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The objectives of this research were to study: (1) the teievision watching behavior of primary school
students; (2) the behavior of primary school students in watching televi‘sion advertisements for Peking and Bakery
Ball snacks; and (3) the behavior of primary school students in choosing whether to buy Peking or Bakery Ball
» snacks;

This was a qualitative research based on group interviews of 60 primary school children aged 7-12
enrolled at Wat Phromsuwansamakkhi School, Bang Khae District, Bangkok. A structured interview form was used
to collect data. Data were analyzed using descriptive statistics, consisting of frequencies and percentages, and
content analysis.

The results showed that: (1) the majority of the children watched television at home with their
mothers. They often ate snacks while watching television. They watched most often on Saturdays and Sundays from
08:00-12:00 hours. They usually watched cartoon programs on Channel 9 and ITV Channel. They liked
advertisements that were fun and taught them about new products. They could remember the advertisements well
because of the songs. They liked popular style advertising songs, advertisements about adventures starring actors
and colorful cartoons; (2) More of the sample children had seen advertisements for Peking than for Bakery Ball.
They were interested in the advertisement song and liked it. The song was about the qualities of the snack product
and used simple rhyming words with an upbeat melody. The advertisement showed singing and dancing and made
the children want to follow along. The advertisements for Peking were usually aired twice on Saturdays and
Sundays from 08:00-12:00 hours during cartoon programs on Channel 9. The children were aware that the
advertisements for Peking aimed to make them believe the message and want to taste the snack. The components
that they remembered were the song, the atmosphere and the plot; and (3) The sample students chose to buy Peking
more often than Bakery Ball. They felt that they wanted to eat Peking just as it was presented in the advertisement.
The incentive came from the atmosphere, the plot and the frequency of seeing the advertisement. It was the
children’s parents who bought the snack from department stores. The results of this research could be of use in
setting the creative concepts for making a new advertisement. The song should be fun and easy to remember. The
plot should be about an exciting adventure. It should use pretty, colorful cartoons, The language should be simple

and believable and the advertisement should end with the motto.





