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Abstract

Based on the studies of Thai culture promotional television programs, three
levels of audiences, high, medium, and low level had different uses and gratifications
from each program, depending on educations, occupations, ages, incomes, and
experiences; consequently, audiences in each level adopted the information from each
program differently. The different level of audiences in each program gained different
uses from the program. The high level audiences of Thai culture promotional television
program were seeking for ideology, applying information to fulfill ones’ curiosity or
applying such ideas for development. The medium level audiences were seeking for
knowledge, applying information to build their knowledge or using such ideas for
conversation topics. The low level audiences were seeking for skills, applying

information from watching the program in their profession or solving their own problems.



