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BR%, i, 5 8. EEENEID ML RIUE BB RS F B
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BTt -5 B 9% # (IMC) |, BN E R 4 i A F 3038 14 38 35 1 12
HERMBEHIT N, OFEEEFIK¥EME - £ /R%K (Don Schultz) # 4
A, G — S A F R EH B E S (R BN S/N I EZ LA
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(IMC) "B 2R, R 20 25T & AR AR F IR # H MR
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@ See Kitchen Philip J,Brignell Joanne,Li Tao, Spickett Granham (2004 ) , “ The Emergence of
IMC: A Theoretical Perspective” , Journal of Advertising Research ,2004 March, p. 20.

@ [EIFHA - WRFFBIR - MRS AT EHRE—BSEHERIA) (F6 ),
TRELER SRR, AU h B AR K2 AR 2006 4R, 55 10 T,

® HEEHK 2007 £F 12 A 31 H5JF - SF/RRBBM B T HRA S AT 1S

@ See Schultz Don E. (1995). Should students learn IMC? Marketing News,29(20) , p. 10.

® See Caywood C. ,Schultz Don E. ,Wang P. (1991) , “Integrated Marketing communications ;
Asurvey of National Goods Advertisers” , unpublished report. Bloomington , in ; Medill School of Journal-

ism , Northwestern University.
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@ See Schultz Don E. ,Stanley 1. , Tannenbaum, Robert F. Lauterborn(1992) , Integrated Market-
ing Communications : Pulling It Together & Making It Work, Lincolnwood, IL; NTC Business Books,
1992. @A 3 MFEA  RIGEE: RSB RS 21 HEH SR A HE) PSR N5
W AR ARAL 1998 4E1; (RS ATH 446 : 21 tE 2 il e i G B) , db st v B 4t AR 4L 2002
AR REFBEVE: (BB , A5 T EKFIK L ) iAE 2004 4E 1R

@ See Schultz Don E. , Kitchen Philip J. (2000) , Communicating Globally : An Integrated Mar-
keting Approach ,by McGraw-Hill. ¥4 ; [ 35 ] 7 /R % (Schultz Don E. ) [ 3] FEF| Y - J. P&
(RERBEEHEE) MPEESE, AU E I BIE 5T AL 2004 4217

@ See Schultz Don E., Schultz Heidi (2003 ). IMC, The Next Generation: Five Steps For
Delivering Value and Measuring Financial Returns ,by McGraw-Hill. Fi%4 . [ £ ] fH - §F/RK JEF -
FPRK (G B HEH A M I AR TR) ol P8 25533, JU 5T . b [ W U 3 HE A
12005 4EKR
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@® Duncan Tom(2001) ,IMC ; Using Advertising and Promotion to Build Brands. Hi¥4s . J& 3510
B (S EHEE AR SRR SR8 , Ut v E B2 B iR 2004 4E R
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