Communication
(Aristotle)
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(Message ) (Source)
(Receiver) (Channel)

(2538)

(George AMiller)

(George  Gerbner) (Social
interaction) (Message Systems)

(Wilbur  Schramm)
( Informational Signs)
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(Everett M. Rogers And F.Floyd

Shoemaker)
(Charles E Osgood )
(Message) (Channel )
2 (Source)
(Receiver)
L ", (Inform) 1 (Inform)
2 (Teach) 2 (Learn)
3, (Entertain) 3, (Enjoy)
4 4,
(Propose or Persuade) (Dispose or Decide)



2

(Communication  Breakdown )

(Channel)

4
1 (Source)
2, (Message)
3. (Media)
4, (Receiver)
4
(Message) ) '

(‘actual physical product of the source)
(code)
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3
(1) (message code) (2) (message content) (3)
(message treatment)
2 (elements) (structure)
(elements)
(structure) ©
1
(code)
(group of elements) (vocabularies) (set of procedures)
(structure)
(syntax) Vo ,
(elements) (sound), (letters),  (words)
(syntax)

(Vocabularies or elements)
(composition) (structure)



(syntax®

(upright pyramid)

(inverted pyramid)

(lead)

26



2,

(style)

(The Receiver)

( Media )

(Personality and Characteristics of Source)

21

16
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(Katz and Lazarsfeid, 1955:27)1

(Joseph T. Klapper

(Predisposition)

2533:142)

28



12 (Selective Processes)

13 (Personal Influence)

14 (Economic Aspects)
14.1

14.2

143

144



( | 2537)

( 2537 :196)

(Adams, 1971)

(Target Audience)

(Direct mail)
(Demonstration)
3,
2 2
(Source) (Message)  (Media) (Receiver)

(Effect) (Feedback)



3

(Lazarsfeld and Manzel, 1968).

Public Relations

Public
Relations - =



Webster New Collegiate *
(Goodwill )

World Book Dictionary

The American Hentage Dictionary

1

( Favorable relationship)
2 (degree)
3.

Cutlip (1964) ¢

3



(2538)

(2530 )



(Public Opinion)

( | 2506)

1 ( Factfindings )



2 ( Planning )
3 ( Implementation )
4 ( Assessment )
4
4
John Holmstrom i Z
(‘input )
( output )
, 2530)
4
(Research) (Planning) (Communication

( Evaluation )

Action)



( follow-up )
, 2525)

pre-test

36
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3
1960 1970
(Rogers 1976)
(to inform)
(to persuade ) (to
mobilize)
(types of message structure)
(delivery  systems) (specific

effects)

Paisley (1981)



3

() ()
Rogers
(fear or rational
appeals) (multi-media
approach)
(Hall, 1978)
1)
| | @)
(face-toface communication) (field
workers) )

(Schramm, 1964 155)

(change agents)
"(Rogers, 1973 2T7)

(mass obilizaton campaign)
(collective action)
(thought patterns)
(class/power relationships)  / “
’ (mass
campaign) (political - mohilization)
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. billboards

(communication  campaign)

message) ( 1 3 )
(multi-media

approach) " (Rogers 1979 60)

(information campaign)

(promotional messages)

" (Akin, 1981 265)

(political campaigns)
(Chaffee, 1981  182)

(media-based campaigns)

" (Flay & Cook, 1981 239)

(public information  campaign)

(communicated appeals)"



“ )
/
)
(2530)
(awareness)
(Interest)
(action)
1
2,

at a large audience)

40

(desire)

(A campaign is purposive )

(Individual-level cognitive effects)
(Social-level cognitive effects)

(A campaign is aimed

(campaign audience)
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(message distribution)

(2530)

2-3

(message production)

41

510



12

.. 2516

15

42
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2.2

43



msaamsmamsmmﬂ

= ] l l |

] o] o] [
( publicity)
221
9
222
(institutional

public relations)

223



(need)

(need)

(goals)

(goals)

45
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21 ? (communication goals)

2.2 “ 7, (message strategy)

(type of appeals)
(Presentation style)

presenter

(message)

Hamison,1977) S '

(Ray Ctal, 1971)

(timing)

(Hannemanct al,1973,Taplin)



4

(Style)
ramatic umorous
(dramatic) H )
(content appeal)
(Health  Campaign) (fear)
(Hanmenan et al, 1973: Capalaces and Starr, 1973)
( ) (highly credible source)

sided argument)
(Two-sided arguments)

(Lumsdaine and Jams, 1953 Sawyer,1973)

(positive vs. negative appeals)
(fear vs. rational appeals)
(definite vs. open conclusion)



2.3

presenter 4

(reliability and trustworthiness)

(expertness)

(dynamism)

(message distribution)

43
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100%



“Snowball"

“maven”

3
3 “‘connectors” “maven” “salesman”
“connectors”
“Salesman”
( stickiness)

“maven” ‘Salesman”

(context)

“salesman”

50



(rhetoric)

(message strategy)

(positive approach)

ol



(emotional appeal)

(positive approach)

52



2 (pro and approach)

(media strategy)

53

(positive approach)
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, 2537)



, 2539)

55



420

, 2539)

5



, 2540)

410

SPSS for WINDOWS

o7



, 2541)

400

SPSS for WINDOWS

58



, 2541)

5



(.
, 2542)
29
2
2)

(Qualitative Research)

©

60



12

11711

(Phenomenology)

| 2542)

(Qualitative Research)

56

6l



| 2544)

62



10

11

| 2547)

| 2544)

63



64

(Qualitative
Research) (Focus Group) 5 1
2 3
(Non - Government Organization ; NGO ) 4
/ 5

11

12

13

14 NGO

15 /

(Agency )



16
couching)
1.7
18
19

21
2.2

2.3
24
2.5
2.6
2.1
2.8
2.9

2.10

211

3.1

3.2
3.3
34

(Downsizing)
Win - Win Negotiation

(Professional)

(Integrated)



66

35

(Creative Thinking)
3.6
3.7 (Relationship)
3.8
3.9

3.10 (Good Pressure)
311

3.12 24

(Job)

(Outsourcing)
NGO



Workshop

- 2539)

50

SPSS/PC+

Case Study (

200

{-test

ANOVA

600

400

Scheffe

67



254)

408
SPSS
ANOVA

68

T-Test,



2542)

15

69



- 2544)

2-3

16

10
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