] Dervin

" (1989)
Sniderman, Wolfinger, Mutz ~~ Wiley (1991)
3 1

20

(Social  Marketing ~ Campaign)



The Harvard Alcohol Project

(Montgomery, 1993) The Stanford Heart Disease
Prevention Program Maccoby (1993)

(Social Marketing Campaign)

(Rogers ,1978)

Wiehe oL 1952
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1960s

(Kotler, 1975)

(Desired  Attitude)
(Behavior Change)
(Maintenance of That Behavior)

McGuire (1974) Ray (L973)

(Stanford Heart Disease Prevention Program)
McGuire



I

(Awareness) (Interest & Comprehension)
(Motivation & Yielding)

(Acceptance & Action)
(Maintenance/Self-Management)

Ray
, (Awareness)
(Attitude Change) (Behavior Change)
(Bemn, 1970)
3
1 (The Low-Involvement Hierarchy)
2 , (The Dissonance-Attribution Hierarchy)
3 (The Leaming Hierarchy)

(The Low - Involvement Hierarchy)



(The Dissonance-Attribution Hierarchy)

(The Learning Hierarchy)

AIDA
(Awareness - Interest - Desire - Action) The Innovation - Process (Awarenes -
Interest - Evaluation - Trial - Adoption)



3
I} (Communication ~ Goals)
11 " " (Cognition)
(Attention) (Awareness)
(Comprehension) (Learning)
12 " " (Affection) (Interest)
(Evalution) (Attitude (Feeling)
(Conviction) (Yielding)
13 A " (Conation)
(Intention) (Behavior)
(Action)
(Intention)
2 " " (Message Strategy)

(Type of Appeals)
(Presentation Style)
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" " (Mesage)
(Frequency)
(Harrison, 1977) ,
(Ray et al, 1971)
(Timing)
(Hanneman et al ;
1973 ; TAPLIN)
- (Style)
(Dramatic) (Humorous)
]
(Content Appeal) (Health Campaign)
(Fear) (Hunmeman et al, 1973;

Capalaces and Starr, 1973)



Source)

Sided Argument)

Appeals)

A

(Highly Crceble

(One-
1
(Two-Sided Arguments)

(Lumsdaine and Janis, 1953 ; Sawyer, 1973)

(Postitive VS Negative
(Definite vs Open Conclusion Appeals)

(Reliability and Trustworthiness)

(Expertness)

Dynamism

"*y o« 0- 3



(Leventhal

(Signifier)

Cameron, 1994)

2

(Message Distribution)

(Fear Drive  Model)
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Janis & Feshbach (1953)  Janis & Terwilliger (1962)
Dewolfe & Govemale
(1964) : Insko, Arkoff & Insko (1965) ; Leventhal, Singer & jones (1965)  Rosenblatt
(1965)

(Rational Appeal)

(Signifier)

(Scenery and Properties) (Acting) (Carmera Angles)

(Presenter) (Ediging Techniques) (Movement)
(Music)



Aristotle

(Unity of Time,Place, Action)

Raymond Showvy

(Scenery and Properties)

(Realistic)

24



2526)

1. Realism

2. Applied Realism

3. Impressionism

%



4. Expressionism

5. Theatricatism

(Prospective)

2



(Background)

6. Formalism

1. Stylization ( )
2. Symbolism ( )
3 Spacesetting (

Cyclorama

27



Realism
6
1

( )
Realism Spacesetting
(Continuity of Style) (Props)

(Props)

(Set Dressing)

]

(Lighting)

28

(Lighting)

(Stage Props)
(Hand Ptops)



(Acting)

(Camera Angles)

(Presenter)

(Reliability & Trustworthiness)

(Expertness)

(Editing Techniques)

Acting

29



Background

30

(Dissolve)

(Wipe)

30



(Continuity)

(Complexity)

Background

(Content)

(Ethics)



(Movement)

(Music)

L (Foreground Music)
/A (Background Music)
3 (Sound Effect)

(Signifier) .
Signified)

32

(Concept



(Costa
McCrae, 1995)

(Personality Theory)

Social Learning Theory Julian Rotter Alboert
Bandura  Rotter ‘

Internal Locus of Control

External Locus of Control

Bandura

External Locus of Control
Locus of control



Phillips ‘
" (1982,
(2523,
2523)
L
2,
3
4,
.
6.
(2536)
(2520,

(Loose Structure)

| 2527)

- 2504)

Socialization

34
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(Reinforcement)
2521
733,622
32.88
Scott (1983, , 2526 )
, ” ( ,
2528)
" , 2526 )
(2513) (Norms)
(Action) Norms
(2518) ¢

111-1b 2,5¢ 1



3

(2523) (Social Norms)

(2525) (Norms) ~ *
(Normative Ordero)

Predisposition ~ Prime Attituce 1
|
, (Folkways) (Mores)
!
(2523) !
1,500
19
23.2
475
62
(2526)

3l 6
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16

1 Social Marketing Campaing ~ Communication Goal
The Learning Hierarchy (Cognition —> Affection —>
Conation) o



S 0CloDEMOGRAPHIC &
S0cIOECONOMIC “VARIABLES
SEX
AGE. Clg-25 YRS.)
INCOME
EDUCATION

- QCCUPATION

conceptualize:?

MESSAGE WITH
FEAR. APPEAL

lkamewoick

COGNITION

AFFECTION

DPRINVERL

TSYCHOLOGICAL VARIABLES

. ExPexiené‘e/ e ‘t'YaHCc, acciden® 1
. ExFe.\fic_y\.cc, U breakivxa t"i«]:}ic vule
. Tntexaction with 't*#}ic, 'FoLIce

. Noym. to t\'aHCc, sule

. ’Fe,wrson.al.l‘tj
. Atitude

environment

PSYCHOSOCIOLOGICAL VARIABLES

* InTENTION
CONATION \ BEHAVIOR

ACTION

THE LEARNING HIERARCH/
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