U CREN

ROGER  VENNING (199 3

CHARLS K ATKIN (1973 208)

SCHRAMM (1973)
L
2



SHRAMM

(SELECTIVE PROCESS) (KLEPPER 1960 : 5)
1 (SELECTIVE PROCESS)

2, (SELECTIVE ATTENTION)

3. (SELECTIVE PERCEPTION)
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4, (SELECTIVE RETENTION)

(CHANNEL) “ " (MASS MEDIA)

(DAVID K. BERLO)
(THE BERLO MODEL)

1 (COMMUNICATION SOURCE)

2 (ENCODER)

3 (MESSAGE)

4 (CHANNEL)

5 (DECODER)

6 (COMMUNICATION RECEIVER)

BERLO
4
(SOURCE) (MESSAGE) (CHANNEL)
(RECEIVER)
! Mc R MODEL SOURCE, MESSAGE.

CHANNEL,  RECEIVER
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M C E

SOURCE MESSAGE CHANNEL RECEIVER

comd_skiLLs  ECEVENTS SEEING COMM.SKILLS
ATTITUDE SIXUCWXE  Hearine  ATTITUDE
KNOWLEDGE CONVTWT ToucHing  KNOWLEDGE
SOC.SVSTEM  iXExrE@XT  smecuing  SOC.SYSTEM
CULTURE §0)= TESTING CULTURE

A MODEL OF THE INGREDIENTS IN COMMUNICATION

2

L (MASS MEDIA)
2 (PERSONAL MEDIA)
2
1992
2 “WILBUR SCHRAMM (1973 125)
(SPECIALIZED
MEDIA) (AUDIO VISUAL MEDIA) (PRINTED

MEDIA)
(LOGO)



(KATZ AND LAZARFELD, 1955 :27)

(ROGER 1978 291)

(LAZARSFELD ~ MENZEL 1968 97)
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(MULTI STEP FLOW OF
COMMUNICATION) |
(OPIONION LEADER)

(KATZ, 1955 377-452)

252 7-9)

(BETTINGHAUS, 198 180)



(ROGER,

1971)

P 1MLl
V 1 aixnn 100

2



(COMMUNICATION SKILLS)

(ATTITUDES)
(KNOWLEDGE)
(SOCIAL SYSTEM)

(CULTURE)

(CODE)
(CONTENT)
(TREATMENT)

(STRUCTURE)

22

(ELEMENTS)

(MODE OF ENCODING AND

3. 3
3.1
DECODING)
3.2 (MESSAGE VEHICLE)
3.3 (VEHICLE CARRIER)

(SENSE MECHANISMS)

BERLO



(SEEING), (HEARING)

(SMELLING) (TASTING)

(COMMUNICATION SKILLS)
(ATTITUDES)
| (KNOWLEDGE)
(SOCIAL SYSTEM)

(CULTURE)

(KNOWLEDGE)

(BICHARD H. MARK, 1980)

(FACTS)

(INSIGHT)

( 2523:130)

23

(TOUCHING).

(IDEA)



6.

(BLOOM)

(RECALL) !

(COMPREHENSIVE)

(APPLICATION)
(ABSTRACT)

(ANALYSIS)

(SYNTHESIS)
(CREATIVE)

(EVALUATION)

(CRITERIA)

24



(GROSS AND NIMAN, 1953)

(NORMAN L MUN, 1971)

(COGNITIVE COMPONENT)

(AFFECTIVE COMPONENT)

(CONATIVE COMPONENT)

(L.I. THURSTONE, 1967)

2539 )

" 2538)

25
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(MOTIVATIONAL AND EMOTIONAL CHARACTERISTICS)

(MYERS AND REYNOLDS)

(THE FORMATION OF ATTITUDES)

(KRECH, CRUTCHFIELD AND BAILACHY, 1948)

L (BIOLOGICAL MOTIVATIONS)
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2. (INFORMATION)

4. (PERSONALITY)

sl 2, 1
(ROGERS 1973)

)

2)

3)

(PERFORMANCE/CONATIVE=P)

(GROUP AFFILIATION)

(NORM)

(HIERACHY-OF-EFFECTS)
HIERACHY-OF-EFFECTS
3

(KNOWLEDGE/COGNITIVE=K)
(ATTITUDE/AFFECTIVE=A)
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3

3 (A THREE-ORDER HIERARCHY MODEL) (RAY,1973)

E THE LEARNING HIEARCHY COGNITIVE-AFFECTIVE EFFECT

AIDA (Awareness-Interest-Desire-Action) “The innovation-adoption process” (The

steps ofawareness-interest-evaluation-trial-adoption)

2. The Dissonance-Attribution Hierarchy : Conative-Cognitive Effect

3. The Low-Involvement Hierarchy Cognitive-Cognitive-Affective Effect
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(ROGER 1971 288-289 2535  42-43)

KAP-Gap

1 1.1 1 '

KAP-Gap

K (Knowledge) A (Attitude) P (Practice)
KAP-Gap

(Roger,1983) 4

1.

P A K (practice-attitude-knowledge)
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( 6 . 2539)

(. Zuckerman, 1973) M A K
(means-attitude-knowledge)

(Means) (Attitude)
(Theoretical and practical knowledge)
MAR KAP (
9 , 1 2539)
( :2539)
K Ap (knowledge-attitude-practice)
(Knowledge) (Attitude) (Practice)
(Knowledge)
(Attitude) (Practice)
P AK (practice-attitude-knowledge) (Practice)
(Attitude)
(Knowledge)
(Practice) (Attitude)
(Knowledge)

AK (attitued-knowledge-understanding-skill)
(Attitude) (Knowledge)
Understanding (Practice)



3l

(Skill

(Attitude)
(Knowledge) (Understanding)
(Skill)
M A K (means-attitude-knowledge)
(Means) (Attitude)
(Knowledge)
(Attitude) (Knowledge)

( THE AMERICAN
MARKETING ~ ASSOCIATION AMA )

( ADVERTISING IS ANY PAID FORM OF NONPERSONAL
PRESENTATION AND PROMOTION OF IDEAS, GOODS OR SERVICES BY AN
IDENTIFIED SPONSER)

(Paid
Form) (Publicity ) (Public
Relation)!! (Sponser)la 1 (
Purchase Time and Space)

(Ideas

Goods or Service ) ( Tangible goods)



(Public  Service) (Blood Danation)

( Image)!

W PO

(Supplier)

(Sl

(Cutlip and Center)u

32



(Impact)li

33



(Goodwill)

Amazing Thailand
() 1992

1992

(" Institutional /Corporate Advertising)

(Brand  Loyalty)!]

” 1992

(Nonproductive or Idea Advertising”

(Nonprofit Organization



3

) (Patronage)

2,
(Public Relations)!

(Public

Service®

I} (- Goodwill )

urn 4)06
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3

(2534)

(2536)

(2537)
(RECYCLE)



(2539)

FwraNnsaluniingas
CHuLALONGKORN UNIVERSITY

38



	บทที่ 2 แนวคิด ทฤษฎี และงานวิจัยที่เกี่ยวข้อง
	ทฤษฎีเกี่ยวการเปีดรับสาร
	ทฤษฏีที่ว่าด้วยประสิทธิผลของสื่อ
	ทฤษฎีเกี่ยวกับความรู้ ทัศนคติ
	แนวคิดเกี่ยวกับแผนโฆษณาเพื่อการประชาสัมพันธ์
	งานวิจัยที่เกี่ยวข้อง


