coO ~N o o1 B~ oW DD -

(Roger, 1976

(to inform)
(to mobilize)

(Paisley, 1981

(2534)

, 2544,

(to persuade)

()

22)

, 2539,

14-15)



10

(2535 2540, 151
!
( 2539,
42-43)
1 (A campaign is purposive)
2. (A campaign is aimed at a large
audience)



2.2.1.

, 2539,

16-20)

(frequency)



2.2.2.

2.2.3.

sided argument)

2.3.

(style)

12

(content appeal)
(one-sided argument)
(two-



13

)
!
4 (Source)
(Message) (Channel/Media) I (Receiver)
(Katz and Lazarsfeld 11955)
' I 1
(to inform)
(to teach orto educate)
(to plase or to entertain) (to propose or to persuade)
(Schramm, 1973)
(specialized media) (print media)

(Adams, 1971 2540; 35)



14

(Target audience)

(direct
mail) (demonstration)
(Receiver) (Media)
(2527)
1. Repeating
Repeating '

Repeating Continuity Variation

2. (Audience Participation)

1 (Speed)



(coverage)

(Frequency)

(
(Continuity)

(2530)

(Permanence)

(2534)

(Audience Participation)

15



16



20

11 f

12

13

14

15

30

(2527)

2. Repetition

Receiver

17



18

] ’ 1
(Lazarfeld, Doob, Waples and Berelson) !

o s W

" 2533:11)
“(Communication) Communis (Common)’

(Schramm,1973)



(Harold . Lasswell, 1948)

Who

Says what
which channel

To whom

With what effect

(Control Analysis)

(Media Analysis)

(2540:61)

—_—~ A~ /—~ —~

19

(Content Analysis)

?

(Effect Analysis)



(safe sex)

(2538)

(2542: 119-133)

(2526)

20

(sender of source)

(Receiver)



2.

21

2.2

2.3

31

3.2

(2544)

(Communication Skills)

(Attitude)

(Knowledge)

(Social and Cultural System)
(Social -cultural Background)

21



119-122)
(Trustworthiness) 2
(Bettinghaus ,1980)
3
L
2.
3

(Message)

(Source Credibility”

(Competence or Expertness)
(Perceive)

22

(2542:



23

(Attention)
(Common Experience)

, 2531 , 2544:13-14)
(Message Content)

(Message Codes)

(Verbal Message Codes)
(Non-Verbal Message Codes)

(Message Treatment)

“ " (style)



(Communication Skill

(Attitudes)

(Knowledge)

(Social & Cultural System)

(2543 51 - 53)

1 2533)

24



6.
1.
8.
9,
4
(Media) (Channel)
( Schramm,1973:116 )
(Channel) (Source)

(Message) (Raymon A. Bauer,1973:148-9)

(Media) (audience)

(Mass Media)"

25



26

2537:27)
L
(Rogers and Shomaker,1971
2538:12)
2.
(Singh, 1976 2538:12)
2
(Specialized Media)
(Audio Visual Media) (Printed Media)
ér 1 1
( 2540:26-27)
L (Mediated Communication)
(face to face)
!
2.
3
4,

(Interpersonal Communication)
(Small Group Communication)



6.
(Target Audience)

181)

(Feedback)
(Delayed Feedback)

(

2540:1S0-

21
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29

(Roger,1969:50)
(Political Knowledge) (Innovativeness)
(Achivement  Motivation)
(Antecedents) (Intervening) (Consequences)
(Paradigm)
1
ANTECEDENTS } PROCESS ) CONCEQUENCE

(Literacy) (Agriculture)

(Education) ool \ /

nsiiladudenna

(Innovativeness)

(Mass Media Exposure)

(Social Status) / (Political Knowledge)
(Age)
(Achievement motivation)

(Cosmopoliteness)

(Education and Occupational
Aspirations)



(Schramm, 1974)

0



il
4
(Klapper.1963 :

12538 : 121-124 )

1) (Selective Exposure)
(source)
( protect )1 (maintain),
(enhance ) ( self-concept )
2) ( Selective Attention )
(Information Theorist )
5 1 500 1
3) ( Selective Perception and Selective
Interpretation )
!
( common

meaning ) (common understanding )



( Selective Retention )

('Schramm, 1973 : 121-122 )
!

kY



L

2537:170-174)

mi

(Self-aggrandizement)

33



(2542, 44)

(2520,  105)

(Burgoon, 1994, p. 73-81 , 2544 40-44)



1 (Age)

(more optimistic)
(more pragmatic) (cautious)

(pessimistic)

1971: 211-212)

20

35

(more liberal)
(more conservative)
(more idealistic) (more impatient)

(William . Brooks,

(Burgoon, 1974: 58) ‘

2540: 113)

(William L. Rivers, Theodore



Peterson and Jay . Jensen, 1971: 283-284)

Schramm and Donald F. Roberts, 1974: 194)

(Nielsen ,1961)

(D.F. Roberts, 1978)

40
55-60
Nielsen 1976
4.6-5
77 65
' , 2542: 46-47)
15-25
15-25

2. (Sex)

36

(Wilbur

(12-14 )

50



37

(emotional) (submissive) (home-oriented)
( Brooks, 1971: 213)
(more
people-centered)
( , 2540: 88)
1950-1960
( ?
12542 : 50-51)
3 (Education)
(knowledge)
( 2540:

116)

(Burgoon,1974: 64)



38

(Comstock ,1978)

(Lazarsfleld and Kendall, 1948)
(Link and Hopf,

1946)
( )

(Lazarsfleld and Kendall,
1948) (Handel,1950)
(Steiner,1963)
( , 2542: 47)

4, (Socio-economic Status)

(occupation)

(income)

(Burgoon, 1974. 61)



39

( . 2540: 116)

( 2542 49)

: 1 (Rivers, Peterson and
Jensen, 1971: 283) (Schramm  and
White,1949)

McNelly (1968)

(Greenberg and Kumata ,1968)

( 1 2542 50)



40

! 2 ( , 2540: 111)
L ! (targetaudience orinetended receivers)
(response)
2.
|
| |
(Knowledge)
(Carter V. Go00d,1973)
(Fact) ' (Truth)
(Clifford T. Morgan and Richard A
King, 1977)

(Benjamin . Bloom,1976) * "

(Rogers ,1978)



)
(Regulality)

(Patrick  Meredith .1961) ' .

(Understanding) (Retaining)

(2523:130)

(2526 : 16)

(2541:12-13) 9y, "

(causal order)
( ) (time series)

(2538 : 65-69) 4

(Knowledge of the Subject Matter)

(knowledge of the Communication Process)

41



2
L (Knowledge of the Content of the Message)
2. (Knowledge of the Communication Process )
(Benjamin . Bloom, 1967)
6
L. (Knowledge)
11
1.2
13
2. (Comprehension)
2.1
2.2
3. (Application)
(Abstract) (Application)
(Abstract)
4, (Analysis)
) (SynthCois)
(Creating)

6. (Evaluation) (Criteria)

42



43

Krech & Cruthchfield

L.L. Thurstone

(Opinion)
(Zmbardo and Ebbessen,1977)
L (Cognitive Component)
2. (Affective Component)
3. (Behavioral Component)

1 (Positive Attitude)



(Negative Attitude)

(Passive Attitude)

(Source)

(2532; 117 )

2526)

44



( Knowledge Attitude Practice

(Rogers 11971

KAP

KAP

KAP

- KAP )

45

12539 : 28-29 ) KAP
KAP=gap

KAP



46

KAP

L K (Knowledge)

2. A (Attitude )

3. p (Practice)

KAP -gap
(Rogers : 1983)



KAP

(2537) {
4
670

( )

4 1 2
(2539) )
( . 2539 )"
Cross Sectional Survey 2539

15-60
1644 869

47

12



Questionnaire )

54.8

49

64

175

41.1

66

8

3

(2542) “

(2536)

1549 *

43

(- Self-Administer

5.9

326,233 211

400



49
L (2537) “
1320 :

74.9 53.9
45.8

670 769
! " (2540) "

210

(2540) ‘
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