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ABSTRACT TE185620

The hain objectives of this research were to study 1) means of obtaining
advertising media in the electricity saving project; 2) perception of electricity saving by
Chiang Mai University staff; and 3) their electricity saving behavior after exposure to advertising
media in the electricity saving project.

The sample of this research comprised 226 staff members of Chiang Mai
University, selected by using multi-stage random sampling. The staff consisted of type A
(lecturers), type B (researchers), and type C (general officers), from 3 academic areas : Humanity
and Social Sciences, Sciences and Technologies, and Sciences and Health. The data was collected
from 207 returned questionnaires, from the total of 266, and then analyzed for percentage,
average and standard deviation. The results were as follows:

Most Chiang Mai University staff obtained advertising media in the electricity
saving project, through television advertising media. The percentages of the staff having seen

“Moon™, *“Air-conditioning”, “Electricity outlet”, and “House lizard” advertising were 67.2%,

’

65.0%, 59.9% and 61.1%, respectively.

Chiang Mai University staff were found to have the highest level of knowledge
of electricity saving, a high level of understanding of electricity saving, and a moderate level of
consciousness of the importance and necessity of electricity saving.

Chiang Mai University staff’s electricity saving behavior after exposure to
advertising media was at a low level which could be indicated by 1) turning on televisions in
different rooms to view the same program, 2) unplugging the coffee pots, and 3) using ordinary

light bulbs instead of light saving ones.



