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ABEABET 184, £X 18 £ &, #F4H R EF 4 % ¥ (marketing communication ) 9
BRETRAKEN, ShER, EHSEIRHR S UHAREREEST T2, R READL
ARREANE, MEFREWER AR F B, 5 BT AK (targeted audience) # 47 & &
BRMAR, ELOHRA, THEAREEAABETH, vAFLIXETH, EHHM
B B 8 (message) OE# A Z o, MHTAENE REMHE DK,

GEAEYUREMAMBSEEYHEA RS TH S H KA (brand equity) , Ttk
LM EHABERETNERNIFLRRAET, A8 ESHRHESEH A A (integrated
marketing communication) 5 ¥ . R F A F T X TRWENEE ST X — L HEHHA
B, TRBAS 4. RYUCREAEHFTBREACHE L, A8 LF BN THEE
A ERWBANKATMEXHEF AL, ARAFHESRY, HRETV ERE, UHERS
LREFFEAL Y FANEE, RBRATEAEHAER - MAERWERAATHNE
B, FABLSEHENEANEANTE— 4. R4, WESSHEg. WXAFHE,
HEHEHANE . EH S B A (event-oriented) 7 B I & ] A (cause-oriented) 5 By LA & A 5 4
€, AAFTHEAR, L—RAAFEALHAPLELAABNEEMES B RA
FRERORALBTELNNE, UENEE A ERE - A RXER,

AETHANRFARENEHHR, &, BHERY, RETERABANREMR
Bo HIFRZALRARKINEAETEMAEABIE, RUARFAAXENATAR AT £ XK
B, BXEWR, AU EHNBHN IR IR TABNELARTETE S TEX,

AP 51

ABD2HNAG. VAN ERGEHHANLEAD R, B 1 EFRESCTHAAKRL,
ABEATHUABEARTEPHELY., RFRAETHARANENTRLAW R —DEE,

D H “message” F “information” PIIE EEAIE, 8 “message” — Ak WHAT. “IEE”T MERMN, B
“EIET. BB SER, A PFEAAEREA, BEEREHEETR(EHE ) FEEHAEHEANN
(SR LA “message” o AN “message” ¥IEN “WME", “information” K “AER”, —HEE
@OFHF, EHEMHATNEZ(4P)Z—H “promotion” FH “HEPTHIE B MBS R Z — K “promotion”
AT LLA “sales promotion” H TR, WHTHEHR “EHT, —IFED
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“R—AEFERE”, TARLENYBIC LR LR T, AFEEAR RS EH B AAE
AEEBALERX - FALR, £ 2H %G A % (brand awareness), BIXBA A, EE
By k4 89 & A% X A8 (brand association), R LA W EE A RN HES, B EHRERE —
M"EELTHEM,

FoEE-NECERTHH B EHNBLENIR, INMEZBEEHNBRER
G —RAEF(ABERZIA. RLEAMEHEZTE), LB (HBREE 44
RRE ., BAEFHERR), URARAEEIRENEE, ZLAFWENEEI N B BR
K,

BIEHR MM EHAEN AT ENARRS AR O L AR N B EE: HRHF
B, TEHHNBEINEFLEY, UREHAANMESREE, E145E T THENE
THHFEHRMREELAETHAANBEEL, F2VERTEHHREH P NEA
EEMATLEHEY, HARE TERHAH S 2 R £ (Federal Trade Commission, FTC) 3¢ # %
FANFEHTANEE, BRE-FTUHENTUBEREN T AN HEE, KRl S/
AENAEEEEHRTAR S RNEMOEEE T W FE A,

FohMEHNBNEREAIETTERAE R LWER, I B4 EFHERETEN
BRI TG, F4EMAREFETHARARZANALL]. CEADLE
1t (psychographic) o B A 0 W R H#ATH K. AP EMFEREWHFET: (1)AT
Git; Q) AT FREMEA; (3) ¥ H T3 (singles market) ¥ K; (W) P BRREATHEK,
BANOGIHEMEZTENG VALS2 X3k, BE—HFNEHBEAORITERER ZRA
By 5T 4 F| 3% 47 (Claritas ) 2 7] #7 PRIZM 2 % 3,

ESERWEHNANIBIELXRES, URMEIAINELRER, —FhEHH
REZT Ea, EHNEANTAFTUAANAERTR: — I REHFHEYU “"BER
# A" (logical thinking person) 3 % # & & 4 ¥ 7% # (consumer information processing ap-
proach), B —MNEHBFEZEM “FHRMEZH A" (pleasure-seeking, feeling person) #y ¥
S—& % (hedonic-experiential) X, AEMH TRAHFZ IR, ERMHXEHARYW
EHED AT T R AN,

EOEBERTMET AT EOHBENER, 3IANT “AK”7 (attitude) F “35#H7
(persuasion) XH MK EHA, XHEMANEESET: EHAER ZHAL L8N
H, CMABEHAABREFBEEACEH VB TRNAEXEREECFERRE,
BAEA - VHWERRFEEH A B EER PR NHEEFAEEHAEOTRE, M
SFutk Ao

EIRBERE, §7FHTEMN (adoption) F# # (diffusion) TH, UREHH
BENMEXBHBNTREAREANESHE S AENER, AZ AR EHARF M
BREAFZEHAAAEE, RARFRSEREIENTAREENERERLS, FTH
MEZ AN FRERBERANAA, URAREHEERAFGERPEFS XAy g
B, AEXF Y BBHEIN 0 LHHE (word-of-mouth) #y{EH o

EYEHRTHBEHELTREENINUHLEE: SHAKR, HFRPEE. £FH




B—-XMENAHRT Z WM E I (point-of-purchase, P-O-P) ¥ B F B . W X & & ¥
A%, FRRPEEXESENE P HXETR, BHARFARBREAR AR B EATH
BHEEM, TEN(POP)ABFRMTHEH ., HEHNZEHTLNELMER, AR
HREYHBFROBRETH K, ASERAHLYEEHRT POPHER Y XY X
W E¥42(POPADM B RE W LI RARAR, HUFHFLEARAGRETRELE E N
NIy

FARNEELTEFRT) &, FOFR A EIBRMA, HFANLTARME)
LEHEFRE, FIOFRARI T A ELBETWERE&S, TEARLHEAR &R
EWEXR, I&itx. “FBE—EBH%#” (means-end chain) 1 MECCAS # X, . Ml & €] B R
B, WERAFHBE/EH) % (corporate image/issue advertising) o

FUEEERECUNENRNET RE HEHWREA (endorser) MHLEFFK (message
appeal) . KE Y AR NERETANBAFRE, RAEHRTRGHRERK, wBE, &
R, BE, &, # &8 i & (subliminal message)uﬁﬁthr%o

H2ENEHEERTT oM. ARTEXNEIMHEESEHE (P F. WA 2
AL, BRI WEERREEEATES, HERFTEHX) K (BERLES
£) Bk sk (REER, B LURERETHEASR) . F BELINEE
B EMEKBEEEH, NEAEERF &, EXEY. R ETHURKEENER,

EUERARETTRERE S ROWAZTEES: (1) BFITRHEE; (2) BEXAS
fo; (3) HikFfEkEE; 4) BEBE, AERATR T REREARFELENER,
#n: Bl%%E (reach). # % (frequency). X 1il7r Z (gross rating points) . # 3K ¥ % (effective
rating points) 9 % % —4% & (efficiency-index) B F. AF XKW T/ EHEALH T EHZ R
HE (h#R. HERIFHEERSEAR), AFARAEEUIFTEN - BFAL—RE
23 8] # R, (shelf-space model), X # ¥ Bt it %] & W] (principle of recency planning) . & T —% ¥
AETFARAK (cost-per-thousand, CPM) it ik, KAERE — ¥ X — M THAIT X &
AR F——Adplus #HAT T NME, FHFFTH MK RN EH—5 % 9-5 (Saab 9-5)
AR EFBEA “WRpE+" (Diet Dr Pepper) KH &,

EISEREARNBEE—F, TER HXENNEAR, £FNET £ THREMR
BHAR . ETHANFR T EAEALEHE4 (MRI# SMRB 2 8) | J"HRTRIM
b 440 A ) (Arbitron) 1F0 B AW AR [ B AR &2 8 (Nielsen) 1M E, ETRENFH AT
FHHAUTEARMNER .

. Ao E 7. S AT (Starch) HEER &M E. #EMMB (Brumone Tests) 1
%%k B E 2% (Burke Day-After Recall) o

2 WRAMNE:. BF B T % (Wamth Monitor) . TRACE 7 BBDO 2 7 ¥ i & 3l & % 4
(Emotional Measurement System) o

3. AR wRit. B REFRLSM.

4. F¥: ASI B3R B ARS B U %o
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5. HERR: IRI¥W “fTHEH#” (BehaviorScan) F1JE X 7/ 5] # SCANTRACK,

BSHIT T XRLRYEES . FI6ENFTRYWAL, e, FRERRHE
HEWEE, ABRTXEF S WA (deal-oriented) 174445 BLEE A #h 41,

FUELTHHELIHE (trade-oriented) R4, AENPBTREEFNA RS B H
B RHEFR: T2 (off-invoice allowance) . W T 3£ 3 it (bill-back allowance) , %
{i?ﬁ‘ii(slottingallowance)\ REMBBES . A EAEF IR, W&
(specialty advertising) M X > B # ¥ <., RAOVA A Y B 8 £ E 18 5 %W (forward buy-
ing)\ BRER (diverting) AR H B A U MR X BB EN “XREH (everyday low
pricing) BK . XAEXEHINE T ER M EH E R (efficient consumer response , ECR) . & %
% & (category management) &% F1 & 4Y (account-specific marketing)O

FISETEWNAMEH T WA (consumer-oriented) R4, B K2 5| 54 1 # 12 4
FREGEHNERMAN A B R ERUENEFH B IR, KEX L H XA, Lipk, W
B B, mARER. BARR, RE/NE. AFEF. £A4RFHEERES (overlay and
tie-in promotion) F MY T #ANF, AFARNET —HIFHERYGVUERZS S,

FORMAEHARTHF HA AL (marketing-oriented public relations, MPR) #2 A R 44
E. A VOENFTKBTENHI DX (reactive public relations) Fo i 45 3 L 42 By £ 7 /)
% (proactive public relations), AEH — ¥ BB EITHARATHE, F A AL ERZ ST
HAETRYT L2 Y, XEEF—FTHIFTELEH (cause marketing) . & 3 & 44
(event marketing) , WA R4 BYE 4 (sponsorship marketing) 895 MEK ¥ .,

FNENFHEARNIHELSEDNXEY | HEARLEWATEHERMRFHEA
RWEME, XFEBR: RATAREE, AN &, B4, WEAGFESI TS E R
KETREX, —MAEWHEARREHEN, ERARELENELATNEARARLLAN
WA

B SR Fe B e NS

BREIXELRINLUS, (BLEYHE) —FWESHKEAF S %S, TEX W
T

® 5%, ARMAH20FE, Exd-—LEYHAFHTTAEUEFGER
REEF. ABHWESE “BRA4K. B, WRPUZAGHE £L-KEK
ERE—Hath, RIEE-FRAEATBAXLERANMERELAT EH X
BER, AAMERR EFRENZEHFRE. FAKFA - RATAETLEER
Whsh: 138 “HESEMEBEEEH” B2 “BEERg” H-FHNE, TF
REEEARTAHRE “BEES” FH. IHBHNETEFALRE U FE “KE
Reg” fo g 15 % WP ERR WA IMHLIKRWET, WTRUAKXKEE
FEWNERTH. BE—ARFRFARTEESE “ARMEANTT" AEXK
TRAWE20%F, XEEFEGRAREHAHENRAUEENET YL,
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2. RAA¥WALE - NANE. PEIAAFHADHE - EREMEF . RFEFAEFX
HWERE - HMARF, AR AENRE - HEET AN, WRARRAFNEA -
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BeHr - A FE 1974 £ 455 B 2 K% (University of Maryland) K8 L+ ¥4, BLAF
WHE—HEZ P AFENT - BRAE %% (Darla Moore School of Business, University of
South Carolina-Columbia) WEH ¥ ¥R . HAELFALR . R FRARFEMFARE
I, FLEHRAREHARURARELT T R RE, YREH LA, ©F 1990 FHkE
HEFRAARFRGEFRTHTEN L 4% (Amoco Foundation Award)

FEHRBREERF HBFHAOHIEM) EFABERT ML EF, £2(HEEFR)
( Journal of Consumer Research) . (= ## %) (Journal of Marketing Research) . (H i e 4)
( Journal of Marketing) &~ % »( Journal of Advertising) K~ % 8 %% ) ( Journal of Advertising Re-
search) {2 3£ B % 5 % 4 ) Journal of Public Policy and Marketing) % % £ Fl 4 L X & % & X
F A998 EHMALENC EREFEAATLEAREEA) — XK (" 4) #FRFHX
¥, #5F4H - B E% (Eva Hyatt), B4 - #7578 (David Snyder) 6 5 8 (HEHEHEHA R
PERE R AGHAEFE) XK CHRHFE) 4% 1990—1992 £ F Rz ik XK,

F U HG Y EE Y FHH K4S (Association for Consumer Research) £ &, &
(HEETR) RAKEZR22R. %8B Z2R&ZER, CEHREVES) (Journal of Con-
sumer Psychology) | (g (B8 N) (Marketing Letters) (AR E S EH) (EH W
) ( Journal of Marketing Communications) $ & £ W RELE R HEULT XA £ L¥
EEARKAT S E R MMM LA,
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