(Metro Centre)
(Leisure)
.. 1990

Multi-Leisure-
Complexes (Torkildsen, 1994: 177-179)



2

(Emotional
Needs)
3 (Lawson, 2001: 18-28)
L (Stimulation)
2. (Security)
3. (Identity)
f 2
(Edgerton,
1982:162-163) 3
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(Use Value)

(The Social of Consumption)
(Social Logic of Consumption) (Beudrillard, 1974)

Jean  Baudrillard

(Post Modern)

Baudrillard

‘ " (Consumer Society) (Baudrillard, 1970)

“Symbolic Exchange and Death" (1972)
Baudrillard (Categories)
(Marxist) Implosion  Simulation Fatal
Strategies Symbolic Exchange
(Post Industrial)

(Sign)

McLuhan “The Medium is The Message" W

(Participation) Indifference

Baudrillard ‘ "



Baudrillard Marx
(Exchange Value)
(Value) (Use Value) 1

Baudrillard

(The Consumption of Sign)

Baudrillard
4

1
(Use Value)

3.
(Ambivalence)

4,
(Status)

(Instrument) 2) (Commodity) 3) (Symbol)4)



(Sign) 4
Baudrillard

Consumption)

25

(Status and Prestige)

(Unique Object)

(Object of

,  Baudrillard
(Logic of Signification)



(Brand)

(Partners)

(Code)

(Use Value)

(Exchange Value)

(Sign Value)

(Symbolic Exchange).

26
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)
Baudrillard  The System of Objects (1968)
(Symbol)
Baudrillard
‘ " Consumer Society
(1970)
(Use Value)

Ferdenand De Saussure " "

( 5)
(Mark) Pierce (1931)

(Sign is something which stands
to somehody for something in some respect) !

1] n

(De Saussure F.1974
:2540)

O'Suilivan and other (1983: 210,214)
(Semiology Semiotics) (Sign)

(Codes)



"Semiology" v
, (Science of Sign) (Sign)

(Meaning) (Object) (Text)
Ferdenand De Saussure 2 (Signifier)
(Signified)

(Signification) ! '

(Text)
(Signification)
Roland Barthes (1990)
2 (Denotation)
(Connotation)

1 (Denotation)

28

De Saussure

(Signifier) (Signified)

2. (Connotation)
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(Signifier)
(Denotation)
(Objectivity)
2
(Connotation)
1
1
2
(Signifier) (Signified)
(Signifier)
(Signified) 1
(Code) (Sign)
(Code) (Convention) (Text)
John Fiske (1982:43)
3
L (Sign)
(Sign)
2. (Code) (Code of behavior)

(Signifying Code)
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3. (Culture) (Sign) (Code)
Pierce
(Sign) 3
L (Icon)
2. (Index)
3. (Symbol) ,
(Sign) 3

(Content  Analysis)
(Semiological Analysis)

(1996)



k|

o " " (Content) " " ‘ " (Form)
(Text)

() ()
( ) ( )

De Saussure 2

“Language” ! !
“Speech” ‘
Language Language (Grammar)
(Code)

(High Complex Pattern of Association of Signs)

(Codification)
(Class)
(Geographical) (Ethnologist) (Subcodings)
(General Code) Product Code
Cultural  Codes
(Berger 11982)
John Fiske (1990 : 65-81) ( :21- 27)
6
Presentational Code Representational Code 2
Representation  Code
Jakobson © Model 2

Representational Code



(Cognitive & Ideational)

Presentational Code

Presentational Code

(Purchasing Power)
(Tomlinson, 1989:26-28)

5
(Cinema Class) (Standard Class)
(VIp Class)
1 1
5 .
(Place) (Space)
Lawson (2001:43) 2

“House" “Home”
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"House”

“Place" “Space”

(Space)

- 2549:58-59)

(Intimate Distance)
(Personal Distance)
(Social Distance)

(Public Distance)

33

“Home"

“Place”



2.1
()
0.15-0.45
(Intimate Distance) (Private Space)
0.45-1.20 1
(Personal Distance) (Semi-Private Space)
1.20-3.60
(Social Distance) (Semi-Public Space)
3.60- 6.25
(Public Distance) (Public Space)
g8 ' 1
(Consumer

Satisfaction and Dissatisfaction) ~ Hill  Alexander (2000)

Assael (1998)

(Expectation)

(¥i, 1990,
2542)
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(Cognition) (Affect)
(Conation)

Engel (1995)
Tse
Wilton (1988)

(Berkman, 1996)

(Relationship between Expectation and Satisfaction)

iQa 5QfFadt)
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Berkman (1996) '

1. Simple Confirmation
2. Positive Disconfirmation
3. Negative Disconfirmation
(The Expectancy Disconfirmation ~ Model)
Oliver (1980)
(Expectancy Disconfirmation
Model)

(Expectations) 3

1. Ideal Performance
(Berkman, 1996)
Ideal Performance

2. Equitable Performance



Expected Performance

Expected Performance
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