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(Mass) The Oxford English Dictionary
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14



15

2 (Audience as a Public) (Social Group)

! (Pubiic) (Socia
Group)
McQuail (1983) 4
(2541)
2

L (Audience Psychographics or

Psychographic Characteristics of Audiences)
(Media  Habits) (Attitudes)
(Values) (Self-Esteem)

(Need)

I (Todd Hunt and Brent D.Ruben,
,2541) (Preferences and
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(Attitude toward self)

(Attitude toward message)
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2500)

16

2541)

(Todd Hunt and Brent



i
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2. (Audience  Demographics  or
Demographic Characteristics of Audience)

‘ L7 (Bruno, 1980)

(Gleitman, 1981) !

(Garison and  Magoon,1972) !
(Sensation)

(2529) | (Perception)



(Perception)

(Intensity) (Size)
(Contrast) (Movement)
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(Select)
(Add) (Distort) (Relate)
(Experience) | (Perception)
(Meaning)

(Livingstone, 1998) !
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o)
1 ! (Comprehension)
! !
! J.Comer (1991,1995 Livingstone , 1998; 184)
! (Denotative Level)2
2 (Interpretation)
!
(Open Texts)
!
J.Comer | |

(Connotative Level)



(2538 105-107)

(Organize) (Interpret)

(2530) (Filter)

(Motive)

(Past Experience)

(Frame of Reference)

(Environment)

(Mood)

2

(Perception)
(Select)



(Levy and Windahl, 1992 : 175- 176)

(Before Exposure)

(During Exposure)

(After Exposure)

(Klapper, 1960)



(Charles K.Alkin, 1973)

( 2523)

(Sel--Aggrandizement)
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nE Vi ' 11 r A

(Wilber Schram, 1973)
(Least Effect) (Promise of
Reward)

(Filter)
3 (5%

L (Selective Exposure or Selective)
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(Theory of Cognitive Dissonance)
(Festinger, 1975)

“Cognitive Dissonance”

2 (Selective Perception or Selective Interpretation)
(2541:121) (Perception)
(Interpretation)
3. (Selective  Retention)
(Allport and

Postman)



(Charles  Atkin, 1973)

(RewardValue)
(Expenditures) (Liabilities)
(Information Ignoring)
(Information Avoidance) |
(Information) (Entertainment)
(Friedson) (Riley) (Flowerman)

(Merton) (Wright) (Waplcs)

( 253)
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(The Concept of Agenda Setting)

1922
Lippman & Park

The Agenda Setting
Function of Mass Media (1972)
.. 1968

" (McCombs & Shaw, 1972)

McComb & Shaw

! (McCombs & Shaw 1972, 1976)



2530)
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2531)
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(The  Concept of  Public
Communication Campaign) (The Concept of  Social
Marketing)

(2532:211-214)



2001)
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(Political ~ Socialization)

(Political Participation)

30

(Charles K. Atkin ,

Ronald E. Rice & Charles K. Atkin,
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L (Awareness)
2. (Instruction)
(Education)
3. (Persuasion)
(Awareness)

(Education or Instruction)

(Misperception)
(Rejection)



Windalh, 1193 185)

(Nowak and Wameryd,

a

Denis McQuail and Sven

-

.

Point of Departure ]

Competing
Communication

Intended
Effect

Communication
Object

Target
Population

Message
Group Channel
Communicator/
Sender

[ Manipulative Factors J

Obtained
Effect
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: Nowak and Wameiyd,

(Intended Effect)

(Competing Communication)

(Theme)

(Object)

Denis McQuail and Sven Windalh, 1193 : 185,




(Message)

(Communicator

" (Pseudo-Communicators)

2. (Channel)

(Interpersonal)
3
Sender)  Communicator
(Spokesperson)
Sender

(Spokesperson)
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(Kotler,1972

(Social Need)

(Quality of  Life)

(Obtain Effect)

Kotler and Zaltman , 1971)
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1: (Social Marketing Objectives)
(Specific) (Measureable)
(Attainable) '
4 (Marketing Segmentation

and Selection of Target Adoptors)

5: (Analysis of Consumer Behavior)

6 (Analysis of Consumer Behavior)
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7. g (Social Marketing
Strategies & Tactics)

4P's (Product, Price, Place, Promotion)

8 (Implementation and

Evaluation)

McCarthy (1975) 7

(Marketing Model)
4P's L (Product) 2. (Price) 3. (Place)
4, (Promotion)
L (Product)
(1989)

(Safety Belt)
generic product
physical product

2"
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2. (Price)
(Farquhar 5 1984)
(price) (Time)
3 (Place)
4, (Promotion)
(Solomon, 1989) P 5
Position
4P's
30
30 ?
30 P2 (Price) P 3
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(Enegy)

McCarthy

(Product)
(Medium)



(Promotion)

(2549)

(2543)

3



(2537)
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