(Advertising Communication)
2538)



(Information)

(Entertainment)

(Persuasion)

31

3.2
(Selective Demand)

(Reminder)

(Primary Demand)

12



, (Reassurance)

(Selective Process)
,2539)

(Selective Exposure)



14

2. (Selective Attention)

(Short-term  Memmory)

1 (Needs or Motivation)
2. (Attitude)
3. (Adaptation level)

4, (Span of Attention)



(Comprehension)

(Motivation)

(Knowledge)

(Expectation)

(Acceptance)

15



11

(Retention)

(Brand name)

(Long-term memory)

2538)

16



12

13

21

(Slogan)

(Copy)

, 2530 : 530-532)

i



" (pack-shot)

18



2.2

(Jingle Music)

19



L 1
(Creative)
(Concept)

2.3 (Presenter)

(Symbolic)
Symbol
97

2.4 ?

(Creative)

(Symbolic)

20



(Comedy)

25 7

2.6

(Sentimental ComedyHt
(Personification)

(Romance Comedy)

21

(Humor Appeal)
(Tearful Comedy)



22

2, (High Comedy) (Comedy of Manners)

(Comedy of wit)
3 (Satiric Comedy)
4, (Situation Comedy)
5. (Slapstic Comedy)
6. (Sentimental Comedy) (Tearful Comedy)
1. (Comedy of ideals)

(Intellectual Comedy)
(Oscar G. Brockett)
(Social Comedy) (Corrective
Comedy)
(Brookett,1964 )



(Creative)

2520 : 98-104)

(Realistic)

(Idealistic)

(Surrealistic)

(Personification)

23



5, (Type)

(2539)

(2537)

24



(2536)

25

(2537)



(2533)

(2533)

.. 25192531

.. 2519 - 2531

200

26
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