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(Public Communication Campaign )

Paisley ( 1981 ) L
() ()

Rogers
(to inform) (1o persuade )
(to mobilize)

( fear or rational appeals )
( multi-media approach )
( Hll, 1978 )
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(Purposive )

(Large Audience)
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(needs )
(communication goals )
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| ( needs) ? ?
? 21 communication goals )
3
() ‘ " ( Cognition )
(attention ) (awareness )
( comprehension ) (leaning )
() “ " ( Affection ) (interest )
( evaluation ) (attitude ) (feeling ) ( conviction )
(yielding )
() ¢ " ( Conation )
(intention ) ( behavior ) (action )
3
(awareness) lyielding)

(action)
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?
(Alcalay &
Taplin, 1989)
1 (qals)
2 (media objectives)
broadcasting rating
3 (media timing )
4 (media choice )
( message)

Rice & Atkin (1989



16

i(Message)
(frequency)
(Harrison, 1977)
(Ray et al,1971)
(syle)

(content appeal) ( Health Campaign )
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(One-sicled Argument )
(Two-sided  Argument)

(Word of mouth)

(Rice & Atkin 1989 : p.10)



Rice& Atkin ( 989)

(the cost to reach 100 of target)
( frequency)

(Reach )
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3 Rotert R Johnson and Donald J. Messmer
Effect of Advertising on Hierarchical Stages in Vacation Choice
Colonial Williarroury Virginia

History ) L7l
’ Colonial Williamturg
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(Inquiry )

(visitation )
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