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ABSTRACT

Abstract of spegial| problem submitted 19 the (sraduate School Project of Maejo
University in partial {ulfillment of the requirements |for the degree df Master of Arts in

Cbmmunications

VIEWIN[G OF TELEVISION COMMERCIALS BY CHIANGMAI
HIGHER EDUCATION STUDENTS

By J
RADEE THANARUSK
MARCH 2001

Chairman: Associate Professor Dr. Witfaya Damrongkiattisak
Department/ Faculty:  Department otAgricultural| Extension, Facylty of  Agricultural

Business

This! reyearch was conducted| to study 1) television| viewing based on
individual characteffstics of students; and (2) reasons for | viewing television
commercials of 16 fifferent products with|emphdsis on the image components and
benefits. The data w#as gathered through the use of questionnaires ffom 270 samples of
4-year undergraduale students in Chiang Mai University, Payag University, Maejo
University and Chiar]g Mai's Rajchabhat Institute in the academic year 1999 and was
t!ﬁen analyzed througjh the SPSS/PC . The resulits w¢re as follows:

1. The ¢>ercentages of female 4nd ma(e students were b1.1 and 38.9. Their
average age wasj 20|15 years with an averagje monﬂhly income of 3.$92 baht.

2. Thelstudents watched television eferyday for more|than 4 hours during
19.01-2 .00 o'clock|and 21.01-23.00 o'clock froh Monday to Friday and Saturday-

3unday
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3 As for television commercial }/iewing of 16 types oq products with
empﬁasis on the image c#omponents and.benefit#. the r*asults included th}e following:

3.1 Mbst female students prpferreq to view teievisi@ commercials
showﬁng -cosmetics ancﬁ personal care proddfcts wl‘wile the male stpdents fanred
:ommercials showing beerages.

3.2 e results showing the varpus components and benefits
derivéd from the commdrcials of the 16 products shov\{ed that regardlegﬁs of the type of
the droduct. the well-ordanized content and theme wer the components highly favored
by the students In tefms of sub-components tHe students preferred to watch
commercials with a mdvie star or a singer as a presenter as well as humorous
presentation  They als}o liked newly composbd sodgs in panicular.\ Regarding the
narrdtion accompanying the image, most students pfeferred clear and brief delivery
and, |for image, they likpd to view commercials with $ynchronized scene atmosphere,
The ‘results also showed that entertainment| was their main benefit of televisio
commercial viewing

it was also|found that most studenﬁs did rjot like commercials with slogans.
with either beautiful models or animals as presenters |and with product demonstration
format. They did not prefer commercials with mysical sEore of old songs. with unrelated
image and content, with narration cf a high sharp tohe and commercjals that showed
a large image of thé; product. Most studenqs also i{ndicated that they have not used

he information received to compare with the qublity anb value of the prqd‘vuct‘
Most students (21.2%) \thougﬁ-t that present commercials are
more creative and modgrn while 8.7% stated that most commercials arg only humorou:

id anser

Most students (25.4%) suggested tha} commercials should be more
edtiv supplement pood Thai societies and cuftures. and decfease in violent

‘ntatu



