1 (group) (communication

network)
2. "(fan) “ " (fandom)
3, ( marketing communication)
4, (consumer behavior)
. (social psychology)
1 (group) (communication network)

Everett M Rogers . Lawrence Kincaid (1980)

( )
“ ” (communication structure)
(network)



(network)

" (centrality)

10

Bavelas



2

(Two - way communication)

(key position)

1



12



“ (fan)” " (fandom)”

I Henry Jenkins (1992)
“fanatic”
19

Lisa A Lewis (1992)

McQuail (1994) ( 12539)

13



Fans

Medium Audience

Joli Jenson (1992) 2

1

2

Robert Escarpit (1975) “Group set”
“ » (interaction)

pwight Macdonald (1975)

14



(obsessed loner)

(frenzied fan)

" (fandom)

15



(popular culture)

(fandom)
(popular culture)

(text)

16



17

(affect)

(feeling)

Henry Jenkin (1992)

De Certeau Fandom

i al dvorn " (fandom)

! (marketing communication)

( 12530 :55)



(promotion)

(sales promotion)

2530 55)

(marketing mix)

(

—_— TN TN /N

(advertising)
12530 181)

production mix)
price mix)
place mix)

promotion mix)

18



(advertising)

19

“promotion tools”

(advertising)

(sales promotion)

(publicity and public relation)
(personal selling)

( 7538 1 310)



20

(sales promotion)

(publicity and public  relation)



(

2528 :285)

(personal selling)

"itifi

no ]

21



22

two way communication

(marketing communication)

(consumer behavior)

(ability to buy)



[

(searching)

(consumer behavior)
(purchasing) (using)

(disposing)

(acquiring)
2538:3)

(2525:31-41)

(internal factors)

(personality)
(motivation)
(learning)
(perception)
(attitude)
(self - concept)

(Iifestyle)

23

(willingness to buy)

( 2539 :7)

(evaluating)

(psvchogranhic factors)



(personality)

(Freudian Theory)
(Psychoanalytic Analysis)
(Personality) ' (Motivation)

(Psychoanalytic theory) * '3
(Motivation and personality)
(Unconciousness and drive)

" (Schiffman and Kanuk:P:708)

1 (ID)

2. (Ego)

3. (Superego)

24



25

( Motivation )

(Motive)
(Drive)
2
( ,2539:19-20)
- (rational motives)
- (emotional motive)
1 (rational motive)
( ) ( The Cost
of Purchase)
11 (Cost of purchase)
12 (Cost of operation)
13
(Cost of repair service)
1.4 (The
useful life of the article)
15 (The effectiveness of

the articla)

2. (emotional motive)



21

2.2

2.3

24
25

Appeal to the Sense

Courtship

Protection

Prestige and Status
Personal Satisfaction

(attitude)

( Maslow’s theory of motivation)

(Hierachy of need)

26



27

1 (physiological needs)

2. (safety needs)

3. (belongingness and love
needs)

4. ( ) (esteem

and status needs)

5. (self-actualization
needs)
? (learning)
/
(stimulus)
(response)
/] - (stimulus-response theory = S-R

theory)



?  ~(perc.eotlLQn)

( ?)

Krech.Crutchfield

,2520)

Ballachy (1984)

28



29

4.
! ( )
(self concept)
1 (real self concept)
2. (ideal self concept)
3. (real other concept)
4, (ideal other
concept)
(lifestyle)
2. (external factors) (social and

cultural factors)



(culture)
(social class)
(family)
(roles and status)

(influence group)

(culture)

(culture)

(social class)

(subculture)

30



11

1.2

21

2.2

31

3.2

(family)

(upper class) 2

(upper upper class)

(lower upper class)

11

(middle class) 2

(lower class)

(upper middle class)

(lower middle class)

2

(upper lower class)

(lower lower class)

31

a



32

(roles and statuses)

(reference group)

- (primary groups)

- (secondary groups)

3. (Personal factors) (Demographic
factors) (Situation factors)
(Demographic)
1 (Age)
2. (Family Life Cycle)

3. (Occupation)



33

(Economic circumstances)

(Education)

' (Situation )

3

(Usage situation)

(Purchase situation)

(Communication situation)

(internal factors”
(psychographic factors) (external factors)*»
(social and culture factors) (personal factors)

(demographic factors) (situation factors)



34

(social psychology)

Kurt . Back (1958)

“

" (cohesiveness)

Schachter Back { "

1 (uniformity)



T

(Clung)

35



" (2538)

36



“textual poachers”

(2539)

37
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