Hall  Fagen ( Bertalanffy ~ Rapoport, 1956:18)
3
L (objects)
2. (attributes)
3. (relationships)
1] n (a
whole) (Littlejohn, . ., 1999:41)
(objects)
2. (attributes)
3. (internal Relationships)

4, (environment)



systems concept)

(2543:88-94)
(system)

(interacting and interdependent)

(chain of effects)

(subsystem)

20

(the



WQ«lJ« mi a« * ™
« o« tnat 21
(
)l ’
Littlejohn (1999:42-45)
1 (Wholeness and
Interdependence)
2. (Hierarchy)
(Suprasystem)
3. (self-regulation) (control)
(feedback)
4, (interchange with the environment)
(inputs) (outputs)
) (balance)
6. (change and adaptability)
1 ,
0

1. (equifinality)



Edwin B. Fiippo Gary M. Munsinger (
89)

( , input) (
( , output)

21

, process)

22

. 2543:



(2541:11-12)

Robert G. Picard (1989:31-34)

i. (Perfect Competition)
2. (Monopolistic Competition)
3. (Oligopoly Competition)

4, (Monopoly Competition)

23



24

Picard (1989:33)

2.2

Picard (1989:34-35)

Croteau Hoynes (2001:17-19)
"1

Croteau Hoynes

21



21

: Croteau, D.

Hoynes, . 2001. The Business of Media. CA: Pine Forge Press. p18.

2-3

25



Croteau Hoynes
(Pure Competition)

38)

(Croteau

26

Hoynes, 2001:36-



2.2

« « d |

:Croteau, D.  Hoynes, . 2001. The Business of Media. CA: Pine Forge Press, p.36.

z'ed Goldberg (1991:1-2)



(Marketing Mix ~ 4Ps)

(
, 2541:33)
1 (Product)
(Utility) (Value)

2. (Price)

2

1

2

3. (Promotion)

Nicholas Garnham (1990:201-202)

(Majors)

@

28



Office)

Distribution)

1989:26)

29

(Box
(Merchandise)
" (want-to-see)
(Place  Distribution)
(Channel of
/
d
(Distribution)
(West,



(channels of distribution)

, 2534:262-264)

30



(Standee)

" (Checker)

. 2515:56-58)

a

(Double Check)



16-30

| 2541:247-248)

)

“Film Royatly"
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2)
(Industrial User) (Industrial Customer)
(Middlemen)

(Kotler, P., Leong, SM., Ang, s.H. and Tan,
C.T., 1996:657-658)

L (Information)
2. (Promotion)
3. (Negotiation)
4 (Risk Taking)
) (Payment)
0
()
2
(Kotler, et.al.,1996: 658-660 , 2541:249-
257)
L (Direct Channel)

0 (Zero Channel)
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{(Manufacturer)
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(Indirect Channel)
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(Agent, \W'holesaler

or Incustrial

Repres=ntative)
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(Direct

1 (One Level Channel)

v

ANATN
RARIUNTTH

(Industrial

customer)

2 (Two Level
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(Industrial

Distributor)

ARl Faunu dimniedud gnAMgR

(Agent) RraMnITY #MNTIN
- — (EiA&9) ]
(Industrial
(Industrial

Customer)

Representative)

2.3 3 (Three Level

T20-Z 0%



(Relationships Marketing)

(Relationships Marketing)

(  2541:14)

EVERT GUMMESSON (1999:1-2)

3
L (relationships)
2. (network)
3. (interaction)

GUMMESSON  (1999:38-44)

36



GUMMESSON

(activities),
(resources), (actors)

Lou E. Pelton, David strutton James R. Lumpkin (1997:20-21)
(Channels Relationship Model)
3 1
(intraorganizational) 2
(interorganizational)
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2.3

(exchange
facilitators)
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(Lou E. Pelton, David
Strutton  James R. Lumpkin, 1997:126)

(Flew of Information)

Kyungko Kim  George A. Barnett (1996)

Wilbur Schramm  (1964:58-59)



Galtung (1971:8)

1987:96)

Christaller (

L

40

Chadwick,



Hamid Mowlana (1985:13)

(Actor)

(Gatekeeper)
McQuail (2000:276-277)

Wilbur  Schramm  (
Harddsn, 1975: 14)

Reed H. Blake

41

Edwin O.
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Lewin (1947)

irsch (1977:30)

24

UNLAAD

Hirsch

White (1950)
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ganamng

Pamela J. Shoemaker (1991:57)
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50 %

(Vertical Integration)
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(Inputs)

(Prodluct)

1/\

(Process)

(Product)

(Distribution)

1 g [

(Promotion)

(Outputs)
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