Schramm  (1973)
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Rogers (1976)

Laswell ~ (1948)1

Who [ Says What P In Which Channel ’ To Whom > With What Effect

(Source)



(Message)

(Channel)

(Receiver)

(Effects)

Cutlip and Center (1978)
77 Cs of communication

1 (credibility)

14
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2. (context)

(Position within a Social

- Cultural System)

3. (content)

4, (clarity)

B, (continuity and consistency)

2 .

(Repetition)

Rogers (1971)
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6. (channels)
( The

Connecting Link)

7. (capability of audience)
( Communication Skills)

(Thought and Language Competence) (Reading A bility)

(Receiver ’ Knowledge)

(2532) 2
( verbal language )

( non-verbal language)

Richard Dimbledy & Graeme Burton (1985)

1. (body language)



(receiver)

Berio (1960)

(paralanguage)

(dress)

(source)

( message)

(Means)

SMCR Model

(channel)

17



1.1

1.2

(2525)

AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY

1y

18



(Localité)

2.1

2.2

Rogers (1978)

Schramm (1973)

(Specialized Media)

(Print Media)

(Electronic Media

Rogers (1978)

(Cosmopolite)

(Audio

(Print

Visual

Media)

Media)

19



2.1

2.2

(2538)

(Hot Media)

(Cool

Media)

20



(2533)

(2533)

)4 ' )]
« dijvi 1 ay

Rogers (1971)

(change in receiver’'s knowledge)

( change in receiver ' attitude)

(change in receiver ' behavior)

7

21



Bemays (1952)

( Public

Relations )

2536 )

22



Bowman

Cutlip and

Center

23

Ellis (1969)

(Personal Communication)

(Printed Communication)

( Visual Communication)

(Audio Communication)

(Special Communication)

(1978)



Management

Function )

24

(The
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Corporate Advertising

2
1.
2.
( Corporate Image ) (Product Image)
( Knowledge ) ( Fact)
( Value )

Cutlip and Center



( Reality )

An

Daniel J. Boorstin

(Pseudo

image

image

image

image

image

image

-Events)

is synthetic

is believable

is passive

is vivid and c

is simplified

is ambiguous

(1973)

( Musion )

oncrete

Boorstin

26

( Image)



(Integration

Marketing Communication )

4

(identify )

(Background)

(Added Value)

(2538)

21



M iller

Brembcck

Burgoon

Howell

(1973)

(1973)

(Thai

conceptualization)

28



Simons ( 1976 )

Cutlip Center (1964)
(change)
(neutralize) (crystallize)
(conserve)
1.
2.
3.
(2537)

Hovland Janis (1953)

29



(cognitive change)

(behavioral change)

(affective change)

30



3l

(2533)

Raymond W illiams ( 1981)

- " (time-space) 3
1. ( live culture of a particular time and place )
2. ( recorded culture )

(the culture of a period )



( 2520 )

(

culture

of

the

selective tradition )

1826

32



10.

(2539)

g1 Al onGH

The Temples

of

Phetchaburi

(

2536)

33
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Royal Patronage of a Cultural Heritage ( 2535)

3. Reflections

on the Past ( 2535)
Hot C ity Cool Sounds
( 2535 )
4.
5.
6.
7.



Northern

2530 - 2537

Culture ,City Temple Tour, Grand Palace

Contribution Editor

(2538)

Everydayland - Thailand

| %% 510 5

35
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(Differentiation)

2. Centuries old traditions , state of the art technology

( Combination )

( Cabin value and airline value )

3. Ribbon  silk

( Promose )

( Smooth as silk)

( ) ‘ ’

The Thai Wai and Other New Ways to Sell an Airline



. 2541

J. Walter Thompson

( Concept )

(Service that comes from the heart of Thai culture)

( Caring Culture 1Caring Service )

. . 2542

Bloom ( ,2534 )

37



(2523)

38

L ( knowledge ) )
11
12
13
2. ( comprehension )
21
2.2
( perception )
Krech Crutchfield (1948) 2

1 Structural Factors

2. Functional Factors (mood)

(needs)



( Selectivity

Atkin  (1973)

Klapper (1960)

Process Theory )

( Selective Exposure)

(Selective Attention)

( Selective Perception )

(Selective Retention)

Schramm (1954)

(2523)

39



Mum ( 1971)

(least

effort)

( predispositions )

A ttitud e

40

(promise of reward )

( preconception )



Freeman ( 1970 )

41

( The Cognitive Component )

( The Affective Component )

( The Behavioral Component )



AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY

Likert

Likert

Likert



Likert Scale

(A ttitude)

Self-Esteem

(2538)

43
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(2539)
C L 2530-2537

(2539)



3.
(2535)
1
2,
3.
( )"
(2538)

2)

. . 2535

. . 2534-2535

1

. . 2514-2515 3)

45

. . 2535

30



D

6 .. 2534

(2535)

2535

265

46

2)



. .2531

1)

(2531)

(2538)

2)

240

a7
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Mitchell (1986) “ The Effect of Verbal and Vistual Components

"

of Advertising on Brand Attitudes and Attitudes toward the Advertisement

Machkensize (1986) “ The Role of Attitude toward
the Advertisement as a Mediator of Advertising Effectiveness : a Test of Competing

Explanations ” Mitchell

(2539)



49

-~ © < ) ©

(hRY

11



	บทที่ 2 แนวคิด ทฤษฎีและงานวิจัยที่เกี่ยวข้อง
	2.1 แนวคิดเกี่ยวกับการสื่อสารและการประชาสัมพันธ์
	2.2 แนวคิดเกี่ยวกับการโน้มน้าวใจ
	2.3 แนวคิดเกี่ยวกับวัฒนธรรมและความเป็นไทย
	2.4 แนวคิดเกี่ยวกับการเรียนรู้และการเลือกรับสาร
	2.5 แนวคิดเกี่ยวกับทัศนคติ
	2.6 งานวิจัยที่เกี่ยวข้อง


