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The objectives of this quantitative research are to study the recall of
communication and advertising, to explore the attitude of communication campaign and
advertising and to examine university students’ alcohol behavior. 400 questionnaires
were distributed to female university students in Bangkok.

The key findings can be summarized as follows:

The alcohol communication and campaigns aimed at reducing or increasing the
number of female drinkers is affects their recall of the campaigns but does not influence
their attitudes and behaviors.

Personal communication such as talking to friend is the most influential media
which affects female university students’ alcohol behavior. Most subjects stopped
drinking because they want to protect their health.

The results support the first hypothesis that the recall of campaigns regarding
alcohol consumption correlates with the attitudes of campaign regarding alcohol
consumption. The results also support the second hypothesis that the recall of alcohol
advertising correlates with the attitudes of alcohol advertising. However, the results
does not support the third hypothesis that the attitude of campaigns regarding alcohol
consumption correlates with female university students alcohol behavior, and does not
support the fourth hypothesis that the attitude of alcohol advertising correlates with

female university students’ alcohol behavior.





