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(Subjective)

3.

Congruence)

(2537)

(Evaluation)

(Evaluation)

(Evaluation)

25

(Objective)"

(Measurement)

(Applied Research)

(Determining



4. (Evaluation)

5. (Evaluation)
Portrayal)

6. (Evaluation)
Value)

(Professional Judgement)

(Professional Review)

26

(Assist Decision Making)

(Description  or

(Determining of Worth or



27

" , 2536: 36-37)

(Merit)
(Value of Worth)
(Relative)

(Context) (Inference)

(Empirical Data)
(Indicators) (Criteria)

(Standards)" ( 2536: 63)

(2536)
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UFun (Context)

(Criteria) (Indicator) (Empirical Data)
_______ Nt 11 suied 11 foya 11
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1 (Value)
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(Indicator) (Criteria)

(Absolute  Criteria)

(Norm)

30

(2537)

(Empirical Data)

(Relative Criteria)

, 2537 76)



31

(2537)
2 2
(Decision-oriented)
(Value-oriented) 2 (Systematic)

(Naturalistic)



Functionalism:

Experimentalist:
Tylerian:

Facilitator:

2.3

1 System Analysis

2. Cost-related Analysis

3. Program Evaluation
and Review Technique
PERT)

4. Rossi, Freeman, and
Wright's Approach

5. Experimental Approach

6. Goal-based Approach

1. Discrepancy Sproach

8. Context-Input-Process-Output

9. Center for the Study of
Evaluation Approach

(Decision-oriented)

Utilitarian:

Reactionist;

Participator:

10. utilization-focused Approach
11. Stakeholder-base Approach
12. Responsive Approach

13. Creative Approach

14. Transaction Approach

15. Illuminative Approach

16. Democratic Approach

(Systematic)

Professionalist:

Expertise

(Naturalistic)

32

17. Judicial Approach

18. Accreditation Approach
19. Goal-free Approach

20. Training Approach

(Value-oriented)

21. Effective Approach
22. Criticism Approach

(Systematic Decision-oriented Evaluation; SD Model)

11 System Approach

(output)

(input)

(process)



33

1.2 Cost-related Analysis

1.3 Program Evaluation and Review Techniques (PERT)

1.4 Rossi. Freeman and Wright's Approach (RFWA) -

1.5 Experimental Approach

1.6 Goal-based (Behavioral Objective) Approach

1.7 Discrepancy Approach

1.8 Context-Input-Process-Output Approach (CIPP)



34

1.9 Center for the Study of Evaluation Approach (CSE)

(Naturalistic Decision-oriented Evaluation; ND Model) --

2.1 Utilization-focused Approach (UFA)

2.2 Stakeholder-based Approach

2.3 Responsive (Countenance) Model



2.4 Creative Approach

2.5 Transaction Approach

2.6 llluminative Approach

2.7 Democratic Approach

35



(Systematic Value-oriented Evaluation; sv Model)

3.1 Judicial (Adversarial) Approach

3.2 Accreditation (Professional Review) Approach

3.3 Goal-free Approach

(Actual  Effect)

(Need Assessment)

3.4 Training Approach

36



37

?
(Naturalistic Value-oriented Evaluation; NV Model)

4.1 Effective Approach

4.2 Criticism Approach

(Art  Criticism)



(Opinion

Darrow

Research)

(1968: 190-193)

38



Grunig (1983)

. . 1960 “

., (Darrow , 1968: 191)

Grunig (1983)

(Public)

(Passive)

Grunig (1983)

(Interpenetrate)

(Active)

39



(Cooperation)

(Control)

Grunig (1983)

(Communication alone)

(Retention of Message)

(Acceptance of Cognition)

(Formation or Change of Attitude)

(Behavior)



(Public)

41

Grunig (1983)

Grunig (1984)

(Communication alone)

(Readership)



42

(Retention of Message)

(Readability Formula)

(Signaled Stopping Technique; SST)

(Multiple-choice Comprehension)

(Acceptance of Cognition)

(Believing Conflict

Statement)
(Formation or Change of Attitude)
(Likert-types question)
(Behavior)
Broom Dozier (1983)

(Intangible)



Cutlip

(Preparation)

(Implementation)

(1994)

(Effectiveness)

(Effect)

(Impact)

43



(Preparation)
(Subjective)
(Objective)
(Readability Test)
(The Flesch Formula) (The Gunning
Formula) (The Fry Formula) (Irying Fang’s Easy Formula;

ELF)

(Implementation)

(Readership)



Starched’s Recognition Method)

(Noted) (Associated)
(Impact)

2
(Broom Dozier, 1990: 77-88)
1
3
(Awareness) (Understand)

(Predisposition-Opinion

(Accuracy)

45

and Attitude)

(Deniel
(Read)
LA —
2
(Knowledge)
(Behavior)
(Agreement)



Lesly (1983)

» (Lesly, 1983: 668)

(Specific Measurement)

46



47

(Semi-specific Measurement)

(Issue Management)

(Acceptance on Basis of

Judgement)

(Recognizing Value of Input)

(Prevention)

(Guidance)



denmann  (1993)

(Effectiveness Yardstick)

2
1:
4
1
2.
3.
4.
2:
(Basic)

(Output)
(Media Placement)

(Targeted Audience)

(Media Impression)

48



(Intermediate)

(Reception) (Awareness)
(Retention)
(Focus Group)

(Advanced)

(Behavior)
(Experiment)
(Role Playing)
(Cluster Analysis)

Communication Audit)

Wilcox (2995)

49

(Outgrowth)
(Comprehension)

(Depth Interview)

(Outcome)
(Opinion) (Attitude)
(Quasi-experiment)
(Factor Analysis)
(Multi-faceted
Lindenmann

1 (Measurement of Product)



21

2.2

2.3

2.4

2.5

2.6

(Measurement of Message Exposure)

(Awareness)

(Media Impression)

(Dollar Value)

(Systematic Tracking)

(Request)

(Cost per Person)

(Audience Attendance)

(Measurement of Audience Comprehensive)

(Measurement of Audience Change)

50



52

2. (Creating a Favorable Corporate Reputation)
3. (Generating

Awareness, Interest and Saies for a Consumer Product)

Freitag (1998)

(Output) (Outcome)
1 (Production)
2. (Distribution)
3. (Coverage)
4, (Impression)
5. (Advertising Value)
6. (Systematic Content Analysis)
7. (Goal/Objective Achievement)



6.1

6.2

6.3

6.4

Kirban (1983)

(Impact)

51

(Measurement of Audience Action)

(Measurement of Supplemental Activities)

(Communication Audit)

(Pilot Test ) '

(Split Messages)

(Meeting and Events)

(Newsletter)

(Output)

(Increasing Brand Awareness)



53

2
3
! " (Kirban, 1983: 27)
Bissland  (1990)
. 1980
3 (Communication
Outcome)

2 (Intermediate Effect)



54

(Organizational Goal Achievement)

1996 Institute for Public Relations-Research &

Education

(Guideline and Standard for Measuring and Evaluating PR Effectiveness)

Lindenmann (1997)

1996

" (Guideline and Standard for Measuring and Evaluating PR Effectiveness)

Institute for Public Relations Research & Education



(Outcome)

(Output)

55
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2. (Output)
(Output)
3. (Outcome) * -
(Focus Group) (Qualitative Dept Attitude Survey)

- (Pre-test/Post-test  Studies, Pool)
(Ethnographic Studies) (Play-role) (Experiment)

(Multi-variate Studies)

(Business and/or Organizational Outcome)

(Market Penetration)



57

3 ? ?
1 (Standard for Measuring PR Output)
(Media

Content Analysis)
(Cyberspace Analysis)

2. (Standard for Measuring PR Outcofnel"

(Control Group)
Lindenmann (1997) . . 1996

International Committee of Public Relations Consultancies
Associations (ICO)

Gesellschaft Public Relations Agenturen (GPRA) ,

(Output) . . 1997 International



58

Public Relations Association (IPRA)

(Approach)

” (Lindenmann, 1997: 401)

1-2 Hon (1997)

(Effectiveness)

(Common Theme)



10.

11

12.

13.

(Survive)

(Make Money)

(Save Money)

59



5.
Opponents)

6.
(Save Lives)

Hon

(1998)

60

(Defuse



)" (Hon, 1998: 130)

“ " (Effectiveness)
(Measure) “
I " ( , 2537: 12)
(Applied Research)
(! , 2537: 14)
1
2
3.

(Empirical) (Philosophical)

b1



2537:

18)

(Determining of Value)

(Validity)

62



(Value)

, 2537: 63)

(Relative)

(Merit)

(Context)”

, 2537: 65)

(

63



Broom

Dozier (1983: 5)

64
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Cutlip

(1994)

(Business)
(Industry)
(Government)
(Politics)
(Nonprofit Organization)
(Health Care)
(Education)

(Trade Association)

66



67

9. (Professional Society)
10. (Labor Union)
Newsom Scott  (1989: 19-22)
Cutlip

Cutlip

1 (International  Institutions  and
Agency)
2 (Finance) *
3. (Sport)
4. (Leisure-time)
(Public Relations Society of America; PRSA) .. 1990
(Cutlip , 1994: 28)

1 (Public Relations Firm)
2. (Advertising Agencies)
3. (Individual Practitioners)
4, (Foundation)
5. (Religious Organization)
6. (Social Welfare Organization)
Wilcox (1995: 27) , '
1 (Traveling)

2. (Military)



Seitel (1998: 49.2)

1 (Real Estate)
2. (Environment)
3. (Public Issue)
4. (Art)
5. (Internet)
(2530)

1
11
12
2.
21
2.2

2.3

68



2.4

31

3.2

3.3

3.4

11

12

1.3

14

21

2.2

2.3

2.4

(Business)

(Government)

69



10.

11.

12,

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

31
3.2
3.3
34
(Nonprofit Organization)
(Trade Association)
(Professional Society)
(Labor Union) - a
(International  Institutions
Agency)
(Politics)
(Military)
(Health Care)
(Education)
(Finance)
(Sport)
(Leisure-time)
(Foundation)
(Religious Organization)
(Social Welfare Organization)
(Public Relations Firm)
(Advertising Agencies)
(Individual Practitioners)
(Real Estate)
J (Environment)

(Public Issue)

(Art)

70

and



26.

11

(Internet)
( ) (2542)

(Oil and Gas)

(Technology and Telecommunications)
(Healthcare)

(Programs) (Consumer

Education)
(Project)
(2542) (Account Manager)
(Government)
(Technology)

(Healthcare)



(Industry firm)

(Finance)

(

124

Telecommunications)

Consumer Product)

(2542: A124)

(Information Technology and

(Banking and Finance) * o~

(

Consumer Product)

(Fashion and Apparel)

(Chemical Industry)

Entertainment)

(Special Project)

(2542)

(2542)

31

(Pharmaceutical and Hospital)

(Media, Broadcasting and

12



3.2

3.3

73

(2542)

(Consumer Product)
(Healthcare)
(Industry)
(Financial) - W

(Information Technology)

(Oil and Gas)
(Technology and Telecommunications)
(Healthcare)
(Technology)
(Industry firm)
(Finance)

(Consumer Product)
(Fashion and Apparel)

(Chemical Industry)



10.

11

12.

13.

14.

15.

Entertainment)

(Spec

Education)

(Government)
(International Company)
ial Project)

(Programs)

21

74

(Media, Broadcasting and

63

63

(Consumer



75

21

10.
11
12.
13.
14.
15.
16. '
17.
18.
19.
20.

21.

3 Newsom
(1992: 13-15)

1 (Staff Member)



76

2. (Agency Employee)

3. (Independent Practitioner/ Counselors)

(Public Relations Society of America;

PRSA) ( , 2541: 232-234)
1 (Writing)
2. (Editing)
3 (Placement)

4. (Promotion)



5. (Speaking)

6. (Production) ,
7. (Programming)
8. (Institutional Advertising)

Seitel (1984: 47)

1 (Reaching the employee)

2. (Coordinating relationship with the print and

electronic media)

3. (Coordinating activities with legislators)
4, (Orchestrating interaction with the community)
5. (Managing relations with the investment

community)



78

6. (Supporting activities)

7. (Coordinating the institution’s “printed voice" to its
publics)

8. (Coordinating relationship with

outside special groups)

9. (Managing the institutional advertising image)
Cutlip (1994: 33-34)

1 (Writing and Editing)

2.

(Media Relations and Placement)

3. (Special  Event)
4, (Speaking)
5. (Production)

6. (Managing and Administration)



10.

(Research)

(Counseling)

(Training) !

(Contact)

White Mazur (1995; 12)

(Corporate  Communication)

(Issue Management)

(Product Publicity)

(Investor Relations)

(Financial Relations)

79



10.

11

12.

Wilcox

80

(Lobbying)

(Public  Affairs)

(Media Relations)

(Community Affairs)

(Crisis Management)

(Event Management)

(Sponsorship)

(1995: 10-11)

White Mazur

(Media Relations)
(Community Relations)
(Public Affairs)

(Issue Management)



5. (Financial Relations)
6. (Special Event)
7. (Counseling)
8. (Research)
9. (Publicity)
L |
10. (Employee/Member Relations)
11. (Government = Relations)
12. (Industry Relations)
13. (Development/Fund Raising)
14. (Minority Relations/Multicultural
Affairs)

15. (Marketing Communications)



Baskin (1997: 6-11)
3
1
2.
4
(Task)
(Goodwill)

(System Operation)

3.

Public Opinion)

(Management Function)

(Communications)

82

(Skilly
(System)
(Mutual)
(Means of Influencing



15)

11

(Attitude)

12

1.3

1.4

15

2.1

83

Baskin (1997: 13-

(Public Opinion)

(Issue)

(Counseling)



2.2

2.3

2.4

2.5

2.6

2.7

2.8

2.9

2.10

211

(Research)
(Media Relations)
(Publicity)
(Employee/Member Relations) *

(Public Affairs)

(Government Affairs)

(Lobbying)

(Issues Management)

(Financial Relations)

(Industry Relations)

(Development/Fund Raising)

84



2.12 (Minority Relations/

Multicultural Affairs)

2.13 (Special Event and Public Participation)
2.14 (Marketing Communication)
!
Newsom (1993:6-10)

(Press Agentry)

(Promotion) (Public Affairs) (Publicity)
(Marketing)
1 (Advertising)
2. (Merchandising)
(2540)
1 (Publicity)
2. (Media Relations)

3. (Community Relations)



10.

11

12.

13.

14.

15.

16.

17.

18.

19.

86

(Public Affairs)

(Government Relations)

(Special Event)

(Human Resource Development)

(Issue Management)

(Crisis Management)

(Brandstancfingf

(Audition)

(Civil Services)

(Corporate Advertising)

(Image Building)

(Company Visit)

(Demonstration Center)

(Guest  Relations)

(Lobbying)

(Manual)



20.

21.

22.

23.

24,

25.

26.

27.

28.

(Membership)

87

(Political Relations)

(Philanthropy)

(Sponsor)

(Presenters)

(Trade Show)

(Training Center)

(Product as Supporting Actors)

(Recruitment)



10.

11.

12.

13.

(2531 : 54)

(2540)



10.

11

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

89



90

( ) (2542)
1 (Corporate Communications)
2. (Financial and Investor
Relations)
3. (Public Affairs)
4, (Marketing Communications)
5. (Media Relations)
6. (Crisis Management) -
7. (Government Relations)
8. (Editorial and Translation Services)
9. (Comprehensive Media

Monitoring, Analysis and Evaluation)

10. (Design and Print Production)
11 (Media Training)
12. (Corporate  Identity
Counseling)
(2542)
5
1 (Health and Medicine)
11 (Product Support)
1.2 ' (Public Education)
13 (Public Affairs)
1.4

(Public Health and Safety)



91

2. (Public Affairs)

21 (Grassroots; Influence the

Policy Maker)

2.2 (Public Education)
2.3 (Advocacy; Issue
Management)
2.4 (Coalition Building)
3. (Corporate Communication”
31 (Brand Building) '
3.2 (Workplace Performance)
4, (Strategic Marketing)

(Business to Business)

(Consumer Marketing)

5. (Technology)

6. (Trend Spotting)

7. (Crisis Management)

8. (Energy and Environment
Issues)

9. (Television Production and Marketing)

10. (Public

Relations Creative)

11 (Public  Relations Interactive on

Cyberspace)



12.

10.

11

12.

13.

92

(Training on Public

Relations)

124 (2542: A124)

(Corporate Communication)
(Business to Business Introduction)
(Investor Relations)
(Product Launching and Promotion) -
(Media Relations)
(Community Relations)
(Employee Relations)
(Crisis Management)
(Media Monitoring)
(Press Conference)
(Event Planning, Organization and Management)
(Graphic Design)

(Media Placement)

( ) (2542: A189)



10.

11

93

(2542)

(Corporate Communications)
(Marketing Communications) -
(Investor Relations)
(Crisis Management and Communications)

(Media Relations)

(Community Relations)

(Employee Communications)
(Event Organization)

(Promotion Materials)

(2542)

(Corporate Communications)
(Marketing Communications)
(Finance Relations)
(Issue Management)
(Crisis Management)

(Internal Communications)

(Public Affairs)

(Government Relations)



10.

11

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

(Publicity)

Affairs)

94

(Media Relations)
(Community Relations)
(Public Affairs)
(Issue Management)
(Financial Relations) —
(Special Event)
(Counseling)
(Research)
(Planning and Programming)
(Evaluation)

(Corporate  Communication)

(Employee/Member Relations)
(Government Relations)
(Industry Relations)
(Development/Fund Raising)

(Minority Relations/Multicultural

(Marketing Communications)
(Media Training)
(Crisis Management)
(Education)
(Public Health and Safety)

(Brand Building)



23.

24.

25.

26.

27.

28.

29.

30.

31

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

(Trend Spotting)

(Production)

Tl

(Cyberspace Public Relations)

(Business Introduction)

(Product Launching)

(Corporate Identity)

(Media Monitoring)

(Human Resource Development)

(Audition)

(Brandstandifigr

(Civil Services)

(Corporate Advertising)

(Image Building)

(Company Visit)

(Demonstration Center)

(Guest Relations)
(Lobbying)
(Manual)

(Membership)

(Political Relations)

(Philanthropy)

(Sponsor)

(Presenters)
(Recruitment)
(Trade Show)
(Training Center)

(Merchandising)

(Product as Supporting Actors)

95



(Approach)

(Effectiveness)

(Intangible)

(Measure)

21

96



97

(Determining of Value)

21 (Unit of

Analysis)
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