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Abstract

187435

A study of media acceptance behaviors, opinions, and required styles for environmental
advertisement on television under Thai teenagers’ attitudes aimed at (1) studying the media
acceptance behaviors towards the environmental advertisement on television of teenagers, (2)
studying the opinions in terms of knowledge, attitudes, and behaviors conceming the acceptance
behaviors on the environmental advertisement on television of teenagers, and (3) studying the
required styles for the environmental advertisement on television of teenagers. The tool used for
collecting data of this research was a questionnaire. Data were analyzed by a descriptive statistic.
The results revealed that most of teenagers used to consume the environmental advertisement on
tclevision. Moreover, their acceptance behaviors towards the environmental advertisement on
television were more than 5 days a week. The overall opinion towards the environmental
advertisement on television was at a high level, which reached an average of 3.75. Considering in
each aspect, the opinions towards the environmental advertisement on television in terms of the
attitudes reached at the highest average of 3.96. The overall satisfaction towards the styles of
environmental advertisement on television was at a high level, which reached an average of 3.71.
Considering in each aspect, the styles of environmental advertisement on television illustrated with
scenarios provided the highest average of 4.07. Sampling groups with the differentiation of gender
and age expressed no differentiation on the environmental advertisement on television. The

sampling groups with the differentiation of region expressed different satisfaction towards the

environmental advertisement on television in terms of the quality of products and using children as

presenters with a significant difference of 0.05.





