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ABSTRACT
TE 166348
The purposes of the research were to study demographics of people who had accessed to
various public relations media of the project to study people’s informative exposures, knowledge
and attitudes toward the project, to study tendency of people’s energy saving behaviors after
accessing to public relations media and toward to study the relationship among demographics,
informative exposures, knowledge, attitudes tendency of people’s energy saving behaviors after

having an access to those public relations media.

The samples of this research were 400 people living in municipal area of Chiang Mai
chosen by random sampling. The data had been collected through questionnaires and were
statistically analyzed using mean, percentage, t-test, One way ANOVA and Pearson’s Product
Moment Correlation Coefficient (r)

Results showed that numbers of male and female samples were almost equal. Most of
them were between 21 - 40 years old. Majority of them studied Bachelor's degree, most were
students and their income was approximately 5,000 — 10,000 baht a month. Each household
contained 3 - 4 people.

For their informative exposures behavior, it was found that radio and television access
became the first channel, followed by community radio broadcasting programs and newspapers
respectively. More than half of the samples had an access to radios and television over than 10
times a week while it became 6 — 10 times a week for radio broadcasting programs and 2 — 5
times a week for newspapers. It was only once a week for billboards. family members, colleagues

and friends.
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The samples had much knowledge about energy saving , their attitudes toward the project
was very good and the tendency of energy saving behaviors after accessing to public relations
media was good.

The relationship between demographics and informative exposures indicated that
differences in genders made differences in informative exposures, males were more exposed to
newspapers and billboards than females. Differences in ages made differences in informative
exposures in radio broadcasting program, newspapers, billboards and family members.
Differences in educational levels made differences in informative exposures in all kinds of public
relation media. Differences in occupations also differentiated informative exposures in radio
broadcasting program, newspapers, billboards, family members, colleagues and friends. For
differences of income caused differences informative exposures in newspapers, family members,
colleagues and friends. Moreover, differences in households made differences informative
exposures in television.

All aspects of demographics had effects on levels of energy saving knowledge. For the
relationship between demographics and the sample’s attitudes, the result showed that differences
in genders, ages, educational levels, occupations and income made differences attitudes levels.
For the relationship between demographics and the tendency of energy saving behaviors, result
stated that differences in ages, educational levels and income rates made differences the tendency
of energy saving behaviors.

For the relationship between informative exposures, attitudes and tendency of energy
saving behaviors after accessing to public relations media, it was found that informative
exposures through community radio broadcasting programs, newspapers and billboards caused
positive attitudes toward knowledge. Informative exposures through colleagues and friends had
negative way in relationship with knowledge. Informative exposures through newspapers and
billboards had a relationship in negative way with attitudes. Informative exposures through
billboards, family members, colleagues and friends had a relationship in positive way with the
tendency of energy saving behaviors.

For the relationship between knowledge, attitudes and the tendency of energy saving
behaviors, it was found that knowledge had a relationship in negative way with attitudes.

Moreover, knowledge had a relationship in positive way with the tendency of energy saving

behaviors. Also, their attitudes toward energy savings had no relationship with the tendency of

energy saving behaviors.



