W

2
1, (Health Belief Model)
2. \ (Promotion)
1. » (Health Belief Model)
Irwin - M. Rosenstock , (Health
Belief Model) = | (Health Behavior)
(> %

Hoch baum (Hochbaum,. 1Q87)
(Classical Health Belief Model)
g Health belief Mode |
! Health Dbehavior Hoch baum '



(
. 2529) u (Social approval)
(Hochbaura: 19%7)
i Hochbaura I I
" (Health Belief Model)
Hochbaura Rosenstock "
(Health Belief Model) 4
1, (Perceived Susceptibiltity)
2. (Perttjzefved Severity)
3. (Perceived

Benefits of taking Action)
4, I (Cues)

L. ' (Perceived Susceptibility)
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2. (Perceived Severity)

subjective  health
threat)
|
3, (Perceived BInefits of Taking Action)

u

(susceptibility) (severity)

(Barriers to Taking Action)



1

(Cues)
cues
cues
I
1
(subjective health threat)
cues

(Cues)



( 2530 224
1. Ethos
2. Pathos - a
3. Logos
1. Ethos
(Agencies)
Group)
{
2527:17-19)
1.1 (Credibility)
m )]
%

1.2
(Homophily and Heterophily)

12

(Reference
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13 (PoweOI I

Attractiveness) I

1.4 (
1 I 1
1l | =

1

appeal )
1 1

2. Pathos 1 ! ! (Psychologica

Approach)
2.1 (Bandwagon)

2I2 ! n n n n
2.3

2.4 ' !

2.5 (Plain Folks)
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2.1 (Card stacking)
2.8 (Teatimonial)
SN
2.10
(Sex Appeal)
2.11 I
I [ [
(Message  Appeals) [ ,
( 2521 49-52)
[ (Frames of
Reference) I [

(Fear Appeals)
(Appeals to love)
[ (Emotional Appeal)
(Anger Appeals)
[ (Humorous Appeals)
(Rewards As Appeals)



3. Logos
3.1

3.2

3.3

15

(Deduction)

(Induction)

(Cause to Effect)

Health Belief Model

(Edward P. Sarafino,1990)

Social Approval (Hochbaum:1997)

(Promotion)

Rice Ronald E., Atkin Charles K (1990)
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1. Product
2. Price I
3. Place ,
l n 1
1
4. Promotion "
. (Telling and Selling) (.
2519: 121)
' 01
( , 2530)
( ” - 2536)

James F. Engel (1983) "
Promotional strategy

Terence A Shimp (1989)
(Promotion Management)



V7
( 531)

\ 4 v

1, (cognitive)
2. (affective)

3. (conative)

E.K.Strong AIDA
Interest-Desire-Action 4

A = Attention =

| = Interest = I

D = Desire
A = Action

17

Attention-
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‘ (Forms of Promotion)
(Personal Selling)

(Publicity and Public Relation)

= 0w N

(Personal Selling)

(Advertising)

(mass  media)

(Publicity) I

(non-personal  communication)



{

19

(Publicity is not paid for

by the company)

4, ! (Point-of-Purchase Display)
a il
1
) (Direct Maie)
0

6. (Sales Promotion)

Premiums : 1

Samples

Coupons
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1, (to inform) ‘
1
*
0
2. (to persuade)
| b | 1
0 (e
0
3. (to remind)
]
NNTFILETUNNT VLY !
nwiuﬁaﬂwaawsﬁaga LAMENUNNTE L AT UNNTIMINY
nﬁiiﬁuﬁwqin?a // 1. W0 UALUNNANTTNLALADNNAR
37 3 tﬁata?uﬁﬁwqﬁﬂisnﬁtﬁuag
N7 1ABUATINAN 1A2NLUAINNIT

/
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(right people) (right message)

T ight time) (life
style) '

3
"Promotion

Tools"

1, (Advertising)

2. (Sales Promotion)

3. (Publicity and Public Relation)

4, (Personal Selling)

Ronald E. Rice Charlesk. Atkin (1990)

(Positioning) P

Avis / {
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