(Direct Marketing)
(Promotion) (Marketing communication)
(The Direct Marketing
Association) [DMA.] .. 1981 (Murrow & Hyman, 1994; Robert & Berger,

1999)

/

(Direct marketing is
an interactive system of marketing which uses one or more advertising media to affect



1

a measurable response and/or transaction at any location and stores information about
that event in a database)

(Kotler, 2003)

(G. Belch & M. Belch, 2004)

(Duncan, 2005)
Burnett ~ Moriarty (1998)

Murrow Hyman (1994)

“Direct marketing: passages, definitions, and déja vu”

Murrow  Hyman (1994)

Kobs . .1979 1988
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Passavant . .1984
i
Gosden . .1985
Nash .. 1986
Bovee Ahrens . .1989
Bauer  Miglautsch . .1992

Murrow  Hyman (1994)

6
]
(Ads)
(Direct mail)
(Direct response: information)
(Direct response: sales) ' (Database)
(Telephone) (Domain)
(Explicitly
stated in definition) (Implied

by definition) 2.1
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2.1 (Characteristics of Definitions of
Direct Marketing)
Characteristics
Definition Ads Direct Mail Telephone Database Direct Response Direct Response Domain
Information Sales
Kobs (1979, 1988) E ! E I I
DMA (1981) E | | E E
Passavant (1984) E I E E E
Gosden (1985) E E
Nash (1986) E
Bovee & Ahrens (1989) E E E E E
Bauer & Miglautsch (1992) E I I I
E= [ « (explicitly stated  definition)
= ( « « (implied by definition)

. Murrow, J. L, & Hyman, M. R. (1994). Direct marketing: passages, definitions, and
déjé VU. JournalofDirect Marketing, 8(3), p 49

Murrow  Hyman (1994) u

( ) (Direct marketing is a
form of marketing in which push-only promotional efforts are supported by an evolving
database that ultimately will include demographic and longitudinal response (i.e., query
and/or sales) data for targeted entities.
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Evans Berman (1990)
(Ads) (Direct mail) (Telephone)

(Nonpersonal medium)

Robert  Berger (1999)

Thomas  Housden (2002)

(Gathering) (Analysing) (Using)

(Intermediaries)

(Bovee, Thill, Dovel, & Wood, 1995)
(Non-personal communication)

(Intermediaries)

' .. 2545
( . 2545)
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(Intermediaries)

(Database marketing)

(Toll-free number)

(The Special Competencies of Direct Marketing)

G.Belch M. Belch (2004) Robert ~ Berger (1989, 1999)

1 (Precision targeting)
(Selective reach)

(2535)
(Mass media)
(Targeted group)
2. (Personalization)



(Personalization)

(Product reliability)

Duncan (2005)

(Toll-free number)

McDonald (1998)

Nash (2000)
(Awareness)

(Action)

4,

(Call for immediate action)

(Positive attitude)

(Invisible strategies)

(Mass media)

(Measurability)

(2547)

16
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(2547)

5 McDonald (1998)

L (Combinations of advertising and
selling) (Mass media)

(Intermediary)

(Markups) 1

2. (Customer service)

(Relationship marketing)

Duncan (2005) 2

L (Interactive)

(Two-way communications)

( )

2. (Database-driven)

Thomas Housden (2002)
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(2547)

(System)

(Integrated
Marketing Communications - IMC)
(Flexible)

(2535)

Nash (2000)

(Concentration)

(The Decision Variables of Direct
Marketing)

H4 PYSH

(McDonald, 1998; Robert & Berger, 1989, 1999)
1 (Offer)

(Good offer)

(Special offer)



2. (Creative)

3. (Media)

4, | (Timing/sequencing)

(One-shot message) [ (Campaign)

]

Belth (1988, as cited in Robert & Berger, 1999)

(Recency)

, (Frequency)

(Seasonality)
(Role transition)

50
10

5. (Customer service)
( anderman, 1992 as cited in Robert & Berger, 1999)

4

20



(Generic Objectives of Direct
Marketing Programs)
Duncan (2005), McDonald (1998) Robert ~ Berger (1989, 1999)

1 (Selling products or services)
2. (Generating and qualifying
sales leads)
/
3. (Building and maintaining customer

relationships)

20



(The Media of Direct Marketing)

McDonald (1998)

Robert

(Intermediary)

Berger (1989, 1999)

2.1
Tasnnienisaeunaulnemsa
AendANMIZINAY Aandanwurligna
doTnadwyt Aedumesiin Aelyswlsd Fodannsetind | | AeReRuw
- n9AwY - AAUNNY - AAUNIYAT -ang - Umeans
- Insans fannsetind - WARAIRAN - navied - MNROANN
- A
- Heale - luunsn
- SMS - Bind-ins Wav
Blow-ins
- Bingo cards
2
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(Direct mail)

| AcThe Ames Corporation, we
surted phnning and designing
projects a long tine ago.

(2540)
(2537) (Direct mail)
(Direct mail
advertising)
( , 2546)
.. 1998 McDonald 15,000
2 (1) (Individual mailing)
Robert  Berger (1989, 1999) Solo mailing

2) (Catalog)



5 (1)
2)
3)
(4)
(5)
(2535)
(Leaflet) (Folder) (Booklet/pamphiet)
(Catalogue) 1 (Postcard)
" (Junk mail)
( , 2540)
Nash (2000)
(Clarke, 1998)
(G.Belch & M.Belch,
2004) Junk mail

1 (Irrelevant) (Annoying) (Thomas & Housden, 2002)



(Clarke, 1998)

(Telephone/Telemarketing)

(Telemarketing)
(Professional) (Planned) (Measured)
(Cost-effective) (Creative)
(Mayer, 1992, , 2546)
(2547)
(2546)

(Telemarketing) (Tele-Sales)

24



25

McDonald (1998), Robert ~ Berger (1989, 1999)

(Stand-
alone medium) (Co-op mail)
(Nash, 2000)

2 (Inbound
telemarketing) (Outbound telemarketing) (Duncan, 2005: Jefkins,
1988; McDonald, 1998; Spiller & Baier, 2004; , 2546)

(Inbound telemarketing) /
/
(2546) /
/ (Upgrading)
(Cross-selling)
(Toll-free number) 24 (On-hand 24 hours)
Spiller ~ Baier (2004) Reactive
telemarketing
Spiller  Baier (2004)
(2546)
0-2712-7000
(Automatic

number idenfication or ANI)



(Outbound telemarketing)
/
or Tele-sale)

2) " 3)
/ (Upgrading) ()

(6) (7)

Spiller

Proactive telemarketing

Jefkins (1988)

Nash (2000)
(One-to-one) (Interactive)
face-to-face contacts)

26

, 2546)
/

(Direct selling

/
(4)

(Cross-selling)
(8)
Baier (2004)

(Non-



Spiller

21

Baier (2004)

(The most intrusive marketing medium) G. Belch M. Belch

(2004)

(Telemarketing is found to be irritating to many consumers) Clarke ( 998)

32

39

(Clarke, 1998)

(Fax)

Clarke (1998)

? 4

(Nash, 2000)

(Walker, 1992, , 2546)

62

42
19

( | 2547)



(Mobie)
" 2548)
10
40
(
.. 2548 5
50
| " 9547)
(2548)

(Mass media)

(One-to-one marketing)

MindShare, 2005, , 25438)

25

28



29

(SMS) (Ringtone)
(Logo) (MMS) (Screen saver)
56.1
MindShare (2005) Media Matter
( , 2548)
1. M-Coupon
2. / (Logo/Ring-tones downloads)
/
3. (Reminders/Alerts)
4, (Loyalty points)
5. (Quiz)
6. Profile marketing /
(2548)
(Mobility) (Broad reachability)
, ' (Real-time)
(2546)

(One to one marketing)

(Two-way communication)



40
3
1 (*Impact of mobile marketing on marketing and advertising,” 2005,
, 2548) 23
20 SMS (" !
m 2547)
(2548)
!
(* ! " 2547)
' ' (SMS)
SMS (Short Message Service)
SMS
SMS 160
SMS
direct.com SMS
McDonald’s 1-2-Call
SMS
1-2-call (“sms

25 G " 2546)

30



(E-mail)
' (2543) "

E-marketing
(2003)

(2546)

1]

" (E-commerce)
European Society for Analytical Cellular Pathology (ESACP)

(Business to business)
(Business to customer)
(Customer to customer)

" (Customer share)
(Market share)

E-Marketing

Kotler

3



(2546) e-mail marketing

Brandage e-mail
Marketing
e-mail marketing
html
e-mail address
e-Mail address
6 e-mail address 25
Garnet . . 2003
1.26 .. 2002
.. 2005 15
.. 2003
( , 2548) 65
59 (
39
(2546)
4-6
7-10
3-6 3
Cost per thousand 5-7
500-700 '

Clarke (1998)
Spam

948

32



(Mailbox)
Permission-based e-mail
1
Permission-based 6-8
Jacobsson Carisson (2003) Privacy and Spam: Empirical studies of
unsolicited commercial e-mail (Unsolicited e-mail)

(Direct-response television)

Widd yau e 9 $5 coupen? [ Voy |

Wink's irteraitive technology will 38ow company to

deliver enhunced programming for television thows

and cormenerdialy, bke with the Clorox advertacment
tom m t thin A1 mfSon DBS houseKdkls by 2001

(2541)

3



(1998)  Nash (2000)

34

McDonald

Spiller  Baier (2004)

(Specialized channels)

(Market segmentation)

(Frequency)
(Reach)

(Brady & Vasquez, 1995; Spiller & Baier, 2004)

Cost per response (CPR) Cost per viewer (CPV)

CPR =

Total Promotion Budget I

Total Number of Order/Inquiries Received

(
Vasquez (1995) Spiller

(Lead generation)

, 2542) Brandy
Baier (2004) Throckmorton (1997)

60
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Brandy  Vasquez (1995) Spiller ~ Baier (2004)
Throckmorton (1997)

2
(Sell something)
120
(Support other media)
10- 30
Kotler (2000)
3 (1) (Direct response
advertising)
(Infomercials)
30-60
? Nash (2000) Spiller  Baier (2004)

(2) At-home shopping channels
24 UBC 10 McDonald (1998)
Spiller Baier (2004)

Home shopping network (3) Videotext

Brady (1995)

XTi'hAb'M:")



6.
(Repeat sales)

(Mass-market appeal)

(Easy to explain and demonstrate)

(Not available in stores)

(Not already available on television)
(Me-too product)

(Additional sales)

Telemarketing

36



8.
(Comfort level)
(Spiller & Baier, 2004)
(Direct-response radio)
? ( , 2547)
Spiller  Baier (2004)
(All-news) (All-talk)

Rock, Classical, Easy listening, country/westem

McDonald (1998) Robert  Berger (1999) Spiller Baier (2004)

Spiller
Baier (2004)
Radio advertising Bureau
3 1 1
12

(McDonald, 1998)
(Spiller &
Baier, 2004)

3
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(Print Media)
McDonald (1998) Roberts Berger (1989, 1999)
(Placement)

(2547)

1) (Space advertising in print media)
(Magazine)
(2547)
(Magazine direct response marketing)

(Newspapers)

(2547) (Newspaper
direct response marketing)

2) (Specialty print media advertisement)
(Inserts)
4
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Bind-ins Blow-ins (Postal reply cards)

(Stand-alone advertisements)
Bind-ins Blow-ins

yjiiie

——e——————

;‘
TS T Py
Coibomett o e Pppterl E@W

l n""’ R : «&l A' *,&" «&__' &
. Intrécfact v Swijfs Certificate
» |l
iy SHJil fiRC

Bingo cards (Trade journal)
(General-interest magazine)

(Prospects and problem for direct
marketing)
Rosenbloom (1995)
L



3.
4,
(2547) 2
1,
(Door-to-door selling)
2.
Rosenbloom (1995)
L
(Perceived purchase risk)
Settle et al. (1994) 980

(Consumer perceptions of mail/phone order shopping

40



media) 5

(Catalog) (Television) (Magazines)
(Store shopping)
(Sensibility)
(Enjoyment) (Speed)
(Economy)
2.
3.
4,
14
.. 2007
(G.Belch & M.Belch, 2004)
5.

G.Belch M.Belch (2004)
(Image factors)
mail)

(Low-budget ads)

41

(Direct mail)
(Newspapers)
5 (Image)
(Safety)

(Practicality)
(Convenience)

(Ease)

G.Belch M.Belch (2004)
(Rising costs)

1

.. 2002

3,900

(Junk

Duncan (2005)



..1990 Equifax

71

Louis Harris

42

(“Have lost all control over how personal

information about them is used by companies”)

. .1991 Time-CNN
69

(Nowak & Phelps, 1992)
78 “

(Taylor et al., 1995)



(Right to privacy)

(Michael, 1994)
(2539)

1] ”ou o

Right to privacy

Marnell (1973) Michael (1994)

n 1

Marnell (1973)

(Westin, 1967; Fried, 1968,
2538)

1]

43



(Hendricks, Hayden, & Novic, n.d.,

Wacks (1993)

(Claim)

(Anonymity)

3

(Solitude)

44

1 2538)

(Secrecy)



3.
2
(Parasitic)
(Parasitic)
(Stoicism)
(Cosmopolitanism)
( , 2539; , 2546)
(Humanistic)

13 Thomas Aquinas
John Stuart Mill
“On liberty"

(Individualism)
(Bennett, 1992)

. . 1964 Vance Packard
The naked society

45



(Right to a private, unfettered life) Jacques
Ellul .. 1978
(Bennett, 1992)

.. 1890
(Prosser, 1976,
, 2538)
Donnelly (1980, , 2538)
(Right to ...)
.. 1982 Ruth Cohen National Council for Civil Liberties
.. 1972
(Michael, 1994)

“Privacy” (Bennett, 1992) “Die Privatsphere”

(Simitis, 1981, as cited in Bennett, 1992)
“la protection de la vie privée”
(Repert, 1975, as cited in Bennett, 1992)

46



47

“integritet” (Sweden, Commission on
publicity and secrecy of official documents, 1972, as cited in Bennett, 1992)

(Right of privacy)
Cooley (1888) Warren Brandeis (1890)
The right to privacy Harvard Law Review
(Right to be alone) (Bennett, 1992)
Westin (1967, , 2538)

Westin (1967, as cited

in Bennett, 1992) 4

(Protecting personal autonomy or
one’s core self) (Providing a sense of
emotional release) (Promoting

self-evaluation and creativity) '
(Limiting and protecting communication)

Alan F. Westin
Flaherty (1986, as cited in Bennett, 1992) 13
(Right to individual autonomy)
(Right to be left alone) (Right to a private life)
(Right to control information about self)

(Right to limit accessibility)
(Right to exclusive control of access to private realms)
(Right to minimize intrusiveness) (Right to expect
confidentiality) (Right to enjoy solitude)

(Right to enjoy intimacy)
(Right to enjoy anonymity)
(Right to enjoy reserve)
(Right to secrecy)
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Fried (1968, as cited in Bennett, 1992)
Privacy
Beardsley (1971, as cited in Bennett, 1992)
(Right of selective disclosure) ~ Weinstein (1973, as cited in
Bennett, 1992) (Privacy)
(Being apart from others)
Parker (1974, as cited in Bennett, 1992)

(Privacy)
Bennett (1992)
The British Section of the International Commission of
Jurists
Shils (1979)
19
Rule (1980, as cited in Bennett, 1992)
John Stuart Mill (Aesthetic privacy)

(The restriction of personal information as
an end in itself)
Freese (1983, as cited in Bennett, 1992)

Warren Brandeis (1890) (Right to be
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alone) Bull (1983, as cited in Bennett, 1992)

Campbell  Connor (1986, as cited in
Bennett, 1992)
(Privacy is fundamental to personal integrity)

Bennett (1992)

Garner (2004) Black’s Law
Dictionary

(2536, 2538
. 2539)
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(Inalienable)

L1048 12 . 2539)

Article 12 (UN's Universal Declaration of Human Rights 1948)

No one shall be subjected to arbitrary interference with his privacy, family, home
or correspondence, not to attacks upon his honour and reputation. Everyone has the
right to the protection of the law against such interference or attacks.

17 ( , 2538, | 2543)
‘(1)
(2)
12
17

" (Fernando, 1981, as cited in Michael, 1994)
Michael (1994)



(l(l) 1

2(1)

(Free determination of personality)”
Rees and Cossey v. United Kingdom)
(Homosexual) 21
16 ( , 2538,

‘1) ,
2)

16
2)

(2539)

Prosser

(Michael, 1994)

. 2543)

5



Nordic Law
Michael (1994)
Nordic Law

ICJ (International Commission of Jurists)

—_
o

52

Nordic Law

. 1967

1] n



(2538) ‘
" (Criminal measures for the protection of personal data)

(2539) 1] n
(The protection of right to privacy and the communication of information)
1 1 1

(2543) ‘
.. 2540" (Disclosure of personal
information under the Official Information Act B.E. 2540)

(2543)

53
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H. Wang, Lee  ¢. Wang (1998) ‘
(Solitude) (Secrecy)
(Autonomy) ¢ "
(Personal information)
(Invasion of privacy)
(Unauthorized collection, disclosure and use of personal
information)
Taylor et al. (1995) ‘ "

z " (The right to be left alone)

Foxman Kilcoyne (1993, as cited in Taylor et al., 1995)

(Operational and behavioral aspects)

Foxman Kilcoyne (1993, as cited in Milne & Rohm, 2000;
Taylor et al., 1995)

Spiller  Baier (2004)



55

(Roberts & Berger, 1999)
(Situational)

(Duncan, 2005)
Milne Rohm (2000)
“Consumer privacy and name removal across direct marketing channels: exploring
opt-in and opt-out alternatives" (Privacy state)

2 1) ( )
2)

Bonnicksen (1982, L

, 2543)
3
1) (Privacy of intimate decisions)
(Personal decisions)
.. 1965 Griswolk V Connecticut
2) (Privacy of repose)
3) (Privacy of sanctuary)

(Personal shere)



Roberts Berger (1999)

Alan Westin
Louis Harris
3

20

20

60

(False public light)

Spiller  Baier (2004)
Equifax

(Privacy unconcerned)

(Privacy fundamentalists)

(Privacy pragmatists)

56



Michael (1994)

4,
(Appropriation)

(The law of privacy)
4
(Intrusion)

(Public disclosure of private facts)

(False light in the public eye)
(Opinion) (Utterance)

(Highly offensive)

H. Wang et al. (1998)

(Improper access)

(Improper collection)
/

(E-mail address)

57



Web cookies

(Junk mail)
7)

(Data integrity)

(Improper monitoring)

(Improper analysis)
/

(Improper transfer)

( anted solicitation)

(Improper storage)

(Information confidentiality)

Goodwin (1991, as cited in Milne & Rohm, 2000)

initiated)

(Push marketing)

58

(Marketer-



(Pull marketing)
(Consumer-initiated)

(Direct mail) (Telemarketing)
(Mobile) (Internet)

Kotler (2004)
Clarke (1998)

Clarke (1998)  Spiller ~ Baier (2004)
(Telemarketing) (Mobile)

| 2547)

(Milne & Rohm, 2000)

1998; Spiller & Baier, 2004)

(Clarke,

59



60

(Thomas & Housden, 2002)

(Individual consumer)
(Business consumer) (Roberts & Berger,
1999)

? (Milne,
Beckman, & Taubman, 1996; Roberts & Berger, 1999; Spiller & Baier, 2004; Thomas &
Housden, 2002)
Rosenfield (1995)  Taylor etal., 1995)

(Self-
regulation)

Nowak  Phelp (1992) “Understanding privacy
concerns: an assessment of consumers’ information related knowledge and beliefs"

35

35-64



Wacks (1993)

(Balancing of information)

61



Dentino (1994, as cited in Spiller & Baier, 2004)

Dentino (1994,
as cited in Spiller & Baier, 2004) 4
1) (General descriptive information)

Dentino (1994, as cited in Spiller & Baier, 2004)

2) (Ownership information)

3) (Product purchase information)

4) / (Sensitive/confidential information)
1 1

H. Wang et al. (1998)

1) (Static private information) 1

62



(Activity content)

right on the internet in Thailand)

63

(Dynamic private information)

(Activity history)

(2545) ‘
" (Awareness of information privacy

92 8
87.7 123

(Patron)

(Instrumental)
j



64

(Individual-level consumer information)

(Nowak & Phelps, 1993)
Roberts Berger (1999)  Spiller ~ Baier (2004)

Duncan (2005)

(Consumer watchdog groups)

(An invasion of privacy)
(List brokerage)

Nowak  Phelps (1993) “Understanding privacy
concerns: an assessment of consumers' information related knowledge and beliefs"

Nowak Phelps (1993)
(Telephone questionnaire) 266
5
(General privacy concern)



(Sources of information available for direct marketers)

15
1) 2) 3) 4)
5) 6) 7) 8)
9) 10)
11) 12)
13) 14) 15)
(Respondent)

(Direct marketing association’s mail and telephone preference services)
2
(Reaction regarding the availability of specific types of persona
information) /
(Sentiment toward specific information practices)

15 1) 2) ' 3)
8§ 5 6) 7) g)
9) 10) 11)
12) 13) 14)
15)
7 1)
2)
3) 4)
5) 6)
( )

65
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66
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Nowak  Phelps (1993)

Taylor et al. (1995)
consumer privacy”
3 190

Nowak Phelps (1993)

“The beliefs of marketing professionals regarding

Nowak  Phelps (1993)

67



ANI (

38

59)

Taylor et al. (1995)

2)
) )
( 87-91)
41-55)
19
71)
Nowak Phelps 79

68



69

Taylor et al. (1995)

Nowak Phelps

28-44 (Bennett, 1992)

American federation of information processing societies (AFIPS) Times
(1971, as cited in Bennett, 1992) !

62 Sweden,
data inspection board (1985, as cited in Bennett, 1992)
(Privacy)



Milne, Beckman

question)

Taubman (1996)

Milne Rohm (2000)

Wacks (1993)

interest)

(Sensitive

(Public

10



Merkow Breithaupt (2002)
“E-privacy imperative: protect your customers' internet privacy and ensure
your company's survival in the electronic’

Federal Trade Commission 92

(2542)

71



( , 2543)
(Absolute right)
( , 2543)
Pember (1972)
“Privacy and the press: the mass media and the first amendment”

3
1 (Public interest)

(2529) (
. 2543)

(Public Personage)

(2539)

72



2. (Privilege)
Pember (1972) 2
(Privileged communication)

(Public bodies)

3. (Consent)
Pember (1972)

( 2529,
| 2543)

Pember (1972)

3



(Readiness to act)

(Smith, Atkinson & Hilgard, 2003)

(Kotler, 2003)

14

statt (1997)

Acker (1991)



Solomon (2004)

Attitude object (AQ)

Schiffman Kanuk (2004)

(Word-of-mouth)

Wells, Burnett ~ Moriarty (2003)

Lutz (1991)

Fishbein  Ajzen (1975, as cited in Lutz, 1991)

75



(Weak)

5
3)
5)
Assaei (1998) Hanna  Wozniak (2001)
3
(Valence)
(Negative valence)
(Positive valence)
(Presenter)
(Degree Intensity)
(Strong)

(Centrality)

16



3 ( , 2540)
(Positive attitude)

(Negative attitude)

(Passive attitude)

Beatty Kahle (1988) 3
(Levels of commitment to an attitude)
(Compliance)
(Lowest level of involvement)
(Rewards) (Punishment)

(Identification)

(Internalization) :
(Highest level of involvement)

i



(Component of
attitude) 2 3 (Tricomponent
attitude  Tripartite view of attitude)

(Unidimension view  Unidimensionalist view of attitude)

3 ?
Assael (1998), Hanna ~ Wozniak (2001) Schiffman Kanuk (2004)
3
1) (The cognitive component)
(Knowledge) (Perceptions)
(Attitude object) (AQ)
(Belief)
2) (The affective component) (Emotions)
(Feelings) (Evaluative)
(Fact)
3) (The conative/behavior component)

,  (Likelihood) / (Tendency)

(Intention to buy)

18



2.2 3 (A simple representation of
the tricomponent attitude model)

Affection
%

Conaticn

Cognition

: Schiffman, L G., & Kanuk, L. L. (2004). consumerbenavior (8ed.). Upper Saddle River,
NJ: Pearson Prentice Hall, p. 256.

2.3 3 (Tripartite view of attitude)

Attitude
Cognition Affect Conation

- Lutz, R. J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T.
. RObertson (EdS), Perspective in consumerbehavior (41hed) EngleWOOd Cl|ff3, NJ
Prentice Hall, p. 319.

Lutz (1991)

Schiffman Kanuk (2004)

79



Lutz (1991)

Assael (1998)
(Brand beliefs)
(Intention to buy)
)
component)
(Product benefits)
(Multi-dimensional)

(Segment)
2)
component)

(Excellent) (Prefer least)

80

(Brand evaluations)

(Cognitive/thinking
(Product attributes)

(Affective/feeling

(Poor)
(Prefer most)

(Conative or behavioral)



2.4 3 (Three components of
attitudes)

COGNITIVE COMPONENT
(Brand beliefs)

'

AFFECTIVE COMPONENT

(Brand evaluation)

.

CONATIVE COMPONENT

(Intention to buy)

v

BEHAVIOR

: Assael, H (1998) Consumerbehaviorand marketing action (Gmed) CinCinnati,
OH: South-Western College Publishing, p. 283.

Lutz (1991)

Lutz (1991)
(Belief-type statement)



82

(Belief)
(Intention) (Behavior)
2.5
Lutz (1991) (Cognition)
(Conation) ' " (Beliefs) ‘ - "
(Intentions-behaviors)
“The
power of affect: predicting intention”  Morris, Woo, Geason, Kim (2002)
(Cognition) (Affect)
(Conation)
(Affect-conation)
(Cognition-conation)
Morris et al. (2002) (Conation)
(Affect) (Cognition)

Self-assessment Manikin (SAM)

East (1988, as cited in Lutz, 1991)
3



2.5
(The unidimensionalist view of attitude)

83

Beliefs Attitude Intentions

(Cognition) (Affect) (Conation)

Behaviors

(Conation)

- Lutz, R J. (1991). The role of attitude theory in marketing.

H. H. Kassarjian & T.

. RObertson (EdS), Perspective in consumerbehavior (4thed) EngleWOOd CI|ffS, NJ

Prentice Hall, p. 320.

Assael (1998)

(Involvement)  Solomon (2004)

(Low involvement)
(High involvement)
(Attitude object) (AQ)

(A0)
Hierarchy of effects
3 (Solomon, 2004) 2.6

(Attitude object)



2.6 3

(Three hierarchies of effects)
Standard learning hierarchy:

ATTITUDE Based  cognitive
information processing

Beliefs |—p{ Affect |—p{ Behavior

Low-involvement hierarchy:

: . ATTITUDE Based on behavioral
Beliefs —— Behavior |—§ Affect -
leaming processes

Experiential hierarchy:

Affect —» Behavior — Beliefs ! ATTITUDE Based on hedonic
consumption

: Solomon, M. R. (2004), c onsumersenavior (6thed.). Upper Saddle River, NJ:
Pearson Prentice Hall, p.227.

I

Solomon (2004)
(Standard learning hierarchy)
_— (Beliefs)

(Affect) (Behavior)

(Bonds)
(Low-involvement
hierarchy) ~ Solomon (2004)

(Beliefs) (Behavior)

84
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(Affect)

(Experiential
hierarchy) Solomon (2004)

(Affect)
(Behavior)
(Beliefs)

(Hedonic motivation) ,

(The functions of attitudes)
Katz (1960, as cited in Assael, 1998; Solomon, 2004)
(Functional theory of attitude)
' (Motives)



Katz (1960, as cited in Assael, 1998; Solomon, 2004)

1) (Utilitarian function)
(Reward) (Punishment)
Classical conditioning

(Pleasure) (Pain)
(Product benefits)
Diet Coke
2) (Value-expressive function)
(Value) (Self-concept)

(High involvement product)

3) (Ego-defensive function)

86



(Fear appeals)

Assael (1998)
(Positioning)

(Knowledge function)

Assael (1998)

(Segmentation)

87



Hanna ~ Wozniak (2001)

(Personal experience) (Social interaction)
|
(Exposure to mass media)
Hanna  Wozniak (2001) Solomon (2004)

1

2 Classical conditioning
Instrumental conditioning
Classical conditioning

lvan Pavlov
Classical conditioning (Stimulus)
(Response) Ivan Pavlov
(Hanna & Wozniak, 2001 ; Solomon,
2004) 3 Conditioned stimulus (CS)
Unconditioned stimulus (US) Unconditioned response (UR)
Hanna  Wozniak (2001) Classical conditioning

(Product/brand)
Conditioned stimulus (CS) Unconditioned stimulus (US)
(Model) (Music) (Humor)
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Unconditioned response (UR)

Instrumental conditioning
(Repetition) Classical conditioning

(Reward)
(Positive reinforcement)

(Punishment)
(Negative reinforcement)
(Hanna & Wozniak, 2001 ; Solomon,
2004)
B.F. Skinner
B.P.
Skinner

Hanna  Wozniak (2001) Instrumental conditioning

(Positive reinforcement)



Hanna  Wozniak (2001)
Classical conditioning

)

1
2) (Experience)
3) (Personality)

4) (Biological motivations)

Neo-Pavlovian Conditioning

(Socialization)

(2540)

90



9

statt (1997) (Sources of attitudes)
(Family)

(Peers)
(Opinion leaders) '
(Direct experience)

(Free trials)

(Discount coupons)

Assael (1998)
(Attitude development)
(Family influences) (Peer group

influences) (Information and experience)
(Personality)

(Family influences)

(Peer group influences)

(Information and experience)

Hanna  Wozniak (2001)

(Trials)



(Personality)

Milne et al. (1996)
(Cultural)
Schiffman Kanuk (2004)
(Direct
marketing) Schiffman Kanuk (2004)

Schiffman Kanuk (2004)
(Exposure to mass media)

«
(The
unidimensionalist view of attitude)
(Beliefs) (Attitude)
(Attitude) (Behaviors)

(Beliefs) (Attitude)

92

(Affective-cognitive consistency

theory) (Balance theory) (Learning theory)
Fishbein (Fishbein's multi-attritbute attitude model)
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(Affective-cognitive
consistency theory)
Rosenberg (1960, as cited in Lutz, 1991)
(Attitude) (Cognitive variable)
(Value)
Rosenberg (1960, as cited in Lutz, 1991) ¢ '

(Balance theory)

1 (Beliefs)
(Evaluations) (Heider 1946,as cited in Asseal, 1998)

Assael (1998) (lllustration of balance

theory) Halston J.C. Penny
Halston
J.c. Penny Halston
J.C. Penny ( 2.7-1)
J.C. Penny
J.C. Penny (

27-2)
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J.c. Penny Halston
( 2.7-3)
2.1 (lllustration of balance theory)
Consumer Consumer Consumer
Halston + Penny Halston + Penny Halston + Penny
2.7-1 Imbalance when 2.7-2 Intended Balance 2.7-3 Actual Balan

Penny Carries Halston

: Assael, H (1998) Consumerbehaviorand marketing action (6med) CinCinnati,
OH: South-Western College Publishing, p. 283.

Lutz (1991) (P)
(Attitude object) (AQ) (X)
(P) (Attitude object) (AQ
( 2.8)
2.8 Heider

0 The attitude

The person P

X A related object, person, attribute
or consequence

» Lutz, R J. (1991). The role of attitude theory ~ marketing.  H. H. Kassarjian &1.
. Robertson (EdS), Perspective in consumerbehavior (4fhed) EnglﬁWOOd Cliffs, NJ:
Prentice Hall, p. 321.
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Solomon (2004) Triads
« «« (Tension) «

Heider (1946, as cited in Lutz, 1991)

(P) (Attitude object) (A0 (X)
P-X  X-A0
(P)

(Presenter) (X () ' , ' - \

Px ) (A0 )

« ( P-X X -\ )
(P-X ) (X-A0
) ( PX  X-A0
)
4 ( )
2.9 4

0 0 0 0
o " ~ -
P P s P -
+ +
X X X X
- Lutz, R. . (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T.

. Robertson (EdS), Perspective in consumerbehavior (41hed) EnglﬁWOOd Cliffs, NJ:
Prentice Hall, p. 322.



(Celebrity)

(Solomon, 2004)

Lutz (1991)
2 |
(Balance theory) 1
I (Learning theory) (Multi-
attribute model) Fishbein
® (Multi-attribute model)

Fishbein (1963, as cited in Lutz, 1991)

(Solomon, 2004)
Fishbein (1963, as cited in Lutz, 1991)
! !
(Brand belief ) (bi)
(Evaluation of product attributes) (ei)

(Evaluation of product attributes) (ei)
(Brand beliefs) (bi)
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(Overall brand evaluations) (Ao) (Intention to buy) (Bi)
(Behavior) (B) ( 2.10)
2.10 (Fishbein's multi-

attribute attitude model)

Evaluation of product attribute (ei)
¥

Brand beliefs (bi)
¥

Overall brand evaluations (Ao)
+

Intention to buy (Bi)
Py

Behavior (B)

. Assael, H (1998) Consumerbehaviorand marketing action (Gthed) CinCinnati,
OH: South-Western College Publishing, p. 304.

(Belief strength)

(Lutz, 1991)
(Multi-attribute model)
Fishbein (Compensatory model)

: (Lutz, 1991)
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Assael (1998) Hanna ~ Wozniak (2001)
(Multi-attribute model) Rshbein
(Strength) (Weakness)

(Hanna & Wozniak, 2001;
Solomon, 2004)
Solomon (2004) ' (Capitalize on
advantage)

(Self-concept)

(Fishben, 1963, as cited in Lutz, 1991) Assael (1998)

Fishbein (Fishbein’s theory of reasoned
action) (TRA)
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(Attitude) (Behavior)
(Fishbein's theory of reasoned action) (TRA)
(Theory of cognitive dissonance)
(The other variables approach)

(Fishbein's theory  reasoned action) (TIRA)
Fishbein (1967,1975)  Ajzen (1980) (as cited in Lutz, 1991; Assael, 1998)
(Fishbein’s theory of reasoned action) (TRA)
y

(Attitude-toward-the-behaviorwf Ag)
(Attitude-toward-thé-
object Aq)
(Lutz,
1991)
(Attitude-toward-the-behavior  Ag)
(Predictor) (Intention to perform the behavior) (1)
(Subjective nonns  SN)

(Normative control)
(Lutz, 1991)

(Attitude-toward-the-behavior ~ Ag)
(Belief about consequences of engaging in the

behaviour i) (Evaluative aspects
of beliefs about consequences  ei) (Subjective norms
SN) (Normative beliefs

about what others expect  bi)
(Motivation to comply with normative beliefs M) ( 2.11)
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211 Ajzen  Fishbein’s (1980) (Schematic
diagram of Ajzen and Fishbein’s (1980) Theory of reasoned action)

Belief about Evaluative Normative beliefs Motivation to

consequences of aspects of belief about what others comply with
engaging in the about expect (bi) normative belief
behavior (bi) consequence (ei) (mi)
Attitude toward the behavior (AB) W 1 Subjective nom (SN) W2
Intention to perform the behavior (1)
Qvert behavior (B)

: Lutz, R. . (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T.

. Robertson (EdS.), perspective in consumernenavior (4hed.). Englewood Cliffs, NJ:
Prentice Hall, p. 332.

Ajzen Fishbein's (1980)

(Intention to perform the behavior) (1)

(Attitude-toward-the-behavior ~ Ag) (
W1) (Subjective norms SN ( 2)
w1 2
2 w1

(Lutz, 1991)

(Subjective norms

(Attitude-toward-the-behavior ~ Ae)

SN)
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(The othervariables approach)

(The other variables approach)
Wicker (1971) “An examination of the “other variables’

explanation of attitude behavior inconsistency”

Times
Newsweek
Newsweek
Times ( 2.12)
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2.12
(Two sources of situational impact on the attitude-hehavior relationship)

Planned situation Unplanned situation

\ 4 v
Attitude s Intention fo— Behavior

: Lutz, R. J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T.
. RObertson (EdS), Perspective in consumerbehavior (4thed) Eng|EW00d Cl|ff3, NJ
Prentice Hall, p.335.

« (Theory of cognitive dissonance)

(Consistency)
Festinger (1957, as cited in Lutz, 1991; Hanna &
Wozniak, 2001) (Theory of cognitive dissonance)
(Dissonance)
(Post-purchase dissonance) (Psychological tension)
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(2542) ‘
" (Exposure,
attitude and purchasing behavior among early working-aged group on direct marketing)

400

16

(2543)

(2543) ? ‘

(4P)

20-60 420



(ANOVA)

(1991)

Shimp (1990)

Chi-square

(Aaker, 1991)

f-test

104

Aaker
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(Qualitative methods) (Projective
method)
(Quantitative methods)
(Survey)

(Aaker,
1991) (2542)

(Brand loyalty, brand extension and consumer evaluation of factors
affecting brand extension) (Survey)
(Questionaire)
Smit  Neijens (2000)
(Survey)

« !
Korgaonkar, Karson ~ Akaah (1997)
“Direct marketing advertising: the assents, the
dissents, and the ambivalents' 375
(Metropolis) 1.25

(1) ! (Pro-DMA segment) ' 54
!
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2 2) '
(Critics-of-DMA segment) 16
(3) (Ambivalent-DMA
segment) 30
(Demographics)
(Market segment) ?

Settle, Alreck ~~ McCorkle (1994) !

Mitchell (2003) ‘

" (The new age of direct marketing) 1)
2)
2 (Focus group)
(Survey) (Questionaire)
4 10 90

234
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(Control) (Trust)

Phelps, Nowak
Ferrell (2000, as cited in Milne & Rohm, 2000)
(Consumer risk)

4
1) (Active enjoyers)

2) (Passive conformists)



(Hard core resisters)

(Indifferent switcher)

(Privacy seekers)

(Hostile reactors)

(Physical invaders)
(Physical privacy)

(Advertising acceptors)
(Physical privacy)
(Policy rejecters)

108
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6) (Government regulators)
7) (Individual controllers)
8) (Organizational distruster)

Mitchell (2003)

(Self-regulation)

(Information privacy)

(Physical privacy) (Trust)

(Attitudinal segmentation)

Mitchell (2003)
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Phelps et at. (2001) B

(Mail survey)
1,(XX)

(Personal identification and financial information)
(Demographic information)
(Lifestyle and
purchase information)

(2540)

(Attitude towards direct mail advertising and its

effects on purchase behavior of working people) (2540)
26-30 31-35 36
36 20-25

31-35 26 -30 - 35
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36.1
(2535)
(2540)
(2535)
384
' 20-30
46.4 (178 )
28.1 (108 )
255(98 )
4
N
(2541)
‘ " (Consumers'
attitudes toward direct response television commercials)
384

60-120
12.01-16.00 .

3-4



60-120

74

30

.. 2542
574

26

1 2542)

112
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The data protection registrar's office (1987, as cited in Bennett,1992)
73
Petrison wang (1e9s)
(Consumer privacy) . .1960 - 1993
(Media coverage) .. 1960-1993
The Times of London
The New York Times

.. 1960-
1993 246 409
(Article type)
(Court case) (Legislation) (Foreign
activity) / (Conference/Protest) (Opinion)
(Case study)
(Book review) (Government activity)
(Business activity)
Petrison Wang (1995)
5
(Journalists)
(Legislator)
(Privacy infringement) , (Info
sold/transferred) (Used
different purpose) (Info not necessary)

(Intrusion individuals’ lives)
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(Info outdated) (Inability to
refuse) (Inability to know and see)
(Inability to correct)
(Too many have access)
(inadequate security) (Info inaccurate)
(Info pooled) (Unethical collection)
(Offensive material)

Petrison Wang (1995)

(Info misused) (Easy accessibility)
(Annoyance) (Sensitive info revelation)
(Wrong hands) (Freedom restriction)
“Police State"
George Orwell (1984-George Orwell) (Mental
harm)
(Info
quality)
(Depersonalization) (Future government)
(Elite power) (Loss ofjobs)

(Loss of reputation)
(W atergate)
(World trade)

(Lack of redemption)

Petrison ~ Wang (1995) '

.. 1984 (Data Protection Act of 1984)
(Junk faxes) (Autodialers)
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.. 1975
.. 1970

(Pro-business)

(Informational privacy)

(Physical orinteractional privacy)

Petrison Wang (1995)

Petrison Wang (1995)

AT&T
Cranor  Reagle (1998, 12545) ‘
" (Beyond concem: understanding
net users’ attitudes about online privacy)

48



50,000

52

116

Web cookies (

)

Web cookies
Web cookies
Web cookies

17

60

51
405 87
»
Weh cookies
56
86

61

48
28



10

(2538)

58
8) ?
Privacy fundamentalists ( 17)
Pragmatic majority ( 56)
Marginally concerned ( 27)
(2543)
2543
86.7

117

Standard multivariate clustering

3
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Milne et al. (1996) “ Consumer attitudes toward privacy and
direct marketing in Argentina”
Milne et al. (1996)

.. 1990 Equifax
Milne et al. (1996) (Survey)
(Questionaire)
Equifax (. . Equifax consumer privacy survey)
169 100
69
il
46
16
67
54
(Mailing list)
74
2

21
1
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42

Milne et al. (1996)

(Grade D) (Grade A)

Milne et al. (1996)

(Trust)
Taylor et al. (2000) ‘

, (Attitudes toward direct marketing and its regulation: a comparison of the United
States and Japan)

1) (Telemarketing) 2)

Taylor et al. (2000) (Survey)
(Questionaire)
2 4
Taylor et al. (2000)

(Target
market)
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4
1)
2) 3)
3 (Seven - point Likert
Scale) (Very strongly
disagree) (1) (Very strongly agree)
1)
2)
3) /
4)
1)
2) ?
3)
1)
2)
92 77
77 68
4
57 54



Taylor et al. (2000)
context)

bond)
Taylor et al. (2000)

Taylor et al. (2000)

association)

n

(High-
(Contextual)

(Strong emotional

(Japan direct marketing
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1970

(Spiller & Baier, 2004)

Spiller  Baier (2004) ( )



Thomas

2000)
Phelps

(Duncan, 2005)

Thomas

(Opt-in)

Housden (2002)

Nowak (1995, as cited in Milne & Rohm, 2000)

(Opt-out)
(Opt-in)

(Milne & Rohm, 2000)

Housden (2002)

123

(Opt-out)

(Optin)

(Godin, 1998 as cited in Milne & Rohm,

(Opt-out)

(Opt-out)

(Milne &Boza, 1999)
(Opt-out)
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10-15
UK data protection legislation
(Permission marketing)
Spiller  Baier (2004) &
(Permission marketing)

(Opt-out)
(Opt-in)
Spiller  Baier (2004)
(Opt-out)
(Department of Motor Vehicle)
' (Federal
Commercial Committee) (Federal Trade Committee)

» (Do not call rule)
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(Spiller & Baier, 2004)

(Chief privacy officer - CPO)

(Chief privacy officer - CPO)

21 (Direct Marketing Association, 2000, as cited in Spiller & Baier, 2004)
Spiller  Baier (2004)

(Hacker) (Sensitive
information) (Financial information)
(Medical information) (Guideline)
..2000 100
1,000 .. 2004 (Direct Marketing Association,

2000, as cited in Spiller & Baier, 2004)

(Spiller & Baier, 2004)
Spiller  Baier (2004)
“Business trends to watch” Melton .. 2001



126

(Privacy choices form)

(Universal Bank, 2001, as cited in Spiller & Baier, 2004)
1)

) Citigroup

- .. 1999

(LaFlamme, 2003 as cited in Spiller & Baier, 2004)
(1)

@
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(Direct Marketing Association, 2002 as cited in Duncan, 2005)

(Federal
Trade Committee)
8.
www.dmaconsumer.org Wwww.shopthenet.org
9.

10.

(Direct Marketing Association)

.. 1890 Samuel Warren Justice Brandeis
(Law review)


http://www.dmaconsumer.org
http://WWW.shopthenet.org

128

’ ! .. 1950

(Spiller & Baier, 2004)
Spiller  Baier (2004)

(Privacy Protection study Commission)

.. 1974 (Privacy act of 1974)

Vi) B0

(Spiller & Baier, 2004)

.. 1977 ‘
" (Report from the Privacy Protection study Commission)
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618 4

(Spiller & Baier, 2004)

(The Privacy Protection study Commission, 1977
as cited in Spiller & Baier, 2004)

(Anit-spam law)

(Spam)
160
(Telemarketing Resource Center, 2003 as cited in Spiller & Baier,
2004) (American Online) 1 1

70
.. 2003 (“Crack down on spam,” 2003 as cited in Spiller & Baier, 2004)

9 108
.. 2003 18 .. 2003
.. 2003
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(“Spam laws,” 2003)

(Spiller &Baier, 2004)

3
(1) (Notice) (2) (Choice) (3) (Fraud)
(Federal Trade Commission -
FTC)

1 (Spiller & Baier, 2004)

27 .. 2003
35
(“Spam laws," 2003)
12 .. 2003
20

(Flackett, 2003, as cited in Spiller & Baier,
2004)
29
.. 2003

10,000
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(Hansell, 2003, as cited in Spilier & Baier, 2004)

(Spilier & Baier,
2004)

.. 2545 (Direct Selling and Direct Marketing
Act B.E. 2545)
(2546)
.. 2545 3 1) 2)

.. 2545 "t 26

. 2545)

( | 2546)

. 2545)
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« « « «
(Self-regulation or legislation)
(Self-regulation)

(Spiller & Baier, 2004)
Rappaport (2003, as cited in Spiller & Baier, 2004)
(American List Counsel)
Rappaport
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Duncan (2005)

(Loyalty card)

(2537) 1] n
(Penal sanctions for the control of direct sales)



, Milne
Rohm (2000) “Consumer privacy and name removal across
direct marketing channels: exploring opt-in and opt-out alternatives”

3
)
2)
3) 4)
Milne Rohm (2000) (Survey)
(Questionnaire)
Metromail 508
5
(Awareness of information capture)
1) 2)
3) 4) / '
3-4

1-2

134
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(Knowledge of name removal mechanisms)

n 1 n

(Desire for name removal)

" (The purchase in last six months)

1] n " n

(Preference for name removal formats)
(Frequent marketers to provide notice)



98.8
63.9

41.8
58.2

25, 86 50

41

1 n " n “"

136

96.4
45.6

50

23
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Milne Rohm (2000)

34
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