(MARKETING)

Philip Kotler (1994 : 6)

Philip Kotler (1994 : 15-28)

The Production Concept

(Demand) (Supply)



2. The Product Concept

3. The Selling Concept

Goods)

4. The Marketing Concept

Selling concept
elling concept

concepm

5. The Societal Marketing Concept

Marketing concept

(Marketing Mix) Philip Kotler (1994 : 98)

(Unsought

Marketing concept

Marketing



1. (Product) ,
1 1
2. (Price)
3. (Place)
4. (Promotion)
(2534 :307,2540 :5-6)
(1)
2 (2)

(3)

(Promotional Mix)

(Direct Marketing)

(Marketing Mix)

(Promotion) 1)

2)

3)



Courtland L. Bovee et al. (1995 : 164-174)

(Strengths)

SWOT Analysis

(Weakness) (Opportunity) (Threat)

SWOT Analysis



11 (Intangible)

Sandra E. Moriarty

(source)
(channel)

(receiver)

Manendra Mohan (1989)

(ADVERTISING)

(1991 : 5-6)

(encoded) (message)
(noise)

(feedback)

10

(decoded)



Sandra E. Moriarty (1991)

(Brand Image)

(Added Value)

(Persuasive Communication)

(2531: 87)



Sandra E. Moriarty (1991 : 7-9)

2) 3)

William F. Arens Courtland L. Bovee (1994 :216-219)
Creative Mix

- The Target Audience

- The Product Concept (Bundle of Values)

(Involvement)
( ) ( )

- The Communication Media

- The Advertising Message

(Copy) 1 (Art) (Production)

Donald Parente et al. (1996 : 313)

(Creative strategy) (Media Strategy)

12
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2
(Creative Strategy) (Media Strategy)
21 (CREATIVE STRATEGY)
George E. Belch Michael A. Belch (1995)
Copy
Platfom Copy Writer Art Director

Courtland L Bovee et al. (1995 : 228)

8. Rosser Reeves
Unique Selling Proposition David Ogilvy

Jack Trout Al Ries
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(Positioning Strategy) 2

9. Hard sell Soft

Sell

Public Relations Advertising '

Terence A. Shimp (1997 : 272-276) 2

1. Corporate Image Advertising

Corporate Image Advertising 1

2. Corporate Issue (Advocacy) Advertising



James R. Gregory (1991 : 126)

3
1.
2.
3.
5
Charles F. Frazer ( Donald Parante et al. 1996 : 165-168)
7

1 The Generic strategy

2. The Preemptive Claim

3 The Unique Selling Proposition (USP)

Uuspw ' '



David Aaker

Mayers

4. The Brand Image strategy

5. Product Positioning

J. Gary Shansby ( George E. Belch, 1995 : 143-146)

Ronald Mc Donald

Aaker

16



2.2

The Resonance Approach

Affective strategy

(MEDIA STRATEGY)

(scheduling the message)



Media Mix

Synergy

3.1

3.2

3.3

1Share of Voice

Share of Voice

Attention Value

Share of Voice

Motivation

18

Value



3. (SEMIOTICS)
John Fiske (1990 : 40) 3
1.
2.
3.
C.S.Peirce ( John Fiske ,1990 :41-42) 1

Interprétant

Sign

RSN

Interpretant o, Object

Sign Object
Ogden Richards ( John Fiske 11990 : 43)
Referent Object 1Reference Interprétant
Sign Ogden Richards

Reference Symbol Reference Symbol Referent

19

Peirce
Symbol

Referent



/IReference

Reference

Saussure Symbol
Referenced Symbol
(Signifier) (Signified) Saussure
Referent
Reference  «-----mmmev » Symbol
Ferdenand De Saussure ( John Fiske 11990 : 43-44)
De Saussure ( 12531 : 183)
(mark)

“ " ( T

" (signifier) ” (signified)

-derive)

" (signification)

(2531:184-185)

20



(denotative) (connotative)

(associations)

(image)
Roland Barthes ( John Fiske 11990)
2
(Denotative)
' Saussure
(Connotative)
Barthes 3 Connotation
2
(subjective)
Barthes
2
2

Barthes



Myth ( )
2
Barthes
2 myth
myth Barthes
Symbol ( )
3 Barthes
Peirce (
1. icon
2. index

3. symbols

symbol

John Fiske)

icon

(dynamism)

Symbol

1

Barthes

22



(IMAGE)

(Image)
(Ideal) ,
(Commodity)
1 1
Boorstin

1 (An image is synthetic)

(brand name)
2. (An image is believable)
3. (An image is passive)

(

23

(trade mark)
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4, (An image is vivid and concrete)
5. (An image is simplified)
6. (An image is ambiguous)

1

Keneth £ Boulding (1961)

(Subjective Knowledge)

Boulding 4
4
1 (Perceptual Component)
(Cues)
2. » (Cognitive Component)

(Attribute)
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(Affective Component) ,

(Conative Component)

12537:77-79)

(2539 : 81-84) Image Marketing



Symbol

(2538)
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Image
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