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The objectives of the research on Communication Process and Strategies  Gasohol Campaign in
Bangkok were to examine 1) the communication process and campaign strategies of public and private
organizations, and 2)the perception, attitudes and behavior of the people using the gasohol for their personal
vehicles. The research methodologies used were the qualitative and quantitative approaches. To collect the
data, a documentary analysis, an in-depth interview, and questionnaires were conducted with 406 samples
under study. For processing and analyzing the data, the SPSS Program for Windows, Percentage, mean,
Chi-Square and Pearson’s Correlation Coefficient were used.

The findings were as follows:

1) The gasohol campaign communication process was consisted of its objectives, the target groups of
people, communication strategies 1length of campaign timing, evaluation, and people who were  charge;
2) The communication campaign strategies used by the public and private organizations were mass media :
television, radio, newspapers, magazines, journals, mediated person, specialized media including billboards,
posters, brochures, stickers, promotion activities, souvenirs, and internet.

3) The perception and the attitudes of the sample were moderate, while their knowledge on gasohol was high.
However, they never used the gasohol.

4) The testing of five hypotheses showed that 4.1) even though there was a difference in demography, there
was no difference in media exposure; 4.2) difference in sex and income resulted in difference in knowledge
on gasohol: 4.3) difference in sex resulted in difference in attitudes towards using the gasohol in stead of
benzene I, 4.4) difference inage resulted in difference in selection behavior in using the gasohol; 4.5) media
exposure to the gasohol was positively correlated to the knowledge on gasohol: 4.6) media exposure to the
gasohol was not correlated to the selection behavior in using the gasohol; 4.7) knowledge was positively
correlated to the attitudes towards using the gasohol in stead of benzene; 4.8) knowledge was negatively
correlated to the selection behavior in using the gasohol; 4.9) attitudes towards using the gasohol in stead of
benzene were negatively correlated to the selection behavior in using the gasohol.
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