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The objectives of this reseach, the communication between lifestyle television
program and the audience, are to (1) study the lifestyle format which lifestyle television
program “Martha” presented (2) understand the signification of lifesyle format in “Martha”
and the integrated marketing communication technique that are found in lifestyle
television show “Martha” (3) study the cultural shareabilty that presented in lifestyle
television show “Martha” and the parasocial interaction with “Martha Stewart”. This study

utilized the method of multiple methodology : textual analysis and survey research.

The results of the research are as follow : (1) Lifestyle television program “Martha”
presents itself by using the “Lifestyle Selling via Participation to Support Consumerism”
format. (2) Lifestyle television program “Martha” employs lifestyle content which is
ordinary everyday life events. Moreover, tie-in advertising and impulsion for audience
participation are found in the program. (3) Lifestyle television program “Martha” acts as a
marketing communication channel for Martha Stewart Omnimedia, Inc., the lifestyle
products and survices enterprise which is also the producer of lifestyle television program
“Martha”. Integrated marketing tools are found in the program, such as advertising, direct
marketing, event marketing, sales promotion and public relation. (4) The survey shows
that the cultural shareablity of lifestyle television program “Martha” and the parasocial

interaction with "Martha Stewart” is moderate.





