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3
4,
5.
6.
1.
(Entertainment  Industry)
( Commercial Business )
Business )
4'M (money) (material)
(management)

4'M (Product)
(Promotion) (Place)

( Service

(man)

(Price)
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2533)

McQuail

McQuail (1987)
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Gerbner

(Management)

(Technology)

(Media Professional)

(Social and Political Pressure)
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2.2 (Economic Pressure)
(Competitors)
(Advertisers)
(Owners)
2.3 (Event constant information and

culture supply)

24 (Audience interest / demand)



"process”

J. Fiske (1989

"Interaction”

(2545)

(“out of"
“product’

22
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3 ( Relevancy )
2
/
4, (format)
format (open text) (close text)
B.

(intimate relation)
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L
Radway (1984)
42
2.
. Aug (1985)
3,
Realism )

(identify)

24

Dallas

( Empirical

Plot/
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Theme
1
4,
( Identification)
identify
( )
(Impact Theory)

identification

)
2 ego 1

(ego libido )
(identity)
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3
L (The Feature interview Informational
Interview)
2 (The opinion-research interview
Personality Interview ~ vox pop  Voice of people)
3. (Celebrity Interview  The Interview with a

well-known person)
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(2522)

(2538 )






(Story Line)

(Dead Air)

a
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(2534)

(diversity in content )
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1.3
(simple )
(relax)
(improvisation )
14
(straightforward)
, ( probe )

(focus interview depth interview )

(lead question






(excitement) ( stimulation )
(2541)
1-2
L
11
12

riig ™'

3-

0

4

( entertainment )

10- 20

35
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2.2
2.3
24
25

(2534)
(2541)

Boorstin
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L (Hero )

2. ' ( Celebrity or Big name)

(Popularity)

( Notoriety )
( Celebrity )

Boorstin

Stephenson (1968)

3



( Communication-Pleasure)

38
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(Dominant ideology)

A. DorfmanandA. Matterlart (1997)
Donald Duck

(escapist)



E. Shegog (

Wright (1959)

40

Chris 1993)

(‘binary opposition )

sympathy
(identify )
(distance)

Selden ( 1969)
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Colin Mercer (1986)

Dramatic
( popular) (pleasure) ( entertainment)
(performance)® Woollacott (1986)
Freud
(verbal play)
2 2

Freud

‘ " (audience)



(rating)

behavior)

(predisposition)
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(viewing



J.Lul (1982)

McQuall
L
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(Social Uses of Media)

(Social cement)

(keep distance)

)

Variety Show
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31

3.2 ' (Context of
viewing behavior)

Morley (1980)
(Decoding) 3
(preferred) (negotiated)
(oppostional) 3 Morley

remote control

3.3 3
(ife cycle)



(potential audience)
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audience)

(passive audience)

(captive audience)

b, (Coverage Area)
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(active



Active

(2542)

(Uses and Gratifications Approach)

(active audience)

48



49

( News Value)

( Infotainment) (Uses &
Gratifications Theory)
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VIR
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