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Abstract

The assessment of the TV programme, “1 minute with GorPorTho” is to study as
follows:

(1) To assess the perception of the “1 Minute with GorPorTho” programme
broadcasted on TV channel 7HD.

(2) To evaluate the perception of the agencies that created the “1 minute with
GorPorTho” programme broadcasted on the TV Channel 7HD.

(3) To assess the satisfaction of the target group toward the “1 Minute with
GorPorTho” programme broadcasted on the TV Channel 7HD.

(4) To assess the knowledge gained from the “1 Minute with GorPorTho”
programme broadcasted on the TV Channel 7HD by the target group.

(5) To evaluate the opinions of the target groups towards the good image of the
agencies that created the “1 Minute with GorPorTho” programme broadcasted on the TV
Channel 7HD.

These studies were conducted only on the population living in Bangkok and its
vicinity. Five hundred samples were collected using the quantitative research method
(Quantitative Research) in the research category with a survey (Survey Research). The
emphasis was placed on a one-shot descriptive study using face-to face interviews with 470
samples and 30 samples of qualitative research in the depth interview category.

The results of the evaluation of viewing the “1 Minute with GorPorTho” programme
found that the majority of the respondents 81.07% said they had watched the “1 minute
with GorPorTho” programme, consistent with the in-depth interview results. All of the
samples had watched the “1 minute with GorPorTho” programme. 52.77 percent of the

sample group were aware that the programme has been produced by the Road Safety Fund



which is consistent with the results of the indepth interview. 50 percent of the respondents
said the programme belonged to the Road Safety Fund.

1. An overview of satisfaction towards the “1 Minute with GorPorTho” programme
The sample group was very satisfied and received an average score of 4.2664. There were 8
issues that most of the sample group were satisfied at the highest level, listed in order by
the average score received:

1.1) Descriptive language that is easy to understand (4.3617)

1.2) Audio narration (4.3574)

1.3) The content is easy to communicate, complete, modern, interesting, and inviting
to follow (4.3362)

1.4) Knowledge gained from the programme (4.3021)

1.5) Clear, beautiful illustrations that convey the meaning exactly as the content
presented (4.2723)

1.6) Format of the programme (4.2404)

1.7) The instrumental music has a rhythm that corresponds to the format of the
programme (4.2191).

1.8) Duration of the programme (4.2064)

One issue that the sample group was less satisfied which should take into
consideration, including: The appropriateness of broadcast time (4.1021)

2. Knowledge gained from the “1 Minute with GorPorTho” programme: Most of the
sample group, more than 75 per cent, received knowledge, and correct understanding and
had higher awareness of road safety among drivers and people using the roads, consistent
with in-depth interviews.

AWl of the sample groups commented that the “1 Minute with GorPorTho”
programme had raised higher awareness and given them knowledge which could be applied
to their daily life about using and sharing the roads.

3. Watching the “1 Minute with GorPorTho” programme made 52.77 per cent of the
sample group feel unchanged about the image of the Road Safety Fund which has already
been a good feeling. 40.64 per cent of the respondents felt better about the image of the
Road Safety Fund, consistent with the in-depth interviews. 75 per cent of the respondents
said they felt better after watching the programme and had a better understanding of the

image. 25 per cent of the respondents said their already positive feelings had not changed



and commented that it was appropriate that the Road Safety Fund should continue
producing the programme forever.

From the evaluation results, the recommendations that should be considered are:

1) There should be more communication channels and a variety of programme
formats, to suit each target group including the appropriateness of the broadcast time.

2) There should be continuous and consistent public relations through effective
communication channels, especially television media which has nationwide network
coverage and is popular.

3) It should also be promoted through social media platforms such as Facebook,

Twitter and TikTok, etc. to reach wider audiences.



