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The objective of this independent study is to study the attitudes of teenagers in
Mueang Chiang Mai towards the product placement in the situation comedies. The subject in this
study is the populations who have domicile in Mueang, Chiang Mai in the age 15-25 years old
and were collected 385 samples in judgmental sampling method by using questionnaire. The
statistic values for analyze is descriptive statistic which are frequency, percentage, and mean
value.

The populations mostly are female in the age during 15-18 years old, the current
education is undergraduate level and the status is student. The average income per month is under
3,000 baht and living in a house with parents.

The behavior of tuning in the situation comedies is found that the one which 95.6
percent of the sample populations used to watch is Bang Ruk Soi Kao. Ban Nee Mee Ruk which
33.0 percent of the sample populations watch 4 times a week and 48.1 percent of sample
populations pay atténtion most on Ban Nee Mee Ruk. The experience in watching the situation
comedies is longer than 1 year in 68.1 percent of the sample population. The main reason for
watching in 81.6 percent of population is to release from stress by the enjéyment and
entertainment of the situation comedy.

94.0 percent of the sample population have the right understanding about the vary
patterns of all product placemepts, they know that all of appearances in the situation comedies are
the advertisement.

The average value of the sample populations’ emotion to the vary pattern of product
placement is 3.21 which means the sample population quietly like the way of product placement
in the situation comedy. Using the product or service logo in a part of situation comedy scene is
the pattern that got the highest affection average value at 3.15. The sample populations also

“quietly like the product placement in the situation comedy on the average value 3.11 which the
highest affection average value is 3.41 in using product placement is lead to know new product or
service.

The sample populations can notice the product placements in the situation comedies
and also can define that periodically see them during the shows. The tendency to the product
placement after they have seen that is disinterested in even they notice the product placements at
50.7 percent. And the purchasing behavior is not purchasing products or services although they

remember those from the product placements at 50.4 percent.





