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Lindheim, 1987 ; Carroll and Davis, 1993 : 304-306 ; Eastman, 1993 135-138 ; Vane add
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1 (Audience Flow)

2 (Blocking)

3-4

3. (Counter - programming)



(Hammocking)

(Blunting)

(Stunting)

(Stripping)
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(Checkerboarding)
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Bridging)

(Re-running)

(Tentpoling)
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Edwin T. Vane Lynne . Gross (1994)
(Scheduling Strategies)
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1 Fill the Show to the Available Audience)

2. Dayparting

3. Lunching the Show. The First strategy

4. Hammocking

5. Counterprogramming
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6. Stacking

7. Crossprogamming

8. Theming

9. Stripping

10. Rerunning

11. Boosting the Audience in Sweep Periods
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Prime-time Network Television Programming. William J.
Adams, Susan Tyler Eastman Robert F. Lewine. (1989)
prime-time '
( , 2545)
Non prime-time Network Programming Mitchell E. Shapiro

Squire . Rushnell. (1989)

prime - time

prime - time
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Sydney . Head
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(1989) (Primary Appeals)

(Secondary Appeals) ( , 2539)

(Primary Appeals) 5

1 (Conflict)

2. (Comedy)

3. (Sex)

4, (Information)

5. (Human Interest)



(Secondary Appeals) 6

(Identification)

(Sympathy)

(Nostalgia)

(Acquisitiveness)

sex appeal
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5. (Credibility)
6. (Beauty)
14
Edwin T.Vane Lynne
Programming for TV And Cable. (1994)
( , 2545)
1 (Major Production Companies)

Gross
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(Independent Production Companies)
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(Mini Services)

(Foreign Production Sources)

(In-house Production Units)
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(Specialized Production Houses)



(The Buyers Themselves)

(Station Influence)

(The Sales Force)

(Sponsors)
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Broadcast Station

( , 2545)

Mark J. Banks (1994)
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Programming
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(Public broadcasting)

Public Television's Mission Raymond L. Carroll. Donald M.

Davis. (1993)

Herbert H. Howard, Michael . Kievman and Barbara A.

Moore. Radio. T.v. & Cable Programming (1994)
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Yves Achille Bernard Miege (1994) The Limit to the

Adaptation of European Public Service Television
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BBC NHK

BBC NHK

BBC Television FACTS and

FIGURES 95 BBC ( 1995)
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NHK
3
NHK
1 \ '
(Rerun)
15 ;
Edwin T.
Vane and Lynne . Gross (1994)
( , 2539)
1 (Programming Objectives)

2. (Widest Possible Audience)



17.30- 18.30 .

5.

(Awards)

(A Specific Target Audience)

(Prestige)
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6. (Fundamental Appeals to an Audience)

Head Edwin T. Vane

Lynne . Gross (1994)

6.1 (Hard News)

24

24.00

6.2 (Soft News)

6.3 (Music)

6.4 (Comedy)

Head)

6.5 (Drama)

Alan Landsburg (1989)
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7.1

7.2
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(Sex)
(Money)
(Power)
(Qualities Tied to Success)
(Conflict)

(Durability)
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Edwin T. Vane

(Energy)

SuperSport 31

Lynne

. Gross (1994)

SuperSport 31

56



of
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(The Marketing Mix)

4 ( , 2539)
1 (Product)
2 (Place)
3. (Promotion)
4. (Price)
4P 4
1. Product ,

(Product Line)
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(Product

Classes)

2. Place

(Institutions) (Middle men)
(Channel of

distribution)
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3. Promotion

(Communicate)

(Personal
(Mass selling) (Sales promotion)
(Personal selling)
(Direct face-to-face relationships)
(Mass selling)
(Advertising) (Mass selling)

(Sales promotion)

4. Price



60

(Markups)

(Discounts) (Term of sale)

( , 2539)
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