(Promotional mix) (Intermediary)
(McDonald, 1996, Nash, 2000; Roberts & Berger,
1999; Schultz, 1995)
(Traditional promotional tools)

(Measurability) G. Belch M. Belch

(2004)  Shimp (2003)

(Money-rich and time-poor)

McDonald (1998) (The death of mass

media advertising)

(An era of marketer-customer interactions)

(G. Belch & M.

Belch, 2004)
(Duncan, 2005)

(Dell computer corporation)
(Maguire, 2003)
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/ 17
i (Direct Marketing Association, 1594, as cited in
Duncan, 2005)

11 .. 2548
(Potential DM Estimates by Region 2005)

— (" ) ( )
North America 22.0 $161.5 $1,261.0
Western Europe 21.6 $158.1 $1,234.4
Pacific Rim 19.0 $138.8 $1,084.2
Middle East/ 38 $27.5 $215.0
Asian Subcontinent
South America 2.9 $21.1 $165.2
E. Europe/Central Asia 2.4 $17.8 $139.4
Sub-Sahara 0.9 $6.4 $50.1

72.6 $531.2 $4,149.3

. Federation of European direct and interactive marketing. (2005). » otentiat o w

Estimates by Region 2005. Retrieved December 18, 2005, from
http./lwww.fedma.org/img/db/Presentation_l)kraineJune2005.ppt


http://www.fedma.org/img/db/Presentation_l)kraineJune2005.ppt

January - November 2005 vs 2004)

10

DIRECT Direct sales

3

394,051,000

(AC Nielsen media research, 2006)

12

—
o

.. 2548
.. 2547

Pond’s facial skincare product
Oil of Olay facial skincare product
TV DIRECT Direct sales
Toyota picups
One-2-call mobile phone system
Nokia mobile phone unit
Sunsilk beauty shampoos
AIS communication corporate
Regency brandy
M energy drink

.. 2547

. .2548
.. 2547 (Top 10 brand group estimated adspend

AC Nielsen media research

468,177,000
' 12

10

.. 2547
()
732,257,000
641,288,000
468,177,000
447,129,000
423,647,000
423,137,000
406,349,000
392,146,000
384,339,000
380,358,000

v

.. 2548

.. 2548
()
543,461,000
483,544,000
394,051,000
383,625,000
569,892,000
210,452,000
332,195,000
386,210,000
299,346,000
478,818,000

AC Nielsen MEdia ResearCh. (2006) Top 10 brand group estimated adspend

January - November2005 vs 2004. RetrieVGd January 12, 2006, from
http:/lwww.adassothai.com/html/adex/adex.htm.


http://www.adassothai.com/html/adex/adex.htm

OgilvyOne Worldwide Thailand

.. 2548
(Board of Investment of Thailand)
17.5 (Direct mail)
10 (Telemarketing) 7.5
13
13 '
. .2548
()

(Event marketing) 25.18
(Print media) 18.35
(Television) 14.75
(Direct mail) 10.0
(Outdoor media) 8.9
(Telemarketing) 7.5

: Board Of |nvestmem OfTha”and. (2005) Executives Think Chances For2005
Look Better Than Last Year. Retrieved January 15, 2006, from
http:/lIwww.boi.go.th/english/how/analysis_detail.asp

(Kotler, 2004; Petrison, Wang, & Messick, 1995)
(Rosenfield, 1995)
(Intrusive)
(Ugly Image) (Privacy Issues) (" IMC 2002 7,
2545)


http://www.boi.go.th/english/how/analysis_detail.asp

Roman (1995)

Petrison et al. (1995)  Spiller

Berger (1999)
Louis Harris

(Appeal)
(Taylor et al., 2000)

(Milne et al.,1996)

V

(Mass mail) .
(Reach)
Baier (2004)
| Roberts
.. 1990 Equifax
65
(Offer)
(Offensive)
?

(Korgaonkar, Karson, & Akaah, 1997; Milne et al., 1996; Milne & Rohm, 2000; Mitchell,
2003; Petrison & Wang, 1995; Taylor et al., 1995)
(Nowak & Phelps, 1992; Taylor et al., 2000)

Viinnm|



( | 2538; | 2530;
2525 . 2543)

( , 2543; b, 2541,
, 2535; , 2542, , 2540)

(Petrison étal., 1995)

.. 2545

26

.. 2545)



(Survey)
21-50

. 2548 -

(Intrusive media)
! /
(sms)

.. 2549



(Non-intrusive media)
/
/

(

Bind-ins/biow-ins Bingo cards)
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