


(pluralist

contract theory)

(2541:29-30)

pluralism)

(subjectivist approach)
(society-centered model)
(the power elite)

(economic approach)

(historical materialist approach)

. 2541: 30)

(social

24



(

1 2543; 26)

(

(2521: 31-34)

. 2539; 26)

25



109-111)

1.

(2521; 10-12)

Jacobsen & Lipman ( . . .

26

, 2528



2

.. 2540
5( 7287)

(2544 + 390-391)



2
(2543)
Process)
1) (Budget Preperation)
2) (Budget Adoption)
3) (Budget Execution)
4) (Budget Control)

2530)

21

28

(Budget
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105
105

32



2.2

20

20

3



20%

34

80%

. .2502
. .2525

. 2524



. .2535

2

.. 2533

. .2538,

. .2539

. .2541

.. 2525

3



41

2,000,000

dé

100,000

100,000

2,000,000

100,000

(repeat order)
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5.2

2544: 24)

100,000
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. .2522

| 2538: 177-178)

3



2544 25)
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. .2525

. .2520
.. 2520

. 2522
(Post Audit)

4

' , . 2535
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10
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10.

TOR

10
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al

(performance-based budgeting)

12542 2 8-9)

(2543 -41])

(Line-item budgeting) . .2501



(Programme budgeting
Programming Budgeting System) . .2525

PPBS = Planning

45



(outcome)

(centralization)

1 , 2544: 35)

2530: 12)

(Work Measurement) (Indicator)

(output)
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( .. 12540)

L2543
. 2543)

(Mission)

( o, 2544: 32)

(outputs) (outcomes)

(outputs) (outcomes)

(outputs)
(outputs)
(outcomes)
o /

47



(allocate) (

(outcomes) 1
( ) ( -outputs)

/ (policy
objectives—expected outcomes)

( .. 2530:5)

(performance
measures)

Melkers & Willoughby (2001h)
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2

3
(benchmarking)

(competitive testing)
) (competitive
tendering)
(accountability)
Klaus Luder (. . . Barbara L. Neuby, 1999)
(accountability -driven innovation process)
( ) accountability-driven

(managerialism-driven)



1. Statement of purpose:

(

2. Statement of direction:

3. Statement of impact:

.. 2502

/

.. 2525
.. 2524)

(Dupont-Morales & Harris, 1994)

Kuno (1994)
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(non government organization [NGO])

(

)

Arens (1999 : 310)

(2544 : 32)

(2541 :9-10)

(advertising)

(public relations)

(2532 : 26-27)

(public relations)

52



53

Arens (1999: 311)

publicity

2 Kotler (1997: 637)
(Advertising is any paid

form of nonpersonal presentation and promotion of ideas, goods, or services by an
identified sponsor.)

Kotler (1997; 671)

Arens(1999:7)

(Advertising is the structured and composed
nonpersonal communication of information, usually paid for and usually persuasive in
nature, about products (goods, services, and ideas) by identified sponsors through
various media.) (Arens,1999: 310)

Inside PR( . . . Arens, 1999: 311)
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(2539: 4)

Melkers & Willoughby (2001 )
(performance measures)
(cost or efficiency indicators)

(media plan)

Inside PR

(2544)
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Schultz & Barnes (1995) Sissors & Surmanek (1982)

(Sissors &
Surmanek, 1982: 52)

CPM (cost per thousand) CPRP (cost per rating point)
Sissors & Surmanek (1982) CPM CPRP

CPM (cost per thousand)

CPM ( )
CPM
1 ( )
CPM = X 1000
2 ( )
CPM = X 1000
3 (
)
CPM = x 1000
4 ( )

CPM = x 1000



. (
CPM = x 1000
2
CPM
CPM
- )

CPRP (cost per rating point)

(rating)

CPRP =

rating

audience rating point=TARP)
cost perTARP

Cost per TARP =

56

CPM

(target

rating

TARP
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(2540: 140 ) cost perTARP

4,000,000 40
TARP TARP 100,000 6,000,000 80
TARP TARP 75,000
OA/\
rating TARP
rating ' ) cost per TARP
CPRP
CPM
CPRP  cost perTARP
5.2
(2544)
Schultz (1981)
Everett Rogers (diffusion of

innovation) Rogers



Lavidge & Steiner (1961)

DAGMAR

Lavidge & Steiner (1961)

(Unawareness)

(Awareness)

(Preference)

58

(hierarchy of effects)

(Knowledge)

(Liking)

(Conviction)

(Purchase)



59

Lavidge & Steiner

awareness brand preference (
) trial/purchase ( )
( , 2542 : 45-46)
Kotler (1997: 610) “learn-feel-do”

(cognitive, affective, behavioral stage) Kotler (1997: 610)

(high involvement product)

“do-feel-learn”

“learn-do-feel” ( . - — )

(low involvement)

DAGMAR (defining advertising goals for measured

advertising results) Dutka
(1995) DAGMAR

.. 1961

Association of National Advertisers Russel

Colley
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DAGMAR
40

1995 Dutka
DAGMAR: Defining Advertising Goals for Measured Advertising
Results Dutka

DAGMAR

“anwddn A
e WoAns s

Ry
(e

DAGMAR

(goals)

(2527 : 67-70)

CAPP (Continuous Advertising Planning Program)
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CAPP John C. Maloney
Northwestern Maloney
CAPP
Maloney
Maloney
(
)
Maloney
CAPP
Maloney
Maloney CAPP
CAPP
L (total users)
2. (brand awareness)
3.
(brand acceptance)
4. (brand bought last)

. (brand satisfaction)



2.5 CAPP

;
Preference
’--.IEquivalént'
Total Users Brand Brand Brand Brand
Awareness Acceptance  Bought Last  Satisfaction
2527 : 68
total users (prospects)

(profiles)

5% 80%

(reach)



AWIANNTAUUWIINY1A
CHuLALONGKORN UNIVERSITY

(incentives)

63



(brand loyalty)

CAPP

CAPP CAPP



6.
(2543)
' case study
Wongprompreeda and Chantamas (2003)
Formula for Brand Building Advertising ideas!'2003
Conference
27 2544 2546
Tracking study 6-55
520
11
(TACT Awards)
3

3 2543 2544

65
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Jordan & Hackbart (1999) Berman & Wang
(Sept/Oct 2000) Melkers & Willoughby (Jan/Feb 2001 ), (Apr 2001)
(mail survey) '

(performance measures)

( )

Performance-hased government models: Building a track
record (Broom, 1995) thick description
[

(Lincoln & Guba, 1985; 125)]
5
Strengthening accountability: Incorporating strategic planning and performance
measurement into budgeting (Dupont-Morales & Harris, Spring 1994)



(accountability) (crimimal punishment policy)

2

(Melkers & Willoughby, Jan/Feb 2001)

(outputs) (outcomes)

(2543)  Dupont-Morales & Harris (Spring 1994)

(process)
(product) (outcome)
(Fraenkel & Wallen, 1990; Merriam, 1988;
Creswell, 1994:162)
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