(Brand Orientation) (Non-profit
Organization)
b (Stakeholders)

(Brand Awareness), (Attitude
toward the Brand), (Brand
Credibility), (Brand Engagement)

L (Non-profit
Organization and Social Marketing)
2. (Branding)
3. (Integrated Communications)
(Non-profit

Organization and Social Marketing)

3
(Government Sector)
(Private Sector) :
(Non-profit Sector Independent Sector The Third
Sector)
(Civil Society Organization), (Nongovernment
Organization), (Voluntary Sector) (Non-profit

Organization Not-for-profit Organizations)

(
, 2546; Filter, 1975 as cited in Gies, ott, & Shafritz, 1990)



Marketing)

nonprofit...," 2005)

1990)

Anthony

Herzlinger (1980)

(Non-profit Organization and Social

(“What is a

(Wolf,



10

Kotler (1982) '
(Carry out a Social Purpose)
(Donations of
Money) (Volunteer Time)
Social
Economy Association, Private Voluntary Association,
Public Service Sector
(Public Interest Nongovernment Organization) (Philanthropic
Organization) ( , 2546)

( , 2546)

(Religious Corporations)
(Public Benefit Corporations)
(“What is a nonprofit...,"

2005)

Smith Rosenbuam (1981, as cited in Kotler & Andreasen, 1991)
(Source of Funding)

1) (Profit) 2)



(Government Revenues)
(Voluntary Donations)

Wilcox, Ault, — Agree (2003)

1) (Social Service Agencies)

) (Health Agencies)

3) (Hospitals)

4) (Religious Organizations)

5) (Welfare Agencies)
6) (Cultural Organizations)

1) (Foundations)

11



International Classification of Non

Profit Organization (ICNPO) Johns Hopkins Comparative
Nonprofit Sector 1 (
, 2546)
1) (Culture and Recreation)
3

2) P (Education and Research)



Ford Foundation, Rockefeller Foundation

3) (Health)

4) (Social Services)

5) (Environment)

13
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6) (Rural 'and Urban Development) )
7) (Legal, Advocacy and Politics)
2
(Civil Group) (Civil Society Organizations)
8) (Philanthropic Intermediaries and Volunteerism
Promotion)

(Resource Organization)

9) (International Activities)
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10) (Religion)
90.7

11) (Business and Professional

Associations) 3 (Trade)
(Vocation or Occupation)
(Professional)
(Organization Form) (Hannagan, 1992) (Donative)
(Commercial)

(Mutual)
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(Entrepreneurial)

(Red Cross)
Donative/Entrepreneurial

Kotler (1982)
(Owners) 2 (Private)
(Public)
3 (Service-type
Government Agency)
(Transfer-type Government
Agency)
(Intervention-type Government Agency)
(Mission),
(Opportunities) (Strategies)

(Marketing Disciplines)

(Kotler, 1982)
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.. 2003
1,626,000 35.6%
26.5%

. .1998 18 109.4
3.5
225.9
10.8%
(‘America’s nonprofit sector in brief," 2003, as cited in Andreasen,
Goodstein, & Wilson, 2005)

1 1

.. 2540 8,406 497 8,903
(2546)
70,000 85,000
12,000-16,000
24,000
(e.g., Bruce, 1995; Consins,
1990; Sargeant, 2001a, 2001b) (Charities)

(Donors)
(Prospect Donors)
(Long-term Relationship)
(Stakeholders)
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(e.g., Andreasen et al.,, 2005; Anthony & Herzlinger, 1980; Bruce, 1995; Cousin,
1990; Drucker, 1989; Hannagan, 1992; Kotler & Andreasen, 1991; Kotler& Levy, 1969;
Sargeant, 1999, 2001a, 2001b; Shapiro, 1973)

Drucker (1989) (Management)
(Marketing)

; (Doing good)

Kotler — Levy (1969)

1 (e.g., Kotler&Zaltman, 1971; Shapiro, 1973)

" (Causes)
(Services),
(Persons) (Ideas)

(Non-profit Organization)  International Journal
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of Nonprofit and Voluntary Sector Marketing, Marketing the Public Sector Promoting the
Causes of Public and Nonprofit Agencies, Nonprofit Management and Leadership,
Praeger Series in Public and Nonprofit Sector Marketing, Journal of Public Policy and
Marketing, Nonprofit World
(Library science)  Journal of Library Administration, Business Library Review
International, Library Journal, Canadian Library Journal

(Hospital Management)  Journal of Health Care Marketing, Health
Marketing Quarterly, Hospital Business Week, Hospital Public Relations,  Journal of
Hospital Marketing (Art history) Art History, Journal of
Canadian Art History (Higher education
management)  Journal of Marketing for Higher Education, Higher Education
Management and Policy, International Journal of Sustainability in Higher Education

(Kotler & Andreasen, 1991)

(Target Audience) (Publics)

Kotler (1982) 4
(Distinctive Characteristics of Non-profit Organization)

(Multiple Publics)
2 (Clients) (Funders)
(Resource Allocation)



(Resource Attraction)

Kotler ~ Andreasen (1991)

(Functional Relation) 4
(Input Publics), (Internal Publics),
(Intermediary Publics) (Consuming Publics)

(Input Publics)
(Donors)

) (Regulatory Organization)
(Government Agencies)

(Internal Publics)

(Management)
(Board of Directors) ,

, (Staff)

(Volunteers)

20

(Suppliers)



(Intermediary Publics)
(Promoting) (Distributing)
(Merchants)
: (Agents)

(Facilitators)

«

2

(Message)
(Marketing Service Firms)
(Advertising agencies),

(Marketing Research Firms), (Marketing

Consulting Firms)

(Clients) ,

(Activists)

(The Media)

(Publics)
2.1

(Consuming Publics)
(Outputs)
(Local Residents)

, (General Publics)



2.1
Input Publics Internal Publics Intermediary Publics
Donor publics Management Merchants
Supplier publics || Board —»| Agents
Regulatory publics Staff Facilitators
Volunteers Marketing firms

22

Consuming Publics

Clients

Local publics
Activist publics
General publics

Media publics

Kotler, P., & Andreasen, A. R. (1991). Strategic marketing for nonprofit

organizations. Englewood Cliffs, NJ: Prentice-Hall, p. 91.

I/ Kotler (1982)

(Multiple Objectives)

(Variable)

(Solely Objectives)

(Services rather than Physical Goods)

(Intangible),
(Perishahle)

(Inseparable),

(Public Scrutiny)
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4
(Individuals), (Foundations), (Corporations)
(Government) (Kotler, 1982)

(Individual Givers)

(Kotler, 1982)
(e.g., Brunei & Nelson, 2000;
Haivey, 1990; Hsu, Liang, & Tien, 2005; Jones & Posnett, 1991; Kottasz, 2004a, 2004b;
Sargeant, 1999; Schlegelmilch, Love, & Diamantopoulos, 1997a, 1997h)
(Demographic Characteristics) D

(Perceptions of Self) (Perceived
Generosity), (Perceived Financial Security),
(Importance of Religion),
(Voluntary experiences)

(Perceptions of Charity Efficiency),
(Intensity of Approaches) (Attitudes toward
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Charities) (Schlegelmilch, Love, & Diamantopoulos, 1997a, 1997D)

(Social Causes)

(Kotler, 1982)

(Altruism) 1
Kotler (1982)
9
1)
2)

(Kottasz, 20044, 2004b)
3)

(Motivations)

(Transfer)
(Transaction)

(Individual Giving Motives)

(Need for Self-esteem)
(Self-image)
(Need for Recognition from others)

(Fear of Contracting Disease)

(Sense for Immorality)
(The Habit Giver)
(Embarrassment)
(Causes)



5) (Nuisance Giver)
6) (Required to Give)
1) (Captive Givers)
8) (People-to-people Givers)

(Commonness of Man)

9) (Concern for Humanity)
(God’s Children)

Kotler (1982) (Foundations)
1) (Family Foundations)
/ (Counselor) 2)

(General Foundations)

Ford Foundation Rockefeller Foundation

25
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(Well-established)
j Johnson Foundation
, Carnegie Foundation 3)
(Corporate Foundation)

4) (Community Trusts)
(Communities), (Cities)
(Regions)
Kotler (1982) (Fundraisers)
Foundation Center
New York,  Washington, D.C.,
Chicago

The Foundation Grants Index, The Foundation Directory, The Foundation News
Fund Raising Management

(Internet)
(Proposal) 1)
(Cover Letter) (History of the Proposal)
2) (Proposal)
(Uniqueness) (Importance) 3)
(Budget) 4)
(Personnel) (Resume)

(Relationship
Marketing)

(Kotler, 1982)



(Corporations)
(Money), (Goods)
, (Service)
(Space)
(Kotler, 1982)

Kotler (1982)
(Government)

(Proposal)

(Philanthropic Organization)

(Social Change)

(Change Agent)
(Target Adopters) (Accept), (Modify),

(Abandon) , : (Kotler & Roberto, 1989)

21
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Kotler Roberto (1989)

(Ancient Greece and Rome) ,

(Debtor
Prisons),
(Social Change Campaigns)
4
Kotler (1982) , ,
: " (Educational
Efforts) (Critics) "
" (Propaganda Efforts)
(Idea Marketers)

(Propagandist),
(Agitators) : (Charismatic Leaders),

(Publicists), (Lobbyists),
(Change Agents)
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(Developing) (Disseminating)
(Message) (Communication)

Kotler (1982)

(Needs),
(Perceptions), (Preferences), (Reference Groups)
(Behavioral Patterns)

Kotler (1982) 4
(Cognitive Change),
(Action Change), (Behavioral
Change) (Value Change)

(Cognitive Change)

(Douglas,
Westley, & Chaffee, 1970, as cited in Kotler, 1982)



(Action Change)

(Kotler, 1982)

Change)

Kotler (1982)
(Mass media)
(Kotler, 1982)

Kotler (1982)
(Value Change)

(Pragmatic) (Ideological)
(Dissonant Information)

, 2547)
(Social Planner)

(Behavioral

30



3

Kotler ~ Andreasen (1991)

(Low Involvement or High Involvement)

(One-
Time or Continuing Changes)

(Individual or Group Changes)

" (Social Marketing)

“ " (Social Marketing) Kotler
Zaltman (1971)
(Social cause), (Idea) (Behavior)
(Design), (Implementation)
(Control)



(Product Planning),
(Pricing), (Communication), (Distribution)
(Marketing Research)

Kotler ( 982)

(Market Segmentation),
(Consumer Research) (Concept development)

Social Marketing Institute (2005)

(Audience Perception)
(Marketing Mix)

(Enticing Product) ; (Price)
(Cost) ;

(Place)
(Lifestyle) (Promotion)

Kotler ~ Andreasen (1991)
(Non-profit Marketing)
(Generic Marketing)
(Specific Problems)

Weinreich (1999)

32
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Online Marketing Dictionary
(2005)

Laczniak, Lusch Murphy (1979)
Fox  Kotler (1980)

(Non-profit Organization Marketing) " (Social Marketing)
Lazer  Kelly (1973)
(Marketer's Social Responsibilities)
Fox  Kotler (1980)

(Societal Marketing)
(Social Marketing)

“Social Marketing"
“Social Cause Marketing,” “Social Idea Marketing,”  “Public Issue Marketing"
(Fox & Kotler, 1980)



34

(Profit Organizations) (Non-profit
Organizations) (Kotler
& Andreasen, 1991)

Andreasen Drumwright (2000)
(Doing Good)

(Impact)

Fox  Kotler (1980)
The Marketing of Social Causes: The First Ten Years
(Social
Advertising)
(Commercial Advertising)
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(Opinion Leaders)

(Fox & Kotler, 1980)

Planning Day

, (Social Communications)
(Personal Selling)

Family
Family Planning Fair
(Fox & Kotler, 1980)
(Paradigm)
" (Social Marketing) ~ Fox  Kotler (1980)
" * " (Social

Communications)

Development)
Product)

1) (Marketing Research)
(Market Segmentations)
(Behavioral Characteristics)
2) (Product

(Existing



3) (Use of Incentives)
4) (Facilitation)
(Marketing Mix: 4Ps) (Product), (Price),
(Place) (Promotion)
(Marketing Research) (Marketing Plan)
(Marketing Strategies) (Budget Planning)

(To Market an ldea)

(Social Change)

36



Lazarsfeld Merton (1949, as cited in Kotler, 1982; Kotler &
Roberto, 1989; Kotler & Zaltmanl 971)

3
(Monopolization), (Canalization)
(Supplementation)
4
(Monopolization)
(The Absence of Counterpropaganda)
(Canalization)
, Kotler
Zaltman (1971) 1

Lazarsfeld Merton (1949, as cited in Kotler &
Roberto, 1989; Kotler, 1982; Kotler & Zaltmanl 971)

37
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(Supplementation)

(Face-to-face Communications)

.. 1952 Wiebe
" " (*Why can't you
sell brotherhood like you sell soap?”)
(Social
Causes) 1 Wiebe
4 Kate Smith Campaign (

2), Civil Defense Volunteers (
), Documentary on Juvenile delinquency (
) Kefauver Committee Campaign (

)
5
1 1) (The Force)
(Intensity)
(Predisposition) (Message)
(Stimulation of the Message)
2) (The Direction)
3) (Mechanism)
(Agency)
(Motivation) (Action)  4) (Adequacy

and Compatibility)
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(Distance)
Kate Smith
Campaign 2 Wiebe (1952)
(Force) (Patriotism)
(Direction)
(Mechanism) (Agency)
(Adequacy and
Compatibility)
(Distance)
Wiebe
Rothschild (1979)
]
1) (Situation Involvement)
2) (Enduring
Involvement)

3) (Benefits / Reinforces)



(Costs)

(Benefit/ Cost)

(Preexisting Demand)

7) (Segmentations)

(Ideas)

40



Kotler (1982)
1) (Problem Definition) 2)
(Target Market Segmentation) 4)
Analysis) 5)

41

7
(Goal Setting) 3)
(Consumer
(Influence Channel Analysis) 6)

(Marketing strategy and Tactics) 7)

(Implementation and Evaluati

(Economic),

on)

(Problem Definition)
(Background)
(Environments)
(Political), (Technology),

(Cultural) (Competitive) (Kotler & Zaltman, 1971)

(Goal Setting)

(Reasonable)

(Hope to Accomplish)

(Measurable)
(Overall Goal)

Segmentation)
(Demographic Characteristics)

(Nonsmokers)
Smokers) (Medium Smokers)
Kotler ~ Zaltman (1971)

(Benchmark)

(Target Market

(Ex-smokers) (Light
(Heavy Smokers)

(Primary Target Market) (Secondary Target Market)

(Tertiary Target Market)
Markets)

(Miscellaneous Target



(Psychological Profile)
(Behavioral Characteristics)

Analysis)

(Mass Media)

(Business Organization)

(Communities)

(Written Communication),

42

(Consumer Analysis)

(Demographic Characteristics)

(Influence Channel

(Messages)
(Public Organization)

Kotler (1982)

(Public Speaking),
(Motivating Volunteer)

(Opinion Leader)

(Marketing strategy and Tactics)



(Marketing Mix: 4Ps)

4 (product) (Price)
(Place) (Promotion)
(Product)
‘ " Kotler
Roberto (1989) 3 (Idea),
(Practice) (Tangible Object) 2.2
2.2

Belief

Idea < Attitude
Value

Act
Social Product » Practice <
Behavior

Tangible Object

Kotler, P., & Roberto, E. L. (1989). Social marketing: Strategies for changing
public behavior. New York: Free Press, p. 25.

(Idea) (Belief)
(Perception) (Fact) “

(Attitude)
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, (Value)

(Practice)
(Single Act) ,
(Behavior)
(Tangible Object)

(Core Product)

(Price) (Cost)
Kotler  Zaltman (1971)
4 (Money Costs)
(Opportunity Costs) (Energy Costs)
(Psychic Costs)
(Costs / Benefits Analysis) Wiebe (1952)
(Distance)
(Place)
(Direction)

(Adequacy and compatibility) Wiebe (1952)



(Number), (Size)
(Familiar), (Acceptable)
(Advertising),

(Publicity)

45

(Locations)

(Promotion)
(Awareness),
(Desirable)

(Personal Selling),

(Sales Promotion)

(Integrated Communications)

(Implementation and Evaluation)

(Timetable)

(High Speed of Adoption)

3)

Unit of Successful Adoption)

Consequences)

(High Incidence of Adoption)
2)

(High Continuance of Adoption)

4) (Low Cost Per

(No Major Counterproductive



(Kotler, 2003)

20

46

(Brand)

(Branding)

(Marketing)

(Production Concept)

19

(Product Concept)

3 (Selling Concept)



(Kotler, 2003)

4 (Marketing Concept)

(Kotler, 2003)

5 (Customer Concept)
(Individual Customer)

(One-to-one Marketing)

(Kotler, 2003) 6 (Societal
Marketing Concept)

(Kotler, 2003)

47
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(Branding Concept)

(Brand Era) ( , 2548)

(Brand Definition) (Brand Identity)

(Brand Equity) (Brand Building Strategy)

(Brand QOrientation in Non-profit
Organization)
Kotler (2003)
American Marketing Association (Brand)

(Name), (Term), (Sign), (Symbol), (Design)

(Churchill & Peter, 1998)
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Kapferer (1992, as cited in Kotler, 2003)

6 (Attributes)

, , (Benefits)

(Functional Benefits)

(Emotional Benefits) (Values)
(Culture)
1) (Personality) ' (Users)
Amold (1993)
(Adjectives)
(Emotional Level)
(Icon)

(D. Schultz & Barnes, 1999)

(Genuine Brand)
3 1)
(The Internalized Sum of Impressions) 2)
(A Distinctive Position in
Their Mind's Eye)  3)
(Perceived Functional and Emotional Benefits) (Knapp, 2000)



(Physical) (Socio-psychological)
(Beliefs) (Perceptions) (Simoes & Dibb, 2001)

Ogilvy (1955,
, 2548)

(Landon, n.d., as cited in “Marketing
definitions: Brand,” 2005)

(Tangibles)
(Intangibles)
Keller (2003) (Brand Hierarchy)
4 1) (Corporate or Company Brand)
(Company
Subsidiary)
General Electric, Hewlett-
Packard (Family
Brand) (Individual Brand)

Siemens (Business Unit)

50
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(Electrical Engineering) '(Electronics Business)
(Descriptive Modifier) ~ Siemens Transportation System

2) (Family Brand)
(More Than One Product Category)
(Keller, 2003) Canon
(Printer)
3) (Individual Brand)
(One Product Category)
Frito-Lay ,
12-Plus , Dove
4) (Modifier) (Specific
ltem or Model Type) (Particular Version)
(Configuration) , Low-fat  Frito-Lay
(Brand Identity)
(Brand Positioning) (Brand Personality)
D. Aaker (1996) (Brand Identity)

(A Unique Set of Brand
Associations) (Create) (Maintain)



Essence)

(Inside-out)
(Controllable)
(Nandan, 2005; Randall, 2000)

Simmons  Allen (2004)
: (Visual Identity)

(Symbols), (Colors) (Typefaces)
dentity)
(2548)
(Behavioral Identity)
Schmitt ~ Simonson (1997)
(Properties)
(Products)

(Presentations)

(Display)

(Publications)

(Value Proposition)

52

(Brand
2
(Logotype),
(Verbal
4
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(Functional Benefits),

(Emotional Benefits)
(Self-expressive Benefits) (D. Aaker,

1996)

D. Aaker (1996) 12

(Dimensions) 4 (Perspectives)
(Brand as Product), (Brand as Organization),
(Brand as Person), (Brand as Symbol) 2.3
(Brand as Product)
(Product Scope) (Product Class)
Nike  Adidas, Honda

Toyota, Swensen's (Recall)

(Product Attributes)
(Functional Benefits)

(Emotional Benefits)
(D. Aaker, 1996)  Virgin Airlines

(Quatity/Vatue)

Double A

(D. Aaker, 1996)
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2.3 4

BRAND IDENTITY

@

Brand as Brand as Brand as Brand as l
Product Organization Person Symbol

1 Product 7. Organization 9. Personality 11. Visual imagery
scope attributes 10. Brand-customer and metaphors

2. Product 8. Local vs. global relationship 12. Brand heritage

attributes
3. Quality / Value
4, Uses
5. Users
6. Country of origin

. Adapted from Aaker, D. (1996). Building strong brands. New York: Free
Press, p. 79.

(Uses)
Starbucks Coffee Houses

Malee Brand

(Heavy User), (Medium User)

(Light User)
(. Aaker, 1996)

(Users)
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Star Soccer

$ (Country of Origins)

(D. Aaker, 1996)

(Brand as Organization) 1}

(Organization Attributes)

(Intangible)
(Innovation), (Consumer Concern),
(Social Responsibility),
(Quality and Trustworthiness), (Leadership),
(Heritage)
b (Local vs.Global)
, (D. Aaker & Joachimsthaler,
2000)
(Brand as Person)
(Brand Personality)
(J. Aaker, 1997)
(Demographics)
: (Lifestyles) (Activities)
(Interests) (Opinions) (Personality
Traits)

(. Aaker, 1996)



J. Aaker (1997) (Brand Personality Scale:

BPS) 5 (Factors) 15 (Facets)
2.4

2.4

BRAND PERSONALITY

SINCERITY | | EXCITEMENT | | COMPETENCE | | SOPHISTICATION| [ RUGGEDNESS

Down-to-earth Daring Reliable Upper class Outdoorsy
Honest Spirited Intelligent Charming Tough
Wholesome Imaginative Successful

Cheerful Up-to-date

Aaker, J. L. (1997). Dimensions of brand personality. Journal of M arketing
Research, 34(3), p. 352.

(Sincerity)
(Facets) (Down-to-earth) (Traits)
(Family-oriented), (Small-town),
(Conventional), (Blue-collar), (All-
American) (Honest)
(Sincere), (Real), (Ethical), (Thoughtful),
(Caring) (Wholesome)
(Original), (Genuine),
(Ageless), (Classic), (Old-fashioned)
(Cheerful)
(Sentimental), (Friendly), (Warm), (Happy)

(. Aaker, 199)




(Excitement)
(Daring) (Trendy),
(Exciting), (Off-beat), (Flashy)
(Provocative) (Spirited) (Cool),

(Young), (Lively), (Qutgoing)

(Adventurous) (Imaginative)
(Unique), (Humorous),
(Surprising), (Artistic) (Fun)

(Up-to-date) (Independent),
(Contemporary), (Innovative) (Aggressive) ( . Aaker, 1996)
(Competence) 3
(Reliable) (Hardworking), (Secure),

(Efficient), (Trustworthy) (Careful)
(Intelligent) (Technical),

(Corporate), (Serious)

(Successful) (Leader), (Confident)

(Influential) ( . Aaker, 1996)

(Sophistication)
® (Upper Class) (Glamorous),
(Good-looking), (Pretentious), (Sophisticated)
(Charming) (Feminine), (Smooth),
(Sexy) (Gentle) ( . Aaker, 1996)
(Ruggedness)
(Outdoorsy) (Masculine), (Wester),

(Active) (Athletic) (Tough)

57



(Rugged), (Strong) (No-nonsense)
(D. Aaker, 1996)

(Brand Personality)
(Product-related-attributes)
(Utilitarian Function)
(Symbolic) (Self-
expression)
(Keller, 1993)

(Marketing Program)
(Animation Technique)

(Actors)  (Tone) (Style)
(Keller,
2003)
(Brand-customer Relationship)
(. Aaker, 1996)
. Aaker (1996)
(Brand as Symhol) (Strong Symbol)
(Brand Identity structure)
(Recognition) (Recall)
(Symbol)
3 1) (Visual Imagery)
(Memorable)
(Packaging) Coke, (Color)
Kodak, (Figure) Mercedes Benz, (Single

Employee)  Bill Gates  Microsoft, (Product Design)
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Beetle (Volkswagen)

(Remind)
2) (Metaphors)
(Meaningful)
Michael Jordan
(Performance) Nike Energizer (Energizer Bunny)
3)
(Brand Heritage) (Brand Essence)
Starbucks (The First Coffee
House) Seattle’s Pike Place Levi's
(D. Aaker, 1996)
(Brand Identity) (Brand Positioning)
Volvo
(Randall, 2000)
(Unique),
(Credible), (Sustainable) (Value)

(Sengupta, 2005)
(Unique Selling Propositions)
(Reeves, 1986, as cited in Sengupta, 2005)
D. Aaker (1996) (Brand Position)
(Value Proposition)



Sengupta (2005)

1) (Product Class)
2)
(Consumer Segmentation)
(Target Market), (Characteristic), (Needs)
(Expectations)
(Perceptual Mapping) (Dimensions)

(Two-dimensional Configurations)

(Sporttiness) (High or Low)
(Expensive or Economy) 2.5

4)

(Brand Attributes and Brand Benefits)

(Sengupta, 2005)

Thompson (2004)
(Relevance)

(Differentiate)

(Doubtful Positioning)

60

(Credibility)
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(Kotler, 2003)

2.5
SPORTTINESS
(High)
* Lamborghini
¢ Ferrari
+ Porche
* Jaguar
+ Mazda
+ Honda
EXPENSIVE ECONOMY
+ BMW
+ Cadillac
* Toyota
+ Mercedes
+ Daihatsu
(Low)

Adapted from Sequpta, . (2005). Brand positioning strategies for com petitive
advantage (2nd ed.). New Delhi, India: Tata McGraw-Hill, p. 34.

Thompson (2004) (Stretch)

(Potential Customers)



Sengupta (2005)
Pitfalls of Brand Positioning)
(Brand Awareness)

Kotler (2003)
: 1

(Sengupta, 2005)

Kotler (2003)
(Overpositioning)
(Confused Positioning)

Sengupta (2005)
(Repositioning)

(The

Underpositioning
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(dentity)

(Brand Image) Kotler (2003)
(Beliefs) (Perception)
(Character) (Personality)
(Technical Facts)
(Gardner & Levy, 1955)
(Sources)
(Herzog, 1963, as cited in Nandan, 2005) D. Aaker (1996)

(Organized)
(Meaningful Way)
2.6
2.6

BRAND IDENTITY =-eeee e ) BRAND IMAGE
Source / company focused Receiver/ target audience focused
Created by managerial activities Created by perception ofthe consumer
Encoded by “brand originator” Decoded by “brand receiver”
[dentity is sent Image is received / perceived

Adapted from Nandan, . (2005). An exploration of the brand identity-brand
image linkage: A communications perspective. Brand Management, 12(A), .
268.
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(Brand Equity)
1980 (Myers, 2003)

(Lassar, Mittal, &Sharma, 1995)

2
(Consumer-oriented Definitions)
(Company-oriented Definitions) (Wood, 2000)

Marketing Science Institute (n.d., as cited in Keller, 2003)

(Associations)
(Behaviors) (Brand's customers),
(Channel Members) (Parent Corporation)

(Brand Name)

Srivastava ~ Shocker (n.d., as
cited in Keller, 2003)

(Brand strength) (Brand Value)
(Associations) (Behaviors)
(Financial Outcome)
Farquhar (1990) (Added
Value) (Product) Churchill Peter (1998)
(Organization) Michell, King

Reast (2001, as cited in Bendixen, Bukasa, & Abratt, 2004)
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(Overall Brand Image)

(Brand Associations) ?
. Aaker (1991)
(Assets and Liabilities)
(Brand’s name) (Symbol) (Add) (Subtract)
(Value) /

Knapp (2000)
(Totality of The Brand’s Perception)

(Relative Quality of Products and Services), (Financial

Performance), (Customer Loyalty), (Satisfaction)
(Overall Esteem)
(Consumers), (Customers), (Employees)
(Stakeholders)
(Investor),
(Manufacturer), (Retailer) (Customer)
(Financial Motivation) (Brand Name)

(Cobb-Walgren, Ruble, & Donthu, 1995)



Feldwick (1996)
3 1) (Brand
Valuation or Brand Value)
(Separable Asset) (Balance Sheet)
2) (Brand strength)

(Level of Attachment)
(Brand Loyalty)  3)

(Brand Description) (Associations) (Beliefs)
(Brand Value)
(Asset) (Value) (Business Transaction)

(Brand Description)
(Brand strength)
(Consumer Brand Equity)

(Brand Equity
Chain) 2.7 (Brand Identity)
(Brand Image)
(Marketing Mix)
(Needs and Wants)
(Brand Description)
(Brand Strength) (Brand
Loyalty) (Future Cash Flows)
(Brand Value)

Farquhar (1990)

(Firm’s Perspective)
(Incremental Cash Flow)
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2.1

y

BRAND DESCRIPTION BRAND STRENGTH BRAND VALUE

Wood, L. (2000). Brands and brand equity: Definition and management.

Management Decision, 38(9), P. 663.

(Unbranded Products)

(Market Share)

(Premium Pricing)

(Promotional expense)
(Farquhar, 1990)

(D. Aaker, 1996; Churchill & Peter,
1998; Farquhar, 1990; Keller, 2003; Wood, 2000)



Brand)

(Farquhar, 1990)

Keller (2003)

68

(Trade’s Perspective)
(Brand Leverage) :

(Gibson, 1988, as cited in Farquhar, 1990)
(Private

(Consumer’s Perspective)
(Attitude Strength)

(Fazio, 1986, as cited in Farquhar, 1990)
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1) (Brand Identity)
(Who Are
You?) (Category Identification)
(Needs Satisfied)
(Brand Salience) (Brand Awareness)
(Recognition)
(Recall)
(Keller, 2003)
2) (Brand Meaning)
(What Are You?)
(Brand Performance) (Brand Imagery)
(Brand Performance)
(Functional Needs)
(Attributes) (Benefits)
(1) (Primary Ingredients and Supplementary
Features) (2) (Reliability)
(Durability) (Serviceability) (3) ,

(Service Effectiveness, Efficiency, and Empathy) (4)
(Style) (Design) (5) (Price) (Garvin, 2000, as cited in Keller, 2003)



10

2.8

4. Relationship

What about you and me?

Resonance )
3. Response
What about you?
Judgment Feelings ,
2. Meaning
Performanc Imagery What are you?
I

1. Identity
Salience
Who are you?

Keller, K. L. (2003). strategic brand management building, measuring, and
managing brand equity {2nd ed.). NJ: Prentice-Hall, p. 76.

(Brand Imagery)
(Psychological or Social

Needs) (1) (User Profiles) (2)
(Purchase and Usage Situations) (3) (Personality)
(Values)  (4) (History) : (Heritage)
(Experience) (Keller, 2003)
3) (Brand Responses)
(What About You?)
(Brand Judgments)

(Brand Feeling)

(Brand Judgments)



I

(1) (Brand Quality)
(2) (Brand Credibility)
3 §1
(Expertise) (Competent), (Innovative)
(Market Leader) (Trustworthiness)
(Likability) (Fun),
(Interesting) (Worth

Spending Time With Brand)

(3) (Brand Consideration)

(4) (Brand Superiority)

(Brand Image)
(Unique) (Keller,
2003)

(Brand Feeling)
(Emotional Responses)
(Marketing Program)
(Mild) (Intense)
(Positive) (Negative)
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Kahle, Poulos Sikhdial (1988, as cited in Keller, 2003)
(Brand-building Feelings) 6

(Warmth)
(Peacefulness) (2) (Fun)
(Amused) (Lighthearted) (Playful) (Cheerful)
(Excitement) (Energized)
(Being Alive) (Cool)
(4) (Security)
(5) (Social Approval)
(Self-respect)
4) (Brand Relationships)

Keller (2003)

(Brand Loyalty)
(What about You and Me?)

(Brand Resonance) (Intensity) (Depth)
4 (1)
(Behavioral Loyalty)
(2) (Attitudinal Attachment)
3)
(Sense of Community)
(4) (Active Engagement)

(Keller, 2003)
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Knapp (2000) 5
D.R.EAM. (Differentiation)
(Clutter)
(Brymer, 2004) (Relevance)
(Associations)
(Esteem)
(Sources) ,
(Tools)
(D. Schultz & Barnes, 1999)
(Awareness)
(Create Visible)
(Top-of-Mind) (. Aaker & Joachimsthaler,
2000) (Mind’s Eye)

(Brymer, 2004)

4 (4-D Branding)
Creative Juice\G1 4 1) (Discovery) 2)
(Disruption) 3) (Disparity)  4)
(Determine) ( , 2548)



1) (Discovery)
(Market), (Competitors),
(Corporate)
(Market)

(Marketing Environment)
(Opportunities)
2
(Uncontrollable Factors)

: (Economics)

: (Social)

(Technology)
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(Consumer),

(Threats) (Kotler, 2003)
(Macro-environment)
(Politics)

(Kotler & Armstrong, 2004)

Factors)
(Market Size)

, (Market Share)

(Macro-environment)
(Controllable

: (Market Trend)

(Degree of Competition)
(" , 2548)



(Competitors)
(Brand Equity) (Perceived
Quality) (Value and Pricing) (Brand ldentity)
(Brand Image)
(Channel and Trade Acceptance)
(Brand Preference and Brand Loyalty)
(Reputation and Goodwill)

(Brand Essence)

( ,

2548)

(Consumer)

D. Aaker  Joachimsthaler (2000)
(Consumer Insight)

(Sweet Spot)
(Customer's Self-Concept) 1 (Values and
Beliefs) (Activities)
(Interesting)

(Possessions)

2.9

? (Corporate)
(Organization Structure)

(Brand Managers) 1

5
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(Democratic style of Management), (Fewer Management
Levels) (Hankinson, 1999)

2.9

Possessions

Sweet

Spot
Activities Values
and Interests and Beliefs

Adapted from Aaker, . A., & Joachimsthaler, E. (2000). 8rand leadership.
London: Simon & Schuster, p. 265.

2) (Disruption)
(Brand ldea)
(Against the Convention) Dru (1992,
2548) (Disruption)
(Boldly)
1 1
3) (Disparity) (Brand Idea)

(Contact Points)



(Mass Communications)
(Integrated Marketing Communications) . Schultz (1993)

4) (Determine)
4 (4D Branding)
(Brand Idea)

(Contact Points)

(Attitude) (Behavior)
(Sales Volume) (Market Share)
( , 2548)
(Pressures)
(Barriers) (Internal) (External) D. Aaker
(1996) 8
2.10 1
1) (Pressure to Compete on Price)
(Suppliers)
(Private-

label Brand or House Brand)

"



2.10

8. Short-Term

Pressure

1. Pressure to

Compete on Price

7. Pressure to Invest

Elsewhere

Building

Brands

6. Bias against

Innovation

W

2. Proliferation of

Competitors

18

3. Fragmenting

Market & Media

5. Bias toward
Changing

Strategies

4. Complex Brand
Strategies &

Relationships

Aaker, . A (1996). Building strong brands. New York: Free Press, p. 27.

Television),

(Event Marketing),

(Proliferation of Competitors)

(Fragmenting Marketand Media)

(Interactive

(Internet), (Direct Marketing),

(Sponsorship)



(Overlap)

4)
Strategies & Relationships)
(Sub Brands),
(Ingredient Brands),
(Corporate Brands)

79

(D. Aaker, 1996)

(Complex Brand

(Brand Extensions),
(Endorser Brands)

(Brands) (Sub Brands)
(D. Aaker, 1996)

(Execution)

Marlboro, Volvo

(Bias toward Changing Strategies)

/

(Bias against Innovation)
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7) (Pressure to Invest Elsewhere)

(. Aaker, 1996)

8) (Short-term Pressure)
(For-profit
Organization)
(Brand
Orientation)

(Non-profit Organization)

(Brand Name)
(Brand Hierarchy) Keller
(2003)
(Corporate Brand)
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(Corporate Brand) (Product

Brand)
(Consumers)
(Stakeholders)
(Vision), (Organization Culture),
(Corporate Image)
(Hatch & M. Schultz, 2003)
10 (Brands)

(Brand Management)

(e.g., D. Aaker, 1991; . Aaker & Joachimsthaler,
2000; Hankinson & Cowking, 1997; Keller, 2003; Randall, 2000)

(Charities)
(Bruce, 1995; Chiagouris, 2005; Consins, 1990; Sargeant, 2001a, 2001h)
(Brands)
(Branding Techniques) (Tapp, 1996, as cited in
Hankinson, 2001a, 2001b)
100 (Red Cross) (Hankinson, 2004)

(Marketing Ideas)
30 (e.g., Kotler & Levy, 1969; Kotler & Zaltman 1971; Shapiro,
1973)

(Donor Modeling Studies) (e.g., Hsu, Liang, & Tien,



2005; Kottasz, 2004a, 2004b) (Relationship Marketing) (e.g.,
Bruce, 1995; Sargeant, 2001a, 2001 ) (Marketing
Orientation) (e.g., Andreasen et al., 2005; Kotler & Andreasen, 1991)

(Hankinson, 2001a)

(Brand)
(Chiagouris, 2005) Robert-Wray (1994, as cited in Hankinson, 2001a, 2001b)

Hankinson (2000, as cited in Hankinson, 2001a, 2001b)

(Hankinson, 2000, as cited in
Hankinson, 2001a, 2001h) (Internal
Stakeholders) (Grounds & Harkness, 1998, as
cited in Hankinson, 2001a)
(Richie, Swami, & Weinberg, 1999, as cited in
Hankinson, 2001a) (Sargeant, 1999, as cited in
Hankinson, 2001a)

(“Branding in the...," 2005)
Hankinson (2001a, 2001b, 2002, 2004)
(Charity Brand Status) (Name)



(Logo) (Value)

(Meaning) (Stakeholders)
(Brand) (Perceptions)
(Experiences) , ,
2
(The Functional) (What the Brand Does?)
(The Symbolic) (What the Brand
Represents?) (Brand Personality)

(The Essence of the Brand) (Hankinson, 2001a)

(Brand Orientation)
(The Extent to Which the Organization Regards Itself as a Brand)

(Brand Orientation Organization)

(Hankinson, 2001b)
(Continuum)
(Dichotomous) (Presence)
(Absence) (Hankinson, 2001a)

Hankinson (2001a)
(Levels of Brand Orientation in Organization)
(Brand
Orientation Construct) 3 (Antecedent),
(Brand Orientation) (Consequence)
211

(Antecedent)

83
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4 1) (Personal
Vision) 2) (Relevant Educational
and Job Experience with brands) 3) (A Supportive

Organizational Culture)  4)
(Environmental Factors that may Influence Organizational Objectives) (Hankinson,

20018)
2.11
Antecedent Brand Orientation »  Consequences
Personal vision Understanding the Developing a
brand strong brand
Relevant
educational and Communicating the Successful
job experience brand fulfilment of
_ ; organizational
Supportive Using the brand as
o : objectives
organizational strategic resource
culture - Inclusive employee
Managing the
; \ culture
Environment brand deliberately
factors and actively

Adapted from Hankinson, P. (2001a). Brand orientation in the charity sector: A
framework for discussion and research. international Journal of Nonprofit and
Voluntary Sector Marketing, 6(3), pp. 236, 238.

y (Personal Vision)

(Developing and
Implementing New Ideas) (Commitment)
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(Willingness)

(Charity Organizations)
(Charity Brand)
(Fundraising Director),
(Communication Director) (Brand Director)

(Brand Orientation Organization)
(Hankinson, 2001a)

(Relevant Educational and
Job Experience with brands) Hankinson Cowking (1997)
(Brand Managers)
(Management)

(Brand Orientation Organization)
(Hankinson, 2001a)

(A Supportive Organizational Culture)

(New Ideas)
(Hankinson, 2001a)
(Supportive Organizational Culture) (Brand
Knowledge) (Training)
(Brand Orientation Organization)
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(Cautious Organization Culture)

(Environmental Factors)

(Chiagouris, 2005)

(Accountable)

(“Branding in the...,
2005)

(Brand Orientation)
(Hankinson, 2001a)

(Brand Orientation)

(Brand
Orientation Construct) (Brand Orientation)
4 (Independent
and Conceptually Distinct Dimensions)
(General Factors) (Flankinson, 2001a)
1) (Understanding the Brand) 2)
(Communicating the Brand) 3) (Using the Brand as a

Strategic Resource) 4
(Managing the Brand Actively and Deliberately)

(Understanding the Brand)

(Charity Managers)

(Hankinson, 2001b)



(Brand Personality)
' 1 (Stakeholders) (Value)

(Functional Attributes)
(Charity Cause) (Symbolic Values)
(Hankinson, 2001a)

(Communicating the Brand)
(Complex Message)
(Reputation) (Personality)
(Tapp, 1996, as cited in Hankinson, 2001a, 2001h)
(Robert-Wray, 1994, as cited in Hankinson,
200183, 2001h)

(Press),
(Volunteers), (Donars), (Paid staff), (Trustees),
(Politicians) (Members of the Publics) (Hankinson, 2001h)
(Saxton, 1994, as cited in Hankinson, 2001b)
(Visual) :
(Website) (Scripted) ,
: (Mission Statement)
(Specific) (Realistic)

(Chiagouris, 2005)
(Behavioral)

87
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(Charity Cause) (Symbolic Values)
(Caring), (Responsible), (Authoritative)
(Effective) (Hankinson, 2001a, 2001h)

(Hankinson, 2002)

(Using the Brand as a strategic Resource)

(What the Brand is?),
(Its Cause), (What It
Represents?) (Values)

Topps (1996, as cited in “Branding in the...,” 2005)
(Brand Values)

(Trust), (Rationality), (Sympathy)
Burnett  Gabriel (2000) (Charity
Brand Values)
4
(Emotive Altruism) (Caring), (Passion),
(Sympathetic) (Efficiency)
(Uses Assets Wisely),
(Professional), (Can Get Things Done)
(Trust) (Reliable)
(Honest) (Modernity)
(Energetic), (Innovative), (Progressive)

(Knowledge about the Charity Organizations)



Hankinson (2002)

(Cause-related Marketing)

(Lobby)

(Hankinson, 2001a, 2001b, 2002)

89

(Managing the Brand

Actively and Deliberately)

(Hankinson, 2001a) 1
(Hankinson, 2001b)
(Consequence)
(Consequence)
1) (The Development of a
Strong Brand) 2) (Successful
Fulfilment of Organization Objectives)  3) (Inclusive

Employee Culture)
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(The Developmentofa Strong Brand)
(Beliefs) (Values)

(Brand-oriented Charities)
(Hankinson, 2001a)

(Successful Fulfillment of

Organization Objectives)

(Level of Brand Orientation)
(Hankinson, 2001a)

(Inclusive Employee Culture)

(Level of Brand Orientation)

(Staff Meeting), !
(Training), (Seminar) (Road Shows)

(External Consumers or

Stakeholders)
(Tangible)
(Functional Attributes) (Intangible)
(Symbolic Values)
(Charity

Brand) (Red Cross) (Functional)
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(Symbolic Values)
(Neutrality),
(Impartiality), (Humanity), (Independence),
(Voluntary Service), (Unity), (Universality)
(Hankinson, 2004)

(Direct Mail), (Print Ads),
(Television Ads), (Web Pages), (E-Mails)
(Billboards) (Recognize)
(Natural Disaster)
(Hurricanes),

(Webster, 2002)
(External Branding) (Internal
Branding)

(Internal Branding)
(Internal Consumers or Stakeholders) (Employees)
(Understanding)
(Allen, 2000, as cited in Hankinson,
2004) (Actions) (Behaviors) (Hankinson, 2004)
Thompson, De Chernatony, Arganbright, Khan (1999, as cited in
Hankinson, 2004) (Brand
Commitment)
(Educate)
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(Webster, 2002)

Hankinson (2004) (Fundamental Components)
4 1)
(Functional Component)

(Charity Purpose), (Mission)

(Positioning) ,

, 2) (Symbolic

Component) (What the Organization Stands
for) (Values), (Beliefs), (Pledges)

(Fundamental Principles)

3) (Behavioral Component)
(Managerial Practice)

(Expected Behaviors)

(Engaged)
4) (Experiential Component)
(Experiences), (Feel), (Ethos), (Spirit)

(Working Environment)

(Hankinson, 2004) 4 (Internal Branding)

2.12

(Internal Brand)

(Internal Brand Management)



(Hankinson, 2004)

2.12

Charity Purpose

Functional component:

Managerial practice

Behavioral component:

(Re-branding)

Symbolic component:

Charity values

CHARITY
BRAND

Experiential
components:
“Feel” of the working

environment

93

Hankinson, P. (2004). The internal brand in leading UK charities. The Journal of

Productand Brand Management, 13(2/3), P. 90.

(Internal Branding)

(Internal



Branding) (External Branding)
(Hankinson, 2004)

Webster (2002) (Tips)

(Appoint Someone to be in
Charge of the Brand) (Development Director)
(Communications Director)
(The Brand Traffic Cop)

(Brand Message) (Brand Image)
(Define the Brand) (Mission),
(Program) (Values) (Brand Image)

(Who do You Help?)
(Sync)

(Relationship)

(Check out the Competition)

(Make Sure Your Marketing and Communications Plans Support and Reinforce
The Brand) (Brand Equity) (Loyalty)

94

(Put the Brand in

the Driver's Seat)



Haigh  Gilbert (2005) f (Economic
Impacts) 2
(Demand Side)
(Greater Financial and Emotional Commitment)

1 1

s (Cross-sell)
(Cost Side)
(Overall Costs)
(Recruitment Costs)

(Retention Costs)
(Lower Prices and Better Terms)

(Strong Brand)

(Stakeholders)

(“Branding in the...,” 2005)

(Brand Credibility)

95



(Brand Credibility)

96

! (Brand Credibility)

(Consumer Choice)

(
Louvier, 2002)

Brand Credibility) (Erdem, ait, &
(Uncertain)

(Asymmetric Information)
(Product Positions) (Characteristic)
(Credibility) (Erdem & Swait, 2004)
Erdem Swait (2004) (Brand
Credibility) (Believability)
(Consistency)

(Promises)

(Credibility Concept)

(Keller, 2003)

(Sender or Source Credibility)

2003; Maathuis, Rodenburg, & Sikkel, 2004)

Keller (2003)
3
(Expertise)
(Experience) (Maathuis étal., 2004)
(Competency) (Innov
(Market Leader) (Keller, 2003)
(Trustworthiness or Reliability)

(Corporate Credibility) (Keller,

(Brand Credibility)

(Knowledge), (SKill),

ativeness)

(Honest)

: (Ethics), (Believability)
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(G. Belch & M. Belch, 2004; Maathuis et al., 2004) (Willingness)
(Delivery) (Erdem et al., 2002)
(Keller, 2003)
(Likability) (Attractiveness),
(Prestige), (Interesting), (Dynamic)

(Worth Spending Time with
Brand) (Keller, 2003)

(Credibility)
(Strong Brand)
(Brand Orientation)

(Integrated Communications)

(Stakeholders) (Sirgy, 1998)

(Integration)

(Marketing Communications), (Public
Relations), (Corporate Identity Management)
(A Legion of Concepts)
(Integrated Marketing Communications),
(Integrated Marketing), (Integrated
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Communications), (Integrated Corporate
Communications) (Cornelissen, 2000) /)
(New Public Relations), (New Advertising),
(Qrchestration),
(Seamless Communications) (Hume, 1991, as cited in G. Belch &

M. Belch, 2004; Gronstedt, 1996)

(Integrated Marketing Communications)

! 1

(Internal Communications)
(External Communications)
(Stakeholders) (Integrated
Communications)
(Communication Effectiveness)

1980
(Promotional Tools)
(Integrated Marketing
Communications: IMC) (Coordinating)
(Promotional Elements) (Marketing
Activities)
(Advertising Agencies)
(Public Relations), (Sales Promotion),

(Direct Marketing)



(IMC Agencies)
(One-Stop Shopping) (G. Belch &M Belch, 2004)

(IMC)

. Schultz (1993) IMC

American Association of Advertising Agencies (4As) (n.d., as cited
in G. Belch & M. Belch, 2004)
4As IMC

Shimp (2000)
5 (Affect Behavior)

(Awareness)
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, (Pre-Behavioral)

(Start with
Customer or Prospect)

(Qutside-in)
(Contact Points)

(Use Any and All Forms
of Contacts)

(Shimp, 2000)

(Consistent Message) Shimp (2000)

(Achieve Synergy)

(One Voice or Single Voice)

Duncan (2005) (Message)

Sirgy (1998)
(Campaign Continuity) (Strategic Orientation)
(Messages)
(Media) (Marketing Communications
Tools) (Interrelated)

(Physical Continuity)
(Psychological
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Continuity)

(Strategic Company Goals)
(Extraordinarily)
(Ego- and Award-driven Creativity)

Shimp (2000)
(Building Relationships)

5  (Duncan,

2005)
(Word-

of-mouth)

| 2544)

Kitchen . Schultz (1999)
(Stages in IMC Development) 4

(Tactical Coordination of Marketing Communications)
(Cross-functional)

(Redefining the Scope of Marketing

Communications)

(Application of Information
Technology)
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(Segments)
! (Customer Data)
(Customer Knowledge) (Kitchen & D. Schultz, 1999)

(Financial and Strategic Integration)
(Return-

on-investment or ROI Perspective)

2.13
2.13
Stages
Financial and
4th Strategic Integration

ﬁ Application of

3rd Information Technology
ﬁ Redefining the Scope of
2nd Marketing Communications
ﬁ Tactical Coordination of
1st Marketing Communications

'71'34'1: Adapted From Kitchen, P. J., & Schultz, D. E. (1999). A multi-country comparison
of the drive of IMC. Journal of Advertising Research. 39(1), p. 34.

Duncan Caywood (1996)
(Levels of IMC) 7
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(Awareness of the Need for Integration)

(IMC Concepts)
(Image
Integration)
(Consistency)

(Functional Integration)

(Marketing Goals)

(Coordinated Integration)
(Personal Selling)
(Advertising), (Public Relations), (Sales Promotion),
(Direct Marketing)
(Interpersonal)
(Impersonal)
(Duncan & Caywood, 1996)

(Consumer-based Integration)
(Marketing Strategy)
(Needs and Wants)
(Consumer Insight)

(Contact Points)

(Stakeholder-based Integration)
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(Employees), (Suppliers), (Distributor),
(Shareholders), (Community), (Government Agencies)

(Relationship

Management Integration)

(Marketing Strategies)
(Manufacturing Strategies),
(Engineering Strategies), (Financial Strategies),
(Human Resource Strategies), (Accounting
Strategies)
(Duncan & Caywood, 1996)

(Levels of IMC)
Duncan Caywood (1996)

(Integrated Communication)

(IMC)

(Public Relations)

(Marketing Function)
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(Customer Publics)
(Management Function) (L. Grunig, J.
Grunig, & Dozier, 2002)

(Term)  “ " (Integrated Communications: IC)
“ " (IMC) (e.g., Duncan & Caywood, 1996;
Gronstedt, 1996; Kitchen & D. Schultz, 1999)

(Stakeholders) (Internal
Communications) (External Communications)

(J. Grunig, & L Grunig, 1998)  Ehling, White  J. Grunig (1998, as cited
in Miller & Rose, 1994)

Kotler ~ Mindak (1987, as cited in Hutton, 1996)

5 (Forms) 2.14 ’
Kotler Mindak

" (What Proportion of the Marketing Tasks
Confronting the Organization is Communication Related?) ¢
" (What Proportion of the

Organization's Communication Tasks is Marketing Related?)
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(Separate but Equal Model)
(Communication Issues)

2.14 (a)
(Public Utilities)

(Corporate Communications), (Public Relations)
(Public Affairs)
(Community Relations), (Government Relations), (Media
Relations)
(Overlapping Model)
(Marketing Issues) (Moderate
Proportion)
2.14 (b)
(Sales Force)
(Corporate Public Relations) (Corporate Identity
Program) (Corporate Advertising)
(Qverlapping)

(Marketing Public Relations: MPR)
(Harris, 1993)
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2.14

Mkt Com Mkt Com Mkt Com Mkt Com Mkt Com

(@]
<
<

@)
<
@)
<

Mktg PR

_
=

(@) ©) (A (6
Hutton, J. G. (1996). Integrated marketing communications and the evolution of
marketing thought. Journal of Business Research, 37(3), p. 159.

(Marketing
Dominant Model) 2.14 (c)
(Consumer Products)
(Multibrands)
(Product Publicity), (Crisis
Communication), (Sponsorship), (Special Events)

(Public Relations
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Dominant Model) 2.14 ()
(Non-profit Organizations) (Professional Services)

1 1 1

(Softer Sell Tactics)

(Marketing =
Public Relations Model)
2.14 (e)
Hunter (1997, as cited in Wightman, 1999) 5
(Hunter’s Five-Staged Model) 2.15 ,
1) (Coordination) (Cooperation)
(Public Relations) (Marketing) 2)
3) (Marketing Communications)
(Public Relations Department) (Communications Department)
3
(Internal Communications) (Horizontal
Communications) (Vertical Communications)

Hunter (1997, as
cited in Wightman, 1999) (Internal
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Communications) (Human Resource
Department) 2
(External Communications) ' (Corporate
Communications) (Publics)
(Investor Relations) (Government Relations) 1

(Stakeholders) ,
(Marketing Communications)

(Advertising) (Direct Marketing)
(Publicity)
2.15 5 Hunter
CEO
Department Human Relations Communications Marketing Department
X Y
Internal Communications Corporate Communications Marketing Communications
— Investor Relations —— Advertising
—— Public Affairs — Direct Marketing
—— Government Affairs —— Product Publicity
— efc. — efc.

Wightman, B. (1999). Integrated communications: Organization and educations.
Public Relations Quarterly, 47(2), p. 21.4

4) (Communications) (Marketing)

(Communications Function)
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(Relationship Marketing)

(Total Quality Management: TQM)

Gronstedt (1996)
(Media
Relations), (Investor Relations), (Marketing
Communications), (Employee Communications)
(TQM) 8  Gronstedt (1996)
(Who is in Charge?) “ " (Who Belongs to What Department?)

" (Integration Process)
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1) (Individual and Interpersonal Level)
(Recruitment)

' (Training)
(Job
Rotation)
2) (Departmental and Inter-departmental Level)
(Teamwork)
(Process Documentation) ~ Flowchart, Organization Map
(Open Communication) (Communication Professionals)

(E-mail)
' (VDO Conference)
(Open Door policies)
(Pelsmacker, Geuens, & Bergh, 2001)
(Stakeholders)
(Shared Research)

3) (Corporate and Inter-business Units Level)

(Council Meeting)
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(Corporate
Communication Staff)
(Mediation and Consultation)
(Infrastructure to Communicate with Employees) , Satellite TV Network,
(E-mail) (Customer)

(External Stakeholders)

(Corporate Vision and Planning Process)

Gronstedt (1996) (Integrated

communications)

(The Organization Various Publics) (Markets)

(Two-way Symmetrical Model)

(Relationship Marketing)
(Stakeholders) :

1 1 ! !

(IMC)

(Marketing Communications
Tools)
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(Internal Communications) (External

Communications)

A
(Two-way Communications)
(Vision), (Strategies) (Goals) (Argenti, 2003)
(Employees), (Families of Employees),
(Trade Unions) (Shareholders) (Pelsmacker et
al.,, 2001)
1)
(Morale) (Goodwill)
2)
(Staff Promotions) 3)
(Compensation) (Benefits) 4)
(Company), (Product &

Service), (Ethics), (Culture),

(External Environment) 5)
(Productive) (Quality QOriented) 6)
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(Argenti, 2003)

(Vertical Communications) (Horizontal Communications)

(Top-down Communications)

A, (Bottom-up Communications)

(Argenti, 2003; Hamel, 1996)

(Departmental Level)

(Interdepartmental Level) (Gronstedt,
1996)

Seitel (2004) (Employee

Communications Strategies) 5
(Survey Employee’s Attitudes Regularly)

(Be Consistent)
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(Personalize
Communications)

(Face-to-face) (Seitel, 2004) (Be
Candid)

(Skeptical)

(Be Innovative)

(Electronic Media)
(Online Communications)
(E-Mail or Voice Mail),
(Online Newsletter), (Intranet), (Internal Video)

(Print Publications)

(Activities)

(Town Hall Meeting), (Training
Program), (Suggestion Box),
(Face-to-face Supervisory Communications),
(Pelsmacker et al., 2001; Seitel, 2004)
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(External Publics)
(G. Belch & M. Belch,

2004) 2 (Corporate
Communications) (Marketing Communications)
(Corporate Communications) (Organize)
(Control) (Communications Activity)

(External Stakeholders)
(Consistent Communications)
(Objectives), (Corporate
|dentity) (Corporate Image)
(Publics)
(Communities) (Investors) (Media)
(Government) (Argenti, 2003; Pelsmacker et al., 2001)

, (Community Relations)

(Good
Citizen) (G. Belch & M. Belch, 2004)
(Investor Relations)
(Individual Investor) (Institutional Investor)
(Duncan, 2005)
(Financial Information)
(Future Plans)

(Annual Report) (G. Belch & M. Belch, 2004)
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, ? (Media Relations)

(Press
Releases), (Press Conference), (Interview)
(Press Tour) (G. Belch & M. Belch, 2004)
(Government Relations)

(Argenti, 2003)

(Marketing Communications)
(Marketing Objectives) (Consumer
Publics) (Planned Message)

(Integrated Marketing Communications)
(Duncan, 2005)

(Advertising),
(Sales Promotion), (Public Relations),
(Personal Selling) (Direct Marketing)
(Interactive/Intemet Marketing)
(G. Belch & M. Belch, 2004)
(Advertising) (Nonpersonal
Communications) (Organization) (Product)

(Service) (Idea) (Sponsor) (Paid Form)
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(Duncan, 2005)

(Brand Image)

(Symbolic
Appeal) (G. Belch & M. Belch, 2004)  Kreh (1970, as cited ~ Sargeant,1999)
(Celebrity)
(Direct Marketing)

(Response) |
(Transaction)

(Direct Mail), (Mail Order Catalogs),
(Database Management), (Direct Selling),
(Telemarketing), (Direct Response Advertising)
Robert  Bendixen (1988) (Cost

Effectiveness)

(Interactive/Internet Marketing)

(Real Time) , CD-ROMs,
(Interactive Television) (G. Belch & M. Belch, 2004)

(Website)
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” (Sales Promation)
(Short-term) (Duncan, 2005)
, (Extra Value) 2
(Consumer-oriented Sales Promotion)
(Coupon) (Sampling) (Premium)
(Discount or Rebate) (Point-of-Purchase)
(Sweepstakes)
(Trade-oriented Sales Promotion)

(G. Belch & M. Belch, 2004)

(Public Relations)

(Pelsmackeretal., 2001)

(Marketing Public Relations: MPR) (Harris, 1993; Pelsmacker,
et al,, 2001)
(Publicity) (Press Conference)

(Personal Selling)

(Duncan, 2005)
(Fundraiser)
(Channels for Donating Money) Hsu, Liang,  Tien (2005)
Taipei
50.7
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Duncan (2005)

(Experiential Contact) (Marketing Event),
(Sponsorship), (Customer Service)

(Marketing Event)

(Brand
Experience) (Engage) (Memorable)
(Emotional) (Celebrations), (Concert),
(Competition) Jeep (Jeep Camp)
3 1)
(Create) 2) (Participate)  3)
(Sponsor)
(Business-to-business)
(Trade Show) (Particular
Industry) (Vendors and Suppliers)
(Duncan, 2005)
(Shimp,
2005)
$ ) (Sponsorship)
(Financial Support) (Organization) (Person) (Activities)
Nike Tiger
Woods
(Media Programs), (Sport Team), (Cultural

Organization), (Good Causes) (Duncan, 2005)
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A (Customer Service)

(Two-way
Communications) (Feedback)
1)

(Employee Performance)
2) (Customer Service Department)
3) ,
(Technical Support)
4) (Facilities,

Operations, and Arrangement)

(Extended Hours)
(Play Area for Children) (Signage)
(Duncan, 2005)

(Brand Engagement)

(Response Process)
(G.
Belch & M. Belch, 2004)

(Berio,
1960)

(Advertising Effectiveness)
2 (Barry, 1987) (Sales-
oriented School)
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(Communication-oriented School)
(Hierarchy of Effects)
Wolfe, Brown, ~ Thompson (1962, as cited in Barry, 1987)

(Selling Force) (Marketing

Factors) (Sales)
(Models)
(Company), (Product), (Service), (Brand)
(Purchase) (Adoption)
(G. Belch & M. Belch, 2004)
(Traditional Response Hierarchy Models) 4 AIDA Model,

Hierarchy of Effects Model, Innovation Adoption Model, Information Processing
Model 2.16

Lewis (1900, as cited in Barry, 1987)
4 AIDA Model
(Attention)
(Interest)

(Desire)
(Action)



2.16
Stages AIDA
model
Cognitive Attention
stage
Affective Interest
stage
Desire
Behavioral
stage
Action

Models
Hierarchy of
effects model

Awareness

Knowledge
Liking
Preference
Conviction

Purchase

Innovation
adoption model

Awareness
Interest

Evaluation
Trial

Adoption

123

Information
processing model
Presentation
Attention
Comprehension
Yielding

Retention

Behavioral

Belch, G. E., & Belch M. A. (2004). Advertising and promotion: An integrated

marketing communications perspective (6th ed.). New York: McGraw-Hill,

0. 147.

Lavidge

(Purchased)

(Knowledge

(Liking)

Steiner (1961)

(Unawareness)
(Awareness)

(Disinterested)

Hierarchy of Effects Model

(Potential Consumers)
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(Preference) (Conviction)
(Purchase)
Lavidge  Steiner (1961) Hierarchy of Effects
Model Unawareness
Purchase 1

Innovation Adoption Model

(The Diffusion of Innovations) ~ Roger (1962, as cited in Kotler & Keller, 2006)

(Awareness) (Interest)

(Evaluation)
(Trial)

(Adoption)
(Reject)

Information Processing Model
McGuire (1978, as cited in G. Belch & M. Belch, 2004)
(Receivers) (Persuasive
Communication Situation) (Information Processor)
(Problem Solver)

(Presentation) (Attention)

(Comprehension)
(Yielding)  G. Belch M. Belch (2004) (Liking)



(Retention)

(Provide)
(Purchase Decision)
(Behavioral)

(Cognitive Stage)
(Learn)
(Attribute)
(Characteristics) (Benefits)
(Affective stage)
(Feel)
(Conative stage)
(Do) (Lavidge & Steiner, 1961)

(Cognitive-—-» Affective-—-» Conative Sequence of
Response or A Learn-—--) Feel---) Do Sequence)
(G. Belch & M. Belch, 2004)

Ray (1974, as cited in Barry, 1987)
(Information Processing)

3 Learning Model, Dissonance/attribution model, Low-
involvement model
(Product Involvement) (Purchase Process
Involvement) (Perceived Product Differentiation)

2.17



2.17

Ray (1974)
Topical Involvement
High Low
(Learning model) (Low-involvement model)

Cognitive

Cognitive
High Affective
Conative

Perceived

product (Dissonance/attribution Conative
differentiation model)
Conative
Low Affective

Affective
Cognitive

Belch, E. G., & Belch A. M. (2004). Advertising and promotion: An integrated
marketing communications perspective (6'[h ed.). New York: McGraW-HiII,
p. 150.

Learning Model

(Learn---» Feel---) Do Sequence)
(Active Learning)
(Highly Involve in Purchase



Process) (High Product Involvement)

! (G. Belch & M. Belch, 2004)

Dissonance/attribution model

(Behavior) (Feeling)
(Attitude)
(Do----) Feel-——) Leamn Sequence)
(Alternatives)
(Complex) (Hidden or Unknown
Attributes) (Nonmedia
Source)
(Rejected
Alternatives) (Postpurchase

Dissonance or Anxiety)

(Selective Learning)

(Supportive Information)
(G. Belch & M. Belch, 2004)

Low-involvement model

(Learn-----) D0 - ) Feel Sequence)

(Random Information Catching rather than Active Information Seeking)

127
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(Nonmessage Elements) (Music),
(Characters), (Symbol), (Slogan), (Jingles)
(Message Content)

(G. Belch & M. Belch, 2004)

?
(Cash), (Goods), (Volunteer Service),
(Purchasing Merchandise) (Hsu, Liang, & Tien, 2005)
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