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VERYTEDE Iy s, RIE A 2 28 X A 2 I A AT (AT JR 35 A B LA,
1999), WiEER—FEW i, L AR, M0 T 58 E %L s
HEHE R GER, EEAAR BRI L, MAERNEISRRE L. fitdk
AR, EEE, AXENERHEHIS BT RO, FEE RN
BEMEHREIREE S BRI AR L, Bl - XBE MR - YR
(Tom Duncan and Clarke Caywood, 1992) . L5 Hr - X345 flr 25 - B
H 4% (Thomas R. Duncan and Stephen E. Everett, 1993) . &7 /K % filif &
(D. E. Schuliz and C. H. Patti, 2009) % AfI#F55, Mo, 5 222H &
Bl YR Ao B A 42 - &GS HT (Ake Finne and Christian Gronroos,
2009) MIRFFEALIEAR T .

1992 45 A 14—15 H, EE1E3E)" %A F (DDB Needham World-
wide) 53EME OB 220 30 PR 434 ( Division of Consumer Psychology of
the American Psychology Association) &1E, TEZNafdizédh 75 11 i) 4
5L, il - BE MR - SUAMES I T R &1, e
A TEIRE M2 BOE S CREEMEH/MIMS ., SR 58iE) (The con-
cept, process, and evolution of the integrated marketing communications) H7,
X B AR A M\ SC R B A A R R 1 R AT T IR, A ATTIA R, 20
22 70 EACH AT, FEBA MRS, 7SR F R Y 4
&, TTHEATF NRAFIEE LSRR P YR RIS 1E G
F o {HMA 20 fit22 70 SRR E] 80 4FAR, R EMERREA T 21k, W&
A Ml 5 B T AR ISR A TE SR, ) 4 2 7 O i B B R SR v A
BRI, WS R R S B AR L 55 R 0T A AR T AN e N W) AR
HAbA R EHEH/ AR . B TR BEGE 52 B A AR
%, JFEMERGEEHEZMENLHE TR, DURHERBFESL, i,

el G W) /N BB S TR S A D E S A v

1993 4, fEE5Hr « A0S Al 2% - B 4% (Thomas R. Duncan and
Stephen E. Everett) 7£ (J & WF5244ii) (Journal of Advertising Research )
5—6 A5 ERETHER “NEFAEREGEHER" (Client perceptions
of integrated marketing communications) )33, HARHIHE ] A SOK ]
A B AR SR R R . SCh, MR XS 20 fH4Z 80 4EFUK 2 90 4K

(D Tom Duncan, Clarke Caywood. The concept, process, and evolution of the integrated marketing
communications [ A]. Esther Thorson, Jeri Moore. Integrated Communications ; Synergy of Persuasive Voices
[M]. Mahwah: Lawrence Erlbaum Associates Publishers, 1996. pp. 13 -34.
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R (orchestration) | “ JTC45{54E" (seamless communications) | “ %4 E 44
" (IMC) FARFARE R F R X — WS ARG HIT T AF, AR
45 IMC “F—E SCREMER”, B “IMC BE2— M8, 2 —Mid
O, BRI, MEETEE SO IRIEEE 1l R A B B R S
BEAFE . AR b, T A 1 B R A T T AR A — R
1k, FEARBHEMPEAE Sk, ANk, AR AT AN T g5, BEE
L RB L ETE A SRt , 32 A R T 75 Y % 40 52 I 40 I 1 B ) — F 3
], RIS o el b 6 A R A A B R A3 TR, LURHEHR “ iR
B o THABE S B B e 2T L, U B A 78 N 5 52 (B 0 96 a4 7 B
RS THE R

2009 4, JE - fF/RgkAINAE (D. E. Schultz and C. H. Patti) &E, fF
EE CEHERZE) (Journal of Marketing Communications) 4—6 H 5 |
KA T “IMC @t IMC /% P 388157  (The evolution of IMC:
IMC in a customer-driven marketplace) {J3CFE, L[ A& EHEEIIESHN
KREREHAT TR, XS ARSI AT TS, 30, FEE KLU
i AR R R ZE W, I T a2 50 4E[R], AR TR E B RN B AL G A e
A E ARG CE A HHELE”  (marketing management frameworks) , %
an 4P BG  Pea A RE L e A DASCHA S A, Ak RSB B R
ZTEEMRRATX AR EE N E G EEELR"; ARG EREHE
IR R, R "B EHEHRmMEE (245 H), Oxm it k"
HIBEM], XTI, &F 2K ZEFAMA & B S I T 8 A S R e e A 2 W
“RAFEET ( the good old days), Ay “FEit F@Y 10 ZAEE], EHIEHE
R —TAH Y R TAE” , HAEL, “ KREBECE AR & B dm
AL fEE . HRCEHMA X WA I

Eit, FEARASBE, Dl E AR E A EESERE TEDH R
ORI BRI, EARTE KRB MK, SRR &S AT R A R
BEER”, Z2F “HBCEREE a4 iRy B TE", W AX
Lo TR ZEBEFFEN G WK B SUSAE T Wl 547 (how to do)
K “lEZAMET  (how it was being done) %45 “ AR JIEEFNIE A" (tactical
alignment and integration) FJIREL I, XELHELFR T LA TR “anfel” 53X

() Thomas R. Duncan, Stephen E. Everett. Client perceptions of integrated marketing communications
[I]. Journal of Advertising Research, May — June 1993. p. 31.
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KBERSLFIFRGT EMZRE R, AR (FB) HiRA., WL
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FEVHE TIEXT & E WG KR = AN fE, EEEE%—
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BT 7T —&Fieid, IS IE sk R, KIERT Lo Rax #E LA B
B, B—1HrE, AANEHLE “HEMIN”  (environmental monito-
ring) &4 BEHEL AL B, Bl “WE” (observations); F5 —
BB, B “PIEARIEE” (initial concepts) 5 4k )58 1A Br B, B
“ZA FLE IMC”  (attempts to define IMC) 3 Z 5, A “--eee HE RS

BEMEHRERSRE, USSR E EHEHN RS 5%
B, MAEMISRRIESRANE, AMCHR “llE (%) SCREE
ST N HIEE R IMC HEZR M CBERR7E” s FeJa, 76 IMC BLg R B EE &
NBE, AP O A E S e ) “ 408, To0)2 45 B K e %
X — VR 2 B AR e R

P A EMEBRIES IR, F/REMIAFE A NG WML EE
BN S5 AT R — MR — A8 26 IMC &
S, TR IMC ORI R () BT, — 2 An o] 7 B 4 R R B 1 3k S ALY
KRME, ETRAEHEHEHLHRKELRE, WAEEAN, BEEH
&7 0 RIS T 0 S B B2 ) U, R LRSS B L R AU BE B R
Hdts, RS, A (BOR) WE, DIARSZHXRETE . k.
IR 255 A 96 %5 () BB N A — ALY, AT RAEALMIBETE . AL, WAIME
FIRFE IR BN KA B 27 2T FN2E 2GR UR, A R 33K 9 A [a) @t 1 >4 5 LA
MO BRI HKF, XE— T ITHeRE A E 8 27 e i 30,
(B M3 A B B IR ENE TR RN & e o 72 vp S F B A WO (o BB X —— 8T R
WRAREAEIE Bz BRIE 0 1 UE i R ), IR R R BR T8 & 8 8 A e A
B, MR GAZOHHE T a8 A e & AL K 5 F T LA R 1)

(D D. E. Schultz, C. H. Patti. The evolution of IMC: IMC in a customer-driven marketplace [J].
Journal of Marketing Communications, April —July 2009, Vol. 15, No.2 -3. pp. 75 —84.
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L) PN (A5

BR T LREEAEESS, Mg H WA s PR TR A E AL
FEFIE I A AR AR, X Horp kA48 T % E /8 K2 (Hull University)
HIPA Az 2= #: JERIE ). @LAF (Philip J. Kitchen) . R 2208 - A7 B A% i
(Joanne Brignell) | 2= (1%, JASCH Tao Li), LARKEICH - W77
HUAF - 3T (Graham Spickett Jones) , 2004 43 H, WASIEREEE ()
TR 28) (Journal of Advertising Research) [ R3F T —iSie S, WHE
“CHEGE BRI . —FPERS A" (The emergence of IMC; a theoreti-
cal perspective) , SCEDE T RI ¥ 5% B SCHYE FR 12 SCHF 7% 1 3 22 (0] LA DU A4
— IR A EMHEERI LR (development) , “REGEHMERE (L) Xt
EHIERENRZN (impact on marketing communications) , = RS A LG
et — KRR FERG (barriers to further progress) , PU 235284 4% 1 LR
5Hii5t (current location identification and likely development in the future)

O G HRESCER, XF 20 tE4D 80 UK % 90 AE A & E %
RS NG HIE B et AT T BN B E %L, |k, JLALPEH Wi
T 20 H4g 80 FRHIE LRI —— N A EHEREERA
WMo —Fh (Big) 5" (IMC was an unrecognized paradigm) , F H B R
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SCERF IR T ERAR - 65T (Coulson Thomas) 7E 1983 4FE47) & ) —
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cles) MG R M H AR VLA Frfi2:”, JFHW “MufsRiE 77 N4 M
N[V E B A% TR 2 (8] AR B ) OC &R AR AR R AR o (B7E XS 0T,
HEFFE &N “HEEMEE" (the idea of integration) EEHHIERZ “ITIE
AR (CEWERS) WSS aErk” ., M—BEE 72 H WA —F, X
PIELEEFWIN R, EF/RRAE 1991 4EFI 1993 4E BT I U 2 B & B R 1%
FHLE AR EENGE ., ETHFRRZERIESRRE, XMAEEPTR
HRBMTE ZHMEEMERMR . X TS EHEHEIIENARREE, %
SCIR A RO 1] 8 5 AR R A AT LA B il od o] 3 4 UG 21
thec” . KR T PO 3 [ 27 3 %R O 8 B AL R e ) L AR O 1) AR
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