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Abstract 

 

 The objectives of this study were to 1) determine the media exposure behavior of 

television snack advertisement of the children in Mueang Chiang Mai district, Chiang Mai 

province, 2)analyze the relationship between media exposure behavior and television snack 

advertisement recognition, affecting the decision on snack selection of the children in Mueang 

district, Chiang Mai, and 3) study the impact of the snack selection of the children in Mueang 

district, Chiang Mai province. The sample group was 400 children, 12-15 years of age, studying 

in lower secondary school, Mattayomsuksa 1-3, of both government and private schools. The 

study’s finding was summarized as follow: 

 1.  Most of the children liked to watch television during weekend (Saturday and 

Sunday). For the frequency, they turned on the television everyday and they took approximately 

3-4 hours a day. In addition, they followed the TV programs of Channel 7. 

 2.  Most of the children were not interested in watching advertisements breaking the 

TV programs as they liked to change the channel to watch another program which was not the 

advertisements. Additionally, they could interpret the messages of the snack advertisements after 

watching them. And they were interested to buy the products after they watch the advertisements. 

 3.  In terms of impacts of the snack advertisements toward several aspects of the 

children, there were 



 ,

  3.1  health, it was found that when they were exposed to the snack advertisements, 

it made them consume more snacks and this caused over weights and oral cavity problem (rotted 

teeth);  

  3.2  mental aspect was found that the snack advertisements made them demand the 

snacks and think that the snacks were delicious as presented in the advertisements so they tried to 

buy the snacks for consumption, and 

  3.3 social aspect was found that they pretended as the presenters in the 

advertisements did such as speaking or jumping, rolling etc. and they thought that their expense 

was with the snacks and  parents should increase more money for them to buy those snacks. 


