(Campaign)
(Communication Campaign)
(Diffusion of Innovation)

(Motivation) (Persuasion)
(KAP)
(Knowledge)
(Attitude)
(Practice)
(Campaign)

Paisley (1981)
() ()

1960-1970

(To Inform)



il

(To Persuade) (To Mobilize)
(2534, , 2545: 9-10)
(2543 : 233) “ 1)
2) 3)
4)
1 (A campaign is purposive)
2
3 (A campaign is aimed at a large)
4,

(A campaign has more or less specifically define time limit)
2-3
5-10



(A campaign involves an organized set of communication activities)

(2543 : 247-256)

12



(Monitoring)

12544 - 64)

13



“pilot Testing "

(Efficiency Evaluation)

(Effectiveness Evaluation)

(Cost-effectiveness Evaluation)

14



15



(Type of Appeal)
L1

Perloff

Petty (1991,

16

(Communication Campaign)

(Fear Drive Model)

2543 1 239)

( Negative Impact)



i

12 (Rational)
3 1) (Deduction) 2)

(Induction) 3 (Effect to Cause)

13. (Status)
(Reference Group)
2. JIg
(Alcalay & Taplin, 1989)

1, (Goals)

2 (Media Objectives)



3 (Mediia Tinning)
4, (Media Choice)
(Message)

Rice & Atkin (1989)

Broadcasting Rating

18
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19



20



(Frequency)
(Harrison, 1977)

(Styl)

(Message)

(Rayetal, 1971)

21



22

3, (Content Appeal) (Health
Campaign)

(One-sided  Argument)
(Two-sided Argument)

(Word
of Mouth)

(Diffusion of Innovation)



(Innovation-Decision Process)
(1983 : 167)

and Shoemaker, 1971, p.260)
5
1 (Knowledge stage)

Hassinger (1959)

(Selective Perception)

23

Everett M Rogers

(Rogers

(Prior

3 (Everett M Rogers, 1983:

Hassinger
Conditions)
L (Previous Practice)
2. / (Felt Needs / Problems)
3, (Innovativeness)
(Rogers, 1983 : 72)
167-168)

11 (Awareness-knowledge)



12

13

(How-to Knowledge)

(Rejection) (Discontinuance)

(Principles Knowledge)

(Persuasion stage)

(Social Reinforcement)

(1983 169-170)

(Decision - stage)

(1983 : 172)

(Active Rejection)

24



25

2 (Passive Rejection)
4, (Implement  stage)
o) . (Confirmation stage)

(Continued Adoption / Rejection)

(Dissonance)

(Rogers and Shoemaker )

1. (Relative Advantage)

2. , (Compatibility)



26

(Complexity)

(Trialability)

(Observability)

(Rogers, , 2537, . 197)

(Awareness)

(Interest)



(Evaluation)

(Trid)

(Adoption)

2538, . 199)

(Innovator)

(Influential)

(Early Majority)

6

27



(Late Majority)

(Laggard)

(Die-hard)

(Motivation)

(Motive)
(Move)

2528, . 102)

(Definition of Motive and Motivation)

“ Movere "

28



" (Walters.1978 :218)

1
2
" (Loundon and Bitta.1988:368)
2
(0
o
(Motivation)
L

" (Schiffman and Kanuk. 1991:69)

2
" (Walters.1978:218)
3 (0
(Need Recognition)
)
3.

1-2

29



30

(Needs, Motives, and Behavior)

3

1.
2.
3.

1

2

3

2

(1) (Reflex Action)

(Walters. 1978:220)

2) "
! (Walters. 1978:220)



(learned Behavior)

(Classification of Motives)

5 0 2)

(Generic Motives)

(Physiological Motives)

31



(Psychological Motives)

(Mind)

(Primary Motives)

(Secondary Motives)

(Conscious and Unconscious Motives)



1-2

(Characteristics of Motive)

33

(Consumer Motives

Founded on Needs)

Action Direction)

(Motives Give



(Motives Operate in The

environment)

/ (Why consumers are

motived differently)

34



35

b.
(Motives Vary in
Intensity)
(Persuasion)
(Persuasion)
Miller Burgoon
Brembeck Howell

T *40



36

Simons
(
, 2546 1 4)
Cutlip Center
(Change) ,
, (Neutralize) (Crystallize)
(Conserve)
(1964 , 2546)
Miller
(Passive Audience)
(Acts) (Acted Upon)
(1989 , 2545)
(2542)
(Stimulate)
(Response)
(Predisposition)
( , 2546)
L
2



, 2529

| 2545)

- 2545)

6 McGuire (1973

(Presenting)

(Attending)
(Comprehending)

(Yielding)

(Retaining)

37



11

12

13

14

21
2.2

(Acting)

 2546)

(Susceptible®

38



39

2.3
2.4
2.5
2.6
(2544)
Wilcox (1995)
1 (Audience Analysis)
4
11 (Believer) '
1.2 (Skeptic)
13 (Apthetic)
14 (Hotile)
2, (Credibility)

3 (Expertise)
( Sincerity) (Charisma)



8.1

8.2

8.3

8.4

8.5

8.6

8.7

9.1

(Appeal to Self-interest)

(Clarity of Message)

(Timing and Context )

(Audience Participation)

(Suggestions for Action)

(Content and structure of Message)

(Dmma)
(Statistics)
(Surveys and Polls)
(Examples)
(Testimonials)

( Endorsements)

(Emotional Appeals)

(Persuassive Speaking)

(ves-yes)

40



41

9.2 (Offer structured Chioce)

A B
9.3 ( Seek Partial Commitment)
9.4 ( Ask for More/Settle for
Less)
( ) (Learn Motives)
1 (Fear Appeals)
2, (Emotional Appeals)
2.1
2.2
3, (Anger Appeals)
4, (Humorous Appeals)
D, (Rewards as Appeals)
6. (Motivational Appeals)
( , 2546)
Hovland Janis

( Bettinghaus, 1968 : 17)
L (Cognitive Change)
2 (Affective Change)



(Behavioral Change)

42

Hoviand  Janis
1 1
1
Rosenburg Hoviand
1( 2546: 18)
d HaA990n 1AY1
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Cognitions

lin

43

(Concept, Awareness)

Affection



44

(Relationship Between Attitude Belief and Cognition, Affection and

Behavior)
(Cognition) (Affection) (Behavior)
(Positive Relationship)
1
(KAP)
KAP 3 (Knowledge)
(Attitude) (Practice)

KAP " oL 1950



KAP

KAP

KAP

KAP

1

Zimbardo Leippe

(Concepts)

4, (Behaviors)

KAP

(Social Objects)

(Cognitions)

(The Affective Responses)

(Behavior Intentions)

5

45



5.1
5.2

5.3

(Attitude)

(Knowledge)

(Attitude)

(Practice)

(Knowledge)

(5R)

46

(Knowledge)
KAP



(Facts)
(Insight)
)
)
)
6
L (Recall)
2. (Comprehension)
3. (Application)
(Abstract)
4, (Analysis)
B. (Synthesis)
(Creative)
6. (Evaluation)

(Criteria)

47

(Idea)



48

5

(Ambiguity Resolution)
(Attitude  Formation)

(Agenda Setting)

(Expansion of The belief system)

(Value Clarification)

(Adituck)

(Inclex)



49

2.
3.
2
1
2.
(Cognitive ~ Component)
(Affective Component) (Behavioral
Component)
(Value)

' (Media)
" (Message) “ v “)



(Nancy E Schwartz)

(Practice)

50



GAP

(Rogers)

(Emotional Arousal)

(Empathy)

(Internalized Norms)

(Reward)

2
(Activation)

(Behavior)

(KAP-GAP)

KAP-GAP

51



52

K (Knowledge) A (Attitude) P (Practice)

KAP-GAP

Zimbardo  Leippe
(Repetition to Create Familiarity)

Fishbein (Fishbein's Theory of Reasoned Action)



, Fishbein

matszaiuguanian1g quasaum

53
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(2541)

(537)

(2535)

54



(2540)

(2537)

( 790)2

( 747)
( 500)

(2545)

40,000  /

55

24-29

Castro Santos, Maria Helena De (1985)

2 1930

1975

(Proalcool)

Cohen, Greta Lynette (1980)

1970



1940
1974

56
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