Marketing Communications)

, 2542)

(Airlines)

11

12

DHL

3

(Airline and Low-cost Airline)
(Service Marketing)

(Integrated

(Perception)

(Atituce)

(PassengerAirline)

(Freight Airline)
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21

2.2

31

3.2

11

(Combined Airline)

, 2547)
2
(State Air Carriers)
(Private Air Carriers)
2
(Scheduled Airline)
2

@

@

(Non-scheduled Airline)

3 @)



@ S

( , 2542)
Wells (1994)
n
1 (General Management)
2. (Fnance and Property)
3. (Information Services)
4, (Hurman Resource)

5. (Corporate Communications)

12



13

6. fheanaunULATHENA (Economic Planning) v luns9 U LUATAILAN
1Ia4esina RauansEnUFaanIUNIHNAAT§IA9983ANT TaBn19MINT934E

mammgmﬂﬁiﬁamﬂﬁ:mna mﬂuLmumammjﬁqﬁu?ﬁ'm:'lﬁ?u

- Y A 4
7. thangwine (Legal) ivihfilunisguaFaafisafiungumieiaun 1w ns
HesfasFunAr@amevieAduluumaunusng JedenguaneredeIAnsazaes
- v relee v = o o -
fipoudumiusnanuidmihinafghguaneiun)unaie @esenis

afuauluunangd

8. thenisuwng (Medical) Tiwiilunmsguaganinesyaains Jeunanenisiu
arhifidheiingluesdng uiarliaoumeuranieuenidudguaiiean

sz lunisdanisdauiiag

9. thefjiidinrsnsiiu (Flight Operations) Hintini lunsimiuuleuny
nszuunig uasinatialumslfuRninisiu nsdpniaiiu $ounennTNnTg
eusesinnuifesdesiunsUfianienisiu iy minnuseuiuun

a - -1 - e - ooy e o -
wieadiu uananiidredufnisnasdudeiiminlumsingunasgunisiv
- } 3 e~ W o --: - .J -i' i : - -
uarmaiinsWaesedesiudanmuanonslilasasdnsifeademisluseiugia

LATTEALIUIUNTR

10. dheRAanssuuazdantings (Engineering and Maintenance) fiwilunnIgue
- .-ll - - e L3 B 1 g - -
Fnwarediurenddnlfaunsoliiinisdlaearsidssarulasais mada

- :u L a d’ - - Lrar
uazidetield uanantifiifiesinmunasgiuteasiasiueesFEn Wlifuns

Fusaqannantiuinedie

11. ghensaana (Marketing) fminlunisguasnunissiuunuuarulonenienig
Aanm arnnsoutaiuununtesfgn LHRNTIBLATLTNNT WNUNINUHLNNTING

LHUNONUELNNTLENNS WHUNLTMNINITARNA Leunlsimoun s



(2547)

(Direct or Through Flight)

11 (Non-stop Flight)

1.2 (Stop Flight)

(Connecting Flight)

(On-line Connection)

(Interline Connection)

(Stopover)

14
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3
( , 2547)
(First Class)
(Business Class)
(Economy Class)
(2542) 3

(Normal Fare)
IATA (International Air
Transport Association) PAT

(Passenger Air Tariff) 1

(Unrestricted Fare)



Flight)

Airport)

16

: (Discounted or Excursion Fare)

IATA (International Air Transport Association)

PAT (Passenger Air Tariff)

(Restricted Fare)

(Special Fare)

(Fare Sheet)

, 2547)

(Traditional/Conventional Airline)
(Full-fare) (Domestic
(International Flight)
(Primary/Regional
(Thai Airways International)

(Singapore Airline)



(Secondary Airport)

(Retirement)

Air)

(Nok Air)

Thai Airways)

(Southwest Airline)

" 2547)

(2547)

17

(Boutique Airline)

(Phuket

(Bangkok Airways)

(Low-cost/Low-fare Airline)

(Thai Air Asia) (Orient
1971
2003 (Thai Air Asia)
(--)

(“Low-cost Airlines



1. Nofrills Airine

2. Budget Airline

3. Low-cost Airline

2.1 Schneiderbauer Fainsilber (2002)

3
21 (Business Model of Low
Cost Airline)

Simple Product Low Operating
(*No Frills") Costs

Low Cost

Airlines

Positioning

: Schneiderbauer, D. and Fainsilber, 0. (2002). Impact of Low Cost Airline

(Summary of Mercer Study), Mercer Management Consulting, p. 3.

18



(Simple Product)
ooy 2547)

(VIP_ Room)

(Single Class)

19

("Low-cost Airline

(Turnaround Time)



(2547)

800
189

to-point traffric)

(Spoke)

737
. . 2509

130

20

27

737

737-

60
A320 180 54

A320 22

)
(Short-haul and point-

(No connecting flight)

(Hub)

, 2547)



?x

Njm o tirtr.*

21

(Secondary Airport)

(Heathrow Airport)
(Stansted Airport)

(Hahn)
120 RN

Bas-Rin Strashourg
2545

65 Strashourg
, 2547)

(Positioning)

(Aggressive Marketing)

(Non-business Passenger)
(Leisure Traffic Passenger)
(Price-
conscious Business Passenger)
(Short-haul Point-
to-point traffic with high frequencies)

(Secondary Airport)
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(Market Segmentation)

22
2.2 (Airline Customer Segmentation)
-usi Qual ty-Conscious
Mon-business Passengers Busness Passengers A
|\I£etW0rk Gamers
Short Rouies Lcv-Cost Airines €g0na irtines
Charters
Network Carriers
Long Rouies Alllar%ﬁg %%arders

: Schneiderbauer, D. and Fainsilber, 0. (2002). Impact of Low Cost Airline
(Summary of Mercer Study), Mercer Management Consulting, . 17.

(Low Operating Cost)

(Secondary Airport)
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(VIp Room)

Mason (2002) (Survey Research)
(Attitude)
?
( )
(Advantage of Low-cost Airline)
. / (Price/Value for Money)
(Primary/Regional Airport Convenience)
. (Easy of Use)
. (Lever Against Traditional Airlines)
. (Better Choice)
(Disadvantage of Low~cost Airline)
. (Schedule Network)
. (Ticket Restrictions)
. (Not Local Airport)

(Routes)
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(Punctuality/Reliability)

(Lack of Business Class)

(Connecting Flight)

(General Lack of Quality)

Mason (2002)
(Travel Managers)
(Travelers)

Schneiderbauer  Fainsilber (2002)
(Quality-canscious Passenger)
(Tradlitional Airling) (Price-conscious
Passenger)
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(Senvice Marketing)

(Service)

(Lovelock & Wright,
2002

Gronroos (1990)

(1960, cited in Gronroos, 1990)

Kotler (1994, cited in Rust, Zahorik and Keiningham, 1996)



26

(Service
Characteristics) (Product)
(e.g., Gronroos, 1990; Rust, Zahorik & Keiningham,

1996; Lovelock & Wright, 2002) ?
10

1 (Intangibility)

(Physical Evidence)

(Inseparability)

3 A ( Variability/
Heterogeneity 1



27

(Perishability)

: (Role of
Consumer in the Production and Delivery)

(Ownership)

: (Core value
produced in buyer-seller interactions)

(Consumption simultaneous
process)
(Process or Activity)
(Thing)

(Evaluation Difficulty)



10. & (Important of time)

Thomas (1978, cited in Gronroos, 1990)

28

2

(Primary Equipment-based) 3 (@)

(Automated Service)

@
(Service which monitored by
unskilled operators) 3)
(Service which monitored by skilled
personnel) 2
(Primary People-based) 3 @)

(Unskilled Labor) 2

(Skilled Labor) (3

(Professional
Staff)
Gronroos (1990) 2
(Type of service) 2
(1) (Professional Services)

(2 (Other Services)



(Type of customers)
2 @ (Individuals) @
(Organizations)

Lovelock Wright (2002)

7
1 m
(Degree of Tangibility and Intangibility of Service Processes)
1
2.3
2.3
Hah
Sat .
Soit Drinks  »
VCR o
Temnis Racquet
NewCar o
Mede-to-Measure Clothing  ©
Fumiture Rertal
E Fast-Food Restaurant
Plumbing Repair
Lawn Care
e Ol Change on Car
e House Cleaning
e Airine Highnt
Teaching
Investment Management
Low Intangible Elements High

- Lovelock ,c. and Wright, L. (2002) Principle of Service Marketing and Management
(2rded.), NJ: Prentice Hall, p. 11.

29



30

2 (Direct Recipient of Service Process)

3 (Place and Time of Service Delivery)

«

(Customization versus Standardization)

2
5. (Nature of the Relationship with Customer)
6. (Extent to which Demand and Supply are

in Balance)



Season)®

Lovelock (1983)

21

Extent to Which Supply
is Constrained

Peak Demand Can Usually Be Viet
without a Major Delay

1;)* Demand Regularly Exceeds
Capacity

31

(High

21

Extent Of Demand Fluctuations over Time

Wide
1
electricity
Manual yas
telephone
hospital maternity unit
police and lire emergencies
4
accounting and tax preparation
passenger transportation
noteis and motels

lestauiants
theaters

Narrow

2

insurance

legs' services

bank My

laundry and dry cleaning

3

suivites blindai tu those 2 Out
which have insufficient capacity for
their hase level ot husiness

: Lovelock C.H. (1983). Classifying Services to Gain strategic Marketing Insights.

Journal of Marketing. 47(3), p. 17.

7. it

(Extent to which Facilities, Equipment, and People are Part ofthe Service)

(2002) Lovelock

(Service System)

Wirtz (2004)

Lovelock

Wright
3
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(Service Operation System) (Service Delivery

System) (Service Marketing System)
1 (Service Operation System) 1)
(Technical Core) (Back
Stage ) @
(Contact Personnel) (Front Stage)
3 (Physical
Support) (Front Stage)
2. fl (Service Delivery System)
(Where)
(when) (Flow)
3 ( Service marketing System )
2

(Service Operation System)

(Service Delivery System) 2

(Other Contact Poaints)

( 2.4)

(Other Contact Points)

(Service Delivery System) (Service

Operation System)
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24 (The Service Marketing System)

Service Delivery System other Contact Points

Service Operations System Advertising

Other

Customers 9 Sales Calls

'“te”F’r & i Market Research
Exterior Surveys
Facilities
Billing /Statements
Technical Miscellaneous Mail,
Core Phone Calls, Faxes, etc.
I Random Exposures to
Service Facilities / Vehicles
People Chance Encounters
-} with Service Personnel
Customers 25
B_acl_<s_tage Front Stage B3 Word of Mouth
(invisible) (visible) &

Lovelock ,C. and Wirtz, J. (2004) Service Marketing People. Technology and
Strategy (5thed.), NJ: Prentice Hall, p. 48.

Lovelock Wright (2002)
8 (8 Ps)

L (Product Element)

(Core Product) Payne (1993,
, 2544) (The
Total Offering)
(The Total

Service Product) 4



1)

2)

3

4)

(Surprise)

(Core Product)
(

2.5)

(The Core or Generic Product)

(The Basic Service Product)

(The Expected Product)

(The Augmented Product)

(The Potential Product)

(Exceed Expectation)

(Satisfaction)

Lovelock Wright (2002)
9

34
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25

Payment |

7 o

Billing (\

[
WIS e NG \\
N

/ /! \
/ { \ Y .'\.

. ( )
Exceptions \_ / Hosp

\

\

p—

Safekeeping

Lovelock £. and Wright, L (2002) Principle cf Service Marketing and Management
(2rdled.), NJ: Prentice Hall, p. 143,

1) A (Information)

2) (Consultation)

3) (Order Taking)

4) $ (Hospitality)

5) (Safekeeping)
6) (Billing)

1) (Payment)

8) (Exceptions)
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2 } , (Place, Cyberspace and Time)

2 @ (Location)
@
(Channels) (Direct
sales) (Agent or Broker) (Sellers and Buyers
Agents) (Internet)
(Cyberspace)
(Download)
(Marketplace)
(Marketspace)
3 (Process)
(Process)

(Service Operation System)



(Service Delivery System) Lovelock Wright
(2002)
@ (People Processing)
n @
(Possession Processing)
©)
(Mental Stimulus Processing)
@ (Information Processing)
4, (Productivity and Quiality)

(Service Quality)

5. (People)

Lovelock Wright (2002)

1)

3
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(Front Stage)
(Backstage)
2)
6. (Promaotion and Education)
Lovelock Wright (2002)

(Promotion Mix) (Marketing
Communications Mix) (Personal
Communications) (Advertising) (Sales Promotion)

(Publicity/Public Relations) (Instructional Materials)
(Corporate Design)
(Education) Lovelock

Wright (2002)



7 (Physical Evidence)
(Visual) (Tangible)
2
8 ; (Price and Other User Outlays)
jr
(Fixed Cost)

(Survival) (Profit Maximization) (Sales
Maximization) (Prestige) (Return on
Investment: ROI) @

(Cost-based Pricing)
(Mark-up)
(Competitive-based Pricing)

(Market Leader)
©)

@

(Value - based Pricing)

39



(Relationship Pricing)

(Service Quality)

Parasuraman, Zeithaml Berry (1988, cited in Lovelock and Wright, 2002)

Rust

Martin (1995,

Oliver (1994)

40

2.6



2.6 (The Component of Service Quality)

Service Delivery

Service Product

Rust, RT. and Oliver, RL. (1994). Service Quality. Sage: California, p. 11.

3
1) (Service Product)
2) (Service Environment)
2

. (Internal Environment)

. (External Environment)
3) (Service Delivery)
Parasuraman (1985, 1988)

SERVQUAL 5

41
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1 [ (Reliability)
2. (Tangibles)
3 (Responsiveness)
!
4, (Assurance) !
5. (Empathy)

(The Service Quality Management Program)  Gronroos (1986, cited in

Gronroos, 1990) 6 @

(Service Concept Development)

@
(Customer Expectations Management)
©)
(Service Outcome Management)
4
(Internal Marketing)

Rust, Zahorik Keiningham (1996)

©)



43

(Physical Environment Management)

(6) (Consumer
Participation Management)
(2547)
5

1 (Computer Reservation Systems)
2. (Frequency

Fyer)

(Royal Orchid Plus) (World

Perk)

3 (Alliances)

(Star Alliance)

15



Communications)

Sirgy (1998)

(Hub)

(Code Sharing)

(Integrated Marketing Communications)

(Integrated Marketing

44
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Duncan Moriarty (1998,cited in Belch & Belch, 2004)

Clow Baack (2004)

Shimp
(2000) :

Duncan (2005)

(American Association of Advertising

Agencies)

(Belch & Belch, 2004)

(One Voice Marketing Communications) (Nowak

& Phelps, 1994 cited in Anantachart, 2001)



46

(Database Marketing) (One-

onh-one)
1
Shimp (2000) 5
1 (Affect behavior)
2 * (Start with the
customer or prospect)
(Demographics) (Geographic)
(Psychographics)

3. * (Use all forms of contacts)



(Achieve Synergy)

4
(Building Relationship)
1
Duncan Moriarty (1997)
10
(Relationship Management)
(Brand relationships)
(Stakeholder Focus)

(Stakeholders)

4



Corporate Mission)

?

(Brand relationships)

(Maintaining strategic Consistency)
Brand Contact

(Generate Purposeful Dialogue)

(Market the

(Zero-based Planning)

(Brand Relationships)

(Cross-functional Planning)

(Core Competencies)

48



9 (Database Management)

(Brand Relationships)
10. ! (Integrated Agency)
(One voice)
Duncan (2005)
6
(Business to Consumer: B2C) (Business to
Business: B2B)

1 (Identifying Target Audiences)

2

(Segmentation) (Targeting)

Duncan (2005) 7

(Current Customers)

(Prospect) , 27

49



2.1

Steps in Segmenting and Targeting

AHspnir.i.

6. Target prospect I
most likely to resp. !

5. Evaluate prospect segments

4. Use profiles of profitable CUSIOMEIS {0 locate pfOSp@C[

segments

3 Tar%et these segments to increase retention and customer
growt

2. Create profiles of these segments

dentify the most-profitable current customers

: Duncan, Tom (2005). Principle of Advertising and IMC (2rded.). New York;
McGraw-Hill, p. 214.

) (Most-profitable
Customer)

2) (Customer Profiles)

3)

4) (Prospect
Segments)



0 2
2 SWOT (SWOTSs Analysis)
(Internal Analysis) (Strengths)
(Weakness) (External
Analysis) (Opportunities) (Threats)
1 1 2.8
2.8 SWOT
External

Opportunities: Internal Threats:

Marketplace Strengths: A brand's Marketplace

conditions that are competitive advantages conditions that are

favorable for a unfavorable for a

brand Weaknesses: A brand's brand

competitive disadvantages

: Duncan, Tom (2005). Principle of Advertising and IMC (2rded.). New York:
McGraw-Hill, p. 174,

3 (Determining
Marketing Communications Objective)
(Communications Objective)
(Marketing Objective)



5

4 (Developing Strategies and Tactics)

1) (Selecting the Marketing
Communication and Media Mixes)

(Awareness)

«

2) (Selecting the Creative Idea)

(Teaser Advertising)

3) (Selling the Strategy with a strong
Rationale)

M TH

5 (Setting Budget)



1) (Percent-of-Sales Budgeting)

2) (Objective-and-Task
Budgeting)
(Zero-based Planning) ,
3) (Share-of-Voice)
6 (Evaluating Effectiveness)
(Market Testing)
(Campaign Effectiveness) (The Role of Feedback)
Belch & Belch (2004)
( 29)
Duncan (2005) 7
(Review of Marketing Plan) b2
(Analysis of Promotional Program Situation)
(Analysis of Communications Process) (Budget Determination)
2 (Integrate and Implement Marketing
Communications Strategies) 2

(Monitor, Evaluate, and Control Integrated Marketing
Communications Program)

53



2.9 ,

Review o marketing plan J

Analysts of promotional program situation

r

Analysis of commun/i\cations process
nr —

Budget determination

TT
1 i an*
A gt - e < Develop kltograted marketing communication* program
f T V f l V
; Interactive® ; i
Advertising Direct Internet Sales PRi'publidty Personal
marketing Mmarketing prom(/)\uon selling
" T A=< L .
? f s t1 r I
" Direct- e 131 L Personal-
Advertising ; Internet : PR/publicity -
Kot marketin ; romotion ; seffin
objectives objectiveg Omt;ajrrléelt\llrgg %bjective* objectives objecti\ges
1 { ------------- . [FA—
Ia 1 1a
T T , 2 V t V
. Direct- Interactive Sales . Personal-
Advertising marketin internet . PR/pubiidty ;
g : romotion selling
Strategy strategy rg?l’rakteetg”}]/g pstrategy SIrategy Strategy
| [ m a
[ﬁ T IIIlIr! * ! ? 1
Advertising DIrkt-maiketing  Interactiver 'Intermet  Sales promotion  PRIpubGe rdations Safesmessa%e
message and messa?e end message and message and messa?e and strate([;y an
media strategy media strategy media Strategy media strategy media strategy sales tactics
3ftd tactics and tattks and tactics and tactics And tactics
T f f » f »

Integrate and implement marketing communkattow Strategies

Monitor, evaluate, and control integrated marketing comrmjrucations program

1 .

: Belch, GE. and Belch, MAA. (2004) Advertising and Promotion : An Integrated
Marketing Communications Perspective. (6hed.). New York: McGraw-Hill, p. 26.



Belch Belch (2004)

Promotional Mix)

Belch (2004)

2.10

Communications | |
Personal
Seliing

Telemarketing -

Customer
Service

Customer.
Training

Word of Mouth
(other customers)

Ao

(

Advertlsin*

Broadcast

Print

Internet

Outdoor

Direct Mail

J

2.10)

mmm
mgSttfikSSl

Sampling

Coupons

Discounts

Sign-up
Rebates

Gifts

Prize
Promotions

Lovelock

55

(The Tools for IMC)
(The
1 1

Wright (2002) Belch

: Lovelock ,c. and Wright, L. (2002) Principle of Service Marketing and Management

(2rded.), NJ: Prentice Hall, p. 199.

(Personal Communications)

(Personal Selling)



(Customer Service) (Word-of-mouth)
1) (Personal Selling)
(Relationship Marketing) (Cross
Selling)
Shimp
(2000)
2) (Customer Service)

3 $ (Word-of-mouth Communications)

56



5

' (Advertising) ?

(Non-personal Communication)

Shimp (2002) 5 (1)
(Informing)
(2) (Persuading)
(Primary Demand)
(Secondary
Demand) (3)
(Reminding)
@)
' (Adding Value) 3
(Innovating) (Improving
Quality) (Altering Consumer Perceptions)
(5) (Assisting other Company
Efforts)

(Sales Promotion)

2 1 (Customer-oriented Sales
Promotion)
(Free Offers) (Samples) (Demonstration)
(Coupons) (Cash Refunds) 2
(Trade-oriented Sales Promotion) (Free Goods)

(Discounts ) (Advertising Allowances)



58

(Distribution Contests) (Awards)

Lovelock Wright (2002)

5 Q)
@
©)
1 1
(4)
®)
(Publicity/Public Relations)
(Publications) (Events)
(Exhibitions)
/ ' (Interactive/lnternet Marketing)

(Real Time)



o9

(Direct Marketing) Lovelock  Wright (2002)

(Direct
Mail) (Mail Orcler) ,
(Direct Responses Advertising) (Direct Sales)
(Telemarketing)
(Corporate Design)

(Uniform)

(Instrumentai Materials)

Websites CD-Rom

Duncan (2005)
(Packaging)
(Event and Sponsorship) Service)



Organizational Structure)

Percy (1997)

(Vertical

(Organizational Culture)

?

60



(Niche Marketing)
(Micro Marketing)

(2545)

(3

)

(Mass Marketing)



(Tangible Goods)

Lovelock  Wright (2002)

(2544)

(Outside in)

(Identity)
(Synergy)

62



(Perception)

(Perception)

(Perception)

Assael (1998)

Moven  Minor (1998)

Amould, Price Zinkhan (2002)

(2002)

Schiffman  Kanuk (2004)

63

Solomon



(Sensory) 5

Assael (1998), Solomon (2002), Schiffman Kanuk (2004)

(Perceptual Process)

3
(Perceptual Selection) (Perceptual Organization)
(Perceptual Interpretation) 211
L (Perceptual Selection)
(Exposure) (Attention”
)

(Expectations)

(Familiarity), (Previous Experience)

(Precondlition)

64



niu

@ (Motives)

V  2n (Perceptual Process)
Sele|5tion s Exposure

T .

Attention

Organization o
: - Categorization
Interpretation ssesests Inference

: Assael, H. (1998). Consumer Behavior and Marketing Action. (6thed.). Cincinnati,
OH: South-Western College Publishing, p.218.

Schiffman Kanuk (2004) ?



2)

(Selective Exposure) !

(Selective Attention)

2 (Perceptual Defense)

f (Perceptual Blocking)

(Zapping)

Solomon (2002)
2 {

66



2 (Perceptual Organization)
Kanuk (2004
Gestalt Psychology 3
(Figure and Ground) (Figure)
(Ground)
@
(Grouping)
) (Closure)
3 (Perceptual Interpretation)
Hawkins, Best
(2002)
Solomon (2002)
2

(Perceptual Inference)

1)

(Perceptual Categorization)

(Perceptual Categorization)

(Level) *

6/

Schiffman

@

Coney



(Association)
(Packaging), (Brand Logo) (Brand Name)
2) (Perceptual Inference)
2 1
Schiffman  Kanuk (2004)
(Perceived Price) (Perceived Quality)
(Perceived Risk)

(Perceived Price)

(Perceived Price)

(Perceived Quality)

Assael (1998)

68

(Reference Price or

Standard Price)
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(Frame of Reference)
(Expected Price Range)
(Acceptable Price Range)
(Reservation Price)
(Lowest Price Range)
212
2.12
Lowest
Acceptable Reference Reservation
Price Price Pr'@
. ------ Q N L mm——
2006 400B 6006
Acceptable Price Range
Or b . . = . . 700B

Expected Price Range

: Assael, H. (1998). Consumer Behavior and Marketing Action. (6thed.). Cincinnati,
OH: South-Western College Publishing, p.236.

(Perceived Quality)

Schiffman Kanuk (2004)

(Perceived Quality of Products)

(Intrinsic Cues)



70

(Extrinsic Cues)

(Country-of-origin)
(Perceived Quality of
Services)
' ' 1
Parasuraman (1985 & 1988)
SERVQUAL
5 (Reliability) (Tangibles)
(Responsiveness) (Assurance) (Empathy)
Gronroos (1990)
(Total Perceived Quality)
2 @ (Expected Quality)
2 (Experienced Quality)
2.13 (Total
Perceived Quality) (Expected Quality)

(Experienced Quality)
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2.13

_ S Byt
ﬁpcc(«:d \<ﬁ1! Ie rul\(d ()u 1|n\ / k \P‘”"”“d
w\/ TRy N Quality

Image

* Market Communication
* Image

¢ Word-of-Mouth
e Customer Needs

Functional

Quality:

How

: Gronroos, C. (1990). Service Management and Marketing. MC: Lexington, p.41.

Gotlieb Sarel (cited in Assael, 1995)
(Source Trustworthiness) (Source Credibility)

Rao Monroe (1989)

(Product Characteristics)

(Low Involvement)



Hawkins

(Perceived Risk)

Minor (1998)

1

2)

3

4)

5

6)

(Perceived Risk)

(2001)

(Financial Risk)

(Performance Risk)

(Physical Risk)

(Psychological Risk)

(Sacial Risk)

(Time Risk)

(Opportunity Loss Risk)

72

Moven



(Attitude)

Assael (1998)

Hawkins (2001)

Moven Minor (1998)

Schiffman Kanuk (2004)

Arnould (2002)

73



14

Schiffman  Kanuk (2004) 4
1
(The Attitude Object)
(Attitude Object)
2

(Attitudes are a Learn

Predisposition)

(Word-of-mouth

Communication)



(Attitucles have Consistency)

Situation)

(Family Influences)

75

(Attitudes Occur within a

Asseal (1998)
4



Memory)
Solomon, 2002)

76

(Peer Group Influences)

(Information and Experience)

(Personality)

(Long-term
Katz (1960, cited in
(Function of Attitude) 4

(Utilitarian Function)
(Reward) (Punishment)

(Value-expressive Function)

(Self-concept)



3. (Ego-defensive Function)

(Deodorant)

(2546)

4, (Knowledge Function)

3 (The Tripartite View)

(The Unidimensionai View) 2

3 (The Tripartite View)

(Assael, 1998; Schiffman & Kanuk, 2004; Hawkins et al.,

2001)
3 (Cognitive

Component) (Affective Component)

U



18

(Behavioral/Conative Component)
2.14

2.14 3 (The Tripartite View of
Attitude)

ANFAN
NV
A la NOANTTN
Cognition Conation

o —

: Shiftman, L G.,& Kanuk, L. L. (2004). Consumer behavior (6ned.). NJ: Prentice-Hall,

p 278.
1 (Cognitive Component)
(Brand Beliefs)
(Slogan)
!
Assael (1998)
(Product Attributes) (Product

Benefits)

2. I (Affective Component)

(Brand Evaluation) P



!
(Poor) (Excellent)

3. (Behavioral/Conative Component)

(Intention to Buy)

Assael (1998)

(Schiffman & Kanuk, 2004)

(The Unidimensional View)

I (Affective Component)
(Solomon, 2002; Lutz, 1991)
(Cognitive Component)
(Behavioral/Conative Component)

2.15

79
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2.15 (The Unidimensional
View)
Behe's . Avriitude Intentions . BehaviO"
(Cognation) B8 (A“ GCZ) ;Conation) " ;Ccnat.cn)
. Lutz, RJ. (1991). The role of attitude theory in marketing. In HH. Hassarjan &T.
Robertson (Eds.), Perspectives in consumer behavior (4hed.) Englewood Cliffs,
NJ: Prentice Hall, p. 320.
Hierarchies of Effects  Solomon (2002) 2.16
3
2.16 (Hierarchy of Effects)

Standard Learning Hierarchy
@ - < Adect ‘ Behavior

Low Invovement Herarchy
. /‘\\
Beliefs ‘ Behavior ‘ /A“’l‘ect >

Exgerenta’ Hierarchy

@ =1 Behavior = @)

: Solomon,MR. (2002) Consumer behavior 5 th ed.(International Edition). New
Jersey: Prenctice Hall, p.201.
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1) Standard Leaming Hierarchy (Cognitive Information Process)

2) Low Involvement Hierarchy (Behavioral Learning Process)

3) Experiential Hierarchy (Hedonic Consumption Process)

(Attitude Formation)
(Attitude Change)

Assael
(1998)

. (High-involvement) ,
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(Hedonic Consumption)

(Strong Attitudes)
(Weak Attitudes)
(Attitude Change)
(Multiattribute Attitude Model)
1 + Fishbein (1983, cited in Solomon, 2002)
1
Blythe (1997)
4
1 (Add a new
salient belief) (Provision of New
Information)
2 (Change

the strength of a salient belief)
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: (Change the evaluation of an
existing belief) ]
(Multiattribute Attitude Model)

(Make an existing belief more salient)
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