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Abstract: 
The objective of this research was to examine the relationship of Attitudes, Understanding and Intention 
to Change behavior towards in social campaigns among Thais mainly in the categories of infographic 
stimulus and text stimulus to gain a better understanding of both infographic and text contents. This 
research employed both quantitative and qualitative approach by online and pen-and-paper survey 
research from 400 samples. The samples in this research are Thai males and females ages between 15-
45 year old, graduated to at least lower secondary school level. They have registered social network 
accounts and are active on one social platform account at least once a week. The samples are presented 
with three types of presentation style: pure text stimulus, the graphic content of 30-60 percent stimulus 
and the graphic content over 60 percent stimulus.  
 
The research result shows that the association level of the samples’ Attitude and Understanding 
towards Intention to Change behavior in the infographic stimulus is higher than the text stimulus. The 
data shows that excessive picture communication is useful for drawing attention while excessive text 
communication is more useful for explaining complex and detailed concepts. Therefore, the most 
balanced communication that will have the most effective impact on attractiveness and intention to 
change behavior in any stage of AIDA model is a message that contains graphic content of 40% to 60% 
of overall design. All in all, communication objective must be taken as the main consideration when 
forming a message campaign. 

 
BACKGROUND INFORMATION 
  In this modern era of digital age and information technology, the world around 
us is constantly changing. The birth of the internet, up to its worldwide use and 
popularity, has enabled the world to become more connected. This has critically 
changed the way we think and communicate. We have ultimately introduced a culture 
of information sharing in order to improve society. The excessive amount of data 
sharing and raw information that flows within the internet for user consumption 
needs to be controlled and processed. The overflowed information will be processed 
in such a way that can make it be able to understand more easily, clearly, and 
efficiently. Information graphics, or Infographics, are at the forefront of this new way 
of thinking. They can help us unlock the incredible processing power of the human 
visual perception system. Knowing how to efficiently use Infographics is not only 
useful and valuable, but also necessary, as we are experiencing vast amounts of data 
presented to us in everyday life (Lankow, Ritchie, & Crooks, 2012). 
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  It is said that the “Human mind can perceive visual information transfer in a 
short period, much more effective and permanent way in comparison to written or 
verbal information transfer” (Dur, 2012). According to the research conducted by 
Roger W. Sperry, who developed “The Left Brain – Right Brain Theory”, the human 
way of thinking differs between the left and the right side of our brain (Idler, 2012). 
We use left part of the brain for processing numbers, logical thinking, analyzing 
patterns and learning languages. On the contrary, the right part of our brain focuses 
on visual arts, colors, lights, aesthetic elements, imagination, and appeal. 
“Infographics are appealing to people because of the way we are wired” quoted by 
Jim Confalone (2012). When humans process information, we generally use the left 
side of our brain for verbal and written material, while the right brain tackles the more 
visual works. Infographics stimulate the left side of our brain, whilst the structured 
images, colors, and patterns stimulate the right side of our brain simultaneously. 
Hence, Infographics put the whole brain to work, making the information much easier 
for our brain to absorb. Clear, elaborate, thoughtful, well-designed and creative 
Infographics are ideal means of communication, as it speaks to both the left and right 
side of the brain simultaneously in order to fully engage cognition. 
  Nowadays, People are being even more exposed to a vast amount of data and 
information and infographics can be produced easier than in the past due to all the 
technological support available. People have become busier and consequently have 
less and less time to capture others’ attention. The use of Infographics is increasingly 
being used in our daily life, sometimes without us noticing it, such as building plans, 
traffic signs, sky-train maps and many others. This increase usage in Infographics is 
mainly caused by social media, seeing an explosion in the popularity of Infographics in 
this modern age. In this globalization and digital age, social media also supports 
“shareability”, which enables Infographics to be seen anywhere and everywhere. 
People have started to pay more attention to this ‘pictures-and-words’ approach, 
namely because of the social media’s picture-posting and sharing function, which even 
further popularizes the concept of Infographics. 
 
PROBLEM JUSTIFICATION 
 Nowadays, people are sinking in excessive amounts of information because of the 
invention of the internet. To manage the overloaded information, humans create 
Infographics to make the information consumable in a less amount of time and easier 
method to understand. The use of Infographics is increasing day by day both in old 
media and new media and it seems that this growth in usage probably will not stop 
easily. This is due to the overwhelming advantages of Infographics that enable people 
to connect ideas, information and data together, to make understanding information 
an easier and clearer concept. People know that providing pictures in a message gives 
a clearer understanding than pure texts, but they still do not know how big of an 
impact Infographics have towards their understanding and intentions to change their 
behaviors. 
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RESEARCH OBJECTIVES 
1. To examine the relationship between Thai people’s attitudes and understanding 

towards Infographic stimulus, and the intention to change their behavior through 
social campaigns 

2. To examine the relationship between Thai people’s attitudes and understanding 
towards text stimulus, and the intention to change their behavior through social 
campaigns 

3. To gain a better understanding of Infographics and texts 
 

RESEARCH QUESTION 
1. What is the relationship between Thai people’s attitudes and understanding 

towards Infographic stimulus, and the intention to change their behavior through 
social campaigns? 

2. What is the relationship between Thai people’s attitudes and understanding 
towards text stimulus, and the intention to change their behavior through social 
campaigns? 

 
LITERATURE REVIEW 

As a part of the study into “Thai people’s attitudes towards Infographics and 
Texts as means of communication for social campaigns”, the author will be discussing 
the following concepts and theories in depth, to lay the foundation for this research 
with regards to relevant literatures which are (1) Visual Communication, Graphic 
Designs and Infographics, (2) Verbal Communication (Written), (3) Information 
Exposure, Information Processing and Human Perception, (4) Knowledge, Attitude and 
Behavior, (5) Social Campaign, (6) Related Literatures. 

For Visual Communication, Graphic Designs and Infographics, the art of using 
pictures to communicate is one of the first methods of communication known to man, 
which also has an ability to overcome time and language barriers. The definitions of 
visual communication are many and diverse. Selecting from one of the trusted 
definitions, “visual communication is the communication that relies on vision” (Oxford 
Dictionaries, 1960). Expanding on this definition, “visual communications are the 
communications that represent ideas, data or information that can be read or seen for 
example, language symbols (except for Braille) (Pichedpan, 2011). Moreover, all 
visuals have their own syntax. Visual syntax is an agreement made from a combination 
of codes that allow people to understand the meaning of a picture, according to what 
the sender wants to convey. Visual syntax and verbal syntax are notably different from 
each other, especially in terms of grammatical rules and structures. Verbal syntax is 
recorded clearly within the human society, enabling us to clearly communicate with 
others simply by following these grammatical rules and structures. Visual syntax, 
however, is not fixed and generally more ambiguous due to its flexibility. Messaris 
(1996: xix) noted that a key advantage to visual syntax is the ability to convey tacit 
information, which can be used to communicate sensitive issues such as sexual, 
educational, racial issues, etc. Visual syntax, or visual communication structure, helps 
us correctly portray and represent a picture through the use of various elements such 
as size, shapes, colors, designs, editing, camera angles, lighting and effects etc. All of 
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these things have an impact on the message that will be received by the audience, and 
their perception towards the message. 
  Graphic design is a useful tool, as it directly improves the communication 
process by using illustrations, photographs, symbols and typography, assembled 
together to clearly present a set of information (Chaiyathip, 2001). Graphic design is 
used to enhance messages that are being sent from one person to another by 
appealing to the human visual sense. Sight is an incredibly crucial aspect of our 
everyday life in which all humans rely heavily upon (except visually impaired and blind 
people). Graphic designs are used to exploit this sensory system, and can be very 
effective not only in conveying ideas, but also appealing to emotions and convincing 
the human mind.     
  Infographics, Data Visualization, Information Design, and Visual Content are 
not only overlapping, but also relatively abstract. In this research, infographics 
combine data with design to enable visual learning. It helps deliver complex 
information in a way that is more quickly and easily understood. Moreover, 
“infographics is  the part that overlaps between ‘Information’ and ‘Graphic Design’, 
hence enabling visual learning (Smiciklas, 2012)” such asthe tools include charts, 
diagrams, graphs, tables, maps and lists (Newsom, 2000). The basic material of an 
Infographic is the data, the information, or the knowledge that the graphic represents. 
In the author’s opinion, Infographics is defined as a type of picture that combines 
information, either textual or non-textual, together with creatively designed visual 
cues to make complicated information or knowledge easier for people to absorb and 
understand. 
  Secondly, verbal communication includes any type of communication that uses 
words, either in written or spoken form. However, in this section the author will only 
focus on the ‘written’ part of verbal communication, as it will be directly used in 
explaining and forming the research question. Written language is considered as a 
part of verbal communication (Chaitammapakorn, 1987) 
  Although verbal language (written) and visual language are both a form of 
visual communication, there are some key differences in their syntax. Verbal 
languages have their own fixed grammatical rules and structures that allow a sentence 
to make sense. Language Syntax allows people to define descriptive rules on how 
languages work (The University of Sheffield, 2011). Syntacticians believe that there are 
certain rules that are applicable to all languages over the world (The University of 
Sheffield, 2011). A random, unstructured order of words creates a sentence that does 
not make sense, or a sentence that has a different meaning altogether; fixed 
grammatical and structural rules will help to define sentence structures and word 
arrangements that make sense to the reader. The contrast between verbal language 
and visual language will allow readers to understand the differences between these 
two types of visual communication. 
  Thirdly, information plays an important role in our lives, as people use 
information every day to communicate with one another. Human beings naturally 
need to exchange knowledge, information, data and experiences to communicate, 
convince, or influence other human beings. Moreover, being open to communication 
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will enable us to achieve our goals (Choeypratub, 1985). That is the reason why 
information exposure is one of the literatures that need to be concerned. 
 The information processing model is another important model that needs to 
be studied. The information processing model developed by William McGuire, an 
expert in the art of persuasion explains that after receivers are exposed to the 
persuasion message, such as advertising messages or campaign messages, they will 
process that message before making decisions, taking actions, or changing their 
attitudes (McGuire, 1968). There are 6 steps to the information processing model, as 
follows: Message Presentation,Attention,  Comprehension, Message Acceptance, 
Retention and Behavior. The information processing model can be divided in to 3 
levels of stimulus-response process, which are Learn, Feel and Do (Teepapal, 2012). 
The receiver is likely to ‘learn’ something from the message during steps message 
presentation, attention stage, and comprehend stage. They will ‘feel’ the message in 
step acceptance stage, and retention stage, before lastly ‘taking actions’ in step 
behavior stage (Belch & Belch, 1993). 
 For perception, it is the process of evaluation and interpretation of stimuli, 
before the audience reacts and behaves towards a certain thing. When information or 
messages, either in the form of Infographics or texts which are considered as stimuli, 
are exposed to an audience it is important to anticipate their response and reaction. 
 Fourthly, the human being cognitive system consists of knowledge, attitude, 
and behavior (Andrews, 2008). Receiving new knowledge can broaden and diversify 
our already existing knowledge, whereby old or incorrect knowledge can be changed 
and replaced. This new knowledge has the ability to change or strengthen our 
attitudes towards things; therefore a greater amount of knowledge is more likely to 
have a greater influence on our attitudes. Attitudes can be divided into 2 types, weak 
attitudes and strong attitudes. Strong attitudes are built up over time and are 
resistant to change therefore having more impact on our behavior, whereas weak 
attitude is less likely to guide action (Krosnick & Petty, 1995). 
 Behavioral intention will be formed based on three types of consideration. 
First is how we evaluate the suggested message to be positive or not; second is how 
significantly others want us to perform the behavior; and third is the level of difficulty 
in performing the particular behavior. In order to create an effective Infographics 
campaign, all these three factors need to be carefully considered as they play 
important roles in motivating receivers to perform a given behavior.  
 Furthermore, Hanna and Wozniak (2001: p.183) also support that these 3 
factors have a high level of relationship amongst each other, and a change in either 
one will subsequently affect the rest. However, although the three factors are related 
and dependent on each other, the level of susceptibility to change also depends on 
each person’s characteristics, beliefs, backgrounds, and strong or weak attitudes. 
(Hanna & Wozniak, 2001). 
 For social campaign, social campaign is a series of coordinated activities 
(Kendall, 1992). A social campaign is a large-scale attempt to communicate ideas and 
practices through mass media and interpersonal communication (Andrews, 2008). The 
objectives of these communication campaigns can be individual, or aimed to affect a 
whole society. Moreover, it can be used to stop undesired behaviors (such as smoking, 
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and abortion) and support desirable ones (such as drink milk, use condoms) that will 
benefit both the individual and the society. Social campaigns are usually arranged by 
government offices or non-profit organizations aiming to create awareness. 
 Stephen Few (2011) study on “Infographics and the brain” demonstrated that 
Infographics is a part of data visualization.  Infographics should be designed in a way 
that allows it to get past people’s eyes and visual cortex, and into the brain to be 
processed, resulting in understandin. Stephen also added that the use of Infographics 
has improved the human brain’s ability to understand. When communicators or 
designers want to create Infographics to communicate to their audiences, the 
audiences should be treated as ‘reasonably intelligent’, whereby focus should be 
placed on informing rather than just entertaining through pictures and colors. 
Whenever possible, Infographics should also maintain simplicity because thinking 
processes and communication are usually achieved through simplification. 
 Marc Andrews (2008: p.24), who researched about social campaigns and 
psychology of persuasion, explained how information from social campaigns can 
persuade people to cause actions. He used the simple linear model of persuasion 
called AIDA-reaction model, invented by Strong E.K. (1925), to explain about the 
process of how information is processed by audiences (Strong, 1925). The AIDA-
reaction model is usually practiced in marketing campaigns or contexts in order to 
trigger transactions, but it is also possible to adapt this model for social campaigns. 
The model has 4 processes: attention, interest, desire and action. When social 
campaigns are created, it firstly needs to draw people’s attention by using many 
communicative tactics such as events, visual images, and messages, etc. Then, the 
communicators need to maintain people’s attentions whilst at the same time creating 
interest to develop a desire. Finally, the target audiences are convinced to take action, 
as intended by the campaigner. 
 

METHODOLOGY 
 This research is designed to use bothquantitative and qualitative approach 
with survey research by distributing 400 copies of questionnaires to collect efficient 
data from sample population by usingself-administration technique. In clarification, 
the questionnaires will be based on online survey and pen-and-paper survey. In terms 
of the research evaluation, both descriptive analysis and regression analysis will be 
used to investigate the findings. 
 Using both quantitative and qualitative methods createthe consistency of 
result that will be able to reveal the relationships or the correlations between the 
variables such as Attitude, Understanding and Intention to Change behavior. 
Moreover, the qualitative section of the research will help identify the numerous 
factors why all these correlations occurred. The samples for this survey are Thai males 
and females who were born during 1968-1998, more popularly known as Generation X 
and Y. The important criteria which the candidates must have includes; 15-45 years 
old Thai residents,Graduated to at least lower secondary school level,Thai native 
speakers, Active on at least one social network account, like Facebook, Twitter, 
Instagram, YouTube or Flicker, Must activate their social networks at least one time in 
a week. These will guarantee the sample’s reading literacy and understanding of the 
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presentations in the questionnaire. These groups of population is chosen as the 
samples because they are the three biggest portion of Thailand Facebook users who 
both have the chance to see social campaign messages in both pure texts and 
infographics, and are also considered the direct target audience for many campaign 
marketers. 
 The sample size of 400 people is selected based on the Yamane’s formula 
(1967). According to Yamane’s formula, the research provide the conditions at 95 
percent confidence level and 5 percent margin of error which makes it one of the 
acceptable standard levels of accuracy and validity that are widely use in researches. 
 Non-probability sampling technique is applied to collecting the data of this 
research. In addition, the sampling techniques are purposive sampling and volunteer 
sampling. However, the samples that do not pass the criteria will be cut from the 
evaluation procedure and the report findings.  
 For evaluation, the statistic results will showin forms of descriptive statistical 
analysis and inferential statistic. For descriptive statistical analysis, the author will 
show the results by using Frequency, Percentage, Mean and Standard Deviation of 
each question in order to explain the general information of the findings. For the 
second part, the use of the multiple regression analysis help strengthen the findings 
and result reliability to look into the relationships between certain groups of variables 
before analyzing and summarizing the final result.The results from SPSS are needed 
for inferential statistic which is calculated by Best (1977), another scoring scale to 
decode the data. Lastly, the supportive reasons for the correlation of each variable 
received from the open-ended question. 
 

RESEARCH FINDINGS AND DISCUSSION 
 This research was conducted in determination to explore “Thai people’s 
attitudes towards infographics and texts as a means of communication for social 
campaigns“. The results gained from this study have been interesting and valuable in 
the regards to answering the two research questions stated earlier. The variables in 
the study are related to each other differently in every presentation styles. To begin 
with, in the text stimulus, the relationship between Attitude and Understanding 
towards Intention to Change Behavior is considered normal association. For the 
infographic stimulus category (both graphic content of 30-60% and graphic content 
over 60 percent), the relationship is discovered at high association. In terms of the 
relationships between the independent variables, Attitude and Understanding in all 
presentation styles have shown very high association. 
 

Table1  
Summarization of Each Variable in the Research by the Presentation Style of All Campaigns 

Presentation Style Variable Mean Meaning 

Picture A 
(Pure Text) 

Intention to change  
behavior A 

3.22 Neutral 

Attitude A 2.77 Neutral 

Understanding A 2.92 Neutral 
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Picture B 
(Graphic 30-60%) 

Intention to change 
 behavior B 

4.04 Agree 

Attitude B 
 

4.12 Agree 

Understanding B 4.10 Agree 

Picture C 
(Graphic over 60%) 

Intention to change  
behavior C 

3.39 Neutral 

Attitude C 
 

3.27 Neutral 

Understanding C 3.26 Neutral 

  
 The table 1 shows the summarization of each variable in the research by the 
presentation style of all campaigns. Although with this result, they are measured as 
two different variables. Belch (1993: 199)’s Information Processing Model previously 
explains one variable is regarded in the Learning category and the other falls in the 
Feeling category. Moreover, the respondents are more willing to read the attractive 
messages that suit with their preferences. They are also more positive to try and 
understand well-arranged messages with enough information provided for them to 
grasp the idea. The overall result in this research also supports the relationships 
forming between knowledge, attitude and behavior, a concept which was already 
clarified by Hanna and Wozniak (2001: 183), and Ajzen (1991). Although it is important 
to note that while there are associations among these factors, the relationships level 
of the dependent variable and independent variables between infographic and text 
stimulus are different. As a result, this research proves concisely that both Attitude 
and Understanding are two of the important factors that can influence people’s 
Intention to Change behaviors. For the below tables (Table 2 and Table 3), they show 
the people’s opinion towards infographics and texts for all campaigns with reasons. 
 

Table 2 :  
Summarization of People’s Opinion towards Infographics and Texts for All Campaigns 

Kind of Social Campaign Presentation Style Frequency Percent 

Overall Social Content 

     Picture A – Pure Text 71 5.9 

     Picture B – Graphic 30 – 60% 855 71.3 

     Picture C – Graphic over 60% 274 22.8 

Total 1200 100 

 
Table 3 : 

 Summarization of People’s Opinion towards The Use of Graphic Pictures and Texts 

 Graphic Pictures Texts 
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P
R

O
S 

- Ability to enhance the complicated 
information for understanding 

- Attractiveness 
- Shorten words 
- Universal (less language barrier) 
- More flexible size 
- Able to represent sensitive issues in 

some countries such as death, sex or 
race (tacit) 

- Ability to explain complicated terms for 
understanding 

- High credibility 
- Appropriate for official communication 

styles 
- Strict grammar structures and rules of 

interpretation 
- Ability to clearly represent the large 

amount of things by numerical letter 
and ratio 

C
O

N
S 

- No fixed rules of interpretation 
- Can create confusion and  frustration if 

misuse or too much use 
- Poor to represent a large number of 

things accurately if compare with 
numerical texts 

- Take time for interpretation 
- Language Barrier 
- Unattractive 
- Font size creates serious problems  
  (unreadable if too small or crowded) 

  
 Taking everything into account, the study of all three types of presentation 
style which includes the pure text stimulus, the graphic content of 30-60 percent 
stimulus and the graphic content over 60 percent stimulus uncovers that Attitude, 
Understanding and Intention to change behavior, have associations among each 
other. The influential level which these variables have towards Intention to change 
behavior varies depending on the message that individuals read and the relationship 
within the independent variables of all presentation style is very high association. The 
research result demonstrates that the relationship level of their Attitude and 
Understanding towards Intention to change behavior on infographic stimulus is higher 
than the text stimulus. This discovery is very useful for applying strategy to future 
campaigns with goals to communicate to demographical groups between 15 to 45 
years old that possess acceptable level of literacy, constantly active on their social 
media every week as well as receiving income around 0-25,000 baht per month. 
Furthermore, the findings reported that high attractive messages do not always have 
higher influential power on receiver’s behavioral change intentions. On the other 
hand, messages that individuals can easily understand and can greatly impact their 
behaviors do not mean they are the same as messages which is able to draw in high 
amount of attention. Therefore, communication objective is one of the main 
essentials of consideration when deciding upon message creation because the 
different objectives and the campaign stage of AIDA may contribute to different 
message designs. For the other areas that senders must consider, they include the 
purpose, task and expected outcome of message would create in a campaign. As a 
result, the figure (Figure 1) shows the research’s suggestion on the use of each type of 
infographic presentation style (information texts and graphic pictures) in terms of 
visual appeal and Intention to Change behavior that can be adapt and apply to future 
visual communication campaigns.  
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Figure1 :Attractiveness and Intention to Change Behavior for Infographic Communication Model 
 

Excessive Picture 
Communication 

Balancing  
Communication 

 

Trivial  
Communication 

 

Excessive Text 
Communication 

 

 
 
 
 Excessive Picture Communication – It is the use of a message that contains 
pictures more than 60% of overall information texts. It is very useful to draw receiver’s 
attention due to visual appeal. 
 Excessive Text Communication – It is the use of a message that contains 
information texts more than 60% of overall pictures. It is very useful for explaining 
complex concepts and providing detailed information to call for an action. 
 Balancing Communication – It is the use of a message that contains either 
information texts or pictures around 40% to 60% of overall design. This strategy 
provide a safe ratio that can both capture attention and provide enough information 
in an acceptable level to create impact on individual’s Intention to Change behavior. 
It’s also the effective model for senders to reach their communication goal and 
objectives. 
 Trivial Communication – It is the use of a message that provides limited 
information on both texts and pictures. Not only does this type of presentation style 
have low visual appeal, it also likely to result in low impact on behavior change 
intention. 
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