“Cultural Studies)

D
2)
3
4)
5)

2539)

(Self)!

” (Power)

(Symbolic Interaction)

(Symbolic Interaction Theory)

(Semiology Theory)

(Identity Theory)

( Public Sphere)

( Tipping point )’  S-M-C-R

(Cultural  dies)

(Web)

(Symbolic Interaction Theory)

(McQuail, 1994/

(Symbolic Interaction Theory)

(Self)



_ (self)

(Individual) (Neutral)

(Symbolic)™

( Cultural Studies)

. Hall

1. Dominant

2. Alternative

3. Opposition

(Identity) (Power)

(Collective)

(Self)

( Context)



( , 2538)
, (Self)
(Identity)
( , 2544)
1 G.H. Mead(1934) “self ( / )

(Symbolic Interaction)

Self 113 ”
/ (G
(Semiology)
“Semiology” “
” (Science of Sign) (Sign) (Meaning)
(Objective)
3
1
2
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20
2 Ferdinan de Saussure Charles Peirce
Saussure Peirce
L ” “ /
” (Signifier) - “ /
” (Signified) (Concepts)
(Basic concept)
1 (Sign)
3
(Social
Practice) (Subject)
K (Eleraents/Material )
(Relation) (Subject) (Object)
( 3 ”
/ / 13 ”
(signifier) (signified)

“ 7 (signification)

( ,2543)



2)

3)

4)

(Relation)

« Speech » ( Le Parole
44 3

(Code)

( Private /Public)

Saussure) 1974)
« Language » ( La langue

)
5

7 (Text)

)
Language!

Speech ()
« Language »

4.1) Product codes

4.2 ) Social codes

” (Context)

,2541)

14



4.3) Cultural codes

4.4 ) Personal codes

5) (Semiotic Analysis)

(Meaning)m

Understanding)

(Perceive) (Interpret)

Saussure

1) (Denotative meaning)

15

(Common

R.Barthes(1967)
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(signified)
2) (Connotative meaning)
" I I "] ' 1 y _ ’

(Semiology)

(Text) ( Context)

'_ 1 n

“ ” ( Self-Ascription)
( ) " (Ascribe by others)
(Identity) R.Barthesl| '
( Self- ascription )
( Ascribe by others)

( Social Structure of Power) Barthes



( Deconstruct )

5421~

( Reconstruct™

(Consent)

( Reconstruct) ,

(Deconstruct™

17

Barthes



(Thera)

( Power)”!

( Identity Theory)

(Identity)

R, Barthes(1967)

De Lavita

” (Hoult, 1969)

(2544)

" (US) “ " (Other )

( Self- ascription )

( Ascribe by others)

“ ( Power)”

()
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( Indefinite network-micro-power )

(Truth Production)

Reconstruction”

(Semiology Theory)
| |
1
2.
3

(Gaze)

M. Foucault(1980)

( Create)

(Deconstruct )

( Reconstruct)

(Deconstruction-

“ (Power)"

(Individual Identity)

(Collective Identity)

(Corporate Identity)



4. (Social Identity)
5. (Cultural Identity)
(Individual Identity”™
(Collective ldentity) Melucci

(Schlesinger, 1993)

( , 2539)

, (Corporate Identity”™ Lux(1986)

Birkigt
and Stadler ( 1986/ Reil,1995)
3
L (Beheavior)

2. (Communication)



M £ UMt J

&l21y W
3. (Symbolism)
( Identity) ( Image)
(Behavior)
(Communication)
(Symbolism)
(Identity ) (Image)
Birkit and Stadler
( Projector ) B.Lynn (1995) “ ldentity is who you

are. Image is how people perceive you. ”

Barker(2000) (Social Identity)
(Cultural Identity)

(Product of Discourse)



(Social Practice)

( Social Construction)

(Enduring)
(Changing)

2

(Dimension ) ( Dinamic)

(2541)

C. Keynes
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Gudykunst(1988) ( , 2544)

(Race Communication)

(Ethnic Communication)
) (Interpersonal  Communication)
(Individual Identity)

(Intergroup Communication)

(Collective Identity)

(Corporate Identity)

“ " (Intracultural Communication)

(Global/
Local Communication)
(2541)
3 (
) (
) (



L. Althusser
( Subjectivity )
(Interpellation) *“ , “ (Subject) ”
| Interpellate
|
Interpellate

(Public Sphere)

24

”( Interpellation )

( Sender)

Habermas
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(2543) X "
Habermas 2 "
(Power, M
Foucault 1980)
"o (Area)
(Boundary)
( )
( t )
» ¢ Private )
(
) 2
" " Habermas
: " (Sense of Public)

( Cultural social practice)

The Structural Transformation of the Public Sphere (1989)
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Habermas
) " 17
( )
( Public Sphere in
Political Society )
!
( )
19 18 "
( 1) Salon
( ) ( )
( Civil
Society )
HabermasW (Rationlity) !
( Knowledge)!* Habermas /

! ( Value- Free)
|

" Ideal speech community "
!
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( Consensus)

( Social Identity )
(1994)

(Show)

27

( Power Relation ) Livingstone

( Pseudo- Public Sphere )

( Vertual Community)

www.sanook.com”
(Web board)
www.sanook.com

interview)

(Cultural forum)

(Virtual community)

(2542)
www.pantip.com
(Content analysis)
www.pantip.com
(Focus group) (In-depth
(E-mail)

(Machine interactivity)


http://www.pantip.com
http://www.pantip.com
http://www.sanook.com

(Tipping point)
( Interpellation) “ “ (Subject) "
( Massage ) ( Sender )
(Receiver) ( Channel )
Berio
( D.Berlo,1960) 4

1) (Source / Sender )

2) ( Meassage )

3) (Channel)

4) ( Receiver )

('Source / Sender 1

( Message) (Verbal)
(Non Verbal ) “

(' Channel)

(Receiver)

(Two - Way Communication )

28
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( D. Berio, 1960)

( Communication Skills )

(Attitude toward self)

( Attitude toward subject matter )

(Attitude toward receiver )
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13 !
| ( Knowledge of the subject matter )
!
! ( Knowledge of the communication
Process ) !
(Social and culhiral status')
2. 1
21
( )
( )
( )

2.2



2.3 !

24

31 (Message code)

3.2 (Message content)

31



3.3
(Element)
4,

L
2,
3,

(The Tipping Point)

( The Tipping point )

(Message treatment)

(Structure)
(Element)
(Structure)

(2543)
The Tipping Point

( Tipping point)

32



33

1
2,
3.
Gladwell , 3 1« ”
( Rare set of social gifts)tt '
' 2
( Contegion) (Stickiness ) /
( Context)!
( Threshold)
3 (
2543)
3 Gladwell
1) (The Law of the Few)
Gladwell
“80/20 Principle” 20
(80 )
( Sender) 3
11) (Connectors)

(Subworlds, Subcultures)

(Acquaintance) (Weakite)



(Source of Social Power)

12) (Mavens)
“ (Data Bank)”
Brokers”
13) (Salesman)
(Energetic)
(Enthusiasm) ' (Charm) (Likability)
3 20%
(Social Connections)
(Word of mount)
2) (The stickiness Factors)
Gladwell (Message)
TR The Lawnghe Few>
2) (The Power of Context)

Gladwell

34

“Information



(2543)

(Power of context)

(2543)

Gladwell (Power of context)

35

Gladwell

(The few of the law)ll

(2542)



(2542)

32

WWw.pantip.com

(2541)

www.sanook.com”

(2539)

(2541)

(541)

36


http://www.pantip.com

31

(2542)

(2542)

25-34

']

( Ecotourism)

403

37



38

Williams and M offitt (1997) “ Corporate Image as an
Impression Formation Process .-Prioritizing Personal, Organizational and Environmental

Audience Factors ”

Moffitt (1992, 1994)
!
Homeoffice
“ State Farm Insurance ”
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