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ABSTRACT

The individual study “Exposure, Uses and Gratifications on Media of Hemorrhagic
Fever Campaign of People within Mueang District, Chiang Mai Province” aims to survey the knowledge
of Chiang Mai people about Hemorrhagic fever and the people’s behavior on media perception, usage
and pleasure in Hemorrhagic fever media campaign in Amphur Muang, Chiang Mai.

This study has gathered information by questionnaires from 400 samplings in Amphur
Mueang, Chiang Mai. The data was analyzed by descriptive statistics analysis that consisted of
Frequency, Percentage and Means. The inferential statistics included the T-test analysis, One-Way
analysis of variance (ANOVA) and pair wise comparison based on Scheffe’s test.

The results of the study are as follows:

For the perception of Hemorrhagic fever Media Campaign, it is found that the
samplings mostly got information which are 1) Broadcast advertising through Modern Nine
Television. 2) Radiobroadcast which is radiobroadcasting/community radio. 3) Printed media
which is brochures. 4) Personal media which is Public Health Officers/Volunteers 5) Online
media which is website. The overall frequency in the Hemorrhagic Fever Media Campaign
exposure are at high level. The samplings most frequented media type is personal media. When
they are exposed to any media type about Hemorrhagic fever Media Campaign, they would

somewhat watch/listen to/read it, and after that their interest in the subject would be at the same



level as before. The reason they expose themselves to the media is because they want to know
more about Hemorrhagic fever.

From the study of the respondents’ gratification of the campaign, it was found that the
level of their gratification and use of the campaign is high, in the following order: method of
campaign presentation, content, use of the campaign on others, and use of campaign information.

From the hypothesis study, it was found that in terms of frequency of campaign
exposure, the respondents with different gender and hemorrhagic fever experience show different
level of frequency at the significant level of 0.05. Female respondents expose themselves more
frequently than males, and those who have no hemorrhagic fever expose themselves to the
campaign more than those who have had experience with the fever. Those who have different
age, marital status, occupation, education, and income show no difference in the frequency of
their exposure at the significant level of 0.05.

From the study of the respondents’ gratification towards the campaign, it was found
that those who have different marital status show difference in their gratification at the significant
level of 0.05. Those who are single show more gratification than those who are married. Those
with different gender, age, occupation, education, income and Hemorrhagic fever experience,
show no difference in their level of gratification at the significant level of 0.05.

From the study of the respondents’ use of campaign information, it is found that those
with different gender and education show different opinions towards campaign information at the
significant level of 0.05. Male respondents rate campaign information higher than female
respondents, and those with Matthayom, vocational, and undergraduate education rate campaign
information higher than those with elementary education. Those with higher education than
vocational rate campaign information use on others higher than those with elementary and
Mathayom education. Those with different age, marital status, occupation, income, and
Hemorrhagic fever experience, do not have different opinions on campaign information at the

significant level of 0.05.



