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(Sales Promotion)

(Personal Selling)

(Oral Face-to-Face Presentation)
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Len Keeler (1995 : 171-173)
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(Update)
Informercial (General Advertising)
(Classified) (Customer Service)

2. Advertainment (Entertainment or information of a more general character)

Advertainment

3 / (Purchase Facilitation)

(Prepurchase Trial)
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E-mail
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(Online Shopping)
(Direct sell)
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(Innovation Decision Process)
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(Decision stage)
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(Adoption)

(Rejection)

(Implementation stage)

(Confirmation stage)

Rogers Shoemaker (1971 : 135)
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(Kivlin
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(Relative Advantage)

(Compatibility)

(Complexity)
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(Trialablity)

(Observability)
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1 (Innovators)
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2 (Early Adopters)
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3. (Early Majority)
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(Atkin, 1973 : 208)

(Selective Process)
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(Selective Process)

(filters)

1 (Selective Exposure or Selective Attention)

(self-concept)

(Theory of Cognitive Dissonance)

(Festinger LA, 1957) :

“Cognitive Dissonance”

( | 2529 ' 636 - 639)
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(Selective Perception and Selective Interpretation)

(Perception) (Interpretation)

(Selective Retention)

(Wilbur Schramm, 1973)
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(Todd Hunt and Brent D.Ruben, 1993)

(Need)

(Attitude and Value)

(preference and predispositions)

(Goals)

(Capability)

(Utility)

(Communication style)

(Context)
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(Information Seeking)
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(reward value)
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" (immediate consummatory gratifications)

" (instrumental utilities)

( , 2529 : 639 - 640)

51



(Attitude)

Gordon Allport (1985)

Engel, Kollat and Blackwell (1968 : 166 ' , 2539 :
(2531 : 179)
( , 2539 : 161 - 162)

160)
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Assael (1995 : 267)

3

1 (Cognitive or Thinking)
Belief)

2. (Affective or Feeling)
Evaluations)

3. (Conative or Action)

(Formation of Attitude)

, , 2539 : 166 - 167)

1 (biological motivations)

2. (information)

(selective perception)

3 (group affiliation)

(primary group)

4, (experience)

5. (personality)

(Brand

* (Brand

(Intend to buy)
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(Attitude Change)
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(Practice)

(2533 : 123 - 124)

(2520 : 78)

(Cronbach, 1963 : 68 - 70)



(Situation)
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(Goal)

(Interpretation)

(Response)
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(Confirm)
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