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(A.R. Oxenfeldt and c.
Swan) A
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(America Marketing Association
AMA) n

(Advertising is any paid form of
nonpersonal presentation and promotion of ideas, goods or
services by an identified sponsor)
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(Social Learning Theory by Albert Bandura)2
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(1) (learning by response
consequences)
(2) (observational learning)
2 (envi-
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() (motor reproduction processes)
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, ?
ETV
ETV
I
(2523 77)
4
1. (Content)
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4. (Function)
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Slide Spot Ad.

(Tape Television Commercial)

(Film  Television Commercial)
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