Audience Analysis of Television Religious Channels:
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Abstract

The purpose of this research is to anayze the Buddhists' behavior of selecting the television
religion channels in Taiwan by questionnaire. To understand the agenda of use and gratification
regarding the television religion channels for Buddhists in Taiwan area. Furthermore, this research
probes for the modes of parasocial interaction and media use and gratification that is evolved from
the socia circumstance by Buddhists. And try to understand Buddhists  initictive of media use.

The result has discovered that it is interrelated positively between use and gratification referred
to Buddhists use and gratification, Parasocial interaction and media use and gratification. This is
proven the pervious theory of use and gratification.

On the subject of use and gratification, the Buddhists in Taiwan emphasize with the
consideration of information demand. Nevertheless, on the subject of parasocia interaction and
media use and gratification, the interior demand has been sided punctuated. To integrate al analysis
of life style, it discovers that the profiles of Buddhists with passionate motivation for media use and
parasocia interaction media use are: the average age is above 40, low-medium education level,
being engaged in traditional industry of agriculture, forestry, fishery, animal husbandry and mining.
having children, spending more time on participating in the Buddhidtic activities.

Keywords: Buddhigt, religion channels, use and gratification theory, lifestyle
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(228) (342) (20) (129 (7.1)
114 107 54 24 15 314
(351 (329) (166) (74) (46)
58 108 73 46 A 319
(17.8) (332) (225 (14.2) (105)
65 131 54 45 24 319
(200 (40.3) (166) (138) (7.4)
¢ 18 54 31 25 312
(289) (332) (166) (95 (7.7)
50 90 72 46 52 315
(154) (292) (22) (14.2) (16)
45 94 77 48 53 317
(138) (289) (237) (14.8) (163)
71 0 67 47 42 317
(218) (27.7) (206) (145) (12.9)
54 8 79 51 50 318
(166) (258) (243) (15.7) (15.4)

4-51-2
291 130
2.87 131
2.86 131
2.68 133
2.66 123
247 118
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246 119
240 124
239 125
233 122
231 123
211 112
259 0.93
4-51-3

281 117 313

240 95 301

258 112 308

Chi-square test
Gl -0.25 G2 0.43
Gl
25% G2
4-6.1a
Vaue df Asymp. Sig. (2-sided)
Pearson Chi-Square 73.883 16 .000

43%
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Likelihood Ratio 71657 16 .000
Linear-by-Linear Association 171 1 679
N of Valid Cases 309

a 13 cells (52.0%) have expected count less than 5. The minimum expected count is .56.

4-6.1b

Vaue df Asymp. Sig. (2-sided)
Pearson Chi-Square 79478 16 .000
Likelihood Ratio 78450 16 .000
Linear-by-Linear Association 54.236 1 .000
N of Valid Cases 304

a0 cells (.0%) have expected count less than 5. The minimum expected count is 6.63.

Chi-sguare test

10.3% G2

4-6.2a

0.218

Gl

21.8%

-0.103
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Vaue df Asymp. Sig. (2-sided)
Pearson Chi-Square 77.922 12 .000
Likelihood Ratio 51.456 12 .000
Linear-by-Linear Association 497 1 481
N of Valid Cases 305

a1l cdls(55.0%) have expected count less than 5. The minimum expected count is.18.

4-6.2b
Vaue df Asymp. Sig. (2-sided)
Pearson Chi-Square 29.997 12 003
Likelihood Ratio 35.129 12 .000
Linear-by-Linear Association 8978 1 003
N of Valid Cases 299

a7 cells (35.0%) have expected count less than 5. The minimum expected count is 2.20.

Chi-sguare test
Gl -0.198
0.255
19.8%
25.5%
4-6.3a
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 42,021 12 .000
Likelihood Ratio 39.177 12 .000

G2



Linear-by-Linear Association

825

N of Valid Cases

256

a1l cells (55.0%) have expected count less than 5. The minimum expected count is .38.

4-6.3b
Vaue df Asymp. Sig. (2-sided)

Pearson Chi-Square 31.832 12 .001

Likelihood Ratio 32.270 12 .001

Linear-by-Linear Association| 10.718 1 .001

N of Valid Cases 250

a2 cells (10.0%) have expected count less than 5. The minimum expected count is 3.36.

ANOVA
ANOVA F(3, 288) = 4.44 p<0.005

4.08

3.94

F3, 306=6-404 p<0.000

3.71



4-6.4a

Sum of df Mean F Sig.
Squares Square
Between Groups 7.702 3 2567 4443 005
Within Groups 166.405 288 578
Total 174.107 291

Fia, 287 =4.927 p<0.001
40 M 3.89

M 350

Fra.304=5-356 p<0.000

F(4,295)=3.451 p<0.009

M=4.06 51 41 50
M=4.04 M=3.62 41 50
51 M=3.55
4-6.4b
Sum of df Mean F Sig.
Squares Square
Between Groups 11.207 4 2.802 4927 .001
Within Groups 163.200 287 569
Total 174.407 201

40

78



ANOVA

3.54 341
3.83
4-6.4c
Sum of df Mean F Sig.
Squares Square
Between Groups 5.815 3 1.938 3.345 .020
Within Groups 162.221 280 579
Total 168.036 283
ANOVA F6 276=3-21 p<0.005
M 40
M 3.46
4-6.4d
Sum of df Mean F Sig.
Squares Square
Between Groups 11.034 6 1.839 3210 .005
Within Groups 158.122 276 573
Total 169.156 282
ANOVA Fs, 246=2.939 p<0.034

I



M=3.98 7 M=3.69

Fis,252=3.909 p<0.009

7 4.32
4.35
3.84 435 3.20 374
4-6.4e
Sum of df Mean F Sig.
Squares Square
Between Groups 6.021 3 2.007 2939 034
Within Groups 168.028 246 683
Total 174.049 249
ANOVA F( 4,282)= 2.799 p<0.026

M=3.83



3.38

Fu, 205=6.288 p<0.000

M=3.79
M=4.54
4-6.4f
Sum of df Mean F Sig.
Squares Square
Between Groups 7.270 4 1.818 2.799 026
Within Groups 183.090 282 649
Total 190.360 286
F3 209~ 2982 p<0.032

5

M=3.96
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M=4.53

4-6.49
Sum of df Mean F Sig.
Squares Square
Between Groups 6.035 3 2012 2982 032
Within Groups 201.051 298 675
Total 207.086 301
ANOVA Fu4, 209~ 3.921  p<0.004
51
M=3.75 41 50 M=3.71
20 M 329
F,304=2.402 p<0.05 F4, 310=4.963 p<0.001
51 M=3.52 41 50 M=3.43
41 50 M=4.29 51 M=4.25
4-6.4h
Sum of df Mean F Sig.
Squares Square
Between Groups 10.355 4 2589 3921 004
Within Groups 197415 29 .660
Total 207.770 303
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Fis,209 = 7.177  p<0.000

M=3.31 M=3.74

F, 20n=4.928 p<0.002

M=3.53 M=3.51 M=3.12

F@, 303=0-468 p<0.000

M=4.29 M=4.26
M=3.81 M=3.78
4-64i
Sum of df Mean F Sig.
Squares Square
Between Groups 13.939 3 4.646 7177 .000
Within Groups 189.685 293 647
Total 203.624 296

Fi6, 200= 4118  p<0.001



M=4.16

M 325
F6,209=3.818 p<0.000
M=4.05 M=3.50 M=3.03
M=4.48 M=4.38
M=3.75
4-6.4

Sum of df Mean F Sig.
Squares Square

Between Groups 15.900 6 2.650 4118 .001

Within Groups 186.626 290 644
Total 202.526 296
Pearson
3.79 164 Pearson Pearson's r

=0.021, p<0.717



3.79 292 Pearson -0.233 p<0.000
Pearson
Pearson Correlation 0.021 -0.233**
Sig. (2-tailed) 0.717 0.000
N 288 283
* p<0.5 * p<0.01 * ok p< 0.001
Pearson
r =0.384**, p<0.01
4-6.6
Pearson Correlation .384**
Sig. (2-tailed) .000
Sum of Squares and Cross-products 77.908
Covariance 274
N 285

** Correlation is significant at the 0.01 level (2-tailed).

4-6.5



Pearson

r =0.402**, p<0.01

4-6.7

Pearson Correlation 1.000 A02**
Sig. (2-tailed) .000
Sum of Squares and Cross-products 163.132 95.753
Covariance 547 334
N 299 283

** Correlation is significant at the 0.01 level (2-tailed).
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42 12.9%
1
AC Nielsen 2001
1% 2%
2% 0 1%
230
74.9%
307 70 21.5%
1/5
n=203 62.5%
! ACNielsen 2001 11
(1) 40% 60%
2 2534 0% 3544 0% 4554
(3) 20% 40%

20%

324

20%

37.5%
11.1%
182
40%
20% / 20%

197

56%

60.6%

AC Nielsen
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69.8%

132 40.6

G=0.592, p<0.000, a= 0.05

M=3.8

Abelman

1 n=78

M=3.36

Abelman

M=3.3

159

M=4.01

24%

122

48.9

201

M=3.95

227

221

37.5%

63.6

68

1987



24

Pearson

M=3.71

M 281

4-4.3-1

M=3.71

M 258
r =0.691
r=0.771
4-4.3-2

r=0.587



M=3.45 M=3.49

ANOVA 40

M= 4.0 M= 3.81

3.83 M=3.80 M= 341



3.31 3.74

M=4.16 M=3.25

N=59 N=58

M=3.80 M=3.25



M=4.06 ol

M=2.47

M=3.47 M=2.61

p<0.005

2093818 p<0.000

M=3.50

M=4.38

51

M=3.00

F6, 209=3-187

M=4.05

M=4.48
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Fu, 2056288 p<0.000

M=3.79
M=4.54
p<0.001
M=4.53
Fla, 209=2:402 p<0.05
51 M=3.52 41 50

M=3.43 51



41

50 M=4.29 51 M=4.25

Fis, 309=5:468 p<0.000

M=4.29
M=3.78
M=3.65 M=3.79
M=3.52 M=3.77
4-32-4 4325 60.6%
73%
3
2 14.337 df 5 p<0.041
51.1 66 60%



111 57.2% 21 191%

30 15.5% 17 15.5% 15 7.7%
2 1
Total
66 21 1(0.9%) 2 17 3 110 (36.2%)
(60%) (19.1%) (1.8%) (15.4%) (2.7%)
111 (57.2%) 30 5(26%) 13(6.7%) 15 20 (10.3%) 194 (63.8%)
(15.5%) (7.7%)
Total 177 (385%) 51 6(1.9%) 15(49%) R 23 304 (100%)
(16.8%) (10.5%) (7.6%)
511
2 41.881 df 20 p<0.002
5-1.2
58.4% 30 40 24.6%
51 16.2%
512
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Total

20 16 4 3 3 6 )
(50%) (12.5%) (9.4%) (9.4%) (18.8%)  (10.6%)

21-30 Q 20 3 3 9 11 87
(47.1%) (23%) (34%)  (34%) (10.3%) (12.6%)  (28.7%)

31-40 3 14 1 5 3 1 57
(5.3%) (24.6%) (175%)  (8.7%) (5.3%) (175%) (18.8%)

41-50 40 8 1 7 3 59
(67.8%) (13.4%) (1.7%) (11.7%) (G1%)  (195%)

51 47 5 2 3 11 68
(69%) (7.4%) Q9%)  (44%) (16.2%) (22.4%)

Total 177 51 6 15 3 21 303
(58.4%) (16.9%) (2%) (5%) (10.9%) (69%)  (100%)

P2 32.78, df=7,
p<0.017
5-1.3 171
58.2% 71.1%
32 21.3%
17 11.3%
16 11%
164 50.5%
513



24 3
(63.1%) (7.9%)
64 9
(71.1%) (10%)
76 <7)
(50.7%) (21.3%)
7 7
(4.4%) (4.4%)
Total 171 51
(58.2%) (17.3%)
5-14 84.6%
26.5% 18
514

1 4
(26%)  (105%)
5
(5.6%)
5 4
(B3%)  (2.7%)
2
(12.5%)
6 15

(2%) (5.1%)

22.4% 11

Tota

3 3 38
(7.9%) (7.9%)  (12.9%)
8 4 %0
(8.9%) (44%)  (30.6%)
17 16 150
(11.3%) (107%)  (51%)

16
(5.4%)
28 23 204
(9.5%) (78%)  (100%)
173 58.8%
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Total

15 5 1 7 2 30
(50%) (16.7%) (3.3%) (23.3%) (6.7%)  (10.2%)
11 2 13
(84.6%) (15.4%) (4.4%)
35 18 1 5 4 5 68
(51.5%) (26.5%) (15%)  (7.4%) (5.9%) (74%)  (231%)
29 8 3 4 44
(66%) (18.2%) (6.8%) (9.1%) (15%)
2 11 2 2 6 6 49
(44.9%) (22.4%) @1%)  (4.1%) (12.2%) (122%)  (16.7%)
46 4 1 3 6 3 63
(73%) (6.3%) (16%)  (4.8%) (9.5%) 48%)  (2L4%)
15 2 5 5 27
(55.6%) (7.4%) (18.5%) (185%)  (9.2%)
Total 173 50 5 13 <) 21 204
(58.8%) (17%) L7%)  (4.4%) (10.9%) (71%)  (100%)
22 62.568
24 p<0.008 5-15
n 190 63.5%
34 1
54%
515



Tota

2 3 1 3 29
(75.9%) (10.3%) (B4%)  (103%) (9.7%)
9 2 2 13
(69.2%) (15.4%) (15.4%) (4.3%)
50 15 4 69
(72.5%) (21.7%) (58%) (23.1%)
28 13 1 42
(66.7%) (31%) (2.4%) (14%)
'S 8 2 1 9 55
(63.7%) (14.5%) (3.6%) (18%)  (164%) (18.4%)
28 7) 2 1 63
(44.4%) (50.8%) (3.2%) (1.6%) (21%)
18 6 1 3 28
(64.3%) (21.4%) (36%)  (107%)  (9.4%)
Total 190 79 4 7 19 299
(63.5%) (26.4%) (1.3%) (2.3%) (64%)  (100%)
22 32.209 20 p<0.000

5-1.6
58 n 178
n 79 N 306

516



Total

55 26 3 9 14 16 123
(44.7%) (21.1%) (4%)  (7.3%) (11.3%) (13%)  (40.2%)
13 2 1 16
(81.3%) (12.5%) (6.3%) (5.2%)
%8 21 2 6 18 6 151
(64.9%) (13.9%) 13%)  (4%) (11.9%) @%)  (49.3%)
5 2 1 8
(62.5%) (25%) (125%)  (2.6%)
7 1 8
(87.5%) (12.5%) (2.6%)
Total 178 51 6 15 3 23 306
(58.2%) (16.7%) %)  (49%) (10.8%) (75%)  (100%)
40
5-21
1997 1998
1997 1998

100



Abelman 1987

18.2%

324 182 56% 87 26.8% 15 4.6%

8 2.5% 11

5-2.2
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20 36 11.1% 21-30 97 29.8% 31-40

59 18.2% 41-50 60 185% 51 69 21.2%

179 55.1%

51 15.7% 23 7.1%

102
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2002/06/24 2002/06/25
00:30~01:00 - -1 00:30~01:00 - - 2
01:00 ~02:00 9 01:00 ~ 01:45 - 184
02:00~03:00 - 2 01:45~02:00 - 1%
03:00 ~ 04:00 24 02:00~02:30 - 1%
04:00 ~ 05:00 - 21 ( 02:30~03:00 - 67
05:00 ~ 06:00 03:00~03:30 - 426
06:00 ~ 06:05 -1 03:30~04:00 - 3 (
06:05~ 06:30 - -1 04:00 ~ 05:00 - 307 (
06:30 ~07:00 ABC- 128 05:00 ~ 05:45 - 145
07:00~08:00 117 05:45 ~06:00 - 5
08:00 ~08:05 - 47 06:00 ~ 06:30 - 184
08:05~08:30 06:30 ~07:00 - 1%
08:30 ~ 09:00 - -1 07:00 ~ 08:00 - - 2
09:00 ~ 09:30 - 140 08:00 ~ 08:05 ABC- 107
09:30 ~ 10:00 - 215 08:05~08:30 109
10:00~10:30 - 34 08:30~09:00 - 426
10:30 ~11:00 - 47 09:00 ~09:30 - 64
11:00~11:30 ABC- 128 09:30 ~10:00 - - 3
11:30~12:00 - 326 10:00~10:30 - 121
10:30~11:30 - 1%
11:30~12:00 - 2
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2002/06/26 2002/06/27
00:30 ~01:00 - - 2 00:30~01:00 - - 2
01:00 ~ 01:45 - 184 01:00 ~ 01:45 - 184
01:45~02:00 - 1% 01:45~ 02:00 - 1%
02:00~02:30 - 426 02:00~02:30 - 67
02:30~03:00 - 67 02:30 ~03:00 - 1%
03:00~03:30 - 19 03:00~03:30 - 426
03:30~04:00 - 3 ( 03:30~04:00 - 3
04:00 ~ 05:00 - 307 ( 04:00 ~ 05:00 - 307 ()
05:00 ~05:45 - 145 05:00 ~ 05:45 - 145
05:45~06:00 - 5 05:45 ~ 06:00 - 5
06:00 ~ 06:30 - 184 06:00 ~ 06:30 - 1
06:30 ~07:00 - 19 06:30 ~07:00 - 1%
07:00 ~08:00 - - 2 07:00 ~ 08:00 - - 2
08:00 ~ 08:05 ABC- 107 08:00 ~ 08:05 ABC- 107
08:05~08:30 109 08:05~08:30 109
08:30 ~09:00 - 426 08:30 ~09:00 - 426
09:00 ~09:30 - 6%4 09:00~09:30 - 64
09:30 ~10:00 - - 3 09:30 ~ 10:00 - - 3
10:00 ~ 10:30 - 121 10:00~10:30 - 121
10:30~11:00 - 19 10:30~11:00 - 1%
11:00 ~11:30 - 22 11:00~11:30 - 2
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2002/06/28

00:30 ~01:00 - - 2
01:00 ~ 01:45 - 184
01:45~02:00 - 1%
02:00~02:30 - 426
02:00 ~02:30 - 67
02:00 ~02:30 - 1%
02:30 ~03:00 - 3 |
03:00~03:30 - 307
03:30 ~04:00 - 145
04:00 ~05:00 - 5
05:00 ~05:45 - 134
05:45 ~ 06:00 - 1%
06:00 ~ 06:30 - - 2
06:30 ~07:00 ABC- 107
07:00~08:00 - 109
08:00 ~08:05 - 426
08:05~08:30 - 64
08:30 ~ 09:00 - - 3
09:00~09:30 - 121
09:30 ~ 10:00 - 19
09:30 ~ 10:00 - 2
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2002/06/29 2002/06/30
00:30~01:00 - - 6 00:30 ~01:00 -7
01:00 ~ 01:45 - 183 01:00 ~ 02:00 -4 ()
01:45~02:00 - 195 02:00 ~03:00 16
02:00 ~02:05 - 425 03:00 ~04:00 - 5 ( )
02:05~02:30 - 8 04:00~04:30 - 18
02:30~03:00 - 4B ( 04:30 ~05:00 - 10 ()
03:00~03:30 - 306 05:00 ~06:00 -1 (
03:30 ~ 04:00 - 120 06:00 ~ 06:30 -7
04:00 ~ 05:00 - 4 06:30 ~07:00 - 10 ( )
05:00 ~05:45 - 183 07:00~08:00 - 0
05:45 ~ 06:00 - 195 08:00~08:30 - B2
06:00 ~ 06:30 - - 6 08:30 ~ 09:00 -7
06:30 ~07:00 - 12 09:00 ~ 10:00 - 2
07:00~ 08:00 - 89 10:00~10:30 - 652
08:00 ~08:30 - 5l 10:30~11:00 - 12
08:30 ~09:00 - - 6 11:00 ~ 12:00 17
09:00 ~ 10:00 - 5 12:00~13:00 - 90 (
10:00~11:00 - 2 13:00 ~14:00 - 2
11:00~12:00 14:00 ~ 15:.00 - 236
12:00 ~ 13:00 - 8 15:00 ~ 16:00 -4 | )
13:00 ~ 14:00 -1 16:00 ~ 16:30 - 18 ()
14:00~15:.00 - 2% 16:30 ~17:00 - 7
15:00~16:00 - 2 ( 17:00~18:00 - 5 ( )
16:00 ~ 16:30 - 12 18:00~19:00 - 2
16:30~17:00 - - 6 19:00~20:00 - 0 (
17:.00~17:30 - 10 20:00 ~ 21:00 13
17:30~18:30 - 4 21:00 ~ 22:00 17




18:30~19:00

22:00~23.00

19:00 ~ 20:00

23:00~23:30

20:.00~21:00

23:30~00:30

21:00~22:00

22:00~23.00

23:00~23:30

23:30~24:30
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2002/06/24

00:00 - 9 11:30

00:15 - 2 12:00

01:00 12:30

01:15 Cdl-in 13:00 - 2
01:30 14:00

0L:55 14:30

02:00 15:.00

02:45 15:30

03:15 15:45

03:45 16:00 1
04:15 16:30

04:30 17.00

04:45 17:15

05.00 17:30

05:30 18:00

06:00 1815

06:15 18:30 23
06:30 19.00

07:00 19:45

07:45 20:00 - 3
08:00 21:00 CALL IN

08:30 21:30

08:45 22:00

09:00 22.30

09:30 23:.00

09:45 2315

10:00 - 2 2330

11:00 2345
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2002/06/25

00:00 3 15.00

0100 15:30

01:30 15:45

02:00 16:00

02:45 16:30

03:00 3 17:00

04:00 17:15

04:30 17:30

05:30 18:00

06:00 1815

06:15 18:30 24
06:30 19.00

07:00 19.45

07:45 20:00 - 4
08:00 21:00 CALL IN
08:30 21:30

08:45 22:00

09:00 22.30

09:30 23.00

09:45 2315

10:00 3 2330

11:00 2345

11:30

12:00

12:30

13:00 3

14:00

14:30
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2002/06/26

15.00
00:00 4 15:30
01:00 1545
0130 16:00
02:00 16:30
02:45 17:00
03:00 4 1715
04:00 17:30
04:30 18:00
05:30 18:15
06:00 18:30 25
06:15 19:00
06:30 19:45
07:00 20:00 - 5
07:45 21:.00 CALL IN
08:00 21:30
08:30 22:00
08:45 22:30
09:00 23.00
09:30 2315
09:45 23:30
10:00 4 2345
11:00
11:30
12:00
12:30
13:00 4
14:00
14:30
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00:00 5 15.00

01:00 15:30

01:30 1545

02:00 16:00

02:45 16:30

03:00 5 17:00

04:00 1715

04:30 17:30

05:30 18:00

06:00 18:15

06:15 18:30 26
06:30 19.00

07:00 19:45

07:45 20:00 - 6
08:00 21:00 CALL IN
08:30 21:30

08:45 22:00

09:00 22.30

09:30 23:.00

09:45 2315

10:00 5 2330

11:00 2345

11:30

12:00

12:30

13:00 5

14:.00

14:30
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2002/06/28

00:00 6 15:.00

01:00 15:30

01:30 1545

02:00 16:00

02:45 16:30

03:00 6 17:00

04:00 17:15

04:30 17:30

05:30 18:00

06:00 1815

06:15 18:30 27
06:30 19:00

07:00 19.45

07:45 20:00 - 7
08:00 21:00 CALL IN
08:30 21:30

08:45 22:00

09:00 22.30

09:30 23.00

09:45 2315

10:00 6 2330

11:00 2345

11:30

12:00

12:30

13:00 6

14:00

14:30
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2002/06/29

00:00 7 15:30

01:00 1545 [ 1]
01:30 17:30

02:00 18:00

02:45 18:30

03:00 7 19.00

04:00 19:45

04:30 20:00 -
05:30 21:00 CALL IN
06:00 21:30

06:30 22:00

07:00 22:30

07:30 23.00

07:45 23:30

08:00 2345

08:30

09:.00

09:45

10:00 7

11:00

11:30

12:00

12:30

12:45

13.00 7

14:00

14:30

15:00

130



2002/06/30

0500 1615
0600 1630

0615 1700

0630 1730

0700 1745

0715 1800 -

0730 1900

0745 1945

0800 C ) 2000 -

0830 2100 CALL IN(LIVE)
0845 2145 (LIVE)
0900 ( 2230

0945 2300

1000 2315

1030 - 2330

1130 CALLIN( ) 0000

1215 0015

1230 0030

1300 - 0045

1400 0100 -

1430 0200 CALLIN( )
1445 0245 « )
1500 0330 ()
1530 0400

1545 0415

1600 0430
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05:80~06:80

D 2020
oI o000

10:00~10:30

06:30-07:30

10:30~11:00

11:00~11:30

11:30~12:00

12:00~13:00

13:00~13:30

13:30~14:00

14:00~15:00

15:00~15:30

15:30~16:00

16:00~17:00

17:00~18:00

18:00~18:30

18:30~19:00

19:30~20:00

20:00~20:30

20:30~21:00

21:00~21:30

21:30~22:00

22:00~23:00

23:00~24.00
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04:00-05:.00

05:00-06:00

06:00-06:30

06:30-07:00

07:00-07:30

07:30-08:00

08:00-09:00

09:00~10:00

5/30

? 6/17

6/1 6/29

6/8

6/15

10:00-10:30

10:30-11:00

11:00-11:30

11:30-12:00

12:00-12:30

12:30-13:00

13:00-14:00

14:00~15:00

6/3

? 6/14

6/1 6/29

6/8
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15:00-16:00

16:00-17:00

17:00-18:00

18:00-18:30

18:30-19:00

19:00-19:30

19:30-20:00

20:00-21:00

21:00-22:.00

22:00~23.00

23:00~23:30

23:30-24:00

00:00-00:30

00:30-01:00

01:00-01:30

01:30-02:00

02:00-02:30
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