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ABSTRACT

The propose of this study was to examine media exposure e and attitude
toward alcohol advertising and stop drinking campaign through television at Wiang
Pa Pao District, Chiang Rai Provinc. Samples were selected by using multi-stage
Samping. Four hundred peoples actively participated in this study include 400 peoples
who had resident A questionnaire was developed by research was employed to
collected data. Data analysis was done presented in frequency, percentage, arithmetic
mean and standard deviation.

The result revealed that media exposure for alcohol advertising had majority
of the samples to saw alcohol advertising on Monday to Friday (99.8%). The
frequency to saw about 3 - 4 days for one week (44.8%). Most time that the samples
watched alcohol advertising at 10.00-12.00 PM. (95.9%). For Saturday to Sunday, we
found that the majority of the samples saw alcohol advertising (99.7%) and one of
third had saw alcohol advertising every time (36.7%). Most time that the samples
watched alcohol advertising at 10.00-12.00 PM. (97.9%).



The result about media exposure of stop drinking campaign had majority of
the samples to saw this campaign on Monday to Friday (99.7%). About 51.2% of the
samples saw this campaign everyday. Most time that the samples watched stop
drinking campaign at 10.00-12.00 PM. (83.7%). For Saturday to Sunday, we found
that all of the sample had saw this campaign (100%). About 51 % saw stop drinking
campaign every time. Most time that the samples watched stop drinking campaign at
6.01-9.00 PM. (80.2%).

The attitude for alcohol advertising found that most of the samples had been
agree with short massage, clear, easy to understand to make them recognize this
advertising; in medium level and means point at 3.35 (SD=0.88). But 9.5% of the
samples had the highest agreement level about alcohol advertising that have beautiful
women or handsome men and 8.0% of the samples had high agreement level about
alcohol advertising that have short wording, easy to understand and remember .In the
other hand, about 10.7% had the lowest agreement in alcohol advertising have been
interesting and made them wanted to drinking.

The attitude for stop drinking campaign found that most of the samples had
high agreement level with presenting bad outcome for drinking alcohol and means
point at 4.46 (SD=0.63). 52.7% of the samples had the highest agreement level about
stop drinking campaign in the bad things of drinking. 65.5% of the samples had high
agreement for have interested new one. In the other hand, about 1.5% had the lowest
agreement in stop drinking campaign have prevented or reduced the accidents.

This study can be database for director or key man to have a new project, for
servillance in alcohol advertising and have many stop drinking campaigns to prevent

new drinker.



