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(mass audience)

(heterogeneous) : (anonymous)
Todd Hunt and Brent D. Ruben (1993) 3
1 (Elite Audiences)
2. (General Audiences)
3. (Specialized Audiences)

(Demographic and psychographic

characteristics) '

(John R. Bittner 5 1983)
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Schramm and White (1949)

McNelly and others (1968)
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(Selective and Information Seeking Theory)
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(relevant information)
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(Congruence ‘theories)
Cognitive Dissonance Theory) (! ., 2539)
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(Selective processes)
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4
(Michael Burgeon 1974
(Selective Exposure)

I
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5
!

, (self- concept)

1.2 (Selective Attention)

!
1
13 (Selective Perception or Selective
Interpretation) I (perception) (interpretation)

14 (Selective Retention)
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(active)

(passive audience)

2.
# *
1]
Charles Atkin (1978) ,2531 :639)
(Reward value) (Expenditures) (Liabilities)
(Information Seeking)

(Information
Avoidance) )

(Information
Yielding)

Charles Atkin

(Information) (Entertainment)



(Intrinsic Uncertainty)

(Intrinsic  Uncertainty)

(Immediate Consummately Gratifications)

(Extrinsic  Uncertainty)

Atkin

(Uncertainty)

(Extrinsic  Uncertainty)

(Intrinsic Desire)

(Instrumental  Utilities)
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(Uses and Gratifications Theory)

(Functional perspective)
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(needs)
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Herzog (1944)

(1974)

Katz

1 Mode
11
12
13
2. Connection
21
22
23
24

Katz

Katz
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3. Referent
31
32
33
34
35
36
37
Katz
35
(Gratifications)
24 32
12 24 31
(escape)
Katz
(Rating scale)
(Individual's need salience)
@ 3) 4)

Guttman’'s SSA Factor Analysis
(1-4)

Katz

(reference)
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Katz

Blumler (1985)

1 (Diversion)

2. (Personal relations)

3. (Personal identity)
reference) (Reality exploration)

4. (Surveillance)

Utilization of Mass Communication by Individual

Gurevitch (1974)

'5
1 |
(McQuall, Blumer
2.
, 1961)

3.

4,

5 4
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(Personal

Katz, Blumler

Brown, 1972

(Schramm

Popular culture

’ Rosengren (1974)
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Katz, Gurevitch Hanch (1974) Gurevitch (1972) Rosengren Windahl
(1972)

1 2 3

4,
5 «
6.
7.
8
(Palmgreen, Wenner and Rosengren, 1974)
(Wenner, 1982)
(news Gratifications) Wenner m
(Media News Gratification Map)
Wenner
1 j  (Orientation Gratification)
(Surveillance) {

(Decisional Utility) (Vote Guidance)

2. ! (Social Gratification)

(

3. (Para-Social
Gratifications)

4,

(Para-Crientational Gratifications)
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(Consumer Behavior)

Schiffinan Kamik (1987)

(2533)

(2534)
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(Culture)

(C turc)

(Subculture)

(Social Class)

Kotler (1994)

(Social)

(Reference

Group)

(Family)

(Roles & Status)
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(Personal) (Psychological)
(Age and Life Cycle) (Motivation)
(Occupation)
* (Perception)
(Buyer)
(Econamic Circumstance)  (Learning)
# 7
(Life style)
(Personal) (Belief&
Altitude) L l

**
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(Crisis)

Laurence Barton (Guth, 1995)

James N. Roseman (1969 415)

Jame A. Robinson (1968 510-514)
(Stress) (Panic)

(Violence)

(Disaster)

31
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Karl A. Slaikeu (1984  53)

James A. Robinson (1968)
Wiener & Kahn 12 ( , 2540)
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Robinson (1972)

Galloway and Meek (1981)

Palmgreen, Wenner and Rayburn (1981)

(2534)

(2535)
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2541)

(2540)
(2540)
( , 1114
5,914
1
( 11-14

2541)

6.93%

241)

41.46%
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51.61%
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