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The purposes of this research were to study the public relations strategies and effectiveness of alcohol
consumption reduction campaigns. The research methodology was an integration of qualitative and quantitative
approaches. The qualitative research methodology used a documentary technique, and in-depth interviews were
used with the persons responsible for the projects. The quantitative research methodology used the samples of
400 Bangkok inhabitants. Frequency distribution, mean, percentage, standard deviation, Pearson’ s Product
Moment Correlation, and Multiple Regression Analysis were used for data analysis. Spss for windows program

was used for data processing.

The findings were as follows :

The principle public relations strategies of the projects consist of : (1) Media strategy inpluded television,
newspapers and radio respectively, applying mixed media (2) Message strategy used the fear drive model,
attention striking message, reference by celebrities.

The samples strongly recalled the campaigns. Their attitudes of alcohol reduction were high, information

exposure was moderate, and behavior of alcohol reduction was moderate.

The hypothesis revealed that :
1. There.was a positive correlation between information exposure and recall of the campaigns.
2.There was a positive correlation between the recallection and the attitude about aicohol reduction consumption.
3. There was a positive correlation between the attitude and the behavior for alcohol reduction consumption.
4.The variables which could explain the behavior for alcohol reduction consumption were information exposure

and attitude abouts alcohol reduction consumption.





