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This study has 3 objectives : 1) to investigate the model of television advertising spots
for campaign that affects the use of local Thai products; 2) to examine factors associating with
the model of campaigns for the use local Thai products through advertising spots; 3) to serve as
guidelines for identifying the model of campaigns for the use of local Thai products. The data
were collected from 260 students, 130 students of each one cioged and one opened government
universities : Chulalongkom University and Ramkhamhaeng University. Statistical techniques

. used include frequency, percentage, mean, Chi-square, and Cramer’s V. The results are as
follows:

1. The percentage of male and female samples in this study is about the same, the
majority aged between 20 — 22 years, and studying in the 4" year of Faculty of Economics and
Faculty of Political Sciences. The average income is less than 5,500 Baht per month. The major
source of income is from their parents.

2. Television is the media mostly opened by these students, for not more than 3 hours
a day, and in the drama programme. Their exposure to the campaigns for the use of local Thai
products at high level.

3. Most of the students favored the foreign products as same as the Thai products. The
Thai product which was consurned by almost all students are fruits, followed by in-country tour.
While foreign products consumed by almost ali of them are movies, followed by watches.

4. The majority had moderate level of attitude towards the Thai products, followed

by high level of attitude.
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5. Regarding the model of campaigns for the use of Thai products through television
ad&ertising spots, it was found that 1) the model : mostly are movie stars and singers, followed by
specialists, politicians, soldiers and polices 2) presentation mode : comedy advertisement, and
3) message : soothing messages.

6. Factors associated with the model of campaigns for the use of Thai products in
television advertising include the model (i.e. the programme viewed) and presentation mode (i.c.
their faculties, types of media viewed, and Thai popularity).

7. It is recommended that if the campaigns for the use of Thai products are conducted
through television advertising spots, the best models are movie stars, singers, specialists,
politicians, soldiers, and polices, and the presentation is made through comedy advertisement,
with reasonable and soft words or messages. The advertisement can be separated into 2 spots,

one for the movie stars and singer, and the other for specialists, politicians, soldiers and pclices.



