d f l ' ~ ] ~ ~ u ~ ~ u ~ ~ ~ ~ ~ ~ ~ ~  
Y Y  

o o n u ~ ~ ~ ~ u ~ n u ~ ~ ~ ~ u ~ ' s s r o : ~ ~ n ~ ~ u f  n z s { ~ ~  ni~qnmukulo Y& 9uTuunn~~idu Twvvor 

Swiir-r &lm 7~ nY7~dn1uo~ T W H ~ I I ~  ~ o o d  and Tone n"$J ~ h ~ m u r t  D D R  1d f l fhJf l~011 

hlarlern go~n8vo~nfiatoond7a*z07@7 $t%i;7~nuuo~dnn, l i i6 ~ d ~ n i ?  idi?vo-rdnw. 107 
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(t~5~9d $ D ~ ~ w $ Q ~ ~ I U ,  Associate Creative Director, d ~ n i ~ l d  3 ~SHIFIU 2550) 

W I 

Q u ~ H ~  &I~tf~(~0llfdgd~%91$1tMl 

m.r TBWA (d1:lnalnu) ~ ~ n n ~ ~ ~ w u r n ~ ~ o m s r n ~ m a 1 ~ 1 w a u ~ n ~ ~ ~ n ~ ~ a  1laz 

? ~ o i ~ u a l ° l i n ~ r l C # a l ~ ~ ~ m i  ua:rsu:iaaiuosni.i$~wsuiw i s d o ~ w s ~ ~ ~ l a : ~ ~ ~ d ~ w ' u w "  $4 

3 ko.r'lnY~isu7pin dmw. ~ I ~ I ( P ~ ~ T U )  oinmsZumvd~m d m  quwsn^nl YnYnd~~InYtdu 

~ m a w ~ ~ ~ ~ u o d o ~ d - i ~  
w 

irn2ur~tlnsin &I.  hnmk&$$~r 94wnziah&nq'u~lu !&so.- z. iwy irar.-~.idu 
d a'a 

C 

{II T P ~ T ? ~ s  n s ~ n ~ s i n u a n ~ s d ~ ~ ~ ? ~ ~ n ~ s w ~ u ~ ~ u u ~ ~ n ~ ~ ~ o %  d ~ r n ? u f ~ s i ~ s ~ ~ ~ i n z a ~ s 1 ~ 7  
d 44 io,ooo u ~ n d ~ n i u { ~ d 7 u i 3 i i ~ n  i l o g l i u ~ . v d r ~ u , o r u ~ ~ n 7 ~ a ~ d ~  ~ u t r r u ~ v o ~ 6 w o u o ~  

d r a m  4s & U U ~ W  1 i d 9 l 8 ~ G . j  40 &?uuln i i i h d ~ n l l j l l W d ~ n ? ~ ? u f  ~ & ? B ? ~ S I U ~ D I  

Y m'd 
2 I $ D U A ~ J  I H ~ v ~ o ~  Maximum V B J ~ ~ U ~ U  BRC ~ A U D  %??&ii600 1161- Minimum YIYDJ YiR7ni7 

3oo @$ti' I +  &70iion~rm~nrrtpi'i?l n ~ ~ o ~ n ~ u n d o , - l # ' w ~ ~ d o ~ ~ w " ~ n u n ~ ~ ~ a " u s  ~ w u t u ~  
Y Y c %  

il.u.udos7 nYu~7~juu~u Yllli&~ iniv1n~n6j~ldlnu1~ 

r a h  qu~l i ins,  Account Director, Z u n i ~ d 3  3 ~ w - t ~ ~  2550) 

~ A G G I  k u ~ o n r s u b u 7 n i . r n i s 4 ~ n i r n i s a n i n  (Other Marketing 

Communication Programs) 

dumr ~ s m r m s a o i n d o ~ ~ ? a d ~ ~ n ~ u ~ ~ ~ ~ ~ ~ ' ~ ~ ~ ~ ~ d ~ ~ u ~ a ~ i i l ~ i d u ~ o n s r u ~ ~ ~  
d 44 in?unr'~.rniw ~ n v h o a n " ~ . a ~ n u o a l d n ~ u ~ i l i n ~ ~ u ~ i n ~ d ~ : : ~ ~ ~ ~ ~ n ~ ~ ~ ~ d ~ k ; i d ~ ~ ~ i n  

uonoind~~t~uoirnfi~fiaiu~u~'ui~u~ia~~nu1au9iau5auwiq TBWA (Js:lw~Y nu) Y nY 
~ n u ~ n 1 u ~ o % w ~ ~ i ~ 1 1 ~ ~ ~ ~ w ' a 6 ~ t a ~ ~ ~ n w ' ~ d 0 ~ ~ ~ ~ 1 d ~ u 1 ~ u a ~ ~ ~ ~ k e ! ~ f i ~  

&Adn &lls:liiu wn (Evaluation) 
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* I 9 

< d l # l  k n l ~ ~ l q d  (Conduslons) 

ma TBWA (IJI:IMRY MU)  ~ t ; ~ d ~ ~ ~ ~ w r i ~ ~ i a ~ n l ~ ~ ~ a ~ G v ~ ~ ~ ~ r ~ u n ~ s ~ ~ ~ i s  
d a4 mrola~ndo: i~s f i~un~  U ~ X ~ " ~ W Q U Q - J V D J  u7ih dmn. Oih (um.au) dr:avmiu?iil;ulu 

aulnna~nmr dumuni' nun i u ~ ~ ~ u U ~ ~ ~ n i ~ a ~ ~ ~ i u ~ ~ n a ~ u ~ i ~ y ~ ~ ~ i ~ ~ ~ d i i  

- 1 d ~ # , ~ u o r i u a 6 ~ ~  o d ? n u r ? m r n h ~ n ~ s 6 ' u $ ~ o ~  NGV ~ w T ~ : ~ I ~ ~ u ~ I I ~ ~ T ~ $ u  
d sa d 44 ~ra:wGgu t Jnar ime iw io i$~4  ~ ~ U ~ J I ~ R U D U ~ ~ ~ H ~ ~ B ~ ~ ~ ~ ~ ~ I W I O ~ ~ ~  ~rif?ds:az, 

n-~ludir Iguu~ul !nu l&l&iBuo$~  !r 1non"dstr;u Jn'o idma ozokw'~rrn'onrruln.r 
-4 

ou'l~diu oivuni"nirii~ij~~ilra~(ibum~11i~ro~!a',v~'~i~ T J I S U ~ ~ E Y ~ U ~ ~ Z Y I I U & ~ D U  

i o  ril rnnniJil~lo.-ri?o:1~Dei7J9ufi7~ n i ~ i ~ l ~ k u a u l n v ; ~ ~ ~ d ~  rack OJ The Town YX 
A wsaiuikrrlis~i~iRuoz ?ri% rrn;i&mn?ju~sl l u i r o ~ n u l n ~ i ?  i r a ~ u  huu~unuirn~u 111 

u 4  A a 
FIUU~%NGV Pk7~~~~n6?~n$~9n~~~nusnro$$fifl'ura#~w lnlrstu .' 

(nun iun.rnuUrd. ~ r t  DWC~OT,  pillmud 3 B~mnu 2550) 

Cost - ssht 
MonBtjr GRPs 
No of spots 
14 Reach 1, 

, , 

' I .  

Matichon 

/B!;), ! gel ; :fee) 1 ' . '  

I I 

Krungthsp TuaKij 

( 6 7  j gat ? 

100 030 JFIFC 

.'P'ZC 1 :  

" 

ROP 

RCP 

A A A A  A A - "  

8 ' 8 '  

3 , '  
' 124 + , I 

; I  1:s. 

:lo: !>$, 

, 1 1  
.@I r201 
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I ;  
I 
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' ' I  
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1. & l ~ ~ ~ # l l i ~ z l J ~ n 1 %  (Product and Servlce) 
d aa 

~ ~ J L B U O ~  (NGV) ti~~i~lflilil Natural Gas for Vehicles ~ ? 0 t ? l ~ ~ l i 1 5 U P l ~ d  
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d 
oinmsiqw 4.30 melwn4iii~nYn j u ~ a ~ e i i ~ ~ ( u ~ ~ ~ i a ~ i ~ ~ ~ u a ~ u n i ~ ~ ~ ~ i w  NGV i 

¶J Y W  

nonn6e.rn'fsmr s ~ u i n ~ w a u ~ n ~ ~ ~ ~  Ao r i i ' l nYnsun~ i~ fn~ iu iQ i l0~~uan '~n i~ l4n"~~t (  NGV 

d u l n n d  Youat 34.66 5oda.rul ~~anirldu~;iunirEiTi~ NGV ~ d u f  n~d i in? iu~11;~  
Y 

d o ~ a ~ o s ~ ~ a z a i a u s a u  ~oz lnz  24.67 i ~ a i u ~ u l o o ~ n ' n u i t t h  foen: 12.00 in-~inrau"li~c;is 

ZIT NGV $ D U ~ :  10.00 ~ ~ u ~ a ~ ~ d o u ~ n ~ u ~ ~ n a i u . i ~ ~ ~ ~ i i i f i ~ ~ ~ ~ ~ f ] ' s : i  fosn: 8.67 idu 
a e, f i ~ i ? u ~ o d ~ i ~ d n u n u i ~ u ~ n n a o u  soaar 7.33 1~a~i~ou~1unii4id's~~u'w?$;~11n foua:: 2.67 

P l 1 ~ 6 7 ~ l i  

DPU



~ : G u ~ ~ I P J ~ ~ ~ ~ " L I ~ I ~ F s u Y ~ - I  

% ~ 5 4 & ~ < 1 " l r  NGV 

VDf)'Ujn 

wuudlwna~~ 

l i ~ n ~  

. ~ ~ o u I ~ o u  

r o u u ~ n i ~ ~  

n u  150 loo 

Biuau 

97 

26 

17 

7 

3 

h u n z  

64.66 

17.33 

11.34 

4.67 

2 

- 
x 

3 . 4  1 

S.D. 

0.82 
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m i 1 i d i  4.33 ~ ~ 0 ~ ~ d ~ ~ ? ~ ~ ~ n ~ ~ ~ i h u n ~ ~ 0 a n ~ ~ ~ ~ ~ ~ ~ 0 y n p . 1 ~ d n i ~ ~ ~ ~ u ~ ~ ~ ~ l ~ 1 " ~ 0 d ' % n ~ s n 1 ~  

n"7.d NGV 

F I l 3 l d  4.34 I ~ ~ ~ ~ ~ I u ~ u ~ L ~ ~ L ~ I ~ o ~ R ~ v o ~ ~ ' ~ ~ ~ ~ ~ ~ ~ ~ H ~ ~  "~~54fl15&8 NGV" ( I O U  

liu1nfi41 1 &I) 
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w n r n ~ ~ u ~ d i ~ a ~ ~ o i n ~ o p i ~ ~ ~  $urn3 

~~2Pr'lor8eninhn"io11 NGV 

i n n u i n  

~wwdiwnais / YJiniIo 

Z~auinqqm 

IliGna 

%as] 150 100 
--- 

fout~z 

46 

32 

16 

B i f s a ~  

69 

48 

24 

- 
x 

3.69 

S.D. 

0.68 
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d a w ~ l s n l i n  i ~ ? i u ~ ~ ~ q u n ? w  (Qualitative Research) 6 a u n i 5 ' d ~ ~ l c j a u ~ ~ y n ~ ~ n d 8 n f l 1 ~ 1 ~ a : n i ~  
PI AW 4 8un1udi~uulu ir Bn On-~epth  interview) ;i~~uimr11n:~wilnuinsuwnroulduadsd~u 

d ad * ,iu,u 8 nu $,u~hun~rin"~ilnliuulo~:oq 
a 

(Purparivc Satnplit~g) 1 i ~ ~ 1 ~ ~ ~ 1 ~ ~ ~ ~ ~ ~ n ~ 1 a 0 n i 3 i 1 n 5 i ~ ~ ~ ~ 0 n i ~ 0 t t  ~ n a l ~ s i s )  IWOW~IU~.I 

d aa d +iayrl;nir d o a ~ r u i n n ~ s i ~ ~ ~ u n ? r n n ~ ~ ~ m r ~ ~ ~ i ~ n ~ ~ ~ a i ~ ~ ~ ~ ~ n i ~ n " i ~ ~  iia& nn 

wnub~~nfosll"urlis  dot^ ~ ~ 0 1 n n 1 ~ ~ 1 ~ ~ ' t d n 1 ' ~ n ~ ~ m ~ n 1 ~ d ~ ~ 1 ~ ~ i ~ ~ a ~ ~ ~ n ~ ~ ~ 1 ~ ~ ~ ~ ~ ~ u ~ 4  

uD.r I J??~I  dmtl dirk (ull lau) iia: d ~ u $ n s ~ l C r n r ~ ~ u ~ i s n l ~ u i a  (Quantitative Research) 
dd4 * d -a 

~ a u n ~ ~ s a ~ 1 ~ a ~ . u " ~ y a ~ i ~ ~ r r n r ~ a o ~ n i x l ~ 1 ~ ~ n a ~ d ~ w m ~ w ' ~ ~ i ~ ~ 0 ' ~ 0 a ' % ~ 1 ~ w f r ~ ~ ~ ~ w u ~ i ' ~ n ~  
d d  d d aa 

~ I U ~ U  SO nu iln; &94roaumlnu~alap1mifi"iu10uoa lunnnyiwwumun~ ( ium 150 

RU J ~ U  200 nu itXairnr~:, iu'e~aAauna~ui ieurt: ~ 1 i a d u ~ i a : ~ a u i 8 a ~ L p 1 u u i n ~ ~ 1 ~  do 
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i. n ~ w ~ h d a  wmalnw ~uwq?~nssa~we~&~?T~n (Behavioral Segnemtationj 

n ~ u l d i ~ m u 4 p l ~ 1 % ~ C ~ a n ~ < o ~ n a i u Y  ~ ~ u 1 ~ 1 u n i ~ 1 4 n " 1 ~ 1 1 ~ 6 ~ ? 1 7  isiBqn~ 

iiuanid n i ~ ~ ~ ~ 1 ~ ~ 1 u 1 ~ n ~ 1 ~ Y u 6 v " 0 ~ ~ a a ~ ~ u a f i " 1 1 n 1 ~ 9 4 ~ ~ w ~ ~ u ~ " a ? ~  

2. madl wran k $daz&3m" (~ehav iord  Objective) 
d 44 ~ ~ d ~ ~ d ~ 0 d ~ ? r v o n ~ ~ 1 d ~ ~ ~ 1 ~ n a 1 % ~ ~ u 9 ~ 9 u n 1 ~ 9 ~ n " 1 ~ i ~ u  TmuBqa 

'yd 'yev d ad 4 

i y v a s  y n % ~ n ~ c a ~ ~ u o a o ~ ~ q o ~ f i u i w , ~ $ ~ i ' ~ ~ w q ~ f i ~ ~ % ~  lia: L ~ ~ ~ ~ ~ ~ I ~ V ~ ~ ~ V I ~ ~ Y ~ I M ~ H ~ ~ ~ B J I  3 
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J. nay 1 s ~ ~ d o ~ o a 1 ' 5  (co~ommunration strategy) 

d A  94 
n a y l I ~ l I f ~ n F I  Srnarl Energy a0 (iljl Smsn AB P ~ I R R U ~ ~ # % B R U ~  Smari 

l i i ~ u 6 1 u ~ 1 0 ~  H S ~  86164 SMART S ZD Sincerely hlZO hlodern A ZO Available R %I Return 

on Investment T $B Tidiness n'nyn~~i7r?uht~u Sman Energy i d u n a  yni~umsdomr 

~ I ~ ~ ~ ~ ~ ~ W M ~ I S ~ B ~ ~ ~ ~ I ~ ~ ~ ~ F ~ I A Y I I ~ ~ Y  ~ ~ Q ~ T R O ~ E L G U W G  9 ~ U O I O U ~ ~ U ~ ~ U ~ B  

&dllafl i ~ ~ ~ d 4 o ~ n l w " n ~ u ~ r n 3 ( ~ x e c u t i v e  Summary) r l l l ? 3 ~ l l ~ U n l 3 d O 1 1 1 3  

m r m m n ~ d u m r ~ ~ m u e i a w i - u " o ~ a ~ ~ 1 ~ ~ ~ ~ ~ ~ ~ ~ 1 d ~ 1 1 ~ ~ 0 ~ n ~ i u  
w 1 

lu"Id%l~d f l l  1  I  (Sirnation Analysis) ;UP~OU&:ISURII 
9 d d;rs 

2mr 1:n'l~siidr:rlou un: nmumrddr91~utlqfl"ic11~0u~a ?Yud 
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b~fila (OPPORTUNITIES) 
Ac*  d 44 

- n 1 s w ~ m s o w ~ a ~ ~ ~ l ~ l a u o a . r r l o l n % s ~ 9 i u  (Original Equipment 

Manufacturer: OEM) 

qdfl%3fl (THREATS) 
I d 44 

- C a ~ i ~ r u ~ i i w u ~ " l n ~ ~ d a ~ ~ ~ i ~ ~ f i i i l ~ i ~ ~ ~ ~ ~ t ~ u ~ a  

I .  I 

$7d%fIlJ ~ ~ 1 d l ~ f n t l l ~ ~ 4 f l l ~ F l a 1 ~  (Mat.ketit~g Goals) 

1Y I ,  9 

$Id;; < U ~ E I ~ S E U I U  (Budget) 

f i 1 4 7 7 9 L 1 ~ ~ f l l S # ~ f f  ~ ~ ~ W ~ W ~ I I R B I U ~ U ~ ~ U  45 {IUEIIW ~ ~ I S ~ $ ~ U ~ S Z U I N ~ ~ ~ J I ~ U  

2 d g u  ~wdnnfir'lll"iiian.n~~u$?db~n~u~ihnuia~~umsdilw.tron~~ni~i~u4v~nrd~~ 

40 ~ l f d f l l ~  ILAE ~ D P . P G ~ # o G ¶ J ~  5 #IU¶J~M 

~M&l ~ U I ~ ~ U O I I U & . ~ I U I ' U Y  O11 (Advertising Recarnrncndations) 

l ~ n ~ u l l s : ~ ~ u 0 ~ r n d n i ~ d ~ ~ ~ ~ ~ i u i ~ n 4 a u 1 & ~ ~  i~n'uYeri4~n~o.rna19~~piGu10 
d ad ' I w n a i u P l a n ~ ~ u ~ ~ ~ n " ~ ~ ~ 8 ~ ; 3 " a ,  P ~ ~ ~ ~ S ~ ~ " ~ ~ S ~ ~ ~ B ~ ~ ~ U ~ ~ O ~ L " U B ~ ~ ~ ~ O ~ ~ U ~ L ~ O ~ Q ~ " I ~ I D ~ ~ ~  

d aa4 2 s B  ~ ~ n : ~ s n ~ ~ ~ ~ s ~ s ~ ~ ~ n " ~ r ~ ~ u ~ a ~ ~ ~ n i ~ ~ ~ ~ ~ w a ~ o  1iia.r 8.50 u~npis i71anYu 
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* 1 

%&%8n buiionsrudu 7 ni . rn i rdoo i rn i lu ln~n  (Orher marketing 

Communication Programs) 

~ ~ u m s d o m r m r n m ~ ~ ~ ~ i a u a i ~ ~ a r 3 u ~ ~ ~ i ~ ~ ~ l ~ ~ ~ i ~ 1 n u 1 a ~ ~ a ~ ~ ~ ~ ~ 0 n ~ ~ ~ ~ ~ ~ ~  
d 4a 

~n~unFiqn~w~n~d~~.1n*ia~ouo~1nYn~11iilinuialirr:11r:nruinawL~YdYn'i~udfin 
d w  a i 

uono1n~~s l~un isa~ i4n  ~ ~ U ~ U ~ ' U ' B ; ~ ~ W W O ~ ~ ' . I ~ ~ I R U ~ ~ ~ ~ S ~ B J ~ ~ I ~ H ~ ~ B J W ~ I U ~ B T ~ $ ~ ~ ~ I ~ I ~  

Ynsw'aG~ta~nu'~8oGu18dl~i~wawidiktlan'u 
V 1 Y 

<~firrdn u'udszLGu W a (Evaluation) 

~ ~ t ~ r ~ ~ ~ r ~ ~ ~ ~ ~ i ~ ~ ~ e ~ ~ d a ~ ~ n i ~ ~ ~ ~ i s n ~ ~ m ~ i ~ ~ ~ i i n i ~ d s ~ i ~ u ~ a ~ ~ c r ~ ~ n i ~  
d 44 nr2oaoudo r 1 i ~ u l s ~ o n a u ~ ~ n ~ 4 1 u a u ~ n ~ ~ ~ ~ ~ 1 ~ ~ o ~ d ~ a  ~ n ~ ~ o i n n ~ r s ~ u ~ ~ u ~ a ~ i u ~ ~ w  

Y 
d 444 2 d' 

siudou i i i j n i ~ ~ w R s ~ i ~ ~ a u o a ~ d ~ u a ~ ~ n ~ w % ~ " ~ u ~ i n ~ w ' i ~ s  ~~a~nisds: i~uwa~as%nssni r  

Tman~ri i?bnainIu~lny ~ ~ u ~ I ~ ~ ~ ~ ~ ~ u w ~ I R ~ ~ ~ I ~ ~ ~ w u R  
1 I w 

G~itnYl G U ~ I  I S ~ ~ ~ I I  (Conclusions) 

~~ub~~rui~~~atllr~~ar~uo~i~wun~sdomsmsmmn~o~daanriun~uln'n"ia 
d 44 

lDUQ?plD4 ~l?lhl d m ~ .  ~ ~ ~ ~ W { X I W I T U )  ~ ~ ~ T ( ~ ~ R ~ ~ B J $ Q ~ ~ ~ o ~ u ~ U ~ A W  
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1.2 &u.rmm (Prices) i~i.~Y&du 2 d m  ZD I ,  nmluni~~a~~n'sn"iw$u 
Cld I d 44 

oani l+ i~od . i :um 50,000-60,000ui~ /~  ( ~ J O ~ S ~ I W I W U I G I  70 ;PIX) [La: 2. ' ~ I P ~ ~ ~ ~ I W F J W D - I  

o:6indiu~~:lur in1 so?, usd~i~u"nlani lo~l juum 8.50 ~inPion'Tnni1~Boiii9~5 1 ~ 1 ~ ~ 7  DPU



7. n i ~ d ~ a i % d i ~ d ~ ~ n ~ i ~  

UWM I I P ~ W ,  ii;in(um.au) ~ ~ ~ ~ r n r A o r n r ~ i u ~ u i u ~ r ~ i ~  PTT call center 
d 94 

I * 
1365 NGV 5 1Wd~1n~~ iun : i~um4n~n1 ioan"~1~~~11L~u~a  n i l i a i a  n n i u t i i m i a  I ? U S ~ ~ I ~  

T i ~ ~ r f ? ~ t l  l 5 4 r l ~  
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1 ~ w n 1 s ~ l i n u w i i 1 ~ ~ i d ~ i ~ n i s ~ o a r i s n 1 s m a i ~ s ~ i i n i s p l ~ ~ 1 ~ e r ~ a l n a 3 ~ i 1 i ~  
w 3  d a a  

m5aonoun"o msnr qeanuliodi iu~usntn&m.alouag Inur?oinmr nuwu ~ ~ ~ I U L ~ U ~ I L J  .. # d 4 4 4 .  ' 2  i h u  ~ ~ ~ ~ ~ . ~ ~ R ~ ~ ~ I C ~ ~ L B U ~ ~ X I D I W ~ W ~ ~ L ~ ' U ~ W ~ ~ ~ I ~ I ~ S ~ I R ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ R V O ~ ~ ~ J ~ I ~ T ~ ~  

nlr  vii?5ullaaimPuy"~ 3 d u m r  ds- t~uwn~nr  s n i ~ M " ~ ~ ~ ~ ~ i ~ ~ d ' s ~ ~ i r u i ~ f ~ " n u a f i " u ~ ~ ~  
d 44 

iou~aot i i9 ls  

( m i n u )  ~,u'ulnrmiwnnir i u f u a ~ d r : : n r u l u n ~ r n ~ u ~ u n a ~ n ; n i r  4 0 ~ 1 5  n 1 1 ~ l i l 1 ~  

d 44 

% m w n i ~ n " 7 ~ r ~ u o a u ~ ~  UTGII ~ P I M .  675m (BJITIYU) %~ern isnovn iuna iu~~~$eruosn~u  
dds : o l  d dd 

hndis  hu3u zoo nu h~luntdu ~ l ~ r o a u m n r n n ~ ~ m ~ ~ ~ ' ~ ~ a ~ w ~ ~ w n ~ - r ~ w w ~ ~ i u  6 1 ~ 7 ~  
dA d d aa so nu ~ 1 4 ~ o o u a n ~ n u d o 1 ~ u f u 1 ~ 1 ~ i o u o a  Iulumnl.r~nwumunr 41142~ i so nu 

Y 

~ q d w a n i s ~ ~ n ~ ~ : ~ ~ o y a  64; 
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d 4s ' 
TRUY n ' i u w n u u ' o y n ~ 1 a ~ 1 ~ n a 1 ~ f 1 ~ ~ a n ' f l ~ ~ 4 9 n 1 ~ n " 1 ~ ~ ~ u ~ ~ ~ 1 n ~ ~  

~nrviAu'lur-6umr?6s'u~~711ddfliin: 3-4 iulnndqa do faun: 34.00 
dd pl a d 1 n ~ u 8 o d r : ~ 1 ~ w ' ~ ~ ~ 1 w i n 9 n ( ~ 1 6 a a d i ~ ~ 6 ~ 1 9 ~ ~  ~s~pnuii idu 

* 
6.3; 

i i~d  I d o ~ . n s ~ m i  sYoua: 64.00 

riigui 2 delny form:. 38.00 
i i ~ u i  3 # o H G ~ ~ B ~ ~ u W ~  r o a a ~  32.00 
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64.66 I ~ E ~ ~ ~ ~ u Y M o L ~ D u D ~ ~ z w ~ ~ ~  10,001-15,000 uin u3niqn 
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Y *  

m~m~demsmrnain, Rdr;i~uwa ling h m r n r d  i d  9 +umouo;1aa:latln~i~Am9 

~ ~ ~ ~ ~ ~ I ~ ~ ~ ~ I ~ I ~ ~ ~ ~ ~ I ~ L ~ u ~ ~ P I o s P I ~ P J u M  ~ R M .  ii6m (PJMIYU) I - M ~ I ~ ~ B H ~ ~ ~ I J R ~ I W L ~ U  

d 44 mrf;iuws~ii~mrnaiuf~~uan"L1n"i~i0u0a !lib$?umrddulih~uiu I ~ D ~ & ~ ~ ~ ~ - J ~ J & I I T I  

waI~a~a:%u"nrsd"ia%~%X~~m~aip1X~~ni$w3mn'a4 ~ ~ u n i ~ d s ~ a i i ~ i r a ~ n ~ u n ~ u n ~ s ~ i i ~ u ~ i ' u  
d 44 n i ~ w a i m u o s % n ~ s n i ~ n " ~ ~ ~ ~ u ~ a ~ ~ ~ u ~ d w  dww. bin'w (PJHIT~)  i i%~?~%~ni t r i $ i$a  

Y 9- 
~ ~ ~ l ~ l ~ ~ 1 ~ t ~ ~ ~ 1 ~ ? ~ U 1 f l L 1 ~ ~ $ r 1 ~ 1 7 3 0 ~ f 1 9 ~ 1 9 T ' f l ~ ~ ~ ~  un:: riiln'n juaihn~nuZi%'una~uf 

lw'¶Jq~b.ls"~a: 72.66 O ~ ~ ( l # ~ . l f i Y 1 1 ~ 3 h  Sehultz, Don E, (1 993: 17) dY&;ndl?~.ln~flm~-h 

A 
nuatAu~i~n:a~nwnnqz~f l~~q~ nayninirdems Smart Energy ~ i ~ i ~ n d i l ~ n t j u l d i n ~ i u  

g, 3 J d  d 4 4 Y  iulY n ~ d u o l i 1 d ~ ~ ~ ~ 1 ~ j l n ~ ~ 1 ~ d 1 ~ f l 1 ~ ~ ~  a i p ~ ~ u ~ ~ n " i ~ ~ o p d ~ a ~ ~ u  so ilin?lnqd 
d uuu d dud pr 

ntjuldinuiu~.~~ ~ B R A G G I R ~ ~ I T ~ O P ~ B ~ ~ O  n r n ~ ~ d u ~ r n s f ; ? ~ ~ e u ~ a ~ u ~ ~ ~ ~ ~ a :  28.92 Y J9 

n--nu&ilo'iupdnrdhilla; 23.97 tan: ngad~dm$oq%(hBv"~q)~dddf~ua::  23.97 % n x i  
X 

msd?ud7a~0m~iiufmr~~ndu~~1in:1iun~~dofli~&uafi"fl1~o4%89~ur rnu-~n'illnuu 

I ~ ~ ~ ~ ~ ~ ~ I ~ ~ u I ~ I x ~ ~ B J ~ ~ I M ~ I u  

ms'l$d?uds:numr ma~n (Marketing Mix) i d ~ i ~ ~ b n i ~ m r ~ l m ~ d n ~ ~ ~ u ~ ~ ; J . ~  
c r w  Y 

~ ~ ~ ~ ~ D ~ % ~ ~ ~ U ~ ~ ~ O ~ P ~ D ~ ~ ~ ~ B J ~ O ~ ~ ~ S " U O ~ ~ ~ U ~ ~ ~ H P J ~ U ~ ~ ~ L ~ U ~ ~ W " U O ~  Kotler. (1994: 98) 

a i a w d s ~ ~ u n l s ~ a l ~ ~ ~ u 1 ( l f o 9 ~ B n 1 ~ m ~ l ~ ~ ~ n a l ~ 1 ~ ~ a ~ ~ ~ ~ f d u 0  4 tiau tin 

H ~ R  fl~d (Product) %'fl598f1941'fll (Price structure) 9 ~ ~ l f l f i 1 9  CFI~IM~IU (Place or distribution) 
B 9.4 

~ 0 ~ 4 9 ~ f l l 3 d 9 ~ f l ? ~ ~ 1 3 ~ ~ 1 ~  (Promotion activities) " 1 1 9 % ( 1 1 1 ~ ~ ~ ~ 0 9 f i 3 7 ~ W " 9 ~ 0 ~ ~ " ~ 8 9 ~ ~ ~ ~ 6 1 f l  

n " 1 a ~ d u " o 1 B n n ~ n L ~ s d 0 ~ 1 ~ n 1 ~ ~ a 1 m 1 ~ 9 i a ~ d 5 : ~ % ~ ~ i ~ n 7 5 m  4 ri--~u<o 61uwa^flh~n' 
d 44 d -a 

n " i a i s u 0 a l ~ u n " i a ~ 9 ~ w n ~ w i i a ~ % ~ i ~ 5 ~ 1 ~ ~  nlnnnRaua:n"~riouoai~u~~o~w $~:OIFI Jaer 

nnilqwiun~ummimn~~i~uw8wh4~~ipi~ro jntn$sit~naYouuonoino:~qn~7urhpiry 
* w r y  

p i e n ~ 1 u ~ ~ d m r u n ~ n a 1 ~ ~ f l u ' % ~ ~ ~ 9 m ~ 1 ~ i d 1 ~ ~ ~ 1 u ~ f l i ~ 5 ) ~ 1 i ~ 1 a u 9 m ~ 9 ~ 1 ~ 1 1 ~ n i n $ 1 1 n ~ ~ ~ y i n ~  

n 1 r s ~ ~ ~ ~ ~ ~ 0 ~ ~ i r n 1 u 8 a n u i 8 u n ? l u ~ u i i ~ ~ ~ u ~ i a i l ~ n l ~ ~ ~ ! ~ m ~ a v i W d u u l 6 ~ u  
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v w  Y 4 u o n i n ~ o ~ ~ n n ~ r a r f i s ~ a i u w " s w o l o ' l n n ~ ~ ~ l ~ % ~ n ~ ~ u ~ ~ ~ ~ s i ~ u a ~ i ~ ~ i ~ u a ~ ~ ~ ~ ~  Stanton and 
d ua 9 . '  J 

futre~i. (1987: I 5 )  U O ~ ~ I ~ ~ ~ ~ ~ ~ J ~ * I T ~ O ~ O ~ D ~ J ~ ~ ~ R ~ I ~ ~ I ~ ~ ~ ~ I ~ U ~ " I I O L ~ ~ ~ L ~ ~ ~ I ~ ~ ~ ~ ~  

d $  IY 4 

l l n n n ~ ~ w " ~ v r o ~ ~ w n ~ r ~ ~ e ~ 6 d o : . ~ n ' f u o i n w ~ m ~ ~ n ~ s g u r i n n o : r i i n ~ s ~ d ~ u u ~ t i u v o ~ n  
a'A V s 

w a d s ~ % t l ~ w ~ ~ u s T n n n i ~ ~ a ' 9 1 ' 8 i i u u ~ ~ ~ u l o n ~ a o m ~ o ~ n ' f l ~ ~ u a ~ ~ u o s  Kotler (1999: 8) 
d aaa 

~ 1 5 ~ 4 l ~ ~ ~ f 1 7 5 ~ 1 1 ~ 9 1 0 9 ~ 1 ~ 1 ~ ~ 0 3 ~ ~ ~ ~ 4 ~ l % ~ ~ 1 ~ ~ 1 ~ 1 ~ 8 ~  ~ $ u T F I s ~ R ~ ~ & - I ~ & I  NGV 0% #I 

llvln, i?ut?u nmliumrl7ud7al n'io didunn dm. nm9n'riuR ~o,ooo uin &Iddud 
A ~ ~ n w % o ~ w s i ~ i ~ n ~ u ~ ~ ~ ~ x l i e r ~ ~ ~ ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ n ~ ~ ~ i ~ q ~ ~ ~ ~ ~ , ~ u ~ a u a ~  3.10 ruo.roinsinl 

mr~~i&~avii'ld~n4uwpd~a 

d 44 8 dr:nb.rudszlnnrun~i~u1a4"oust: 23.26 riumQuu74n*1aiouoa oufiulnr wir  dy'alu~u 
s, d 

n ~ ~ u ~ u w ^ n r o u p i o ~ ~ n u i w d n ~ ~ n d ~ : ~ u r ~ m i u i i u ~ i i o u o ~ u ~ ~ l ~ ~ n ] ? n ~ ~ ~ u i ~ " ~ ~ ~ ~ n  Arther 

D Little dln'iim~dnlnwuii mrd~  CSR "uwn3ioqriiuiig n"o r i i ' lnY~iinn~~uri~i~oo"o iinz 

~ m u i u ~ ~ ~ ~ ~ i o p ~ , n u ~ ~ ~ ' ~ ~ ~ ~ n i ~ ~ d ~ ~ ~ ~ ~ ~ ~ ~ l ~ d ~ d ~ ~ ~ ~ a u ~ a ~ ~ p l ' w ~ ~ ~ a ~ u i f ~ ~ n a o u  

~ D ~ ~ R U H I R I ~ S O % $ I ~ I M ~ I U ~ ~ ~ ~ '  ~~R'sia?arn aiui7m crT'1~.prss6~1: uan4-51~ luimahiu?8 
a a  J' 

~uutu:d~ormwiiudiliu~u i 1 ~ d ~ n ~ 1 u n 1 u l r ~ ~ ~ ~ i f i ~ ~ ~ 4 . u " u i 1 a ~ ~ a f i 1 ~ ~ ~ ~ ~ % ~ u ~ ~ a a  
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~ ~ U ~ Y J ~ W M Q J I  ~ O ~ I W I U  ~ ~ ~ ~ i ~ ~ i b n : a i ' d f i i ' d  ~ B ~ I T ~ I U W G ~ ~ ~ U  liaa niso'~~ons.iufiiunr 

~ d o i ~ u m s d o m r ~ ~ ~ o ~ a i 1 1 ~ i ~ ~ ~ ~ a ~ ~ 1 ~ 1 ~ ~ d ~ ~ ~ ~ ~ ~ i ~ ~ ~ ~ ~ ~ ~ ~ ~ u ~ d i ~ u i u ~ ~ a ~ ~ u * u u " 1 ~ I ~  

n j u 1 i l 1 n u 1 o ~ i ~ ~ ~ ~ n ~ ~ ~ ( ; 1 d i d l 0 ~ ~ ~ 1 1 4 f i " i ~ ~ ~ u ~ 3  v i i l n Y n o a n B n ~ ~ u i i u 3 ~ ~ ~ 0 9  in: 

wduolm (2539) 41 nny ~ ~ n m r i ~ l a ' o # o r n ~ m 1 9 f i i ~ w a i w  ozni~tl9#mlnr n u r s q ~ f l i ~ u i u n i ~  

~ n ~ ; o ~ o r n r d ~ n ~ u ~ a i ~ ~ ~ ~ w n i ~ ~ ~ ~ o d o ~ i s ~ i d n i ~ m n  n ~ s o r 6 u ~ ~ ~ u n u ? m r ~ u n ~ ~  

1 n ~ ; o d o r n s d ~ ~ ~ n 4 n n ~ ~ ~ w d o d ~ ~ i ~ 1 1 ~ : n a ~ l d 3 ~ 1  mr'luam I (Advertising) n i ~ ~ l i ~ 1 m t 1 1 4  

9" lQf i91~"~1~  (Personal Selling) ~ ~ ~ ~ ~ L P I ? U ~ I S U I U  (Sales Promotion) rIi%malw%mufl99 (Direct 

Marketing) ni~d'~:wi+uf iu i  (Public Relations) n i ~ & ~ i i ~ n ' i s ~ ~ ~ i f f ~  (Special Event) nl f  ?~fi 

lkfl~98~87 (Display) n 1 ~ 8 q d p ~ ~ ~ l { ~ e r n i n a r )  ~ I I S ~ ~ M S S ~ ~ ~ ~ I T  (Exhibition) n l % ~ ~ d l ~ d 1 9 q  

(Signage) t l l ~ C F ~ i l % d ~  (Manual) ~ l ~ ~ ~ ~ 9 ~ 5 5 l r ~ ~ ~ l ~ ~ l f l ~ t l  (In Store Retail) f l l ~ $ f  

wa'mdan'idudo (Merchandising) 115595~1; (?ackaging) II~: d ~ q ( 0 t h e r )  I ~ U ~ ; U  53Ufll3 
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d 
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