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1Don E. Schultzal, Intergrated Marketing Communications: The New

Marketing Paradigm (Lincolnwood lllinois: NTC Business Book, 1993), p. 17.

‘L3 29NN, ASLLATAYEAINIIARAIINIIAANA (NFIVNWHIIUAT: LTI

o

ANBWRIUN a1TR, 2540), 14, 3.

g

“Uszrhing qunalaias, N138941IN1IARATNALNS (NFNNNUIUAS:

d9 9

o o

UTHNTBAgLAd1 A11TR (NUN1) 2544), W, 25-27.
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ANWIUZIAW 7] 2B9N9RRANINIIAAIAULILYIUINTG (Integrated  Marketing
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“Thomas L. Harris, “Integrated Marketing Public Relations,” in The Handbook

of Stratic Public Relations & Integrated Communications, edited by Clarke L. Caywood

(New York: R.R. Donnelly & Sons Company, 1997), p. 91.
“HaWus 1a1medAn, IMC in Action (NFIMWHMNUAT: 1FHW Titlth weey anrin,

2545), 1. 4.



15
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(Single Segment) AMNAAIATIN (Total Market) NagNELIMNNZAMTLLTINNRIWIAENUAY
A o o o =&, o ) = v = P ) -
Hninennsanfinasssnaaiadouinen uazlddounannianiseaianilegn Fand1 nagns
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o 9
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16
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®Jerome E. McCarthy and William D. Perreault, Jr., Basic Marketing

(Homewood, lllinois: Richard D. Irwin Inc., 1984), p. 807.

e

"undml a7, N1199AN1INIRUATUNITAAA (NFUNWNMUAT: T99NNA

k1l

INAINIUNUINENAE, 2543), 1. 23-129.
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“anat AIRINANA, N1ILEUIINIIAANA NAYNTUALYNGID (NFINNNUIUAT:

NWNINENRUTTINAART, 2541), W, 445.

9 o a o

unimil QRqMAN3, N129AN1INNIAUATNNNIAATA, UW. 285-292.

a

“apatd A1539ANA, N19LEU1IN9AAR, W. 449-451

”Philip Kotler, Marketing Management: Analysis, Planning and Control

(London: Prentice Hall International, 1980), p. 660.

a

“unini nHqians, N199ANNINTAUAINNIFATA, . 175.
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