v 226573

nRdpiiqnilszasdiieAn®InTzuINNIa8NUULANS N1T01ENAAATT LATNIFANT I
paRAuRLSTswdnefdsansuazniseanuuuans e ldnddadignninasiuwnAaniaanGes nnsld
py o 9 9 = o J a -
e aliniingla msldqenagala suuunistdiaue uaznisneunndalunisinsed
v v
HANIAALNWLAINILLAUNIRRN LU LANINTUARUNAN 3 Tunaw Usznaudag 1) N19RIUuA

dszifuuaziiuane1aenssusd 2) nsaineans uas 3) nsuiuilgaussdnidanans nautinlignis

' o £y
o =i o o

namduadenlawninsusesmdaauninnsinsirmineld  Iwaneinisorananansidunauianus
4 dumau dsznaudiag 1) naslweszdinguidlang  2) meainuadaglszasAaeenimeunuie
3) NMINMUUANAELNEUNUAD LAY 4) NsRARNLATLTEIRUNS

fdeanssussAgnuisautvaantily 2 nqu Aa fdeansnniuin A nuadssifundn
b o o 73 A = - 2/
nguithunne wazihusnanisssed uasinudihnacuguguanisuanatssassd Wduldaiuuuanig

=4 n‘d‘ o 2 9 U o 5 A o ar lﬂl 4 o dl
mangmmmwmuumh LL@36324\‘12@’]?@’1ﬂﬁJ’]ﬂﬂ?ﬁﬂﬁﬁ‘ﬂ‘ﬂ'ﬂﬂﬂﬁ‘ﬂﬂﬁqLL‘V]‘LLOL@JEELL’] NNIVUINABNLLIL

«

[ 4 = 2 P A o & o o
AALUTENAUAUNIN LAEIN LL@x‘ll’ﬂﬂ’J’]NV]ﬂi"]ﬂ{]sLuZﬂﬁ‘ﬁ‘OANﬂLW'ﬂu’]L@u’ﬂﬂﬁ‘:ﬂﬂuﬂ@ﬂ‘ﬂﬂﬂﬂ’ﬁ‘ﬁ‘m%ﬂﬂ

anssnusaAnilszdninanlunisiduiinlanguifuansliidaasuulasnginssunisizlng

a

- < o r=ll 3 L4 e - 1 py ¥ [
LATENANLAANAEDR AR ﬂ%‘ﬁ‘mﬁ‘ﬂﬂ“ll'ﬂ'ﬂﬂLLUUIW@ZZV\QH‘H"Jﬁ@?\?’ﬂﬂ\iﬂ@ﬂm’]ﬂﬂ’]ﬂ PWBATINIITLTAULEY

v
o 9

3
aduAdINAR ArueR uszngAnssuaasnguitiwang Wdwmasannuidnluinladsdinunenuazay

v e

; . . o 4 .
WeduwseduWigfuasidauulamninssnieGaudansdunuuilsng luanssoused



226573

The purposes of this study are to investigate the process of message design and
message conveyance and to study the relationship between the sender and the message
design. This is qualitative research employing a narrative approach, the use of persuasive
language, appeal, presentations and media planning.

It is found that there are three main steps in designing the message: 1) the
specification of the campaign’s points and target; 2) message creation and; 3) improvement and
selection before the message is produced into a public service announcement to be broadcast
on television. However, there are altogether four steps in conveying the message: 1) analysis of
target audience; 2) specification of the objectives of media planning; 3) specification of media
planning strategies and; 4) follow-up and assessment.

The campaign senders can be divided 4into two groups: 1) the sender which pinpoints
the main objective, target audience, campaign objectives and controls the message production
as specified and; 2) the sender from the creative section of advertising agency designing the
elements of graphics, sound and statements in the campaign message to present the main
points of the campaign.

The message can persuade the audience so effectively that the audience can change
alcoholic consumption behaviors, in that, the designed message reflects the real life of the target
audience to create self-perception in terms of the notion, attitudes and behavior of the target
audience. This affects their emotions both positively and negatively. It serves as a driving force
for the audience to change their behavior by learning from the model appearing in the campaign

message.





