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This research was conducted in order to study (1) the attitudes of higher
education students in Chiang Mai to public service advertising; (2) a compariscn of the
attitudes of higher education students in Chiang Mai to public service advertising
between students with different demographic backgrounds; and (3) the relationship
between opinion about the components of and attitudes to public service advertising;
and the attitudes of higher education students in Chiang Mai. The data were gathered
through the use of questionnaire forms. A sample of 223 higher education students
from Payap University, Magjo University, Chiang Mai University, and Chiang Mai's
Rajaphat Institute were interviewed. The data were analyzed using SPSS/PC*. The
results were as follows:

1. The percentages of females and males were 61.00 and 39.00,
respectively.

2. After seeing the public service advertising film ‘Get Closer'. The

sample recorded a better attitude to public service advertising film that can be
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identified with the understanding of audiences, opinions about the components of
public service advertising and indication from behavior of the audiences.
3. A comparison of attitudes to the public service advertising film of
students differing in sex, age and major subject of study are as follows :
3.1 difference in attitudes to the public service advertising film
‘Get Closer' between males and females was non-significant in all components.
3.2 after they had seen the public service advertising film ‘Get
Closer', it was found that the attitudes of students of different ages were significantly
different (p <0.05) in the two aspects: the understanding of audiences and opinion
about the component of public service advertising.
3.3 the attitudes of students of different major subject of study
were also significantly different (p <0.05) in the same aspects.
4. Relationship between students' opinion of plot, creativity, sound,
narrative, visual and presenter and relation with indication from behavior of the
audiences after they had seen public service advertising ‘Get Closer' was sigrificant at

0.05 level.





