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Schiffiman and Kanuk (Consumer leaming)
(Knowledge) (Experience)

( ,
2539 .151) (Process)

)

(Learning)

(Motivation)
(Cues)
(Response)
(Reinforcement)

L (Motivation) (Drives)
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(Drives)
( Motives)
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2. Schiffman Kanuk (Cues)
(Stimulus) (Consumer motives)
( , 2539
152)
(Cues Stimulus)
(Input)

(Sensory Input)

(Exclusive distribution)

3. Schiffman and Kanuk (Response)
(Belch and belch. 1990:99)
(Stimulus) (Cues)
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4, (Reinforcement) Schiffman  Kanuk
(Cues) (Stimulus)

(Stimulus Response Theory ~ S-R Theory)
(Behavioral learning theory)

(Behavioral  leaming  theory)
(Stimulus-response theory - SRtheory)  Schiffman and Kanuk

( 2539, . 159)
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Schiffman Kanuk (Attitude)

L (Object)



(Attitudes are a learned predisposition)

(Attitudes have consistency)

(Consistency)

(Attitude occur within a situation)
(Situation)
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(feeling) (mood)

(ike or dislike)

(dormant)

(repressed)
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3
L (Positive Attitude)
2. (Negative Attitude)
3 (Passive Attitude)
L
2.
(Unpleasantness)
(dissatisfaction)
3 (
, 2540: . 200)
(Structural model of attitudes) ,
( , 2539 . 189)
L 3 (Tricomponent atfitude modelé
3 1) Cognitive (Knowledge) 2)
(Affective  feeling learning ) 3) (Conative ~ DoingM  Behavior)
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11 (Cognitive component) Schiffman and Kanuk

3

(Beliefs)

1.2 (Affective Component) 3

(Emotion) (Feeling)
1.3 (Conative Component Behavior Doing)

3
(Intention
to buy)
(

, 2540: . 203)



(Perception)
(Perception)

(Decision Making)
(Habit)

%
(Consumer Behavior)

(Sophisticated)

(Brand Loyalty)

(Acceptance)

(High Involvement Purchase Decision)

(Low Involvement Purchase Decision)
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(Interpersonal Communication) (Mass Communication)

1 (Interpersonal Communication)
2 2

5 ( )

Hovlann ( )
( ) (face to

face)

Bamlund 5

L “ " (perceptual engagement) 2
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Barnlund
(face-to-face
encounters) 2 (
, 2538 . 61 -67)

2. (Mass Communication)

Wright
L 1
2
3

5

L
2.
3.
4,
b.

( 12538 .69)

3 (Medio Communication)



( 12538, . 67)

Hadley Read

(Hadley Read, 1975: 26)

Roger  Shoemaker (Everett M. Rogers and . Floyd Shoemaker, 1971: 6-7)
3

(Wilbur Schramm, 1954:13)
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kil
4 (Alex . Tan, 196:

180- 187)

L (Selective Exposure)

2. (Selective Attention)

(Informatiion  Theorists)
5 1
500 1
3 (Selective Perception)
4, (Selective Retention)
Todd Hunt and Brent D. Ruben 3

L (Elite Audience)
2. (General Audience)
3 (Specialized  Audience)
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(anonymity)
( 2539 . 103 - 112)
2
L (Audience Psychographics or Psychographic
Characteristics of Audiences)
(media habits) (self-esteem)
2. (Audience Demographics or Demographic

Characterestics of Audiences)

(Demographic Analysis of An Audience)

(more liberal)
(more conservative)
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2. (S&X)
(emotingal) (submissive)
3 (Socio-economic Status)

(occupation) (income) (race and ethnic group)
(family background)



(Education)
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5. (Religion) 1
3

1 5

2.

3,
6. ( Geographic Distribution)

(subculture)
(culture)
( attitudes) (knowledge) (position within a

social-cultural system)



(verbal communication skills) 5
(writing and speaking)4 (reading and
listening skills) (thought or
reasoning) (nonverbal  communication  skills)
(gesturing) (posturing) (drawing) (painting)
(seeing)
(thought or reasoning)
2 2
L
3
(Edward Sapir and
Benjamin Whorf) (perception)
(thinking) Sapir-Whorf Hypothesistion)
(What he sees) ( what he thinks

about)



(Attitude  toward self)

(Attitude toward message) :

(Attitude toward source)

(knowledge of the content of the message)
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2. (knowledge of the communication process)

(norms) (culture)

2
(passive audience)
2
(active audience)
(Uses and Gratifications)
(the uses of media content) (gratifications)

(need fulfillment)
(the needs) (interest)



(Lawrence Wenner)

(Ronald  Compesl)

(gratifications) Al My Children
221 52
1. (Entertainment)
2 (Habit)
3. (Convenience)
4. (Social tillity)
5. (Relaxation or Escape from Problems)
6. (Escape from Boresome)
T. (Reality Exploration or Advice)
All My Children
(Eileen Lehnert) 18-34
n 4

L (Information Stalker)

3
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(Consumer Advocates)

(Fascinated Feature Reader)

(Opinion Seekers)

( Consumer Dicision Making)

(promotional efforts)
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