(Social

(Mass Culture)

Change)

(Effect of Mass Communication)

' (Adolescence Psychology)
(Media Exposure)
(Demographic Characteristic)

(Perception)

(Social Change)

(Popular Culture)

Rogers & s Venning (1969: 2, 14)

(Innovation)
, (Diffusion)
(Structure) (Function) 2
1 (Individual Social Change) (Modernization)
(Traditional Way of Life)
2 (Social System Change) (Development)
( , 2533 147)

Ithiel de Sola Poal (

Weiner, 1966 : 98-99)



Pool  (1966)
Daniel Lemer Y.VL Rao Oscar Lewis

Lemer (1964: 56)
6

(Mediiated
Experience)
(Empathy)

Weiner (1966 : 105)

14

2 1,000 2,000
1,000

11



- 400-401)

Pool (

Weiner, 1966 : 105)

McQuail (19% : 62-63)

change.)

4,

(Materialism)

(Idealism)

(Interdependence)

%

Global Village  (Whetmore, 1993

(The media may equally be considered to mould or to mirror society and social

(Autonomy)

12



McQuail (1994)

( 1
2539:9)  Millican  Blackmer (1964: 26-27) ¢
(2539 : 67)
.. 513
.. 2505 200
3
(Conscious - Consumption) (Individuality)
(Instant Gratification)
(Times), (Reader's Digest) , ! (Life), (Esquire)

(Cosmapolitan) (McDonala),



(Mister Donut) - (Coca-Cola), (Bucweiser),

(Carlsberg) (Chivas Regal) (Levis),
(Armani) (Gap) (CNN)
(" , 2539 . 63)
(
2539 37) 35

(Mcdonald) (Kentucky)

539:37)

(2538 : 71-%9)

1%






(Effects of Mass Communication)

(Communication) (Message)
(Source) (Reciever)
(Channel) ( , 2538 : 43)
(Nature of communication) (Infante, Rancer and

Womack, 1993 10-13)

1 (Communication is a symbolic
[rocess) (Sign) (Symptom) (Symbol)

2 (Communication is a social process)

3 (Words) (Gesture) (Communication involves co-
Origntation)

4 (Communication  involves  individual
interpretation)!

B (Communication involves shared meaning)

6.

(Communication occurs in a context)

4 (Infante, Rancer and Womack, 1993 : 16)
(Interactive)
(Encoding)
(The exchange of symbols)

I SCR RSN

16



(Infante, Rancer
and Womack, 1993 23-25)

(Objective of communication)

Wilbur Schramm (1960 : 13)
(The Nature of Communication Between

Humans, The Processs and Effects of Mass Communication)

(Sender) (Receiver) 4

" (Sender) ' (Receiver)
1 (To inform) ) (To understand)
2 (To teach) 2 (To leam)
3 (To please) 3 (To entertain)
4 (To Proposs or Persuade) 4. (To Dispose o

Decice)
(Mass Communication) ,
( Charles R.

Wright 12538 1%)
( ,2532:313)

Mass Communication is a process whereby professional communicators use

technological devices to share messages overgreatdistance to influence large audience.



(Mass Media) 4
(
g
Lemer, Rogers, Kahl
Lemner
(Transitional Society)
(Empathy)
,2539:19
Lemner
( 2539 :21)

Whetmore (1993  12)

Mediated Reality

(

53 1213

Inkeles

(

1958 Lemner
Mediated Experience)

(Empathy)

(The Cone Effect)

(Real Life)



Constructed

r madlated reahtv ———
/

\ / )
r ‘ass Mass
I Real | { I
medium I aalliie ) medium

/ \
\
\
s Percen\ed
. mednated realny

( Constructed mediated reality)

\/

(Perceived
mediated reality) (Whetmore, 1993 : 12-13)

Whetmore (1993)

Klapper (1960 : 1549)

19



11

12

13

14

(Predidposition)

(Selective Process)

(Personal Influence)

(Economic Aspects)

20



Maccoby (

Schramm (1960)

2528-2532

(2541 : 179)

24 2498

2539 : 70)

(2539)

2539 42-44)

il



(2539)

12539 :9)

(Brown,1969)

22



(Value)”

( , 2539 :32)
(2541, 208)
(Raising expectation)

(Good living)
(Material)” “

(A window on events and experience)

(A minor of events in society and the world)

(A filter or gatekeeper)

(A sign post, guide or interpreter)

(A forum or platform)

(A screen or barrier)

23



(Cultivation Theory)

(Roger & Joseph, 1994 : 357)

1969
Greenberg & Dominique ,
(Roger & Dominick,
1994 :357)

(Cultivation  Theory) George  Gerbner
Gerbner et el. ( Severin, 1992 249)
(Cultivation)
(The teaching of a common worldview, common roles, and common values.)

Signorielli Morgan ( , 2540 : 21)
(Cultivation)

(McQuail, 1994 : 364)

McQuail (1994 : 364)
3

24



McQuail (1994: 364-365)

Gross & Morgan (1985 Roger & Dominick, 1994 : 358)

Rogers Dominick

McQuail

(Story-
telling) Gerbners
(The basic difference between human

beings and other species is that we live in a world that is created by the stories we tell.)

(Signorielli and Morgan,1996 : 112)

Signorielli Morgan (1996 : 114)

( 1970

25



98% 1 )
(Social Construction of Reality)

(
, 2541 :274)
Gerbners
(Roger & Dominick, 1994 : 358)
(Gerbner Severin, 1992 249)
2 (Baran
and David , 2540 : 21)

Gerbners ( Infante, Rancer and Womack, 1993 : 415-417)

(Enculturation)

26



2 (Gerbner, Gross, Morgan &
Signorielli Infante, Rancer and Womack, 1993 : 417-418)

Mainstreaming

Gerbner (1980) (The Mean
World Index)

“ 1 H ”
Mainstreaming

2. (Resonance)

(Perceived Reality)

(2541 . 284) “Mainstraming”
(Heavy Viewer)

“Resonance”

(Real World)

( (2541 2 284)

21



2 (Baran and David, 1995)

(Sitcoms) (Drama),

Mcluhan
(McLuhan
Severin, 1992 : 251)

Rubin, Perse, ~ Taylor (1988

(Perception)

Effects of Mass Communication ,

Severin, 1992 :250)

1

28



(Mass Culture) (Popular Culture)
(Popular Culture) (Mass Culture)
(2541, 138) (Frankfurt)
L (Technical Rationality)
2.
(Mass Culture)
(Mass  Culture) (Mass

Communication)

(Mass Society) ( :
2539 : 13)

Ray B. Browne Mass Media / Mass Culture : 5)
(Popular Culture) (Mass Culture)

The Cultural world around US— our attitudes, habits and actions: how we act and why
we act; what we eat, wear; our buildings, roads and means of travel, our entertainment, sports;

our politics, religion, medical practices; our beliefs and activities and what shapes and controls

"W



them. It is, in other words, to US what water is to fish: it is the world we live in. (Wilson,

1995:5)

: (Popular Culture)” 19

(Mass Culture) (Wilson, 1995 : 5)

( [, 2539; 25

“Cultural values, norms, and characteristics are embedded in advertising appeals,
which are used to differing degrees in the advertising of various cultures. Style and manner of
presentation is an important part of communication, which means to the non - verbal element
emphasize interpersonal relationships, non - verbal expression, physical setting and social
circumstances”. (Barbara Mueller, Dr., “Standardization V5. Specialization : an examination of

westernization in Japanese advertising,” (Journal of Advertising Research, January/February

1992, my 2539:5)

McQuail (1994 : 39)
Bauman ( McQuail,
1994 : 41)

(Popular Culture) McQuail (1994 : 103)
Popular culture means “Culture which

is popular” - much enjoyed by many people.

30



(Wilson, 1995 :5)

, 2538 :25-26)

(behavior)

(

(American Culture)

( liffstyie )

- 2539)

(Levi’s)

( stock of knowledge )

( 12538 26)

(Popular Culture) :

31



Spindler (1977
(Cultural Assimilation) Maiden & Meyer (1968
Redfield, Linton and Hukovits (
(Acculturation)
Hoult ( , 2539 1 14)

Dictionary of Modem Sociology

L2531 0 1)

2539 ¢ 14)

2531 2 11)

32



[ [ (2539:44-45) (Cultural
Diffusion) ,

(
, 2540 :30)
(Adolescence Psychology)
Dorothy Rogers ( , 2528 : 15)
Adolescence
( , 2527 : 15)

( (2515 12)

33



(Period of Reconstruction)

(Period of Transformation)

(Period of Independence)

Hurlock (1949 :3)

Luella Cole (

(2524 : 194)

(, 2539 : 34)

(Pre-Adolescence)
(Early Adolescence)
(Middle Adolescence)
(Late Adolescence)

10-13
13-15
15-18
18-21

12529 :2)

13-15 )
15-17 )
17-19 )
19-21 )

o |



[ (2529, 3-4)

L (Early Adolescence) 13-15
2. (Middle Adolescence) 15-18
3. (Late Adolescence) 18-21

Milner and Valadian ( Powell Marvin, 1963 : 10)
L (Pre Adolescence) 10-14
2. (Late Adolescence) 15-19

Hurlock (1965 :27-28)

1 (Pre Adolescence) 10-12
2. (Early Adolescence) 13-16
3. (Late Adolescence) 17-20
(Maturity)

4 ([
L

(Change in Size)

2540 :36-37)

35



(Formal operation)
(Scientific thinking) (Analyzation)
(Systematic thinking)

12520 4)

(Criticism)

36



Mckinney (1958 : 59)

( 12538
38-39)

37



(Hilgard R. Ernest

204)

(Interest)

2533 19)

40)

Crow and Corw (1956 :

38



Hurlock E.B (

21
2.2
2.3
24
2.5
2.6
2.1

25341 12)

(Social Interests)

12

(Personal Interests!

(Media Exposure)

Atkin (1973; 208)

(Media Exposure Behavior)

39



Lemer (1958: 56)
1,000

Lemer
1958

Roger & Svenning (1969:3)

5
Becker
L !ja(lnformation Seeking)
2. (Information Receptivity)
3. (Experience Receptivity)

40



Riley Flowerman (1951)

Merton, Wright Waples

Colin (1978: 17)

(Feedback)
DeFleu (1966) 4
L
2,
3.
4,

, 2523 :3)

41



( 12534 : 17-21)

Merrill Lowenstein (1971 : 134-135)
4 ( , 2527)

4 (Self-Aggrandizement)

Wilbur Schramm (1954  3-24)
(Least
Effort) (Promise of Reward)
(Preconceptions)

(Predispositions)

42



21

2.2

2.3

31

3.2

(2533

4
(Cognition)
(Diversion)
(Stimulation)

(Relaxation)

(Emotional Release)

(Social Utility)

(Prosocial)

(Conversational Currency)

(Parasocial Relationship)

(Withdrawal)

, 2539

19)

43



(Self Esteem)

Wilbur Schramm (1973 : 121-122)

(Anxiety)

44



(Predisposition)

2534 20-21)

45



| 2531; 23-16)

(Norm)

46



1

(Reference Group)

(Demographic Characteristics)

(Demographic)

(Demographic Variables)
(Socio-Economic Status)

(Age)

(2538)

2539 : 12-14)

1

47



2. (Sex)

(Submissive)

3.1

(Home-oriented)

(Socio-economic Status)

(Education)

(Emotion)

43



(Knowledge)

32 (Income)

(Perception)

Bopry ( , 2540 : 24)

(Perception)

49



( 2540 :22)

(Perception) (2539)
(Meaning)
(Perceive) (Interpret)
(Select) (Add), (Distort) (Relate)
(Experience)

(Perception) (Meaning)

(Berelson and Steiner, 1964 Severin, 1988 : 121)

1 ( . 22)

( 2536 : 19)

50



( 2536 : 19)
(External reality) (Person’s perception)
(Severin, 1988 : 120-121)
( , 2538 :48)
Severin (1988 : 121)
(Transactional view of perception)
( , 2540 :22-23)

51



Cognitive Dissonance

(Selective Process)

(Selective Exposure or Selective Attention)

(Selective Perception and Interpretation)

(Selective Retention)

52



21

2.2

2.3

24

53



25

(Family) (Social group)

(Katz and others , 1973

1. Mode

2. Connection

3. Referent

(2532 93-95)

(Personality)

: 25)

(Culture)

54



(Self Concept)

Morgan C. King R. (1966 : 273)

Severin (1992: 57-58)

(External Reality)

Berelson & Steiner (1964 Severin, 1992 57)

(Hypothetical ~ constructs)

55



( , 2540 :41)
1. (Awareness stage)
2 (Interest Stage)
3. (Comprehensive stage)
4, (Yielding stage)
b. (Behavioral stage)

Herbert C. Kelman (1976

[dentification

1 26)

(Response factor)

56



(Source Crecibility)

(Power)
(Internalization)

(Socialization)

(Culture)

[ (2539

e S B Y JCR RN

2)

(Opinion)

o7



28)
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, 2530

58



(Media Exposure)

(2531)

(2528)

854

(2525)

(2525)

903

(2534)

Rush  Athoff(1971 : 16)

59



Raymond L. Carroll (1993) Brown, Childer,
Bauman and Koch (1990) Well and Hakanen
(1991)

Larson Kubey Colletti (1989)

(CD)
(Bleich, Zillmann & Weaver, 1991)

Rogers and Shoemaker (1971 : 145)

(Effect of Mass Communication)

( , 2538 : 32)
Gerbners (1980) (The Mean
World Index)
(2514 , 2538 :32)
Berry (1951 1 2531 1 13)

60



(2531 : 14)

2538 : 32)
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