L 254

21
211
2.2
221
2.2.2
2.2.3
2.3
2.3.1.
2311
23.12
2313
2.3.2
2.33
24
241
242
2421
2422
2423
2424

(The Marketing Concept)

(Consumer Market)
(Target Marketing)
(Marketing Segmentation)
(The Marketing Strategies)
(Differentiation Strategies)
(Product Differentiation)
(Personnel Differentiation)
(Image Differentiation)
(Brand Positioning Strategy)
(Program Scheduling strateqy)

(Anchor)
(Setting and props)
(Angle) (Movement)



16

2.5
25.1
25.1.1
25.1.2
25.13
2.5-2
2.6
21
1
5
(Production Concept)
(Product Concept) (Selling Concept)
(Marketing Concept) (Social marketing
Concept)
! .. 2547 5
| .. 54T
(Target Market)
(Marketing Concept)

( : 12548), 1719
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211 (The Marketing Concept)
2 (Business
Philosophy) . 1957 John B.Mckitterick General
Electric (AMA)

" (Marketing concept is a customer-
oriented, integrated, profit-oriented philosophy of business.) (Evan&Berman.1990:12)

(The Marketing concept holds that the key to achieving organizational
goals consists in determining the needs and wants of target markets and
delivering the desired satisfactions more effectively and efficiently than
competitors.)

2111

(Market segments)
2112

2 M 53, B
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aAGuAY STV u59AS whvane
AR AMNABINIILBIGNAT |  NITARIAW TN AlssnAaunels
(Market) (Customer Needs) (coordinated ‘nmqnﬁ"l (Profits
Marketing) through customer
satisfaciion)

< a
‘.J:IJ'VI 2-1 WUIATNARAINNITARTA

. Philip Kotler, Marketing Management, 7th ed. (Englewood Cliffs, N.J..
Prentice-Hall, 1991), p.17.3

2_1 a n
(Outside-in perspective) (Target
customers)

3 o 2531), %



Markets®

)

mi

19

' { ’
(The Marketing concept is a market-focused, customer-oriented,
marketing effort aimed at generating customer satisfaction as the key to
satisfying organizational goals.)

(Kolter. 1991 6:17)

4
1) (Market Focus)
) (Customer Orientation)
3) (Coordinated Marketing)
4) (Profits through creating
customer satisfaction)
(Market focus)
(Target
(Customer orientation)
"Product Oriented”
“Customer Oriented”
3
(Coordinated marketing)
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“Product-orientedUU

(research and development)

(Engineering)
! (Procurement)
(Production)
(Traffic)
4
4) (Profits through creating
customer satisfaction)

" (Buyer's market)



woayanae aninauineminens

. 7 -
PIAINTANIMIINNIAY

21

e ot eGP~

v v o
AUBIANABINITIEN HLFLNA
yWilsFuaunels

(Satisfying Consumer Needs)

dzzaunanszanneiioine

AVLAYUNIANIA

(Coordinating All Activities in

Supborl of Marketing)

vrrgInqUszasrvanlneaues
ANABINTTTRIELFINAYIN A
lFuAaunela (Achieving
Primary Objectives by

satisfying Consumer Needs)

WHIANARINNIZARI

(Marketing concept)

2-2

: Stewart . Husted, Dale L.\Varble and James R. Lowry, Principles of
Moderm Marketing (Boston: Allyn and Bacon, 1989), p.7.4

(Kolter and Armstrong, 2004:12)

2111

2112

(Target Market)

(Customer Focus)

59, 1709



2.2

2547
Market)

(Key Informants)

3 ...,
5
0
1) (Consumer Market)
2) (Organizational Market)

3) (International Market)
(Consumer Market)

(Consumer Market)

1 2548),

22

(Audience

82.
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(Target Marketing) (Marketing Segmentation)
(Target Audience)
221 (Consumer Market)
1 (Consumer Market)
(Kotler
and Armstrong. 2004: G-2)
222 7 (Target Marketing)
8 (Market
Targeting)

(Target Marketing)
(Target Audience) ? (Analyzing
Consumer Behavior)

IH
Who?, What?, Where?, When?, Why? ~ How? ! 10
Occupants, Objects, Objectives, Organizations, Occasion, Outlets
Operations

7 oo 7B, W
8 o 111-118.



2-1

6 1H
)
(Who is in the target
market? )
)
(What does the consumer
buy?)
3)
(Why does the consumer
buy?)
4

(Who participates inthe
buying?)
9) (When
does the consumer buy?)
6) (Where
does the consumer buy?)
)
(How does the consumer
buy?)
)
2)

(70s)
(Occupants) (L)
v ) (@
(Objects)
(Product Components)
(Objectives)
(1) (2 3 (4
o) (6
(Organization)

(VN ©) @ 0

(Occasions)
(Outlets)

(Operations) (1)
v 8
@ o)

(Marketing Concept)
9

T X
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(Marketing  Strategies)

D
I 1 /
|
I (Consumer Insight)
(Survey)
23 7 (Marketing Segmentation)
(Market Segmentation) (market)
(Submarket) (Market Segment)
(Target Market)

(Bases of market segmentation)

1) (Geographic segmentation)
2) ? (Demographic segmentation)
1
3) (Psychographic segmentation)
0 . ?

22 2548,
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3.1) (Social Class) )
3.2) (Value and Lifestyle [VALS])
(Value)
(Lifestyle)
(Activities) (Interest) (Opinions)  AIO
2.3 (Lifestyles) (Demographic)1l

(Lifestyles = AIO + Demo)

Activities Interests Opinions Demographics
1 \Wor | Fam | Themselves | e
) Hobﬁles % Bofjal ISSUES Etlucation
1 Soclal events » Jo OlIFICS | ncome
| acation I %ommum o BUSIness tion
nigrtamment reatio | Egonomlcs S|ze
1 Fashion tion
membershl | | Products | Geogr
Communi I ure
| ghopgmg | Achlevements ’ ClJture e|n Ilfe
I cyc

22 2548, ( )



33)

41)

42)

43)

4.4)

45)

46)

47)

21

(Personality)

(Behavioristic segmentation)

(Purchase Occasion)

(Benefit sought)

(User status)

(Usage rate)

(Loyalty Status)

(Buyer Readiness stage)

(Atitude)
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231

28

(Lifestyles)

(People are not acting their class.)
(People are not acting their sex.)

(Target Audience)
(Marketing Strategies)

(Rating) (Sponsorship)



2547"

market)

Play

22

29

(Product differentiation)
1/
I I n
! , (Superior Customer Value)
()
Product Mix
(Wants)
(Target Audience)
(Developing the right “product” for the target
Learn (Plearn)
NN ? ? ?

2548, ( )



2.4 Play  Leam3

ON RO

-

(Personnel Differentiation)
u

(Personnel)
(Brand)

0 B8 )
T (T O -5/

30
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2.3.2

Bl

(2543)5

(Symhols)

(Logos)

(Image Differentiation)

(Brand Positioning strategic)

(Kotlerand Armstrong.2004)

3l
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(2543)7

2.3.3 (Program Scheduling strategic)
William JAdams, Susan Tyler Eastman ~ Robert F. Lewing!@
Prime-Time Network Television Programming
(Prime-Time”

Blum Lindheim, 1987: Carroll and Davis, 1993:304-306: Eastman, 1993:135-138: Vane

and Gross, 1994:171-180 9
1) ? (Blocking)
2-4
1-2 3
(Qutflow)

T R 1

B ! 9
2545).



H SAENNTITARIR

(Counter Programming)

(Strong Lead-in)

H N7 A u

(Ham mnnking)

u ﬂﬂn’m‘rmﬁqﬁJ

(Creating a Hammock)

(Blunting)

33
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(Challenging)

(Tent polling)

2548. (

34

(Stripping)

(Checkerhoarding)

(Bridging)

(Bridging)

(Teaser)



Key Scene

10)

(Sponsorship)

2-6 (Tentpolling)

' (Stunting)

(Teaser) Key Scene

(Hooker)
: (Outflow)
(Flow through)

.. 2547

(Rating) ,

"
II‘ 1 ™M \ N/

35
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36



9)
1
6)
|
24.1
1) (Bulletin or News Flash)
(Off Camera)
) (Straight Newscast)
Camera)
(Illustrated Newscast) (Boat)
3) (Analysis or Commentary)
4) (News Talk)

(News Talk)



Donahew ( Bird & Dardenne)

Morin2

Gaye Tuchman
News as a constructed realities

Tuchman
(Newswork)

Performative
Constatée

. 1978 e

(News event)

2531 200



1
(Edward and Rudy 1956: 81)
242 77
Art Silverblatt (1995:89-125)4
?
5
2421 (Anchor)
(Anchor) (People)
(Brand)
(Anchor) (Channel)
(Anchor)
2
23 !
2 ?

39

.. 2547 5
1 ! 1
(Performance)
Ly
, 240,
7.
 2540).



1
65%

(Tone)
(Clarity) !
(Feelings)

2422

(Props)

2423

40

(Nonverbal Performance Skills)
(Interpersonal - Communication)

(Eye Contact)

(Gesture)
(Face expression)

(Costume and makeup)
(Verbal Performance Skills)

(Volume)

(Speed)

(Setting and props)

(Connotative image)



Extreme long shot (ELS)

(Outdoor)
Establishing  shots

Long shot (LS)
Long shot

Medium shot (MS)

MS.
LS.
(Sequence)
Long shot
1 -
Fullshot
(Background)

Over-the-shoulder shot

Over-the-shoulder shot

Two shot

Close-up (CU)

41

ELS.
ELS.

LS.
LS. Full shot

Close-up
(Re-establishing shot)
Close shot
MS. Two shot
Three shot

Close-up ", 11



Extreme close-up (ECU.)
Close-up
ECU-

Deep-focus shot (DFS.)

Wide angle shot

Deep-focus  shot
(Space)
DFS.

(Juxtaposition)

(Visual Manipulation)

2535 (2536)

5 2oA1:35-36

Long shot

42
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(Imaginary Interaction)

2424 (Angle) (Movement)
1) ! '
(High Angle) ",
(Low Angle)
5
Bird’s eye view X4
(Abstract)
High angle
Bird's eye view
High angle
High angle
High angle
Low angle High angle
( ) Low

angle



) 7

Oblique angle

Low angle

Low angle

Low angle

Dutch angle

(Horizontal Line)

(Point-Of-View)

Oblique ~ angle

(Movement)

44



5
25
25.
2
1
2511
!
2)
2512

2539 5

45



2513
]

)

(Hard News)

(Soft News)

46



2.5.2

(Van dijk: 1987)

1922)
"1
(Ostgaard E 1965)
(sensation)

(unexpectedness)

47

(Walter Lippman,

2
(identification)
(Unusualness)
(unknown final outcome)



(so unusual)

" (the news worthiness)
(Melvin Mencher, 1997)

1) (timelines)

(Andre Gide)

(space) (time)

48

(assignment)

(So necessary)



(Public Figure)

(impact
(significance)

(prominence)

consequence)
(importance)

49



(privacy)
4) (proximity)
(geographically) (emotionally)
( 2541)
) (conflict)

6) (the  unusualness)

50



(currency)

7)

* " (talk of town)

(investigative reporting)

1 1
«0* in.
») »
[ [ !
1
I : ?
mi
Mic '
» [ it . , BluwsfiSw,
) ; VA .ok
Mo« n 4 MU
{ Q4 I,
' «' Iy
, !
W
2-1 ?
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(mode)

52
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