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Kotler, P. (1994). Marketing management :
Analysis, planning, implementation and con-
trol (8th edn). Englewood Cliffs, NJ: Prentice-
Hall. Chapter 22.

McCarthy, E. J. & Perreault, W. D. (1993).
Basic marketing (11th edn). Homewood, IL:
Irwin. Chapter 15.
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Cyert, R. M. & March, J. G. (1963). A behav-
ioral theory of the firm. Englewood Cliffs, NJ:
Prentice-Hall.

Golby, C. W. & Johns, G. (1971). Attitude and
motivation. Bolton Committee Research Report
#7.

Mintzberg, H. (1973). Strategy making in three
modes. CaZz'ﬁ)rnia Management Review, 16,
(2), Winter, 44 — 53.
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@i,%ﬁ~ﬁ§ﬁi¢&%%ﬁﬁ%ﬂuﬁ}3
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Engel, J. F., Blackwel, R. D. & Miniard, P. W.
(1990). Consumer behaviour (6th edn). Orlan-
do, FL: The Dryden Press. Chapter 23.

Robertson, T. R. (1971). Innouative behaviour
and communication. New York: Holt, Rinehart
& Winston.

Rogers, E. M. (1976). New product adoption and
diffusion. Journal of Consumer Research, 2,
March.

Rogers, E. M. (1983). Diffusion of innovations
(3nd edn). New York: Free Press.

Rogers, E. M & Shoemaker, F. L. (1971).
Communication of innovations (2nd edn). New
York: Free Press.

Schiffman, L. G. & Kanuk, L. Z. {1991). Con-
sumer behaviour (4th edn). Prentice-Hall Chap-
ter 18.
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Colley, R. H. (1961). Defining aduvertising goals
for measured advertising results. New York: As-
sociation of National Advertisers.

Dibb, S,, Simkin, L., Pride, W. M. & Ferrell,
0. C. (1994). Marketing concepts and strategies
(European edn). London: Houghton Mifflin Co.
Chapter 15.

Kotler, P (1994 ). Marketing management :
Anal‘)‘sis, planning , implementation and con-
trol (8th edn). Englewood Cliffs, NJ: Prentice-

" Hall. Chapter 23.
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B Xk
Kotler, P. (1994 ). Marketing management :
analysis , planning , implementation and control
(8th edn). Englewood Cliffs, NJ: Prentice-Hall.
Chapter 22.
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Crosier, K. (1994). In M. J. Baker (Ed.), The
Marketing book. Oxford: Butterworth-Heine-
mann. Chapter 21.

Institute of Practitioners in Advertising (1986).
Some suggested provisions for use in agency/
client agreements. London.

McCarthy, E. J. & Perreault, W. D. (1993),
Basic marketing (11th edn). Homewood, IL:
Irwin. Chapter 17.
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£ i, Communications objectives ( 34 i B
¥R)
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Cox, K. K. & Enis, B. M. (1972). The market-
ing research process. Pacific Palisades, CA:
Goodyear Publishing Co. , Inc

Kotler, P. (1994). Marketing management :
Analysis, planning , implmﬁenmtion and con-
trol (8th edn). Englewood Cliffs, NJ: Prentice-
Hall. Chapter 22.

Strong, E. K. (1925). The psychology of selling .
New York: McGraw-Hill.
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Greenland & McGoldrick, 1994 ), H fth—
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Weitz,1995),
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Greenland, S. J. (1994). The branch environ-
ment. In P. J. McGoldrick, & 3. J. Greenland
(Eds), Retailing of fz:nancfal services (pp. 163
~196). Maidenhead: McGraw-Hill,

Greenland, S. J. & McGoldrick, P. J. (1994).
Atmospherics, attitudes and behaviour: modelling
the impact of designed space. The International
Re'vzewof Retail, Distribution and Consumer
Research, 4(1), 1-16.

Kotler, P. (1973). Atmospherics as a marketing
tool. Journal of Marketing Research, 49(4), 48
- 64.

Levy, M. & Weitz, B. A. (1995). Retailing
management . Chicago: Irwin.
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PLAEE ; T R I B AT, T Sk B JLA)IE
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Kotler, P. (1994 ). Marketing management ;
Analysis, planning, implementation and con-
“trol (8th edn). Englewood Cliffs, NJ: Prentice-
Hall. Chapter 22.

Strong, E. K. (1925). The psychology of selling.
New York: McGraw-Hill.

W48t - 4958 (DAVID YORKE)

27 attitudes 5E W CONSUMER AT-
TITUDES(JERESE)

7 awareness tAHl W B

A BRI B AR AR
BN RE AT E R R AN
BRI S — BB, X MR RN
HWESR, EXWEIBPHE Y
B BIEB R /K EFIR T EF&.
AR S5 B4R 14 0 B BRUIR &5 Z LR R TE
FRL % BT P9S8 SR R (8], BT AR R 4
T e R R W W 3 % R R iR e e
SRS MIANE (LR EAE). A
PEIB 7= A AR I 1Y, B s e 1
W3 R A B (LSS IR 38R A
HBENR),

£ ik
Colley, R. H. (1961). Defining advertising goals

" for measured advertising results. New York: As-

sociation of Advertising.

Kotler, P. (1994 ). Marketing management ;
Analysts, planning, implementation and con-
trol (8th edn). Englewood Cliffs, NJ: Prentice-



awareness ¢+ 7

Hall. chapter 22.

Lavidge, R. J. & Steiner, G. A. (1961). A mod-
el for predictive measurements of advertising effec-
tiveness. Journal of Marketing , 25,0ct. , 61.

Rogers, E. M. (19582). Diffusion of innovations.

New York: Free Press

X4 - 2975 (DAVID YORKE)




72 BCG matrjx KT sERE

| o4 SR S, e A AR B R PR L T
HEAL A BR EH—TEAR, EFE 20
g 70 FERAEH Wfr. BAEI—T By
At 2R SRR A E WEARTRE
M, BTN L, R TRAER. B
— P ETRE L5t R 2N, BNFE—F = 5
MRE EENEELIRPIERINE
A, 2BEA =25 BT/, £ 5 ik
KRBT HEITEWIRE ™ ™ &
RIBGE M B BRI T A AR
/a5 BN A A P R AR | T T B
BIA T IT B A A E B R BUR
BRKNBERHITER . SR AT LR
H—FRBRER H ik, HAMELIRER
PR BRI, B B B0 7= s b A SERR AR
AR, QR TR R AT’ B E
HEE - REL, FXL L, BELHE
W, =& BB BN —6%, LR
AN = AN KA 20% ~30% o X BBk
BN ZEPEIRETE, FELE
EHENMERBREENTHLE. £

P ATRESREFE AL EEASWEEST
GRS KEBYINER, HLHEHER
AN T —FNSRERE(LE 1) ,x4
MR FE_RESMNTF(HIXRE
BB EL BRI AT KR
HMGHNRBRAMEABN TR, BB
R SRR B, XA T &
FaFRR BRI S (BT KR,
HXBWHGE) HREF " F (KT
BR R MW ETSHMEE) g (8
Bk %) (RS K R, KT 550 H) M
R F (R R R0 5) .

Bl F 55 DL L5 5 X T 1 LA I — 86
FERBEAMBELHORE. BN, HE4
W FFREN S S REHSEZ R 2
Wos BHEVEEA L XFAEFE, 5
R BB 2l 55 L K RE B HE R IS 4
Fro —MRUL, M REHMIFEM S EH
HEE

T 5
TR &
B FIE
HE | se
% nEF | mm
IR ———

HMEARELZ I ZHF, AR
RBEZHA, XTREATFERNLS
H, BEXEREFSHT, Fl0.: 0T E
MG EMERE TR R —
A EBRT KRBT HEYEKE
FEMRE, 5 F N9 B R B B XE S
BRE AT REE M 00T AR A ABREE
RAMIEMEERNEWE, WH, XM
ot TR, R BE MR R RES
BARBINK, EEEEALH®RE. #i
o0, BriB e %"k % T RBAE B AR, I Y
FoAtll 45 Z A AR ELCEK , R0 % T &, 3R
L ITERA N REX E L FEA RS S
MIZRREE FERARIER,

— AR U, B2 L W I A BT AR T A
ok 55 B 7™ dh LA He o R A B (R
PR . £ GNER AR, L
FRTEF i R BB, P& 4"l
A R HIRFEERT E]LE A Mk 25 WoE Se s 8 BE



