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This research aimed: 1) to study awareness, knowledge, attitude and persuasive
effects of public service advertising (PSA) and 2) to study the relationship between
attitude and persuasive effects of public service advertising. The PSAs used in this
study are “Drink Don't Drive” and “To support everyone to exercise”. The researcher
conducted in-depth interviews with one advertiser and two creative directors. Then, pre-
experimental research (one-shot study) was utilized with 279 participants who are

graduate students of the Faculty of Political Science at Ramkamhang University.

The results indicated that while participants recognized “Drink Don't Drive”
better than “To support everyone to exercise”, there’'s no difference between recognition
of each advertiser. Moreover, participants had better knowledge of “To support
everyone to exercise” than “Drink Don't Drive”. Results also indicated that while
participants had no difference in attitude toward the two ads, they had better attitude
toward the issue “Drink Don’t Drive” than “To support everyone to exercise”. Finally,
there is no difference between persuasive effects of “Drink Don'’t Drive” and “To support

everyone to exercise”.





