1

2

3. (The Uses and Gratifications Theory)

4,

5I )

6.

[/

8.
1.

magazine ( ) magasin

magazine (storehouse)

Frank Luther Mott ‘

Davinson



E.W Hildick

(2526:135) (magazine)

Click & Baird (1994:9)

5 (J.W.Click and Russell N.Baird, 1974)

1 (Consumer Magazines)

(Reader's Digest)

13



(Internal  Magazines)

(Business Publications)

1 (Trade Journals)

E-COMMERCE,

(Association Magazines)

(Public Relations Magazines)

(External - Magazines)
(Internal-External Magazine)

Sawasdee 5

(One-shot Magazines)

14
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4 gs! 2530 240
242

(Journal)
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3I n n
4,
2
( . 2525: 10)
L (General Magazine Consumer Magazine)
2. (Specialized  Magazine)
Consumer Magazine
Specialized
Magazine

(Wolseley, 1973; 111-114)



(

, 2538: 309-310)

17
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3. (The Uses and Gratifications Theory)

‘ " (Audience)

(Media Effect Research)

Functional Perspective

(Needs)

( . 2542)

(Herzog, 1944), (Lazarfeld and
Stanton, 1949)



. .1973 (Katz) :

“Classification of Media-Related Needs”
1 Classification of Media-Related Needs

(Modle) (Connection)

L L
2. 2.
3 3
4,
3
35
2 4 1

35

(Reference)
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1.

2.

Cognitive Need

Affective Need

3.Integrative Need

4.Escape Need

20

. .1974 (Pattern)
1
ANGTEN IHunana
NywilAN n19U83 ANANANIN maidladu nalamu
ABINITN »  uppaliu | anfernaty Aounntuly ANGIBINNT
AGHITEH ANANa WTDUNANIND quUuusine =
anlaifioit Wifia Budninlug jmm
[7gPU T
1
2.
3.
4,




(1974)

(1973) (1972) (1972)



11

12

(Expectancy)

(Evaluation)

2
(Gratification sought)

(Gratification Obtained)

(Palmgreen and rayburmn, p.62)

22
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6)
2
(Media consumption)
(Use volume)
(Media performance) (Use profile)
(Levy  Windalh) (1984)
3 1. 2.

3. 1
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4,
(Content Analysis)
(Quantitative
Research) (Qualitative  Research)
(Objectivity)
(2507 3
(2525: 5-6)
L
2 (Objectivity)
(Reliability)
3 (Quantitative)
(Quantitative) (Validiity)
(Denotation) (Connotation)

(2525; 18-24)



11
(Unit of Analysis)
111

112

113

114

115

12

121

(Data Making Process)

(Words)

(Themes)

(Assertions)

(Character)

(Items)

(Space)

(Space and Time)

(Enumeration)

4

25



122

123

124

13

14

(Appearance)

(Frequency)

(Intensity)

(Data - Reduction)

(Inference)
(Analysis)

26

(Scale)



E-commerce

2547

27

2544
61
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(B2C) (B2B)

(Click and Mortar Company)
(Pure Internet Company)
B2B  B2C /

(Brokerage fees) (Hosting fees)
(Transaction  fees) (Advertising fees)

2544

B2C

VeriSign, Truste, BBB



29

8 ( 2549,
) 693
(www.truehits.net, 2549;
42
101 84
8 53 17
l kil
16 37 20
88 16 25
139 (www.truehits.net, 2549)
53.9
(Pure Internet Company) 46.1
(Click and Mortar Company)
2546 4.8
417,916 (

, 2540) (B2B) 57,812.23


http://www.truehits.net
http://www.truehits.net

(B2C) 716.93
| 2547
B2G 4,907.2
 2546)

24

E-Commerce

30



a

. (
)
1 (C2C: Consumer to Consumer)
www.ThaiSecondhand.com,www.ebay.com

2. (B2C: Business to Consumer)

www.ToHome.com,
www.MissLily.com

3. (B2B: Business to Business)

Letter of Credit (L/C)
Bill of Exchange www.FoodMarketExchange.com

4. Business to Government (B to G)

Www.gprocurement.go.th,www.gsa.gov


http://www.ebay.com
http://www.ToHome.com
http://www.MissLily.com
http://www.FoodMarketExchange.com
http://www.gsa.gov

(Votile Payrend

(o thalandpost oo,

(Do Pac)

3


http://www.thailandpost.com

.. 2544

(Prysicd Securty)
(rfomtion Seouy)



475
516
1
283
166
171
125
93
85
49
39
339

A7
506
5.7
3L3
A0
179
161
134
85
4
40
37
28

2548

636
oL6
410
406
336
239
2.6
162
14
8l

65

00



(Rogers)
(Innovation  Deaision Process) 5 (Rogers, EM “The  Innovation:
Deaision Process” in Diffusion of Innovation (New York: Free Press, 1983), p.163)

1 (Knowiedae stage):

3 ( , 5532

11

13

2?7 (Persuasionstage):



21

22

3l

32

2

(Rogers, 1983 163)

(Decision - stage):
(Adopion)
(Resecton)

(Inplementation stage):
4

(Corfirraion Sagg):

13

52 1)
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z v 7 z o z - ¥

1. WURANNS 2 mumsm’lq 3: 'numsmau’lq 4. un1saalHun 5. AUNUNIUNIG
&= . —> =) L =

(Knowledge (Persuasion (Decision Stage) (Implementation Stage) Anaula

Stage) Stage) (Knowledge Stage)

Roops — Shoemaker ‘

"(Rogers and Snoemaker 1971 13

, 2507: 10)
( B2 151402




(Rogers and  Shoermeke)
2

25 150-15)

(Rogers and Shoemeker)



3

AWIAMNTUNNIING 1A Y
CHuLALONGKORN UNIVERSITY

39
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(Rogers and
Shoemaker)
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(Active

audiences)



42

(Veda  fiteragy)
/ " Meda eoucation
Meda literacy
Meda anareness
Meda analysis
( 553
Media
education Media
literacy
( , 2540)
Samiento

Why Media Education (1995: 2-17)

(Media's representation of reality)
(biased)
(stereotyped) Media education



Concidine  (199%5) (Media  Iiteracy)
(text) (contert) (form) (origin)
(ownership) (ieology) (nfuerce)

Meda literacy (ortical
viewingreading ~ skl) (aesthetics) (value
MBSSaL)

Siverblatt (19%) Meda literacy
1

'] (Media Iiteracy)

Meda literacy
2 Meda literacy
3
4 (Meda  content) [ ()
5

Potter (1999)



(aesthetc. dimension

(emotional cimension) (mordl cimension)
Pottey 8
1 (Aoquinng fundamental)

2 (Languege  acouisiion)
3 (Narrative acquistion)

4 (Developing - scepticism)

5 (Intensive clevelopment)

6 (Experimental exploring)

[/ (Crtical appreciation)

g (Scid resporshilty)



active)

(Meda literacy)
(Meda literacy)
(enponer &s
(2540)
(Media literacy)
Potter
Meda literacy






A7



(Paryeen and Rayoum, 1979

526

(Galovey and Mesk, 1980
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