“Magazine” 1

" (Magazine) “ " (Periodical)

(Magazine) (Bulletin)
(Gazette) (Review) (Serial)



(Store House)

(Davidson)

(Hildick)

, 2530: 4-5)
(General or Consumer Magazines)

(Business Publications)

- 2530)



(Association Magazines)

(Internal Magazine)

(Public Relations Magazines)

(External Magazine)

(2530 : 47)



(

(information)

(education) (entertainment)

Wolseley (1965 : 375-376)

Frank Luthur Mott (1968 : 211)

L2530 ¢ )

il



BT

15



3-6

(Managing Editor)/"

(Art Director)

/ (St

6-12

16



2530 : 51-53)

(2530: 47 - 48)

Don Gussow

17



18



(Organization Theory)

F.M.Scherer (1980 : 37-40)

19



Hodge

2

Anthony (Organization Theory, 1984)
(Consistent)

John Child (Organization : A Guide to



Problems and Practice,  976)

(Pressure for Re-Organization)

L. (Environment)
2,

3. (Technology)

4, (Growth)

5. (Personal)

Denis Mcquail (1987 : 141-142)

HaiJp 2lu

o) UWflu

ttntuniminn] Vienna

(Diversification)

Gerbner

20






3
(Individual Proprietorship)

(Partnership)

2-3

(Corporation)

51%

( 2530 : 46)

(Surplus Value) - (Mattelart, 1979)

23



(Differentiation to Concentration)
(Mass  Production)

(Graham Murdock & Peter Golding, 1974)
Media Industry

, 2534)
(Concentration)

(Graham Murdock & Peter Golding, 1974)
L (Integration)

1.1 (Horizontal Integration)

(Merger) (Take-Over)
1.2. (Vertical Integration)

24



2. (Diversification)

“Conglomerate”

(Marketing Concept and Marketing Communications)

(American Marketing Association)

( , 2540 : 4)
McCarthy ( : 2519 :3)
Y (flow)

25



Philip Kotler (1988 : 3)

4 P’s

(Marketing ~ Mix)

, 2538 : 1-20)
(Production Mix)
(Price Mix)
(Place Mix)

(Promotion Mix)

2



2

3 (4P’s)
Marketing Mix
(Place)
(Product Variety) (Channels)
(Quality) (Coverage)
(Features) (Assortment)
(Design) (Locations)
(Brand name) (Inventory)
(Packaging) (Transport)
(Size) (Warehousing)
(Services)
(Warranties)
(Returns)
(Price) (Promotion)
(List Price) (Advertising)
(Discounts) (Personal Selling)
(Allowances) (Sales promotion)
(Payment Period) I
(Credit Terms) (Publicity and Public relations)

(Direct marketing)
(Price Policy and Strategy)



28

4 4C’s
1 (Production Mix)
(Customer needs and wants)
2. (Price Mix) (Cost to the
customer)
3, (Place  Mix)
(Convenience)
4, (Promotion  Mix)
(Communication)
(Uncontrollable Factors) 5
( , 2540 : 32-43)
L (Cultural and Social Environment)
2
11
(Ethic)

(Religion)



29

(Leisure Time)

(Fashion)

12

(Family)

(Reference)

(Social  Class)
(Population Movement)
(Political and Legal Environment)

21 (Attitude of Government)

2.2 (Political Condition)



Restrictions)

2.3

31

32

3.3

34

41

30

(Legal  and

(Economic Environment)

(Purchasing  Power)

(National  Income)

(Inflation)

(Consumer  Expenditure)

(Consumer Credit)

(Technological Environment)



3

42

5. (Competitive Environment)
(Competition)

(Market
Share)

6. (Resources and Objectives of the
firm)

4 P’s



(Marketing communication)

2531 1 5

R

2540 628) -



P's 3Ps  1C C
(Awareness)

(Awareness) (Acceptance)

(Communication 0

L (Product)
(Competitive differentiation)

2 (Price)
(Value added)

(Create value added)

(Price war)

(Price-value - relationship)

3 (Place)

(Integrated marketing communication : IMC)

33

(Value)



(Demasification of the market)

(Brand contact)

11,
2

(Outside-in - marketing planning)

(Exposure)
, 2540 : 81)
(Advertising)
(Personal Selling)
(Sales Promotion)
(Public Relation)
(Direct Marketing)
(Event Marketing)
(Display)
(Showroom)
(Demonstration center)
(Seminar)
(Exhibition)
(Training center)



13 (Services)
14, (Employee)
15, (Packaging)
16. (Transit)
17, (Signage)
18
19, (Merchandising)
2. (Licensing)
2L, (Manual)
2.
(1970 : 353) ¢

(The Uses and Gratifications Theory)

Approach)
perspective)

X ff

02-630

(Internet)

35

Staudt  Taylor

(Response)

(Uses and

Gratifications
(Functional



(needs)

2534 - 84)

(

2529 : 634)

36



Gratification)

(Herzog, 1944

(Lazarsfeld, 1950)

1948

(Katz and Other, 1973)
)

37

(Goal-Directed)

( , 2523. 6)

2534 85

(The Uses and



(The Social and Psychological Needs)

3

1.Mode
11
12
13

2. Connection
21
2.2
2.3
2.4

3. Referent
31
3.2
3.3 f]
34
35
3.6
31

(Needs)

(Escape)

3

(Gratifications)

1

38

11, 24, 32



(Rating Scale)
(Individual’s Need Salience)
2, - 4-

(Referent)

( , 2534 : 85-89)
(Katz and Other, 974

39

35

(Gratifications)

| 2529 634-635)



40

6.
5
(Charles Atfkn, 1973 : 36)
(Reward  Value) (Expenditures)
(Liabilties) (
) (Information  Seeking)
(Information

|gnoring)
(Information Avoidance)
' (Rayburn and Palmgreen 1984 : 537-560)

Expectancy - Value



41

6 Expectancy-Value Theory
(Beliefs)

(Expectations)

(Evaluation)
(Perceived Gratification Obtained)

(Gratification Sought)

(Media Consumption)
] (Beliefs)
(Expectations)
(Evaluation)
(Antecedent) "' (Motives)
(Gratification Sought)
(Media  Consumption) (Perceived  Gratification
Obtained)

(Expectation)
(Object)



4

(The Expectancy Theory)

(Action/Motivation perspective)

( 1
3
1
2
3I 1
Mequail Gurevitch (1974)
benefits)

(covering  law
(Actor)

"5 9)

(Immediate
(Delayed  benefits)

deterministic ~ approach)



(253%)
2535-2544)”

(253%)



10

44



2528-2535)

(2537)

45
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