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Komunikace

* K ¢emu slouzi?

e Jak ji znazornujeme?

* ProcC by nas to mélo zajimat?
* Jaké problémy mohou nastat?



Model = zjednoduseni

* Popisuje vztahy



A general Model of the Communication Process for Promotions
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A general Model of the Communication Process for Promotions
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A general Model of the Communication Process for Promotions
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A general Model of the Communication Process for Promotions

Feedback
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LASSWELL MODEL OF COMMUNICATION




| asswelluv model komunikace

 Linearni = bez zpétné vazby (castecné diky Efektu)

* Prenosovy (nese néco néekam — informaci adresatovi)

LASSWELL MODEL OF COMMUNICATION

WHO Says WHAT In WHICH To WHOM With What
CHANNEL EFFECT

COMMUNICATOR = MESSAGE = MEDIUM = RECEIVER = EFFECT



Shannon-Weaver model (1948)

INFORMATION
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Claude Shannon

* Pracoval pro Bell Telephones, za ukol
mél zlepsit kvalitu hovoru.
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* Fyzicky hluk — slaby signal, ptak na
drate, ...
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Schrammova extenze Shannon-\Weaver
modelu

e Sémanticky Sum 4
* Nejen “slysim?” ale i “chapu?”
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S-W model + Feedback (Norbert Wiener)

* Matematik (dalsi)

* Bombardeéry:
e Zamer
* Sleduj
* Uprav
» Sestrel

* Feedback loop



S-W model + Feedback (Norbert Wiener)

|Info Source > | Encob | Decod> | Destnatoﬁ

t

Noise
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Kritika prenosovych modelu

e Jednosmeérné, mechanistické

* Ignoruji obsah sdéleni

e Definuji komunikacni akt jako persuazivni udalost

* Pocitaji s tim, ze prijemce absorbuje sdéleni beze zmény

* Ingoruji kontext (kulturni atd), vztahy ucastnikd, vliv kanald



J'aime cette école.
J'ail faim.



Schramm: pole zkusenosti

Field of common experience

field of experience 7 field of experience

source encoder decoder destination




Schramm: pole zkusenosti

e Pokud chci mluvit s cilovkou plynule, musim brat do uvahy jejich
zkusenosti, navyky, kulturu, jazyk, ...



Sdilené pole zkusenosti

CREATIVE
ZEN MOZAIC
16GB MP3 PLAYER

* Up to 32-Hours Audio,

5-Hours Video Playback
« 1.8" TFT Display, Built-In Speaker
* FM Radio with 32 Presets

= 8 EQ Settings, Vol
Fiestrict?cttrlln{gintrzlumﬂ 312995 5“ 379 99

Regular Instant
Price Savings After Instant

#5776582 Savings

| iPod.

) ‘ 1,000 songs in your pocket.






Berlouv model S-M-C-R

* Psycholog, teoretik komunikace




Berlouv model S-M-C-R




Berlouv

S‘ olnrce

hannel Decodes Receit'er

neodes Me;rsage

Conmumumnication Content Hearing Conununication
Skills Skills
Attitudes coements Seeing Attitudes
[nowlo s Treatment Touching o e
Social System Stuotuce Selling Social System
Culture Fode Lasting Culture



Berlouv model S-M-C-R

S olnrce

Clonuuncation

skills
Attitudes
Knowledge
Social System

Culture

Pro plynulou komunikaci musi byt sdilené

REE‘Ei'E'El'

Clonummuncation
Skills

Attitudes
Knowledge
Social System

Culture



Berlouv model S-M-C-R




Osgood-Schramm kruhovy model

Interpreter

Interpreter

Decoder Encoder



Osgood-Schramm kruhovy model

,komunikace ale nezacina a nekonci, probiha neustale”
V pribéhu komunikace reaguji na partnera

Decoder

( Interpreter ) ( Interpreter )
% Encoder

Encoder




Schrammuv model masové komunikace
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Schrammuv model masové komunikace
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Magic Bullet Theory / Hypodermic Needle
th.



Two-step flow model

Dvojstupnovy model

Mass media

 Lazarsfeld, Berelson, Gaudet / f ‘: \

() - Opinion leades

\'“D Individuals in social
contact with an apinion
leader



Dvojstupnovy model
 Lazarsfeld, Berelson, Gaudet

* Problém: kdo je nazorovy vudce a
jak jej jako firma najdu a oslovim?

* Problém: konzistence
* Problém: uveéeritelnost

Two-step flow model

Mass media J

£

D Opinion leader

~o

Individuals i social
contact with an apinion
leader



Dvojstupnovy model
 Lazarsfeld, Berelson, Gaudet

* Nazorovy vudce nemusi mit vzdélani,
nékde staci aby hodné kecal.

Two-step flow model

T
T

D Opinion leader

\'“D Individuals in social
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leader



M IvVeLd_Ndiivinnialnivva

Dvojstupnovy model

e Lazarsfeld, Berelson, Gaudet

~9
‘.

e Nazorovy vudce nemusi mit
vzdélani, nékde staci aby hodné
kecal.

* Pomaha s kognitivni disonanci
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https://www.youtube.com/watch?v=sR3f95BGIliA&



Gerbneruv komunikacni model

Gerbner's General Model

Perceptual dimension
relationship between
communicating agent
and world of event

Selection context
availability

Means and controls
dimension relationship
between communicating
agentand communication
product

Channels media
control

Perceptual Dimension

E -Event
M - Man or machine
E1 — Perceived message by ‘M’

Means and Controls Dimension

S - Signal or Form
E2 - Content created by ‘M’




Gerbneruv komunikacni model

Gerbner's General Model
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Maletzkeho model

e Gerhard Maletzke
* Psycholog




Maletzkeho model

Spontaneous feedback from receiver

Self-Image
) Content Self-Image
Personality Selection
» Content .
) p| Selection Personality
Working ) >
T Structuring
eam — -—_: Effect
Institution C — M M e R ™~
| —»  Medium Member of
_— I;gelfss’turr; I?tr | oressure the Audience
Social from message > >
Environment > R’s
Image of
Medium ) .
Medium’s pressure/constraint R’s Social
Public’s g 8 y Environment
Compulsion . L. .
Communicator’s image of the receiver

Receiver’s image of the communicator



Spontaneous feedback from receiver
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