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This research aimed 1) to compare the application of message strategy in each
type of PSA television commercial, and 2) to study consumers’ responses to each type
of PSA television commercials with different appeal types. This qualitative research used
two methodologies : content analysis of 124 PSA television commercial and focus group

discussion with 40 male and female respondents, age between 18 and 35 years old.

The results of the content anaiysis revealed that the highest number of PSA
television commercials were intended for behavior change. The message étrategies that
were highly used were social issues in health, general aspects, emotional appeal and
the story presentation technique. The majority of television commercials were advertised

by the government sector.

The results of the group discussion showed that public service advertising for
cognitive cnange, for behavior change, for value change and for corporate and brand
image received a positive response whereas the public service advertising for action

change received a negative response.





