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ABSTRACT

his study uses quantitative research. The purpose is to study the understanding of the body

under the media. And to synthesize it into a critical medium. By the sample The instruments used in
this study consisted of questionnaire. The questionnaire was used for 100 students in Chiang Mai
University. Data were analyzed by Frequency, Percentage, Mean (X) and Standard Deviation (S.D.).
Today's media present an exaggerated body image. Want to create a body of drugs that should come up
to sell products. Let people feel the need for those products and in order to follow the umages that the
advertisements offer.

The majority of respondents were female. The BMI (Body Mass Index) is normal. For Thai
people, a BMI of 18.5-24.9 is normal. Far from the disease caused by obesity. And the risk of disease is
minimal. And when asked about the impact of satisfaction on the body of advertising media found that
the level is low. There are no reasons for wanting to change their bodies. At 27 percent, however, there
is a need to change the body. 72 percent of them are unhappy with their shape. The majority of
respondents reported that they were dissatisfied with the area. The body, whether it 1s thighs, arms,
calves, abdomen, hips, chest, arms parts of the body are all images in the media. An analysis of the data
using the concept of dissatisfaction in the physical image of the self from the study of Pattaya

Chanchan Wawi Wipitakpininan and Sivanarak Job (2556). Unsatisfied image continues to occur. From

the recognition process in the ideal physical appearance, the image dissatisfaction comes from the fact

that people bring the ideal body image to the actual physical image (ActualBody) (Cash & Strachan,
1999. } That comparison. How do people perceive their true physical image to be different from their

ideal body image? Williamson, Gleaves, Watkins, & Schlundt, 1993). Reproduction of the present ad.



There are many dimensions and complexities that make it impossible for people to evade everyday
advertising. People will see a lot of ads. On the television Roadside signs on bus stops, internet, radio,
newspapers, magazines, and more. Advertising has taken over most areas of people's daily lives.
People's understanding of the media is so engaging and engaging in the meaning of advertising that is
presented to society in the same ideological world. The ads are so poorly ptoduced that sometimes
people do not even know they change their attitudes and behavior in society. It also creates values and
cultures. That makes man accept the idea. It is thought that it is natural to become a popular belief that
values are accepted by most people. And finally, what has become of the reality that people in society

should have a body shape?



