)

(Integrated Marketing Communications)
3



?

Airline)

(Ryanair)
(Virgin Blue Airline)

51

(Domestic) 5

)
737-400

(

3

(Southwest

150 /
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(Product)
5 15 13
8 7

, , (. , , (o , ,

) , , , , , ,
) )

! - 6
( o (. ,
= , )
137-400 3 137-300 6 T471-300, 747-200, 757-200

-100 12

15 15 20



(Place)
4 6 5
(Website, Call Center, (Website, Call Center, (Website, Call Center,
) . AIS Shop, ,
Tesco Lotus
)
3 2 3
(. ( ) (
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(Domestic) (International) 8

7 51
737-300 6 148 '/
15
5
6 ( , Call Center,
: , Tesco Lotus
) 2 ( )
(Domestic)
(International) 13 !
6 51
4 747-300, 747200,  757-200 -100
12 20
2
5 ( , Call Center,
, )
3 (-—
)
(Target Consumer)
3

(Market Segmentation)

( 5.1)
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Call Center

( 5.2)
51 ?
Boutique
Airlines
[fedf K
Seng Kk
V' MlimnCji
3 1)
2)
3)
( 5.2)

(Go-show Passenger)
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( )
(Brand Personality)
( 5.2)
5.2
(Brand Identity)
(Brand Positioning) 4 .
(Convenience)
(Fun) ‘
(Safety) |
(Value)

(Brand Personality)



PLC)

10

5.2)

52)

(Product Life Cycle;
(Introdluction Stage)
1
(Growth Stage)

2

“Air Asia”
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(SWOT Analysis)

53 54

(Marketing Communications Objective)
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5.3

Delivery

10,
11

10,

AIS



6.

10,
11

“Nok”

Fake Low-cost

“Knock'

54

Call Center

S0¢
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(Marketing Communications Tools)

3

59

Themetic Advertising

Promotional Advertising

Promotional Advertising
Themetic Advertising

Beach Check-in
Nok Hunt

Snack Attack



55

(Corporate Design)

{ (Advertising)

1 1 1
ro Promotional Ad.

Themetic Ad. Promotional Ad.

Themetic Ad.

L0¢



(Public Relations and Event Marketing)

Beach - - In-flight Magazine
Check-in Nok Hunt Snack Attack

(Sponsorship)

(SalesPromotion)

DTAC  HSBC DTAC  HSBC DTAC  HSBC



(M)

Call Center

(Interactive Media Communications)

Community
Go-show Passenger
AIS : Website
sanook.com
?! (Personal Communications)
Contact Point
Call Center - Complaint
! Management

CRM (Customer Relationship Management)

AIS

60¢
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In-flight Magazine
3
Call Center
(Word-of-mouth
Communications) Contact Point
Call Center
Complaint Management
(SMS)
Community AIS
Go-
show Passenger Website sanook.com

CRM (Customer Relationship Management)
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AIS

DTAC  HSBC

Master Card

(Objective-and-Task)

(Objective-and-Task)
(Zero-based Planning)

(Percentage of Sales)



(Call Survey)

Focus Group
)

AN
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(Interactive Media)
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400

2% (5 B ( 40)
529 (445
() / 2
305)
10,001-20,000 i
20 (60
B (245
W (- 3%7)
5 387)
20 ( 675) % (8
j 2 (5
3
345 330
3.2
303
342
33 321
296
349 322
3.18

2.89
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329
2.62
3.16
3.05
242
248

3.04

290

2.34

215

3

324

316)
312
310
243
264
31
247
295
246

2.98



2.78

3.04
294

391

2.89
272

301

Mason (2002)

390 /

216

389



3.88
3.87
3.76
241
245
3.80
379
315
2.32
2.35
) 3.09
301

243

242

247

2.30

244

217

3.07



399

3.86
3.59
3
0.05
(Pearson’s Product Moment Correlation Coefficient)
1
(r=013
(r=012)
(r=013)
2
(r=0.24)
(r=0.20)

(r="0.21)
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(r=0.32)
(f=0.39)
(r=0.34)
2
2 1
3 i)
) 3
6
(Identifying Target Audiences)
(SWOT Analysis) (Determining Objective)
(Developing Strategies and Tactics) (Setting
Budget) (Evaluating Effectiveness) (Duncan, 2005)

3

(Segmentation) 3
3 i\ 2)
Boutique Airines 3
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51 (Targeting)

Schneiderbauer  Fainsilber (2002)
(Price-conscious Passenger)

Duncan (2005)
2 (Current Customer)
(Prospect Customer )
3
(SWOT Analysis) (Internal Analysis)
(External Analysis)
(Opportunities) (Threat) 3
(Strength) (Weakness)
(The Total Service Product)  Payne (1993
, 2544)
(The Augmented Product)
(Core Product)
3
Duncan (2005)
2 (Communications Objective)
(Marketing Objective)
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Belch  Belch
(2004)  Duncan (2005)
(Selecting the Creative Idea)
(Selling the Strategy with a strong Rationale)

(Objective-and-Task
Budgeting)

Duncan  Moriarty (1997)
(Zero-based Planning)

(Percentage-of-Sales Budgeting)

(Duncan, 2005)

(Evaluating Effectiveness)



(Tele-survey)

of contacts)

Duncan

(Campaign Effectiveness)

(Duncan, 2005)

Moriaty (1997)

3

222

Focus Group

Shimp (2000)
(Use all forms
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(Advertising ) Schneiderbauer
Fainsilber (2002) (2547)

(Belch & Belch, 2004)

Promotional Advertising
Themetic Advertising
Shimp (2000) Promotional AdvertisingV
3
1) (Informing)

2) (Persuading)
3) (Reminding)

Themetic Advertising
3 (Informing)
(Persuading)
(Reminding)
(Adding Value)
Promotional Advertising
(Improving Quality) (Shimp, 2000)
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(Public Relations) (Event Marketing)

(Intangibility)
(Lovelock & Wright, 2002)
(Trustworthiness)

(Shimp, 2000)

(Event Marketing)
“Nok Hunt' 2 1)
2)

(Celebrity)

(Solomon, 2002)

(In-

flight Magazine)
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(Lovelock & Wright, 2002)

% y  (Sponsorship)

(Belch & Belch, 2004)

3
()
(Association)
(Selomon, 2002)
3 (Interactive Media Communications)

) 24 ( , 2547)
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(Lovelock & Wright, 2002)

(SMS)

(The Total Service Product) SMS
(The Potential Product)
(Exceed
Expectation)

(Payne,1993, , 2544)

CRM (Customer Relationship Management)

(Brand Loyalty)
Shimp (2000)
(Building Relationship)

Duncan  Moriarty (1997)
(Relationship Management) (Database Management)
2 CRM

2 (Sales Promotion)
3 (Consumer-oriented Sales Promotion)

DTAC ~ Maximize (
) 15 20
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(Price-conscious Passenger) (Schneiderbauer & Fainsilber, 2002)

5 1)
2)
(Financial
Risk)
(Moven & Minor, 1998) 3)
a 1
5
(Lovelock & Wright, 2002)
A y ~ (Personal Communications)
Lovelock  Wiight (2002)
2 ) (Front stage)
2) (Back Stage)
3
(Core Product)
8
(Lovelock &

Wright, 2002)
(Word-of-mouth Communications)
(Belch &
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Belch, 2004)

(Corporate Design)

(Association)
! (Solomon, 2002)

Percy
(1997) £
(Vertical Organizational Structure)

Percy (1997)



(Organizational Culture)

Communications)

(Duncan, 2005)

(Integrated Marketing

(Clow & Baack, 2004)
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3
1
3
Call Center (1318)
(Selective Exposure)
(Selective Attention)
2
(Message)
Call Center 2
Call Center

(Schneiderbauer & Fainsilber,2002)



Promotional Advertising

Promotional Advertising

- ( 4.28)

(Go-show Passenger)
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(Circulation)

, (Announcement)

, (Wells, Burnett &
Moriarty, 2000)

( 4.14)
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i 'l 1 1 (Word-of-mouth
Communications)

Belch Belch (2004)

(2547)

Schneiderbauer & Fainsilber
(2002)
(Simple Product)
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1 (Post Evaluation)

(Consumer Decision Making) ~ Solomon

(2002)
(Problem Recognition) (Information Search)
(Evaluation of Alternatives) (Product Choice)
(Outcomes)
53
(High-
involvement Product)

(Solomon, 2002)
(High-involvement Product)
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53 (Consumer Decision Making)
(Problem Recognition)
(Information Search)
I
(Evaluation of Alternatives)

(Product Choice)

(Outcomes)

: Solomon,M.R. (2002) Consumer behavior 5 th ed.(International Edition). New
Jersey: Prenctice Hall, p.256

(Perceived Risk)  Hawkins (2001)
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(Behavioral/Conative Component)

()

(Schiffman & Kanuk, 2004)

Standard Leaming Hierarchy ~ Solomon (2002)
(Beliefs) (Affect)
(Behavior)
(Hierarchy of Effects)

(High-involvement Product)
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(In-depth
Interview)
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Focus Group
(In-depth interview)

(E-ticket)

(Price-conscious Passenger)
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(Word-of-mouth Communications)
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