(Advertising Media)
1 (

| 2540)

(Optimum Reach)
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2, (Optimum Frequency)

3, (Minimum Waste)

(TransitAdvertising)

Anthony F. Mcgann and J. Thomas Russell (1988) 1
3

1 (Carcards or Inside)

2, (Traveling Displays or Qutside)

3. (Station Posters)



Jim Surmanek (1993)

L (Frequency)
2. (Reach)
3, (Area Coverage)
4,
1
2
3

1



(Reach)

Jack Sissors (1996)

(Frequency)

(Coverage)



(Market Share)
(Share of Audience)

Beaker (1979)

1 (Information Seeking)

2. (Information  Receptivity)



(Experience Receptivity)

Schramm (1973)

14



(Selective Process)

(Filters)
2530)

(Selective Exposure or Selective Attention)

Cognitive Dissonance

(Selective Perception and Inter Pretation)

(Selective  Retention)



Schramm (1973)

L
(Nich Market)

(2540)

16



(Atituce)

Gordon . Allport (1976)

Assael (1995)

(Cognitive Component)

17
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2, (Affective Component)
3, (Behavior Component)
2

: Milton J. Rosenberg and Carl I. Hovland. Organization and Change. New Harven, Yale
University Press, 1960 ( , 2534)



ASSAEL  (1995)

(

(

2539)

2539)

19



2

2
3. I
3
2538
(BusBody),
.. .. (Bus Side), .. .. (Bus Back)
(Bus Shelter) 15-50
400
1 Bus Body Bus
Shelter Bus Side  Bus Back
2, Bus Body

Bus Shelter Bus Side Bus Back



ra  nnua trhY 1" fiBUinjj

* 1 %5 118 88
3 3
Bus Body
Bus Side Bus Back '
Bus Shelter '
4, Bus Body
2540
15-50 300 3
(96%)
6
(2541)
18 6
200
(2539)

2539 174
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