(Perception)
(Perceived utility)

| (Diffusion of Innovations)

(Social Marketing)

6). (Perception)

(Garrison and Magoon 1972 : 607)

(Finnegan, étal 1975 ; 1100)
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(Receptor cells)

(Sensation)
(Recognition)
(Perception)

(Loomis,
étal, 1978 :22)
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Your Past Experience

Self Concept
Obligations
Your Interpretion
of the Situation
Robert L.
Klapper (

(Selective exposure)

(Selective perception)

Ideals

Sentiments
Objectives
Katz ( )
Co )



J (Selective retention)

? (Perceived utility)

Katz (1974)

(Katz, Biumlerand Gurevitch, 1973-1974 :509-510)

Kippax Murray
(1980) Katz



Jequier, N.(1977

Anil Date(1981)



(Social costs) (Ecological costs)
Low Waste Technology Clean Technology



«

Clean Technology '

(Reddy,1981 :206)



(Katz, Levin and Hamilton, 1963)

(Rogers and Shoemaker, 1971)
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) (Innovation)
(Rogers, 1971 , )

(Attributes of Innovations)

) (Relative Advantage)

)
(Compatablity)

)
(Complexity)
) (Trialablity)
) (Observability)

., (Message)c
(SourceA (Receiver)w (Communication  Channel)

(Berio,
1960)

(Innovation Decision Process)



(Rogers, 1983)
) (Knowledge stage)

(Rogers, 1973)
) (Persuasion)

) (Decision)

o) (Implementation)



(Confirmation)
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or)

(Rogers and Shoemaker, 1971)

(Cosmopolite Channel)
(Localité Channel)

(Mass Media)

(Rogers, 1973)

(Joseph T. Klapper)
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) (Personal Media)
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)
(Communication)

Research)”

Schramm White( 2

(
)
(Social Marketing)
(Fox  Kotler, 1980)
(Kotler and Zaltman, 1971)
(Product) (Price)
(Distribution) (Marketing



(Kotler ~ Andreason, 1991)

(1982)

(Cognitive Change)

(Action Change)

(Behavioral Change)

(Value Change)



( Windahl,  99)

(Kotler ~ Andreason, 1991
<)

(Involvement)

(One-time Behavior Change)

(Continuing Behavior Change)

4 P%s



(Product Development) (Price)

(Place) (Promotion) (Fine, 1981 Windahl  96)
) (Product)
) (Price)w ,
(Money Costs)
(Opportunity Costs)? (Energy
Costs) (Time Costs) (Psychic Costs)

Social Price (Fine, 1981 Windahl ~ 96)

(Cost-Benefit Analysis) (Kotler and Zaltman, 1971)

(Benefit > Costs)
) (Placed

(Bloom Novelli, 1981)

(Solomon
1989, Windahl ~ 97)
) (Promotion)

( Fox Kotler, 1980)



(1985)

(1989 : WindahlW  93)

(Klapper, 1960)

(Castillo, 1970)

(Diokno, 1973)
<



(Pedro, 1978)

(4 <)
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