21

22

2.3

24

21

(mental picture)

(Person)

(
1 2540 30 2541
(Image)
(good image)
1
(Organization) (Institution)

4 : | 2538),

75-80



2
Claude Robinson Walter Barlow

Frank Jefkins

Patricia M.Anderson Leonard G.Rubin

Philip Lesly
(Image)
Marston
(lllusion)
Daniel J. Boorstin ' [ Boorstin
(Pseudo Event)
6

1. An image is synthetic.

2. An image is believable.

Image

( 1 2537), 123
123

( : , 2538),  76-83

Image

(Image)

19



20

3. An image is passive.
4., An image is vivid and concrete.
5 An image is simplified.

6. An image is ambiguous.

Boorstin 4

(Image) [

1Darnel J. Boorstin, The Image: A Guide to Pseudo-Events in America. (Harper & Row Publishers Inc.,1961) Page 11-12
7 , 124



5. (Psychological Value
Added)

(Events and Environment)

8 , A 125%), %

? , 2539, 1011



(Image)

(Indirect Experience)

Appearance

impression)

10 : , 18

2.1)

(Direct Experience )

(Creation)

22

(True
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wgAnssulni Sngansal flanTinainedssf
(RINETIHYIA) (Uyausiv)
fa fauatn
AMNUALE I ANuNalY/
2 o
HAULTU dsaula
A A AMUAREE 5 oA
»  amwwad %

(Management of Communication)

(Events and environment)




(Knowledge)

(Management)

(Sendee)

(Image)’

(Fact)

»

(Communication Channel)

(Personal Elements) Berio

(Perception and Impression)

(Corporate Image)

(Value)lt

4

(Corporate Image)

(Product)

. 2539

24



10.

(Institutional Image)
Institutional Image
(Product/Service Image)
(Brand Image)
(Brand) (Trademark)
(Advertising)
4

/

(Multiple Image)

(Current Image)

(Mirror Image)

(Wish Image)

(Optimum  Image)
(Perception) :

(Correct and Incorrect Image)

25
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sinwzlumaflaans
Communication Skill

medunauaTnga 9

Bouonday

Environment

2.2
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| 2531)

250- 251

| 2539),
17 (

62-63

2



Interest)

28

Rk Ny

(Sensational)

(Human
(mmediate  Rewards)

2540



(Mass- market)

2 (QyNvgEe

(Hard news)

(Delayed Rewards)

; Qg e

(niche-market)17

16 , 6263

. 4 : | 2539),

i) , , 6



Duane Bradley 4 B

(10 pouc riameia)

30

2 oda qi
eqin te ey o fe reng) (ode ge

(Interpret)

, 2540

EqD



(10 powe ey

(To serve the public)

(To stay in business)

(Watch dog)

a



(Continuing of Information)

L (Positive)

22
3
2

32
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(Negative)

(Neutral)

"2

33



2

| 2536),

637-638

34
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(News Elements)

L (Immediacy)
2. (Proximity or Nearmess)
3. (Prominence)
4, (Consequence)
5 (Human Interest)

(News Values)
L (Accuracy)

(Situation)
5 ., %



(Occurrence) (Thoughts) (Ideas)

(Balanced)

(Objective)

(Importance)

2-3

(Clear and Concise)

(Significance)

36

"( terest)

(Interest)



news)

57-60

37

Hard news

(Situation news) (Event

(Interest)

(Immediacy)

(Proximity)

(Prominence)

(Human Interest)

(Unusualness)



10.

( Consequence)B

(Conflict)

(Mystery of suspense)
(Progress)

(Sex)

(Hard News)
(Soft News)

V' i N

14-15

38



16

News)

39
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2.3 (Agenda-Setting)
3
(Topic) (Issue)
(Salience)
(Topic) (Issue) 2 (Media
Attention)
Agenda-Setting

Dominic A.Infante, Andrew S.Rancer Deanna F.Womack
. 1987 3

Walter Lippmann (1922)

‘ " (Picture in over head) (Public Opinion)
3
kil : ? » : 2 (
 537), 101106
/) , ( »
1 2534 2535, ,
253, 50

Dominic A.Infante, Andrew S.Rancer and Deanna F.Womack, Building Communication Theory. 2~ Edition (Illinois :
Waveland Press Inc.,1993), Page 399-400
34 Stanley J.Baran and Dennis K.Davis, Mass Communication Theory. (California : International Thomson Publishing, 1995)
Page 233-236



4

Norton Long 1958

Kurt Lang Gladys Engel Lang 1959

Bemard Cohen (1963) (Watoth M
(Wetotirkend

(Malcom McCombs and Donald Shaw)

(976) %

102



(Chapel Hill, North Carolina)

X2

Xs

)

(Gatekeeper Theory)*

5

(1976)

‘Gatekeeper" (

42
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(Public Opinion)
Gladys Engel
Lang  Kurt Lang (1983) 6 3

Manhein (1987)

7/

@
L (Visibility)
2 / (Audience Salience)

3 (Valence)

3 , ( : 2533) 148
3B , Wemer, 222
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(Familiarity)
/ (Personal Salience)

(Favorability)

(Support)
(Likelihood of Action)

(Freedom of Action)

* (Foot In the door)

» (Door in the face)

)

(Fear Appeals)

L 53 1%

4



M.HewgiH and G.RMiller

G.Hartmann,

#

#

(Emotional Appeals)
i

(Awareness)

(AngerAppeals)

(Humerous Appeals)

(Rewards as Appeals)

(Motivation Appeals)

134
134-135

45
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(Extrinsic Motivation)

(Intrinsic M otivation”

(253)

(2539)

(Positive) (Negative) (Neutral)



Sampling)
4

(253)

(2539)

47

12

(Purposing
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