(Persuasive Communication)

(Semiology)

(Propagada)
(Advertising strategy)

(Marketing strategy)

(Persuasive Commuication)
(Semiology)
(Propagada)
(Advertising strategy)

(Marketing strategy)

(Persuasive Communication)



(Persuasive strategy)

(Charles . Larson, 1995 : 5)

(Interaction)

( , 2537 :2)
_ (Message)
(Source) (Receiver)
(Channel) ( , 2533 : 30)
( , 2515 : 87)
( , 2521 : 2)

Everette M. Rogers (1973 :43)

David K. Berio (1960 :12-13)

(Source) (Message)

(Channel) (Receiver)



SMCR

(THE SMCR MODEL OF PERSUASION)

Claude Shannon Warren Weaver

David K.Berlo

- (Source-S)

- (Message-M)

- (Channel-C)

- (receiver-R)

. 1949

(Andersen, 1971 : 6)

(Smith, 1982 : 7)

( Richard

(Betting haus & Cody, 1987 : 3)

M. Perloff, 1993 : 14)

31



32

Charles . Larson (1995 : 8)
Aristotle

(Ethos) (Pathos) (Logos)

Cronkite (1969)

, 2527 :2)

(Persuasive Communication)

( , 2532 : 59)

(2537 : 7-8)

11

12



1.3

14

21
2.2
2.3
2.4
25

2.6

(Judging)

Bayton

(Cognition)

(Motivation)

(Cognitive)

(Thinking)

(Learning)

33

James, A. Bayton

(Perception)

(External Stimulus Condition)

(Learning)

Bayton

3

(Memory)

(Susceptible)
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(Persuasive Communication) (Marketing
Strategy)

(Human Motives)

(Emotion)

( , 2538 : 25-26)

(Persuasive Communication)



(Message-M)

(Channel-C)

(Receiver-R)

(Source-S)

3



2529)

(Fiske, 1982)

Ferdinand De Saussure (

(Semiology

(Semiology)

Semiotics)

O’ Sullivan (1983 : 210-214)
(Sign), (Codes)

36



12539 : 40)

(1857-1973)

" (Sign)
Saussure (
1
( )
(Signifier)
2.

Ferdinand De Saussure

Saussure

(Hawkes, 1977)

(Signifier)

(Signifier)

(Signified)

)

(Signified)

(Signified)

37



(Signified)
Saussure
(Signification)
( , 2538 :21)
Roland Barthes (1915-1980 Hawkes, 1977)
2
1) (Denotation)
( ) ‘
(Venus)
67,270,000
2) (Connotation)
( )

Barthes

38



(Connotation)

, 2540 : 3)

John Fiske (1982

1 43)

(Code)

2538:22)

, 2538 : 22)

39



1 (Sign)

2. (Code)
(Code of behavior)
(Signifying Code)

3. (Sign)

(Code)

2535 :17-18)

Charles Sander Pierce ( Arthur Asa Berger, 1986)
3

L (Icon)

2. (Index)



1 6
, 2540 : 62-63)
3. (Symbol)
, 2535 0 17)
() 7

(The Emperor)

2538:21)

(Text)
(Text)

41



1 2532)

(Littlejohn, 1989)

(Semiology)

(Signification)

(Signifier)

(Index) (Symbol)

(Propaganda)

42

(Signified)

(Icon),
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( 12521 : 56)

(Webster’s New World Dictionary-College Edition 1138)

T.H. Qualter ( , 2527 : 311)
(Form) (Control)
(Alter)

(Propagandist)

Curtis . McDongoll ( , 2521)

(Purpose Propaganda)
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o1l B o

(The Tactics of Propaganda)

Plain Folks -

Testimonial -

Bandwagon -

Card stacking -

Transfer -

Glittering Generalities -

Name Calling - ( Charle U.Larson,1955 :369-373)

N o ol B W N

(Stereotypes)
(Substitution of name)
(selection)
(repetition)

(lying)

(appeal to authority) ( , 2538 . 26)
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(Credibility) ( )
(Celibrity)
(Expertise)
(Analogy or Comparison)

(Advertising strategy)

( , 2540 : 76)
(Advertising)
(Mass

Media) (Copy)
( , 2540 : 21)



(Advertising)

( 12538 :4)

12530 : 5)

1 2535 1 1-2)

, 2538 1 93)

, 2534 : 126)

46



a7

(Strategic  Advertising)
(Tactical Advertising)

(Strategic Advertising) ( , 2540 : 120)

(2539)

1 (Straight-Sell or facual

message)

(High-involvement)

2. (Demonstration)

3. (Scientific and technique
evidence)

4, (Comparison)

5. (Slice of life)



10.

11,

12,

48

(Endorsement)

(Celebrity) (Likeabillity)

(Endorsement)

(Animation)

(Personality symbol)

(Fantasy)

(Fantasy)

(Dramatization)

(Short Story)

(Humor)

(Problem-Solution)
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13. (Combination)

: (2540 : 112-123)
(Advertising strategy) 1

L (Purpose of advertising) 1
(Mood)
2. (Define the target group)
(Demographic) (Psychographic)
(Geographic) (Value and
Lifestyle VALES) AIOS (Activities)
(Interest) (Qpinion)

(Psychographic Target)
3. (Compelling selling point)

(Emotional appeal )
(Rational appeal)

4, (Support)
(Off-beat)

(Facual)
(Contexual)
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(Executional support)

5. (Brand personality)
6. (Media opportunity analysis)
(What) (When) (Where)
118-123

(What kinds of advertising)

L. (Thematic advertising) 80%

2. (Teaser advertising)
(Thematic advertising)

3. (Promotional advertising)

4, (Strategic  advertising
(Tacticats advertising)

5. (Schematic advertising”



51

(Corporate advertising)

(Negative imaged

(Institutional  advertising)

(Information advertising)

12538 1)



(Marketing strategy)

52

(Marketing)
(Stanton and Furtrell, 1987 : 6)
4 (Product)
(Price) (Place) (Promotion)
(Marketing Mix) 4 Ps ( , 2539 :3)
(
, 8-15, , 2534 :459)

(Marketing strategy)

(Marketing  Strategies)

(Philip Kotler:76)
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4 Ps (
, 2539 : 69-70 )

1 (Product)

1 1 1

(Utility) (Value)

1) (Product differentiation)
(Competitive differentiation)

2) (Product component)
3)

4) (Product Positioning)

5)

6) (Product development)

(new and improved)

7) (Product mix)
(Product line)
2. (Price)
Product (Cost)
(Value) (Price)



(Personal Selling)

3.1
()
(1)
(2)
3.2
(1)
2)
3.3
3
(1)
(Customer promotion)
2)
(Trade promotion)
(3)

(Salesforce promotion)

3.4

54

(Promotion)

(Promotion)

(Nonpersonal selling)

(Advertising)

(Creative Strategy)

(Media strategy)

(Personal Selling)

(Personal selling strategy)
(Salesforce management)

(Sales promotion)

(Publicity and public relation)
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3.5 (Direct marketing direct response marke
(Response)
(1)
(2)
3)
(4)
(Sampling)
(Discount)
(Premium)

(Self liquidate)
(Voucher pack)
(Bonus pack Value pack)
(Package deal)
(Volume discount)
(Trade up Trade in)
(Financial term)
(Rebate)
(Display)
(Coupon)
(Exchange refund and
quarantee)

(Special event)
(Sweepstakes)



(Instore girl

customer)

41

4.2

56

(Contest)

(Tie-in)

Quest relations)
(Services)
(Point collection)
(Member-get-member Customer-get-
(Training )
(Matching  fund)

(Cross merchandising)
(Cooparrative promotion)

(Free consulting)

(Place distribution)

(Channel of distribution)

(Psysical distribution)
!

(Transportation)
(Storage)
(Inventory management)

(Warehousing)
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(2540 : 66-71)
(Place)
Place

Multiple Channel

(Retail)
(Direct  sales)
(Vending machine) (Convenience
store) (Department store)

(Location)
(Channel of distribution)
(Type of outlet)
(Transporation)
(Inventory control managment)
(Merchadising)
(Communication network )

(Marketing strategy)



(2539)

58

. 2534 -2536”



59



60

William Evan

(Diving the Social Order : Class, Gender, And Magazine
Astrology Columns)

6
Soap Opera Magazine, Soap Opera
Weekly True story Elle, Mademoiselle
Vogue
(Middle Class)
(Working Class)
[ (Positive)
(Negative)
William Evan
6
( Journalism & Mass Communication Quarterly, Vol.73 No.2

Summer 1996 : 389-400)
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