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1. hl&4qi4  ( Pacts)

2. $iiwarTotm (Problem and Opportunitlee)

3 . f"@~WfJ~  (Objectives)

4 . nqnswiCkm$juEi  ( Strategiee  and Tactics)
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2. Gh=h=hll4"15crla7n ( Market Share) &A" 20%
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1. %WIUIJ~'U%  (Guidelines Method)

2. iih?5ill4tlfp~  (Theoretical l&l Normative

kth&

3. %fl7¶fiaa~  (Empirical Method)

1. is'n~sniwunTaol;u'na(n~~ ( Arbitary or Subjective Approach)
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Fixed cost of
advertising

Mf (A) = Gross Margin

P = Mf(A)-A  = Profit

= Sales

= Advertising'
Expenditures

\

Advertising
($)

d111  : David A. Aaker and John G.Myers, Advertising Management,

Prentice Hall, Inc., Englewood Cliffs, New Jersy, 1975, p.52.
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Cookware ~104 DuPont t"a"l5~"aa~uYr~~"~l~~nl5  rll~~utl~a~"l5~o~un;aaJ
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'..
Results in Unit/

1,000 Households
Fall Advertising

None $500,000  $1,000,000

None 25 26 32

Winter Advertising $500,000 29 29 35

$1,000,000 49 53 70

iI 117  : Julian L. Simon, The Management of Advertising, Prentice - Hall.,

Inc., 1971, p. 61
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