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1  (Advertising)  

2.   (Sales Promotion)  

3.  (Events and Experience) 

4.  (Public Relations and Publicity)  

5.  (Direct Marketing) 

6.  (Personal Selling) 

  Keller (1998)   
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 (Special Event) 

  4 (Kotler 

and Keller, 2006)

1.

 2. 

1)

2)

3)
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 3. 

1)

2)

3)

4)

 4. 

1)   (Leisure  Event)

2)   (Cultural  Event)

3)  (Personal  Event) 
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4)  (Organizational Event)  

(We Study People)  

 (Wilbur, 1973)

 (Rogers, 1976)

  (Message)  

  (Sender)   (Receiver)  

 (Channel)   (Message)  
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  (Lasswell, 1948)

( )                 ( )   ( )    ( )                ( )

 2.1 

 Harold Lasswell 

  (Source)  

  (Channel)  

  (Receiver)    

  (Effect)

 (Wilbur, 1973)

Who Says What In Which

Channel

To Whom With What 

 Effect
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 ( , 2538)

 (Impact & Proscpect) ( , 2547) 

 4 

  1.  Awareness 

 80% ( )

2.  Acceptance 

 60% ( )

  3.  Trial 

 40% 

  4.  Brand Users  10% (

)
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 (Analyzing 

Consumer Market and Buying Behavior)  (Philip Kotler and Kevin Lane Keller, 2005)  

 (Consumer 

Market)

 (Problem-Solving Process) 

 2.2 . ,  2541 
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 2  (

, 2546)

 1.  (Marketing Stimulus) 

 (Marketing 

Mix)

-  (Product) 

-  (Price)  

-  (Distribution or Place) 

-  (Promotion) 

2.  (Other Stimulus) 

-  (Economic) 

-  (Technological) 

-  (Law and Political) 

-  (Cultural) 

 (Reference 

Groups)

 (Reference Groups) 
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 “ ”

 Primary Reference Groups  “

”

 Secondary Reference Groups 

 “ ”

 Membership Groups 

 Aspiration Groups 

 Aspiration Group  “ ”

 Dissociative Group 

 “ ”

 (George E. Belch, 1998) 

 –  (Celebrities) 

1.  –  (Testimonial)

2.  (Endorsement) 

                          3.    (Actor) 



14

4.  (Spokesperson) 

 , 

5.  (Expertise) 

6.  (Common man or Jack next door) 

7.  (The executive spokesperson) 

8.  (Authorities) 

9.  (Opinion leaders) 

10.  (Social engineers) 

 (Reference Group Influences) 
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1.

2

3.

4.

5.

6.

7.

8.

9.

10.

11.

“ ”

“ ”

“ ”

“

?”

“

”

“ ”

“ ”

“ ”

“ ”

“

”

“

”

 2.1    ( , 2546 : 38) 
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 (Opinion Leader) 

 (Rogers, 1995) 

 1. 

 2. 

            3. 

             4. 

“ ”  (Opinion Leaders) 

 ( )

 Two-Step Flow Model  (Katz and Lazarsfeld, 1995)   

 (Opinion Leaders) 

 (Opinion Leader)
 The Two Step Flow Model  (Katz and Lazarsfeld, 1995)    
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 1940

 / 

 (Agenda Setting) 

 (Interpersonal Communication) 

 (Opinion Leaders) 

 (Opinion Leaders) 

 Opinion Leaders 

 Katz and Lazarsfeld (1995)   Two-Step Flow Model 

 (Opinion Leaders) 

 2.3   Model of Communication (The Public Relations Society of America)

Katz  and Lazarsfeld (1995) 

 (Opinion Leader)  

( )
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 (Opinion Leaders) 

 1. Source Credibility (Singh, 2005.  Hovland & Weiss, 1951-1952) 

 2.  The Attractiveness Hypothesis (Singh, 2005.  Kahle & Homer, 1985) 

 3. “Match-Up Hypothesis” (Singh, 2005.  Kamin,1990) 

,

 4. Parasocial Identification (Singh, 2005.  Burke, 1950; Horton & Wohl, 

1956; Kelman, 1961 ; Bandura, 1977) 

 Rogers (Singh, 2005.  Rogers, 1997) 

,
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 (2541) 

 (2542)  

 (2547)

 30%   93.5 

 67 
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