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FOREWORD 

 

The UC Working Paper Series is a new initiative from The University of 

Cambodia to encourage undergraduate students to publish research that they 

have conducted. As the Director of the Council for Research and Creativity 

(CRC), I am delighted to note that in this issue, we had submissions from two 

different courses, namely RES301 (Research Methodology) and MKT306 

(Market Research), thus adding a new business-focused dimension. Articles 

covered a wide range of topics, including social issues in Cambodia, political 

science and development, student participation in the community, and case 

studies on advertisements from Cambodian companies. 

 

The University of Cambodia is working to promote a culture of research from 

the top down, and the CRC coordinates all the research activities at the 

University in order to cultivate this atmosphere throughout the institution.  

 

The UC Working Series represents an integral pillar for this culture of 

research, and is one of several research publications at UC to encourage 

research at all levels. These also include the UC Monograph Series, which is 

designed for in-depth analyses of particular issues; the Cambodian Journal of 

International Studies, which includes various types of academic publications 

pertaining to the region and beyond; and the UC Occasional Paper Series, an 

interdisciplinary academic journal for graduate students. 

 

These publications complement our course offerings of research-related 

classes for undergraduate and graduate students, our UC Undergraduate 

Research Poster Presentation events, regular research capacity building 

workshops, and annual UC Research Competition.  

 

Research is thriving at The University of Cambodia, and it truly is a collective, 

institution-wide effort. I would like to sincerely congratulate these bright 

undergraduate student authors for their hard work and for inspiring countless 

other individuals for pursuing research.   

 

 

 

Travis Mitchell 

Director of the Council for Research and Creativity 

The University of Cambodia 



 
 

1 

 

The Involvement of Youth toward Sustainable 

Development Goals (SDGs) in Cambodia 
 

Boy Solinda, Ream Soveth, and Thorn Nochnita 

The University of Cambodia, Phnom Penh, Cambodia 

 

Abstract 

 

The involvement of youth toward the Sustainable Development 

Goals (SDG) can be seen as a trend in terms of youth and society. 

The SDGs are almost three years old and stem from the 

Millennium Development Goals. There have been many 

activities related to achieving the SDGs but it seems that youth 

awareness about SDGs is low. In this research study, we aimed 

to find out further information related to youth and SDGs in 

Cambodia. To undertake this research, we selected 100 UC 

students to participate in the study by giving them the opportunity 

to answer the questionnaire. The study found out youth in 

Cambodia, especially university students, still have a limited 

understanding toward SDGs and some have never been involved 

in anything related to SDGs. Furthermore, we asked the students 

mainly about SDGs- Goal 9 and the majority of the students did 

not know what Goal 9 was. However, we found out that the 

majority of youth understand that SDGs are important for the 

society and youth themselves. Therefore, this research will 

mainly help youth in Cambodia to refocus on what they can do 

to make society a better place.       

 

I. Introduction 

 
1. Background of the study  

The Millennium Development Goals (MDGs) that Cambodia had adopted to 

the national plans in the early 2000s came to an end in December 2015, and 

the country is readying itself for the new Sustainable Development Goals. 

According to the Cooperation Committee for Cambodia, to understand the 

extent Cambodia is prepared to achieve Sustainable Development Goals, it is 

imperative to visit how the country has performed with regards to Cambodia 

MDGs. Ou Sivhouch and Chheat Sreang (2015) stated, “Cambodia has 
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achieved at least four out of the 9 set goals (child care, maternal health, 

communicable diseases and partnership) and it is moving to close to meeting 

the poverty reduction goal (poverty dropped from 47.8% in 2007 to 19.8% in 

2011, which is just 0.3% above the target of 19.5%)” (RGC, 2013, 2014). 

Followed by the success of MDGs in 2015, the post agenda for the 

development goals declared by the United Nation called Sustainable 

Developments Goals (SDGs) were created for all countries, both rich and 

poor. In the period of nearly three years since Cambodia has adopted the 

SDGs, not all the people have had the opportunity to get to know what the 

SDGs are. Significantly, to be more specific, most youth in universities are 

not aware about the SDGs while they are the key important workforce for 

achieving these global goals. Hence, their involvement is crucial towards the 

SDGs being achieved globally by 2030.  

 

In the recent years, youth are becoming more informed and engaged in civic 

and political activities, especially through the rapid penetration of social 

media.  In 2015, about 40 percent of Cambodians had access to the internet 

and/or Facebook and Cambodia’s youth participates actively in community-

oriented activities (OECD, 2018). Their eagerness to learn and willingness to 

participate in something new can be a great opportunity for them to make a 

better change in society. If most youth are aware about the SDGs and get 

involved in achieving the SDGs, the outcomes can be achieved along with the 

youth being involved in social participation.  

 

2. Significance of the research study  

Throughout our academic experience, we have been made aware that most 

youth in the universities did not know the importance of SDGs. And there are 

few research studies that focus on the awareness of youth toward SDGs. We 

decided to do further research about youth and their opinion toward SDGs and 

as we will not focus on all the goals but one that seemed to be less achieved, 

Goal 9 (Industry, innovation and infrastructure). This research represents an 

introduction for youth to get to know SDGs and importance of their 

involvement toward SDGs and Goal 9. As a result, this research focuses more 

on youth awareness and their involvement to let them think critically toward 

SDGs and their necessary knowledge. We aimed to investigate and see how 

much students at The University of Cambodia know about SDGs and Goal 9 

 

3. Research questions  

In order to conduct a reliable research study, we have raised 2 questions to 

address the problem for further information and exploration: 
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1. To what extent are UC students aware of the Sustainable Development 

Goals (SDGs)? 

2. How can UC students contribute and be engaged in achieving SDGs, 

mainly focused on Goal 9 “Industry, Innovation and Infrastructure”? 

 

4. Research objectives  

The main purposes of this research study are to get to know how aware UC 

students are of SDGs and their achievements so far. As youth are the key roles 

in developing the society, bringing further information and exploration about 

SDGs to them may result in great changes for society. To be specific, we 

divided our main objectives into 3 sub-areas:  

 To gather information and to explore how much the youth know about 

SDGs and Goal 9 “Industry, Innovation and Infrastructure” in 

Cambodia. 

 To show them how important it is to understand about SDGs in 

Cambodia.  

 To tell them, youth are the key workforce in helping to achieve SDGs 

by 2030. 

 

5. Limitations  

This research study on SDGs is very limited, as SDGs are the global goals and 

with only 100 students from University of Cambodia as the participants in 

survey could be limited in terms of sample size. We have mentioned that this 

research study is focused on UC students which the data can be different in 

others universities. And in this research we focus mostly on general 

information about SDGs and Goal 9. We decided to pick Goal 9 because less 

progress is needed to achieve the targets by 2030, and Cambodia is a less 

developed country (LDC). We believe that LDCs should mostly focus on their 

economic growth in the age of globalization and high technology. Therefore, 

“industries, innovation and infrastructure” play an important role. However, 

the research analysis and the exploration are possibly reliable in the scale of 

UC students but we have considered this limitation.  

 

II. Literature Review 

1. Definition of Sustainable Development Goals (SDGs) 

According to United Nations Development Programme (n.d.), “the 

Sustainable Development Goals (SDGs), otherwise known as the Global 

Goals, are a universal call to action to end poverty, protect the planet and 

ensure that all people enjoy peace and prosperity.” The Sustainable 

Development Goals were built to take place on the successes implemented by 
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Millennium Development Goals, and will take place for 15 years and end by 

2030 to achieve the seventeen goals. The SDGs added more specific areas of 

goals include improve economic growth, responsibility of product 

consumption, peace and justice in society, improve people’s prosperity, and 

also focus on the environment related to climate change (UNDP, n.d.).  

 

Based on United Nations Department of Public Information (2015), “the 

SDGs, unanimously adopted by the UN’s 193 Member States at an historic 

summit in September 2015, address the needs of people in both developed and 

developing countries, emphasizing that no one should be left behind.” At the 

same time, SDGs create for people and planet, in action to check on the whole 

issues in the world from the gender issues to climate change (Thomson, 2015). 

Therefore, parts of Sustainable Development Goals are implementing on 

gender equality on women, and youth; where they can feel secure and get more 

protection in society, also have more chance in finding job in the society (Ban 

Ki Moon Centre, n.d.). In this paper, SDGs goal 9 “Industry, Innovation, and 

Infrastructure” refers to the quick of recover the strength of infrastructure, 

support the sustainable of industrialization, and also encourage the new 

innovation on technologies, aims to build the successful communities over the 

globe (Global Goals, 2016).  

 

2. ASEAN Community and the Sustainable Development Goals 
A joint report by the UN Economic and Social Commission for Asia and the 

Pacific (UNESCAP), the Government of Thailand, and the Association of 

Southeast Asian Nations (ASEAN) underlined the adoption of 

complementarities between the ASEAN community Vision 2015 and the 2030 

Agenda in 2015 (Paul, 2018). According to Simon H. Olsen, Shom Teoh and 

Ikuho Miyazawa, the adoption is known as a new global set of development 

goals – the Sustainable Development Goals – which comes to replace the 

Millennium Development Goals (MDGs). It shows that ASEAN member 

states now challenge not only the achievement of economic integration but 

also principles of long-term sustainability (SDGs), and assurance of the 

sustainability aspirations of the ASEAN Charter form the bedrock of 

ASEAN’s regional integration (2015, p. 59-60).  

 

2.1 SDGs Awareness and Support in ASEAN  

Mr. Zahedi mentioned that “he is excited about this phase of our collaboration 

and reiterated the UN commitment to support the ASEAN 2025 Blueprint in 

the context of the SDGs (2016).” The meeting on 25 June 2016, Bangkok, 

launched a joint ASEC-ESCAP preliminary report on the challenges and 

https://www.weforum.org/agenda/authors/stephanie-thomson
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possible way forward which may be released in 2017 in the Philippines along 

with the 50th anniversary of ASEAN. Both sides shared and highlighted the 

effective ways to promote sustainable development. They keep supporting the 

achievement of the SDGs which is the United Nation’s blueprint for ending 

poverty in the world and building a sustainable future for all by 2030 (ASEAN 

taps on Vision 2025 to support SDGs). 

 

At the meeting on 20 November 2017 in Bangkok, the Secretary-General of 

ASEAN Le Luong Minh (ASEAN to partner with EU on achieving the SDGs, 

2017a), stated “We look forward to enhancing cooperation with the EU in 

sustainable development, including through promoting complementarities 

between the ASEAN Vision 2025 and SDGs.” 

 

A central area for both ASEAN and the European Union remain in the 

promotion of sustainable development through the implementation of the 

2030 Agenda. In terms of increased development cooperation funding 

between both regions potentially on the key global issues of sustainable 

development, the EU has increased funding to support to ASEAN regional 

integration to € 170 million in the period 2014-2020 and to over €2 billion 

funding to ASEAN Member States bilaterally over the same period. The 

regional integration processes of both EU and ASEAN shared mutual 

commitment in order to help ensure that “they are people-centered and leave 

no one behind” (European Commission, 2017a).  

 

2.2 SDGs Achievements and New Development Challenges in ASEAN 

The report “Complementarities between the ASEAN Community Vision 2025 

and the UN 2030 Agenda for Sustainable Development: A Framework for 

Action”, underlines the key areas needed to be focused on – namely “poverty 

reduction, infrastructure and connectivity, sustainable management of natural 

resources, sustainable consumption and production (SCP), and resilience.” 

The analysis of these areas shows that the governments in the region have 

succeeded in reducing poverty, yet other areas remain a problem to improve 

such as investing in transport and communication infrastructure; modernizing 

energy, water and sanitation services; limiting waste and emissions while 

managing natural resources responsibly; supporting resource productivity and 

decoupling; and enhancing the resilience of people, processes and 

infrastructure (UN-ESCAP, 2018).  

 

In accordance with the inaugural dialogue between the EU and ASEAN on 20 

November 2017, there was much focus on several areas known as important 
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“crosscutting development catalysts towards the achievement of multiple 

SDGs” such as “promoting gender equality, green growth and circular 

economy, sustainable consumption and production, and addressing the 

challenges of climate change”, and a roadmap on ASEAN-EU Sustainable 

Development Cooperation would be. The next higher level ASEAN-EU 

Dialogue on Sustainable Development is supposed to take place in 2019 

aiming to review progress in further improvement of cooperation between 

both regions on the implementation of the 2030 Agenda for Sustainable 

Development and the Sustainable Development Goals explored (ASEAN to 

partner with EU on achieving the SDGs, 2017b).  

 

To attain the SDGs, the ASEAN initiative to enhance complementarities 

between the ASEAN Community Vision 2025 and the 2030 Agenda for 

Sustainable Development, the Initiative for ASEAN Integration (IAI) Work 

Plan III, and the Master Plan on ASEAN Connectivity 2025 were welcomed 

as important tools (European Commission, 2017b). 

 

2.3 Achievements of ASEAN toward Goal 9 

According to a report “Achieving the Sustainable Development Goals in 

South Asia: Key Policy Priorities and Implementation Challenges” from 

UNESCAP (2017), it states that improving the employment rate and economic 

growth (SDG 8) is important to attain poverty reduction in SDG 1 and 

apparently it is also connected to SDG 9 “industrial development”. Based on 

statistics in the same report about “Infrastructure availability in South Asia” 

(p.5), the illustration shows the achievements of infrastructure in ASEAN such 

as 132 people (per 100 people) have access to telecommunications (2014), 

77% have access to electricity (2012), 90% have access to improved water 

(2015), 72% have access to improved sanitation (2015), 29 people (per 100 

people) use the internet (2014), 5 km (km of railway per 1000 km2) of rail 

density (2012), 276 km (km of road per 1000 km2) of road density (2011), 

and 55% of paved roads (2012).  

 

Another report “ASEAN SDG Baseline” from UNESCAP indicates data 

progress status of Goal 9. The status stands at the less progress needed to 

achieve target in 2030, meaning that it has not even reached the target point 

in 2015 yet (2017a, p.2). Pertaining to statistic “dashboard of SDG targets,” 

the goal 9 related to “Manufacturing % in GDP” is the “current trend needs to 

be REVERSED to meet the target” (2017b, p.4).  
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3. Cambodia and the Sustainable Development Goals (SDGs) 

Back in 2003, Cambodia refocused on setting the national plans when adopted 

the Millennium Development Goals (CMDGs) that aimed to achieve their 

eight goals by 2015. However, many observers believed that the focus of these 

goals still took too much of a global perspective, which hampered the local 

implementation of the Millennium Development Agenda (Open Development 

Cambodia, 2018).  

 

The transition of MDGs to SDGs in late 2015 made understanding how the 

SDGs tie in to each other and the need to align knowledge and perspectives at 

the country level more accessible. During the course SDGs unfold in the 

context of Cambodia, the outcome might follow the trend of CMDGs, areas 

such as poverty, economic growth, hunger eradication, improving quality of 

education, responsible consumption and industrial innovation and 

infrastructure may move faster than the previous MDGs (CCC, 2015). The 

2030 Sustainable Development Agenda is promoted as more participatory and 

equitable. Thus, the  co-ordination of the planning and implementation of 

the Sustainable Development Goals with local development strategies such as 

the National Strategic Development Plan (NSDP) 2014–2018 has been 

prioritized (ODC, 2018). 

 

III. Research Methodology 

1. Research design  

This research study used a quantitative approach in order to answer the 

research questions that addressed above. Moreover, we used a questionnaire 

as the research tool to allocate and explore the awareness and involvement of 

youth in Cambodia toward SDGs. With regard to our questionnaire, there were 

four main parts, a total of 18 questions (not including personal information), 

and two open-ended questions. It is important to note that the first part of the 

questionnaire asked for students’ personal background such as college, major, 

year, gender and age. The second main part of the questionnaire asked the 

necessary information about ASEAN community and SDGs plus with the 

awareness about SDGs itself and youth involvement toward SDGs. Thirdly, 

we turned the attention of the participants mainly to focus on SDGs in the 

context of Cambodia. We sought to know how far they know about SDGs in 

Cambodia and what their opinions toward SDGs were. Finally, point number 

4 which is the last point stood as the main role of our research question number 

2 and asked about the awareness of SDGs Goal 9. Finally, the two open-ended 

questions allowed the respondents to freely express their knowledge and 

suggestions for other youth to get to know SDGs Goal 9 deeper.  

https://opendevelopmentmekong.net/topics/sustainable-development-goals
https://opendevelopmentcambodia.net/dataset/?id=national-strategic-development-plan-2014-2018&search_query=P3BhZ2U9MyZ0eXBlPWFsbCZzPU5hdGlvbmFsK1N0cmF0ZWdpYytEZXZlbG9wbWVudCtQbGFuKzIwMTQrJnRheG9ub215PWFsbCZtZXRhZGF0YV9jcmVhdGVkPWFsbCZzb3J0aW5nPXNjb3Jl
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2. Data collection and sample size  

The questionnaires were conducted in English because we focused on the 

respondents from Bachelor’s degree international track students. Due to the 

limited time and budget, we could not take the entire UC student population 

as our respondents; however, we chose 100 participants to be the 

representatives of the university youth. We used one of the probability 

sampling techniques (i.e. simple random sampling) and non-probability 

sampling techniques (i.e. convenience and judgmental samplings) to distribute 

questionnaires. The reasons we used three of these technique was because 

everyone who was international track students had the chance to participate in 

our survey. It was easier to approach students using our emotions in observing 

the behaviors of the respondents and it was easier for us to focus on The 

University of Cambodia students alone.  

 

3. Ethical issues  

We researchers adopted the code of ethics and gave them the right to comment 

on the questionnaire. All the respondents were willingly to participate in the 

process and all information was kept confidential.   

 

4. Data analysis  

Microsoft Excel and mathematics were used to analyze the data after we 

collected all the questionnaires from the respondents. We divided all the 

questions into their main categories, highlighted and coded the sections 

starting from the personal information to the last close-ended questions. By 

doing so we were able to select the crucial questions that needed to be 

analyzed and then used the formula of average in Microsoft Excel to analyze 

important questions. For questions that needed to be analyzed in each 

category, we sorted them into their own categories first and then we counted 

them all and use the traditional method of mathematics, since it was faster and 

easier to use mathematics. For the open questions we scripted all the available 

answers from respondents into tables in each questions and then we use the 

content analysis divided it into categories and sort out to fine the most given 

opinions. When all were completed, the data are was transferred to Microsoft 

Excel then create the graphs in according to the data to show the percentages.      
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IV. Findings and Data Analysis 

1. Findings 

The first section of the questionnaire discusses the personal background of the 

100 respondents who are currently studying from year 1, 2, 3, and 4 at The 

University of Cambodia. Based on the data, it shows that 58% of respondents 

were female, and another 42% were male. Additionally, there were 13% of 

respondents in group of ages from 15 to 19, and 81% from ages 20 to 24, and 

another 6% from ages 25 to 29. 

From part II, for the 1st question, 

72% of respondents were aware of 

the SDGs while 28% were not 

(see Figure 1). According to 

Figure 2, the data was calculated 

into percentages of UC student’s 

awareness of SDGs from each 

college in The University of 

Cambodia. For the College of 

Social Sciences (Yes=75%, 

No=25%), College of Law 

(Yes=87.5%, No=12.5%), The 

Tony Fernandes School of 

Business (Yes=72%, No=28%), 

College of Science and Technology (Yes=75%, No=25%), and College of 

Arts, Humanities, and Languages (Yes=53%, No=47%). 

 

 

 
 

 

75% 87.5%
72% 75%

53%

25% 12.5%
28% 25%

47%

0%

20%

40%

60%

80%

100%

COS (36) COL (16) TFSB (25) COST (4) COAH (19)

Percentage of UC students' awareness of 
SDGs from each college

No
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72%

28%

Percentage of UC Student's 

Awareness of SDGs 

Yes

No

Figure 2: The University of Cambodia Students’ Awareness of SDGs from 

each College 

Figure 1: Percentage of UC Student's 

Awareness of SDGs 
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Furthermore, in part II of the questionnaire, there also have the rating scales 

to respondents to show their point of views on SDGs toward ASEAN 

Community by ticking 1 to 5 from “Strongly disagree”, “Disagree”, “Fair”, 

“Agree” to “Strongly Agree”. It was about general knowledge about SDGs in 

ASEAN Community. As we can see in Table 1, all of the results of the 

respondents show the positive perspectives of SDGs toward the ASEAN 

Community as a whole. By seeking out the statement 1, about the “ASEAN 

Community has been achieving collaboration with SDGs” most of 

respondents give a thought on “Fair” has 55, and “Agree” has 35 among 100 

respondents, with the average 3.38. Similarly, between statement 2 and 3, the 

average of those statements is quite similar, with the average 3.82 of statement 

2, and average 3.65 of statement 3. However, statement 4 is quite different 

from those three statements which were mentioned above, because it has a 

higher average 4.27 on the statement “SDGs is a necessary topic for ASEAN 

youths to know”. 

 

Table 1: Average of UC Students’ Awareness of the ASEAN Community and 

Sustainable Development Goals 

No 

ASEAN Community 

and Sustainable 

Development Goals 

(SDGs) 

1 2 3 4 5 Average 

1 

In your opinion, ASEAN 

Community has been 

achieving collaboration 

with SDGs. 

0 05 55 35 04 3.38 

2 

ASEAN has been 

encouraged to SDGs 

involvement from any 

international 

organization. 

0 01 27 60 11 3.82 

3 

ASEAN still faces 

challenges through the 

implementation of the 

2030 Agenda (SDGs). 

0 02 43 40 13 3.65 

4 

SDGs is a necessary 

topic for ASEAN youths 

to know. 

01 0 16 32 44 4.27 

 

(1. Strongly disagree,2. Disagree,3. Fair, 4. Agree, 5. Strongly agree) 
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In part III, another point worth noting is the awareness of UC students of SDGs 

in Cambodia. In this part, it was designed as the rating scale to determine the 

average from each statement. In Table 2, the rating scale shows the number 

and average of respondents on each statement. Statements 1 and 5 had the 

lowest average among of the six statements. With the lowest average 3.27 of 

statement 5, which focuses on “Cambodia’s youth has been familiar with 

SDGs.” Mostly of respondents chose “Fair” so it cannot be determined if they 

positively or negatively about the statements. Yet, statement 1 has an average 

3.38, respondents personally thinking on “Cambodia has been involving 

actively in SDGs”. Meanwhile, statement 2, 3, and 6, has similar averages of 

3.55, 3.77, and 3.59 respectively. Nevertheless, statement 3 seemed higher 

than statement 2, and 6. Additionally, for statement 4 has the highest average 

up to 4.36 which statement focus on “it is important for Cambodian youths to 

know SDGs” that had 55 of respondents out of 100 “Strongly agree” on this 

statement.  

 

Table 2: Average of UC students’ Awareness of SDGs in Cambodia 

No 
Awareness of SDGs in 

Cambodia 
1 2 3 4 5 Average 

1 

Personally, Cambodia 

has been involving 

actively in SDGs. 

02 07 45 38 05 3.38 

2 

Cambodia has been 

encouraged to SDGs 

involvement from 

outsiders. 

0 09 40 34 14 3.55 

3 

Cambodia still faces 

challenges through the 

implementation of the 

2030 Agenda (SDGs). 

0 03 33 47 16 3.77 

4 

It is important for 

Cambodian youths to 

know SDGs. 

03 01 09 29 55 4.36 

5 
Cambodia’s youth has 

been familiar with SDGs. 
02 11 49 31 05 3.27 

6 

SDGs involvement in 

social activities rather 

than only awareness 

should be promoted. 

04 03 37 41 14 3.59 
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Part IV in the questionnaire aimed to know about how many percentages of 

UC student’s awareness of SDGs on Goal 9 “Industry, Innovation, and 

Infrastructure”.  Question 1 aimed to collect the percentages of UC students’ 

awareness of SDGs goal 9. In Figure 3, the statistics show that the higher 

percentages 68% “No” of UC students who were not awareness of SDGs on 

goal 9, and only 32% were aware of what is SDGs goal 9. It is the problem of 

UC students should focus on, while goal 9 is very important among 17 goals 

of SDGs.  

 

Regarding part IV, there was a 

rating scale for respondents who 

know about the SDGs goal 9. 

Table 3 shows the number and 

average of UC student’s 

awareness of SDGs goal 9. Even 

if respondents were not aware of 

SDGs goal 9, 27% out of 68% of 

“No” they are still giving their 

serious consideration on the rating 

scale. Statement 2 had zero people 

who strongly agreed with the 

statement, and zero people 

strongly disagreed with Statement 

3.  

 

Table 3: Average of UC Student’s Awareness of SDGs Goal 9 

No 
Awareness of SDGs Goal 

9 
1 2 3 4 5 Average 

2 

From your perspective, 

Cambodia has been 

gradually accomplishing 

this goal so far. 

2 6 32 16 0 3.11 

3 

To Cambodia’s current 

situation, Goal 9 should be 

focused most among other 

SDGs. 

0 7 19 18 13 3.65 

 

In addition, beside the “Yes” and “No” questions and rating scales, there were 

also the open-ended questions. The purpose of the open-ended questions 

32%

68%

Awareness of UC's 
youth on SDGs Goal 9

Ye
s

Figure 4: Percentages of Awareness 

of UC's youth on SDGs Goal 9 
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aimed to find out what the UC students’ perspective on the topic by giving 

their personal ideas in detail. First, question 4 indicates the importance of the 

Goal 9 “Industry, Innovation, and Infrastructure” of SDGs toward Cambodia’s 

youth based on opinions of respondents. The question aimed to encourage the 

respondents to express their personal thinking for what reasons that make this 

SDGs goal 9 is important to Cambodia’s youth. Due to answers of the 

respondents, 48% out of 100 respondents agrees that this goal 9 is very 

important to Cambodia’s youth. 43.6% of respondents focused on the 

country’s development, such as to make economic stability, and economic 

growth of transportation service, strengthen on human resource, and labor. 

Another 4.4% provided other reasons that show Goal 9 is important to youths, 

in terms of leading to new ideas and innovation on technology, improving 

youth’s ability, and also help with sustainability over a period of time. 

Otherwise, other 52% of respondents did not have any ideas on this open-

ended question section. 

 

The second open question was “What are strategies that encourage 

Cambodia’s youth to get involved in the Goal 9?” The purpose was to seek 

for effective strategies and new ideas to encourage the youth to access the 

information on SDGs Goal 9.  According to the responses, only 33% out of 

100 answers answered this question while 67% left it blank. Among said 33%, 

26.8% suggested a strategy which is “Educating and Providing the Goal 9 of 

SDGs” such as adding courses to study, promoting though campaigns or social 

media and so on, and another 6.2% gave other strategies, namely conducting 

research more, providing benefits in term of participation, encouraging 

schools and the government to promote and the youths to join the activities or 

workshop.  

 

2. Data Analysis     

 

 

 

Table 4 extracts from the data of previous 

Table 1 (Average of UC students’ 

Awareness of ASEAN Community and 

Sustainable Development Goal). As shown 

in the  in the illustration, the  

number of responses has a tendency to 

neutral and positive sides. Question 1 

(55%) and 3 (43%) had a large number of 

Table 4: Extraction from Table 1 
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100 of respondents in “Fair” box. Both questions are about the achievement 

and challenges of ASEAN through the implementation of the 2030 Agenda 

(SDGs). Therefore, the date can be analyzed that about a half of the 

respondents may have no idea or uncertainty toward the answers of said 

questions. Otherwise, it is noticeable that question 2 about the support of 

SDGs involvement from international organizations toward ASEAN got the 

highest percentage (60%) of “Agree” box and question 4 regarding the 

necessity of SDGs awareness toward ASEAN youths received about a half of 

respondents (44%) in “Strongly agree” box. It is concluded that even though 

the responses seems hesitated and uncertain the progress of ASEAN toward 

SDGs, they show a strong belief that SDGs is an essential topic for ASEAN 

youths to know, and there has been a profound support for ASEAN toward 

SDGs progress from the outsiders.  

 

 

Figure 5 sketches out the data of UC students’ awareness of SDGS only from 

two colleges, namely the College of Social Sciences (CoSS) and the College 

of Arts and Humanities (CoAH). Among the four colleges illustrated on figure 

2, CoAH had the lowest percentage of students knowing Goal 9 of SDGs. 

There were 9 students out of 20 (i.e. about 50%) who were not aware of Goal 

9. Its result is not a big surprise and is predictable since their major courses 

provided might hardly focus on SDGs. On the other hand, data from CoSS is 

noteworthy. SDGs knowledge is normally introduced by said college’s major 

courses while a third (33%) or 9 out of 27 of CoSS students do not even know 

of SDGs.  It can be assumed that there may be less focus in any factors such 

as courses provided by colleges or class lectures or less attention of students 

themselves regarding SDGs knowledge.  

 

27
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Figure 5: UC student’s awareness of SDGs.  
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The table illustrates the trend of 

UC students’ awareness of SDGs 

in 6 questions (on the previous 

Table 2). As can be seen, there is 

a tendency to both “Fair” and 

“Agree” responses. Most of 100 

of respondents tends to “Fair” 

option in question 1, 2 and 5. 

Especially, question 5 on the 

table shows 49 out of 100 

respondents choose “Fair”. Said 

question was asked about the 

familiarity or awareness of Cambodia’s youth towards SDGs. It can show that 

the respondents chose not to stay neither negative nor positive. It is conclusive 

that there was hesitation and doubtfulness of the respondents to awareness of 

Cambodia’s youth towards SDGs so far. However, there is a trend to positive 

side in question 3, 4 and 6. Noticeably, question 4 received the highest number 

of “Strongly agree” option. This shows that more than half (55%) of the 

respondents believe the importance for Cambodian youths to know SDGs. 

Besides, around half (47%) of responses in question 3 indicates the challenges 

for Cambodia through the implementation of the 2030 Agenda (SDGs). 

 

Figure 6 shows the percentages of respondents’ perspectives on Cambodia’s 

achievements in Goal 9. Overall, two most outstanding percentages stand at 

“Fair” at 32% and “No Comment” at 44%. We can infer that 32% of 

respondents who chose “Fair” may not be sure about Goal 9’s accomplishment 

in Cambodia so far. They do not stand at both negative and positive sides. 

Furthermore, around half (44%) decided to leave the answer blank. Based on 

Figure 3 (Percentages of Awareness of UC's youth on SDGs Goal 9), it also 

obviously indicates that the data of 68% of respondents do not even know 

what goal 9 of SDGs is. Therefore, this analysis can be implied that Goal 9 

gets very little awareness and attention from UC students.  

 

Table 5: Average of UC students’ Awareness 

of SDGs in Cambodia in Rating Scale 

Average of UC students’ Awareness of SDGs 

in Cambodia 
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V. Conclusion and Recommendations 

The research has been the result of university students’ knowledge toward 

SDGs, we have seen that the awareness of youth toward SDGs is still limited. 

Out of 100 respondents 28 students had never heard about SDGs and only 32 

students knew about SDGs Goal 9. In addition, they are the students from one 

of the top 5 universities in Cambodia. We can conclude that there are more 

youth in other universities and those do not attend university who have little 

knowledge about SDGs. However, through the findings, we found out that 

almost all the youth were aware that the SDGs are important and valuable to 

them.  

 

Despite the limited understanding of SDGs agenda in youth’s knowledge of 

100 UC students, we believe further and bigger research will result in great 

understanding of SDGs among youth in Cambodia. This research maybe 

seemed convincing but the sample size is too small to understand the whole 

youth population in each university. And youth involvement alone will not be 

enough to raise the awareness about SDGs to the other youth in less developed 

cities or those who are not in the universities. However, universities play a 

necessary role in term of spreading, teaching and promoting SDGs to students 

in which it will truly influential in their understanding towards the Sustainable 

Development Goals.      
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Appendix A 

 

Questionnaire 

The Involvement of Youth toward SDGs in Cambodia Survey 

Hello! We are from University of Cambodia conducting a research on the 

topic “The Involvement of Youth toward Sustainable Development Goals 

(SDGs) in Cambodia”. The main research objectives are to raise awareness 

about SDGs to Cambodia’s youth and to create the perspective of change for 

a better society through working toward achieving of SDGs.    

Therefore, we hope you can spare your time to answer our questionnaire. We 

really appreciate your contribution and valuable time. If there is any concern 

or suggestion, please feel free to drop your message via email 

solindabouy@gmail.com. Again, thank you.     

I. Personal Background   
College: ___________________   

Major: ___________________   

Year: ___________________   

Please check ( ) your choice below:   

1. Gender    

☐ Female     ☐ Male      

2. Age    

☐15 -19   ☐20 -24    ☐25 -29    

 ☐Other_____    

II. ASEAN Community and Sustainable Development Goals (SDGs)   

1. Have you ever heard about SDGs?   

☐Yes ☐No   

2. Have you ever had a course lectured about SDGs in detail?    

☐Yes   ☐No   

3. Have you ever involved in any activity relating to SDGs?    

☐Yes   ☐No    

Please chose your preferences and check ( ) based on your viewpoint to 

statements below rating from 1 to 5  

1. Strongly disagree  2. Disagree  3. Fair   4. Agree  5. Strongly 

agree   

*Note “NC” = No Comment 

No    1   2   3   4   5   NC 
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1   In your opinion, ASEAN Community has 

been achieving collaboration with SDGs.   

      

2   ASEAN has been encouraged to SDGs 

involvement from any international 

organizations.    

      

3   ASEAN still faces challenges through the 

implementation of the 2030 Agenda 

(SDGs).   

      

4   SDGs is a necessary topic for ASAEAN 

youths to know.   

      

 

III. Awareness of SDGs in Cambodia    

No    1   2   3   4   5   NC 

1   Personally, Cambodia has been involving 

actively in SDGs.    

      

2   Cambodia has been encouraged to SDGs 

involvement from outsiders.   

      

3   Cambodia still faces challenges through 

the implementation of the 2030 Agenda 

(SDGs).   

      

4   It is important for Cambodian youths to 

know SDGs.    

      

5   Cambodia’s youth has been familiar with 

SDGs.   

      

6   SDGs involvement in social activities 

rather than only awareness should be 

promoted.    

      

 

 

IV. Awareness of SDGs Goal 9    
1. Have you known Goal 9 of SDGs “Industry, Innovation and 

Infrastructure”?    

☐Yes   ☐No   

If YES, please choose your preferences and check ( ) to the statements below 

rating from 1 to 5   

 1. Strongly disagree  2. Disagree       3. Fair   4. Agree 5. Strongly agree   
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No    1  11 2   3   4   5   

2   From your perspective, Cambodia has been 

gradually accomplishing this goal so far.    

     

3   To Cambodia’s current situation, Goal 9 

should be focused most among other SDGs.    

     

 

4. Personally, do you think that Goal 9 of SDGs is important to Cambodia’s 

youth? Why or why not?  

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

________________________ 

5. If it is important, what are strategies that encourage Cambodia’s youth to 

get involved in the Goal 9? 

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

________________________ 



 
 

22 

 

Speaker Creditability of Television Commercials 

Played on Hangmeas HDTV, CTN, and PPCTV8 
 

Chhay Sokleap, Chhou Vansonita, Chim Sovath, Hou Chamroeun, In 

Sokunthea, Khem Visal, Sarin Lina, and Sin Leapy 

The University Of Cambodia, Phnom Penh, Cambodia 

 

Abstract 

 

This research study investigates the speaker credibility of several 

different television commercials played on Hangmeas HDTV, 

CTN, and PPCTV8. We carefully observed eight different 

advertisements, namely Dragon Pipe, Cham Cham Juice, Pond’s, 

Oppo, Magnolia Gingko Milk, Anchor Beer, G-Park Energy 

Drink, and Gatsby, during primetime hours. We used qualitative 

analysis to examine each commercial and noticed similarities 

among them. We looked at each message and determined if it fit 

the commercial. We also looked at the role of each speaker and 

tried to determine if they were effective for the product. Finally, 

we identified some criteria that speakers have to gain the 

audience’s trust and we developed some guidelines and ways to 

improve the commercials for the future, along with some 

recommendations based on our analysis.  

 

I. Introduction 

1. Background of the Study 

According to Jason Tannhill (2015), the new wave of consumers has changed 

the market as we know it today. These consumers force companies to become 

more proactive and try to keep up or be left behind. Television is considered 

one of the most effective ways in promoting products and services for 

businesses especially in Cambodia. Consumer public relation professionals 

take steps to increase connections with customers and public relations is 

holistic discipline concerned with the complex relationship that exists between 

an organization and those groups that can influence its reputation and affect 

its stakeholders.  

 

Nowadays, Cambodia and the world are moving to technologies where there 

is a lot of information available everywhere instantaneously with an internet 

connection and their handy devices. And those media or information can be 
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easily found via famous websites such as Google, Wikipedia, and Yahoo, as 

well as some social media like Facebook, Twitter, Instagram, and WeChat. 

Even though the number of social media users has rapidly increased from year 

to year, the internet or social media can’t cover all people around the word, 

especially in some developing countries like Cambodia. Developing countries 

citizens’ knowledge towards internet or social media is limited and in some 

parts of the country, internet isn’t available, thus getting or reaching the 

information via the smart phone, social media and/or internet devices to those 

group of people is challenging to the marketing or advertising teams.  

 

Thus, reaching them with commercials on TV is still the best way to promote 

products and services. Since there are many TV channels available in 

Cambodia; viewers have choices to see what is good for them. Thus the TV 

channels must compete with each other to attract their viewers’ interest as well 

as to attract the commercial sponsorship to their channel. It has been said that 

commercial advertisement is more popular if the endorsers have good 

persuasive skills to attract more viewers. This is linked to persuasion and 

processes involved in trying to persuade others (Fawkes, 2008); she uses a 

simple communication model to describe the stages of persuasion in some 

detail, drawing theories from social psychology to understand concepts such 

as attitudes and their effect behavior.  

 

The commercial endorser has a goal of persuading the audience to accept his 

or her point of view. The speech is arranged in such a way as to hopefully 

cause the audience to accept all or part of the expressed view. According to 

Christopher Witt (2013), your credibility as a speaker is so critical that if you 

don’t have it — if the audience doesn’t find you’re credible — you might as 

well stop speaking. “Credibility, like beauty, is in the eye of the beholder. For 

any number of reasons, consciously and unconsciously, people decide whether 

and how much they trust you. They often make snap judgments based on first 

impressions, which they then seek to confirm or to revise (mostly to confirm) 

after further experience.” According to Andrew Dlugan (2010), mentioned 

that as a speaker your goal is to create a shared emotional experience with 

your audience. 

 

In this research study, we have observed the speakers’ credibility of 

commercials on Hang Meas HDTV, CTN, PPCTV8 which are televisions 

channel in Cambodia to ensure that the speakers being aware of all the 

techniques for approaching to their public. Hang Meas HDTV, CTN, PPCTV8 
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are the most popular TV channels in Cambodia, so the speakers use a lot of 

messages to engage with the audience.  

 

2. Statement of the Problem 
The main aim of this study is to analyze speaker credibility in TV commercials 

aired during prime time by Hang Meas HTDV, CTN and PPCTV8. 

Specifically, it seeks to answer the following questions: 

 

1. What messages are communicated in the TV commercials aired during 

prime time by Hang Meas HTDV, CTN and PPCTV8? 

2.  Who are the speakers chosen to convey messages the TV commercials 

aired during prime time by Hang Meas HTDV, CTN and PPCTV8? 

3.  What speaker credibility criteria are used to choose speakers in the TV 

commercials aired during prime time by Hang Meas HTDV, CTN and 

PPCTV8? 

4. What guidelines can be developed to ensure credibility of speakers in 

TV commercials aired during prime time by Hang Meas HTDV, CTN 

and PPCTV8? 

 

3. Paradigm of the Study 

 
II. Literature Review 

This research will not be probing anyone’s brains, but draws on more 

theoretical models of how people make decisions and what influence them. 

Notably, these are Aristotle’s Ethos, Pathos, and Logos- Modes of Persuasion. 

The first kind depends on the personal character of the speaker [ethos]; the 

second is about putting the audience into a certain frame of mind [pathos]; the 

third is the proof, or apparent proof, provided by the words of the speech itself 

[logos]. Persuasion is achieved by the speaker’s personal character when the 

speech is so spoken as to make us think he or she is credible.  
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Propaganda, persuasion and public relations all involve communication, 

although they have other aspects, and it is worth examining the 

communication process to understand what is involved. Persuasion and 

propaganda tend to conform to the transmission model of communication, 

summarized by Harold Lasswell (1948) as ‘who (1) say what (2) in which 

channel (3) to whom (4), with what effect (5)’. This research doesn’t analyze 

the use of different media in constructing persuasive messages, but it focuses 

more on psychology than media relations. It draws on social psychology 

theories to illustrate the personality variables of sender (endorsers) to receivers 

(public/audience), the effectiveness of different message strategies, and finally 

how elements all fit into a persuasive campaign. 

 

1. Theoretical framework 

This research uses the theoretical and conceptual framework of speaker 

credibility of modes of persuasion, public relation in three television channels 

in Cambodia. 

 

2. Modes of Persuasion 

According to European Rhetoric written by Aristole (2007), ethos is 

concerned with the self-portrayal of the speaker. Thus, it deals with the 

conscious and unconscious demonstration of the speaker’s character during 

the delivery of the speech. Ethos is seen by many scholars as the most 

important of the three appeals (ethos, pathos and logos), both in modern and 

antique practice. The aim of ethos is to show the trustworthiness of the 

speaker, thus the aim of the speaker is to appear – not to be – trustworthy in 

his delivery. The overall ability to achieve ethos can be called self-portrayal 

or impression management. 

 

3. The Goal – Trustworthiness 

The goal of the speaker is to express credibility and authenticity of his 

character, not about his arguments. Trustworthiness is achieved via 

perceptions over various channels, e.g., body language, vocal qualities, 

content, etc. The information retrieved from one channel has to be in harmony 

– in congruence – with each of the others. Many of these signals are received 

on an unconscious level, thus the audience sometimes is not able to explain 

affections and influences on a logical level.  
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4. Evaluating Speakers 

According to Perloff (1993), mentioned similar things about the key elements 

by which audiences evaluate speaker are: 

1. Expertise – how competent the speaker is on this issue 

2. Trustworthiness – this includes confidence & likeability 

3. Similarity – credible speakers should be like the receiver 

(homophily) unless the subject concerns different experiences or 

expertise, in which case they should be dissimilar (heterophily) 

4. Physical attractiveness – people tend to trust attractive speakers – 

which may reflect the social value attached to appearance, as in 

celebrity public relations  

 

III. Design And Methodology 

1. Research Design and Methodology 

This study used the observational research method where the researchers 

closely observed all the phenomena of the speakers’ credibility. This study 

takes a qualitative approach and focuses on how the speakers use persuasion 

and psychology to their audience.  

 

2. Materials of the Study   

The researchers used a television as the tool for study. Cambodia’s 

commercial advertising prime time is from 6pm-9pm, and most viewers are 

children and adults who are home from work. Most of the shows are focused 

on entertainment as people are tired from their day. Thus, this is the lead time 

that advertises use to sponsor their products.  

 

3. Data Gathering Procedure 

To gather the data, researchers divided their group into three sections which 

contained two persons each to watch the three televisions channels in 

Cambodia which we are focusing on. Researchers selected to observe/study 

during the prime time of show in each channel from 6pm-9pm especially on 

Saturday and Sunday. After that researchers focused on the speaker’s 

credibility in the commercial televisions. They were closely watching how the 

speakers attracted their audiences and how the products and services were 

advertised.  

 

The procedure of the observation was as follows: 

 

1. The television channels we chose to observe were selected due to their 

popularity. 
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2. Observers will focus on some elements that speakers used such as the role 

of sender, the messages, receiver, achieving or failing to achieve, and affect.  

   

4. Treatment of Data   

The data gathered was classified by TV channel and speakers in order to 

analyze, evaluate, and summarize it into chronological order. We could then 

compare the different commercials and determine our results.  

 

IV. Findings 

According to researchers’ observation on the above TV channels in Cambodia 

during the prime time (6pm-9pm) the commercials were selected under similar 

criteria; below are the common speaker credibility criteria that researchers got 

from their observation. Speakers were popular singers, comedians, movie 

stars, and/or actors who could influence and attract the audience very well. 

Speakers were always the actors themselves, so that the performance was 

believable. For example, if the commercial was about white lotion, the speaker 

had white skin.  

 

Table 1: List of commercials by channel, product, and speaker 

Channel Product Speaker 

PPCTV8 Dragon Pipe Mr. Preap Sovath and Mrs. 

Krort 

PPCTV8 Cham Cham Juice Ouk Sokunkanha 

Hangmeas 

HDTV 

Pond’s Mean Sonyta 

Hangmeas 

HDTV 

Oppo Reth Suzana 

Hangmeas 

HDTV 

Magnolia Gingko 

Milk 

Kmeng Khmer 

 

The first commercial was about Dragon Pipe on PPCTV8 which talked about 

the quality of pipes for farmers, and they were endorsed by Mr. Preap Sovath, 

a famous singer in Cambodia, and Mrs Krort, a famous comedian. In the 

commercial, Preap Sovath asked the seller (the comedian), for the pipe with 

the best quality for his farm. The seller did not hesitate to introduce him to the 

Dragon Pipe. She then showed him the product with the best tone to show that 

the pipe was strong and elastic. Preap Sovath enthusiastically agreed to 

purchase that and brought it to his farm.  He was happily leading the way and 

the delivery was following at the back. In the commercial, Preap Sovath looks 

like a real farmer. His dress, his attitude, and his smile after seeing the results 
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of the strong pipe were very natural. The commercial was shot in a real field 

and the commercial showed how the pipe helped the farmer with watering the 

plants and showed how happy the farmer was with the result. Preap Sovath’s 

family was very happy harvesting the crop that was taken care of by the water. 

They had used the right products to simplify their watering process. At the end 

of the commercial, Preap Sovath mentions the phrase “Dragon best quality, 

best price, best partner for all farmers” which is a great tool to communicate 

to all farmers in the country 

 

Cham Cham Juice commercial’s on PPCTV8 was acted and endorsed by Ms. 

Ouk Sokunkanha, a popular singer for decades. The commercial, which is 

about the taste of natural juice, took place at the each. Sokunkanha was on 

stage singing, which was decorated with lots of fruits which fit with the 

product’s packaging. She herself was dressed in orange trousers and an orange 

cap which give great shade with the stage and shows off the product’s 

package. In the commercial, she described the products in a song which was 

made really easy for everyone to remember Cham Cham by just singing 

Sokunkanha’s song. More than that, Sokunkanha and her friends went out for 

a picnic and they carried Cham Cham with them to enjoy their time. But the 

most important part was that Sokunkanha was on stage singing professionally 

and the people are cheering happily, but then she got a sore throat and could 

not sing the high pitch. But once she got Cham Cham orange juice, her voice 

returned and she continued the show with her audience. This showed that the 

product is not only a drink, but also a treatment to your tiredness and your sore 

throat. Clearly, we can see that the commercial was great because Sokunkanha 

was a real singer and sang beautifully. The fact that she drank the juice happily 

and passionately really shows how great the product was. By the end of the 

commercial, Sokunkanha was saying “Cham Cham, a real gift from nature” 

with her background song that was also describing the same thing.   

 

The next commercial was from Pond’s, which was endorsed by Ms. Mean 

Sonyta, a famous actress and an influential member of society who makes a 

positive impact in the community by producing Khmer scarves, or kramas, 

earning her the nickname the “Queen of Kramas.” This commercial on 

Hangmeas HDTV shows that she is naturally beautiful with white skin, and 

her face is smooth with no dark spots. That’s why Pond’s chose her to be an 

actress for this commercial, as well as the speaker. She shows the audience 

the way to protect her face from sunlight by using Pond’s product. Every time 

she goes outside, she prevents sunlight from damaging her skin and uses the 

product at nighttime to make her face become white and smooth. Moreover, 
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she seems to have a lot of knowledge about the product because she clearly 

informs the audience about the quality of the product and persuades the 

audience to use it in order to get white skin.  

 

The fourth commercial was from Oppo smart phone, and they used Ms. Reth 

Suzana as the spokesperson, as she is a Voice Cambodia candidate who has a 

lot of fans due to her singing talent and beauty. The message of the commercial 

is “Selfie expert and leader.” Since she has begun her singing career, she has 

never had any bad rumors against her. She is beautiful and popular, which is 

why Oppo decided to choose her to be a speaker: they like her physical 

appearance and attitude. Since this smartphone is famous with the camera, she 

shows the audience that she uses this smartphone and likes to take pictures 

because their camera is so good. This makes the audience believe that the 

quality of the camera is excellent, based on her good pictures.  

 

The final commercial is from Magnolia Gingko Milk, with the product 

message “Drink Gingko every day to make your brain more clever.” Kmeng 

Khmer group is the spokesperson and they were famous with their original 

song. Thus, people can also say that they are clever and creative, and their 

songs are famous among teenagers and young adults. The commercial takes 

place at one of their concerts and there are many people attending, and they 

are excited and dancing with their idol, and everyone is enjoying themselves. 

Suddenly the electricity was cut off, and there was no immediate solution. 

However, due to the intelligence of Kmeng Khmer, the event went on because 

they played their song through Youtube and connected it to the speaker, which 

lasted until the electricity was switched back on. This promotion not only 

shows the talent of Kmeng Khmer, but also their cleverness, intelligence, and 

problem solving skills. It shows them drinking the milk, which is made up of 

Kanggan leaf and vitamin B12, which helps nourish the brain and keep one’s 

memory. Thus, after observing all these commercials, we wanted to further 

analyze speaker criteria and go into more detail about the commercials 

themselves.  

 

Table 2: Commercials’ messages, speakers, and criteria 

Name Channel Message Speaker Criteria 

Anchor Beer PPCTV8 “Let the fun 

begin.” Time is 

frozen until they 

open an Anchor 

Beer; Both Korean 

Lee Minho 

(Korean 

celebrity) 

Physically 

attractive, 

famous, 

foreign 
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and Cambodian 

culture is shown 

G-Park 

Energy 

Drink 

Hangmeas “Taste the energy” 

GDevith is walking 

down the street, 

and he drinks G-

Park Energy. He 

transforms to being 

in the club.  

Nguon 

Chan 

Devith 

(G-Devith) 

Rock 

singer, 

energetic 

Gatsby CTN “Every  Hair style 

you want”; the 

famous speaker 

shows different 

ways to style your 

hair 

Nop 

Sambathni

ko 

(Niko) 

Famous, 

familiar, 

confident, 

handsome 

 

We looked at three different commercials in great detail: Anchor Beer, Gpark 

Energy, and Gatsby. Anchor Beer’s commercial starts with a clock which 

shows that it’s time to have fun and enjoy a pool party. However, everyone 

was frozen; nothing moved, even the water. Only Lee Minho, a Korean 

celebrity who played the main role in this commercial, was active and he 

grabbed an Anchor Beer from the waiter and went to the top of the cruise to 

join the party. Everyone came back to life once he opened the beer to drink. 

The event continued and the show started.  

 

The endorser of the commercial, Lee Minho, looked very professional and real 

I the commercial and it doesn’t look like he’s acting at all. He perfectly fit 

with the commercial theme, having fun with the party and the beer. He’s very 

well known to young adults and he influences this age group a lot. Some of 

them try to be cool just like him and many people watch his movies if he is 

the main actor. That is why he was chosen to be the speaker and actor for 

Anchor Beer.  

 

In the commercial, he just popped open the beer and laughed with the 

attendees. The smile, the fun, the party and the decoration perfectly fit with 

the beer message “let the fun begin.” Lee Minho only asks, “Sok sa bay 

Cambodia?” which was amazing way to interact with local consumers. He was 

very confident saying the sentence and his facial expression was full of 

excitement. He was also very authentic, being himself and enjoying the beer. 
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In 1 minute and 2 seconds, the commercial only said four words, sok sa bay 

Cambodia. 

 

Anchor Beer chose the right speaker who is physical attractive, which makes 

their audience want to watch the commercial even more. Often, the audience 

tends to change the channel whenever they show commercial sponsorships. 

However, when there’s a handsome guy, especially a famous celebrity, it can 

attract the audience and get them to pay more attention. He drinks Anchor beer 

with a smile and there is the nice view of the sea which makes the audience 

want to taste Anchor beer too. It really shows that Anchor beer is where the 

fun begins. When Lee Minho was not there at the beginning, everyone was 

not active. The music played, the party begins once Lee Minho popped the 

beer bottle open.  

 

Besides focus only on the pool party, we can still see that there were part 

showings the Korean culture and Cambodia traditional ceremony which mean 

they didn’t focus only on pushing their products, but the culture. This also 

helped engage the audience and keep their interest.  

 

G-Park Energy Drink 

This commercial begins with Mr. G-Devith walking tiredly on the street, and 

then one Korean girl gave him one can of G-Park energy drinks. After he 

drinks it, the commercial suddenly changed into the club and G-Devith is 

singing and dancing happily on the stage to a song that describes about how 

he get so energetic after drinking G Park products. He rocked out on the stage 

and said cheers with a can of G-Park. 

 

The message “Taste the Energy” means that their product will help the 

audience to increase their power whenever they feel tired. Because it is a kind 

of energy drink, it will make the user feel fresh, awake, more alert and happy 

with delicious taste. The message seems to encourage all students, workers, 

and office staff without age limitation to drink G-Park whenever they feel 

exhausted from working or studying. 

 

Mr. Nguon Chandevith (G-Devith) was chosen to be G-Park Ambassador of 

G-Park, which is from Korea and entered the Cambodian market in early 2017. 

At that time, G-Devith was a popular rising star with a talent in music. Thus, 

he is suitable for this commercial. He uses his own talent to rock out to this 

commercial, as he is a rock singer, and he promotes the product by his own 

song in the commercial. After drinking G-Park when he feels tired, he 
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suddenly changed to a powerful one on the stage, dancing and singing 

energetically. Like Lee Minho, G-Devith is a handsome singer, which is why 

most of the audience pays attention during the commercial. He also has a lot 

of knowledge about the product because he can handle the questions very well 

from the journalist when he joined a conference of the product as the Brand 

Ambassador. Moreover, he also posts some information about the products on 

social media and he has a very welcoming attitude with his fans. He also joins 

charity events in order to help society, which is why the audience, especially 

teenagers, really like him and trust what he says. G-Park didn’t just film a 

commercial clip to promote the products, but they also arranged concerts in 

many provinces. Thus, because of G-Devith, G-Park products are well known 

to adults in both the city and provinces in Cambodia.  

 

Gatsby 

Gatby’s commercial shows a confident actor who creates his own hairstyle 

before his performance on stage, even though celebrities usually have their 

own stylists. But the actor makes himself look nice and attractive to the 

audience. His hairstyle is very flexible to the situation that he is going to, and 

he just changes it with water. This also shows the flexibility of the product and 

the convenience that customers have using Gatsby products. The message 

“Every hair style you want” means Gatbsy will transform you to be handsome 

whenever you use that product, as you can change it to be whatever you like.  

 

The endorser, Nop Sambathniko (Niko), is very suitable for this commercial. 

He is a handsome, famous singer in M Production and has a Korean style. His 

face fits with many kinds of hairstyles that he makes in the commercial, so it 

influences his fans to consume the products in order to be handsome like him. 

He seems very familiar with the products and he is confident to show off his 

style in front of fans. He speaks the message with an attractive smile, and he 

has a handsome face and is dressed up. We can see that the speaker has four 

criteria:  

• Expertise: he seems to be a professional hair stylist just with the 

Gatsby products, so consumers can see that they can make their hairstyle the 

same as him, especially whenever they need to like for parties, weddings, 

and/or birthday celebrations.  

• Trustworthiness: In the commercial, Niko looks very trustworthy 

because the products seem good. His performance fits with the products.  

• Similarities: Niko seems to be a real user of Gatsby products, and 

that it’s not only just for the commercial. He’s very confident with that product 

which makes him look more handsome.  
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• Physical Attractiveness: Like mentioned in the above part, he looks 

handsome, just like Korean celebrities, so he very attractive among his fans. 

 

Table 3: Areas to improve and suggested guidelines 

Name Areas to Improve Guidelines 

Anchor Beer  Speak in Khmer 

 Create a sense 

of togetherness 

with the waiter  

• Lee Minho should learn how to say 

the word “Cambodia” in Khmer 

instead of English 

• Everyone should not have the beer 

in their hand when they were frozen. 

Lee Minho should be the one who 

invited the waiter to bring the beer 

for the attendees. Than the party 

start and the fun begins. 

• They also should have shown the 

anchor symbol much more.  

G-Park Energy 

Drink 
 Expand the age 

group targeted 

• The commercial should be shot 

outside the club also. 

• The speaker should reduce some of 

his rock style in order to fit to the 

other middle age and the old people. 

• Since it is the energy drink product, 

the commercial should encourage 

people not to drink a lot because 

drinking too much of energy drink 

can affect to the health. 

Gatsby  Improve the 

sound  

• The sound of speaker isn’t clear 

enough for the audience to listen, 

they have to focus much on voice 

effect of the speaker to be clear of 

the message that spoken.  

• If possible, the sound of speaker 

should be recorded in Studio and cut 

it to video after filming; or 

• The whole commercial 

sponsorship should spend more 

money to invest on sound of the 

filming to make it consistence with 

the whole clip. 
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For Anchor Beer, the commercial was very great but we argue that Lee Minho 

should speak all Khmer; he should not end up the word Cambodia in English. 

That should be spoken in Khmer for the whole sentence. At the same time, 

when everyone was frozen they were also had the beer in their hand. It would 

have been better if Lee Minho got the waiter to bring a beer for the attendees 

and they opened the beer together. This would greatly fit with the beer 

message “let the fun begin.” Additionally, the commercial was shot on a very 

big cruise showing the sea but the anchor was not shown. The commercial 

should show the cruise’s anchor at the end because it will link perfectly to the 

beer logo. 

 

For G-Park Energy Drink, they could focus on an older crowd since the 

commercial is only focus to the teenager because they shot in the club with 

the singing and dancing and look at toning down the rocker style. They could 

also highlight some health concerns (see Table 2). Finally, for Gatsby, they 

should focus on improving the sound, and thus the production should look 

again at changing this, as it could greatly improve the commercial quality.  

 

V. Summary, Conclusion, and Recommendations 

1. Summary 

Researchers observed three TV channels, including PPCTV8, CTN, and 

Hangmeas HDTV, during primetime from 6-9pm. There were many 

sponsorships, and this study focused on eight different commercials, namely 

Dragon Pipe, Cham Cham Juice, Pond’s, Oppo, Magnolia Gingko Milk, 

Anchor Beer, G-Park Energy Drink, and Gatsby. All of those commercial 

sponsorships chose to have famous movie stars, singers, or actors to be their 

products’ representatives as well as endorsers. Most of them are very 

influential to the public in terms of their style and ideas. Their credibility, 

talents, capabilities, abilities and beauty were suitable for the commercials. At 

the same time, researchers found that producers and commercial directors 

made their videos which adapted to the Cambodian lifestyle, which attracted 

their audiences’ attention physically, mentally, and emotionally. In this case, 

it’s revealed that the producers of each commercial are highly education in 

public relations to lead such commercial sponsorships successfully. Each 

speaker was selected under the criteria given by the public’s view such as 

expertise, trustworthiness, similarity, and physical attractiveness.  

 

Each endorser seems to be an expert, since most of them are famous and 

popular in their career. For trustworthiness, people always say that 

commercial TV is an effective way to reach the public to get them to know 
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about the product’s information; companies don’t simply release their 

products in public. Instead, they must register their products with the Ministry 

and those products must be produced to certain standards which leads the 

public to trust them. For similarity, in each video commercials, the speakers 

try to understand their audience by putting themselves in their shoes and then 

try to talk about what the public wants to hear. Finally, they are all physically 

attractive, which will most likely attract their audience as well.  

 

2. Conclusion 

1. There are various messages according to type of commercial 

sponsorships such as, “Dragon “best quality, best price, best partner for all 

farmers”; “Cham Cham a real gift from nature”; “Selfie expert and leader”; 

“Let the fun begin”; “Taste the Energy”; and “Every hair styles you want.” 

Messages given in commercial sponsorship describe the quality of each 

product to convey to their audiences to consume or acknowledge the products. 

That’s why messages and endorsers are very important to attract the public to 

remember their products. Messages are short but meaningful.   

2. The speakers are actors, singers, comedians, etc. They are well-known 

individuals in the country; they are among the most influential people in 

society. Therefore, they have different styles of spreading the message of the 

product to their audiences according to the function of the product. They can 

apply their own style and the messages into the commercial to make the whole 

commercial become more attractive. The producer decided to choose someone 

to be the speaker according to the type of the product and the kind of the 

speaker which was suited to the product.  

3. Speakers have their own uniqueness and credibility, but the most 

common credibility that speakers have are expertise, trustworthiness, their 

similarity with audiences or their messages receivers, and their physical 

attractiveness. Most importantly, their persuasion skills and psychology 

power like informational influence, referent influence; expert influence affects 

the different styles and contexts. 

4. There is a lot of suitability of speakers in commercials. However, 

there are a few things that could be improved in each commercial, especially 

the way the endorser spreads their message during the video clip.  

 

3. Recommendations 

Based on the highlighted points in the conclusion, there are some points to be 

improved for the speakers to be more credible.   

1. As mentioned by Geoffrey James (2013) there are about six ways to 

enhance your credibility as a speaker. The first way is to “Be genuine about 
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who you really are.” The personality of the endorser is very important; they 

must naturally impress the public with who they really are yet the researchers 

found that some speakers (actors) tried to fit themselves in the products and 

they lost who they really are. Thus, it can make their products lose trust from 

consumers of the product. Therefore, the speakers should maintain who they 

are to be naturally suited with the products.  

2. Find a sense of truth. Sim Wyeth (2018) mentioned that most people 

think acting is about pretending, being someone else, and being a good faker. 

Actually, it’s about finding and demonstrating a sense of truth in what you’re 

saying. In Cambodia, the speakers are not real, as they are just pretending 

while filming the commercial. They should have found their sense of truth 

before the sent the messages.  

3. Each speaker should know more about how to persuade their audience 

besides the four criteria listed above.  

4. Even though the speakers were chosen because they were popular, 

some of them might not be suited perfectly with the commercial products, so 

they speakers should not only be based on popularity but they should also 

focus about the suitability of the products.  
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Abstract 

 

 There have been many debates about whether or not smoking is 

bad. In Cambodian society, people tend to criticize if they see a 

young boy or girl take a cigarette and light it. Various people 

have their own different opinions about smoking cigarettes. 

While some people do not like the smell of cigarettes, as they 

think it is unhealthy, there is a possibility that some could think 

differently. For that, we wanted to seek for more opinions, 

especially from university students. We wanted to see how they 

think and react to seeing young people, especially teenagers, who 

smoke. We also wanted to know if university students would 

judge girls who smoke differently from guys who smoke. Hence, 

this 10 week intensive research aims to explore and study how 

university students think about teenagers smoking. To undertake 

this research, we randomly selected 100 students from various 

universities in Phnom Penh to participate in the study. Only those 

who are sufficient in English were able to participate in the 

questionnaire. The study found that students were likely to react 

negatively toward teenagers smoking. The majority of 

respondents mentioned that they were concerned about health 

and hygiene, and both genders were encouraged not to smoke.  

I. Introduction 

1. Background of the Study 

Since the past until now, most people have considered smoking as a bad habit 

which could damage health. Smoking doesn’t only damage the lungs of a 

smoker, but can destroy the body’s organs and systems as a whole. Despite 

these consequences, many people still cannot get over the smoking habit due 

to the addiction caused by the cigarettes (Jagadeesh, 2017). 

 

While smoking is bad enough to cause many physically impacts in adults, it 

is likely to cause even more impacts in teenagers who are very young and in 
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the state of growing to maturity. According to the National Institute on Drug 

Abuse and Prevention, teenagers who smoke may expect to have health-

related problems in their physical body throughout their whole lives 

(Mortensen, 2013) and they will be at a high risk to get other related diseases 

such as lung or stomach cancer (WHO, 2018). In addition to the physical 

consequences, teenagers might also face many social consequences as 

smoking will also grab the attention from those who hate smokers to criticize 

and place judgments on them. When seeing teenagers smoking, some people 

feel different and keep a distance from them to avoid causing any trouble with 

the teenagers. Some people think of teenagers who smoke as people who are 

likely to cause violence, trouble, and other offences at any time, and this 

stereotype has continued which makes it difficult for teenagers who are 

criticized by society.  

 

A lot of research has been done about adolescent smoking and teen behavior. 

The majority of the research is focused on measuring the number of smokers 

in schools, the parental control and negligence, and the number of teenagers 

who quit smoking (Khurshid, 2012). Many people also believe that unlike 

other drugs, smoking involves the participation of non-smokers. For example, 

if someone is shooting up heroine next to a person in a restaurant, they might 

not care. But if a person is smoking, they have to breathe it. And non-smokers 

don't want to be part of someone else's addiction (Mannion, 2000). This would 

contribute to more reasons why people have negative feelings toward 

teenagers who smoke. Though some teenagers smoke for reasons including 

peer, study, work, and family pressure, other people believe that teenagers 

should just enjoy their lives without smoking (Vaping Daily, n.d). 

 

2. Research Questions 

To conduct this research study, the following questions need to be 

addressed: 

 

1. What do university students think about teenagers who smoke? 

2. What could be the different opinions of University students about seeing 

Teenager girls who smoke and Teenager guys who smoke? 

3. What are the social consequences of teenagers who smoke? How do 

other people think or judge teenagers once they see teenagers smoke? 
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3. Research Objectives 

The objectives of this research are: 

 To evaluate and analyze how University students see the matter of 

smoking. 

 To study about the different treatment between both genders in terms 

of smoking. 

 To evaluate and analyze how people view teenagers smoking as and 

what could be the impact on smoking on teenagers, in accordance to 

what we have observed. 

 

4. Significance of the research study 

Because the current research studies mostly focus on the amount and 

percentage of teenager exposure, behavior, and engagement in smoking, there 

is only a small part of the surveys to be focused on the perspective and 

treatment of people toward the matter of smoking. 

 

Since smoking is one of the serious concerns which can disturb and affect the 

environment around, it is very important for us as researchers to study not only 

about the behavior and attitude of the smoker, but also to study about how the 

people around them react or judge them once they start to smoke. Another 

significant issue will be about the differences in both genders in terms of 

smoking. Compared to boys, girls are more likely to be judged by the society 

around them, and it can be even more sensitive when it comes to smoking. 

This study will help us to learn more about how different it is when it comes 

to the social consequences of teenaged boys and girls who smoke. At the end, 

this research study will serve as new knowledge in which we will be able to 

understand different perspectives from various university students in Phnom 

Penh. 

 

II. Literature Review 

1. Reasons that most likely cause teenagers to smoke 

“Smoking refers to the inhalation and exhalation of fumes from burning 

tobacco in cigars, cigarettes and pipes” (Celebden, 2012). Nearly all cases of 

first time tobacco use take place before a person finishes high school, 

according to the American Cancer Society (ACS). The younger people are 

when they begin to smoke, the more likely they will become adult smokers. 

The most obvious reasons as to why teenagers start smoking are known in 

several ways.  
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First, peers and the development of mutual habits play a very important part 

in making teenagers smoke. Teenagers may smoke because they think it's cool 

or their friends do it. Friends can be very convincing at getting other friends 

to smoke (SHAW, 2017). There are actions or activities practiced by an 

individual’s friends or social group that will influence the person to smoke. 

Basically, if the individual’s friends smoke, there is a high possibility that the 

person will begin the habit of smoking as well (Vaping Daily, n.d). Second, 

the media has a strong influence. Generally, the media portrays smoking as a 

fabulous and cool thing to do, as the celebrities or actors look cool while they 

are smoking. It is a common tendency for teenagers who wish to behave like 

their idols to engage in smoking as celebrities do it too. Third, having family 

members smoke, like a parent or older sibling, increases the chance for a 

teenager to start smoking. In most of the cases, families act as role models for 

the teenager. They will start forming their own perceptions about the world, 

once a child becomes a teenager. A teenager watches their parents or siblings 

smoke, and gives the message that smoking is not necessarily a bad thing 

(Jagadeesh, 2017). 

  

2. International perspectives on teenagers who Smoke 

Cigars are being lit up in every second in every part of the world. As smoking 

is seen as a way to release stress, it has become a great concern due the number 

of teenager smokers under the age of 18. Laws are made to protect and prevent 

teenagers not to smoke and even be secondhand smokers  (Wagner, n.d.). The 

European Commission has created several smoke-free regulations (EU, n.d) 

and many other international laws and treaties have adopted these regulations. 

These laws have focused on banning smoking in enclosed public places, on 

public transport, and in workplaces with only limited exceptions allowed (EU, 

n.d). 

 

Japan has encouraged smokers to reconsider about the effects of smoking as 

it is not only affects the individuals but the surroundings as well, which is 

called second hand smoke.  To prevent the impact of the smoke absorber to 

cause lung cancer, respiratory infections and asthma, Japan has designed 

private smoking areas where smokers can light up their cigars without 

releasing their smoke on other people. This law will officially be launched by 

2020. There has been an intense discussion about this, and it has resulted in a 

dramatic change in attitudes towards smoking in public places in Japan 

(Nikkan Spa, n.d). 
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The same situation is happening at the other parts of the world including 

Australia and the United States. In Australia, it is illegal to sell goods that look 

like cigarettes or in packaging that resembles a cigarette package. It includes 

candy or chocolate cigars or cigarettes, and mints in a packet that looks like a 

cigarette packet cigarette lighters (Smoking and the Law, n.d.) In the United 

States, many cities such as Boston have banned smoking, meaning the citizens 

are not allowed to smoke indoors in places such as workplaces as well as over 

700 bars, restaurants and nightclubs (Grace, 2003).  

 

The United States also have a concern with the smoking of cigars. Nearly 9 

out of 10 cigarette smokers first tried smoking by age 18, and 99% first tried 

smoking by age 26. “Each day, more than 3,200 youth aged 18 years or 

younger smoke their first cigarette, and an additional 2,100 youth and young 

adults become daily cigarette smokers. The Tobacco Control Act retailer 

provisions aim to stem youth smoking by restricting cigarette and smokeless 

tobacco retail sales to individuals younger than 18 years old and requiring 

proof of age to purchase tobacco products” (Reducing Tobacco-Related 

Cancer Incidence and Mortality: Workshop Summary., n.d.). Due to this 

implementation, the number of students smoking has declined dramatically. It 

has fallen from 35.4% in 1997 to 15.7% in 2013. Also, the number of 

teenagers smoking has reached even lower numbers in New York State, where 

it is currently 8.8% (A Teen Perspective on Smoking in New York City: Wins 

and Losses, 2016). 

 

3. Cambodian perspective on smoking 

Every year, Cambodia records about 10,000 tobacco-related deaths which 

makes smoking an issue to be concerned about (Khmer Times, 2015). 

Moreover, a survey has found that 12 percent of young Cambodians smoke 

cigarettes which means approximately 1 out of 10 Cambodian youth smokes 

(Phnom Penh Post, 2014). These statistics are concerning because it’s not just 

adults or the elderly who are smoking but we can see there is also a number 

of teenagers taking part in smoking. The Health Minister has expressed that 

he has wanted to introduce a ban on smoking at work and in public places, 

prohibit tobacco advertising, and stop the sponsorship and promotions by 

tobacco manufacturers (Khmer Times, 2017). However, Cambodian law bans 

smoking in public places including schools, hospitals, pagodas, museums, 

amusement parks, gyms and gas stations as well as the banning to sell the 

cigarettes to minors and pregnant women (Khmer Times, 2015).  
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An analysis of data from the Global Youth Tobacco Survey (GYTS) 

conducted in 2003 in Cambodia showed that 67.1% of males and 67.4% of 

females were being exposed to Environmental Tobacco Smoke (ETS). It is 

also reported that for teenagers who have one or both smoking parents had 

more than three times the odds of ETS exposure at home and were more likely 

to be exposed to ETS both at home and outside home if they had friends who 

smoke (Rudatsikira, E., Siziya, S., & Muula, A. S., 2010). The survey also 

concluded that there is an urgent need for specific measures, policies and 

regulations to protect nonsmoker Cambodian adolescents both within and 

outside home. In the same survey, it was reported that only 1% of girls in 

Cambodia and 7.9% of boys in Cambodian smoke which indicated that the 

number of Cambodian teenagers who smoke was still low. 

 

The other point is about the perspective of people towards teenage smokers.  

According to the report, there are about 60% of non-smokers in Cambodia say 

they are affected by smoking in their workplace and public areas (Khmer 

Time, 2015). The study on the smoking behavior “Survey in Cambodia” 

showed that only 4% of the respondents positively viewed young women 

smoking. Surprisingly, the percentage went up to 44% and 34.9% of the 

people age from 5-17 thinking that women who smoked would have a bad 

manners and would damage her health, while 50% of people age from 18-44 

would thought of it as bad manners. The study showed that younger people 

appeared to be less sensitive with smoking while men were less likely to 

consider it as negative as women (Ministry of Planning, 2006). The rise of 

smoking among women in comparison with men has been attributed to social 

disapproval of women who smoke and to women’s lower social and economic 

status, (WHO, 2011) 

 

III. Research Methodology 

1. Research design 
According to our research, we used questionnaires as our research tool 

because they help both the researcher and respondents in saving time and are 

easy to understand. They also help researchers analyze the data effectively. 

We used both quantitative and qualitative sections on our questionnaire, 

though we used quantitative data more because we wanted to generalize the 

overall ideas of the university students’ perspectives towards teenagers who 

smoke. We had two pages of questions and two sections. The first section 

allowed respondents to provide their background information such as age, sex, 

and university. The second section provided multiple choice questions and 

answers on how they thought about males and females who smoked. In the 



 
 

44 

 

same section, there is a scale to measure the students’ perspectives, and the 

choices range from strongly agree to strongly disagree. The last part of the 

second section is the open-ended questions which allow the respondents to 

justify their opinions to the questions. We conducted the questionnaire in 

English because English is easier to grab their attention and they can work on 

it better.  

 

2. Data collection and sample size 
Regarding to the sample size of the research paper, we passed out 100 

questionnaires. We randomly selected a few universities in Phnom Penh, 

including UC, Institute for Foreign Languages, Royal University of Phnom 

Penh, Institute of Technology of Cambodia, and a few others. The reason why 

we gave away 100 research questionnaires to several universities was because 

we wanted to generalize the diversity of ideas. We used non-probability 

sampling and chose convenience sampling to give the papers to the 

respondents. It was easy for us as the researchers and saved us time, and we 

didn’t have a set number of papers to give for each university.  

 

3. Data analysis 

After giving and collecting back all of the 100 research papers, we analyzed 

the data in Microsoft Excel. For the open-ended questions, we categorized 

them into four main parts about their perceptions on teenagers who smoke. 

We also calculated the mean of the scale and counted up our results, and then 

created graphs and charts.  

 

IV. Findings 

1. Personal Information 

Table 1: Percentage of both Gender Participants 

Gender Frequency (percentage) 

Male 42% (n=42) 

Female 58% (n=58) 
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Figure 1: Universities of participants. 

(UC=43%, Sec=11%, RUPP=27%, IFL=9%, Other=10%) 

 

For the first section of the questionnaire, we sought some background 

information of the respondents. As what shows in Table 1 and Figure 1, we 

can see the majority of the participants came from The University of 

Cambodia (43%) and RUPP (27%), while the remaining participants are from 

the other universities including foreign exchange students. Also, the different 

gap between the number of male and female participants is quite small, with 

a difference of only 8; this can help us to study about the differences between 

the opinions of both genders toward smoking. In addition, we also found that 

42% of the participants were aged from 16-19, 55% were from 20-24, while 

only 3% were older than 25. 36% of participants were studying in year 1, 15% 

studying in year 2, 30% studying in year 3, 17% studying in year 4, and the 

remaining are still in a preparation for the university or graduated. Moreover, 

respondents are from various majors including 17% in English Literature, 

16% in Bio-Engineering, 15% in International Relations, and other majors 

totaled 52%. 

 

1. Perspectives of students toward smoking 

1.1 Exposure to teenagers smoking 

 

Figure 2: How often students seeing Teenagers smoke. 
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According to the experiences of the respondents, 60% of the students said that 

they sometimes witnessed teenagers smoking. Only 12% of the students said 

they rarely saw teenagers smoke. These implied that teenagers smoking is 

quite common to take place in Phnom Penh. Hence, there is a huge possibility 

for students to be exposed to the environment of teenagers smoking. 

 

1.2 Genders opinions about Teenagers smoking 

  

 

 

 

 

 

Female Opinion about Smoking  Male Opinion about Smoking 

Figure 3: Both Genders react to Teenager Smoking. 

 

Before getting into further discussion, we studied on the differences between 

both genders reaction on teenagers smoking. Out of 58 Female students, 55 of 

them (approximately 95%) said they don’t like teenagers who smoke. On the 

other hand, 37 out of 42 Male students (approximately 88%) expressed that 

they don’t like teenagers who smoke. Five out of 37 male students 

(approximately 14%) said they were neutral about teenagers smoking. These 

two observations showed that males appear to be slightly less negative about 

this topic. 

 

1.3 Different treatment between both genders in terms of smoking 

  
How female students see teenager girls smoking / How male students see 

teenager girls smoking  

Figure 4: Both Genders opinions about Teenager girls Smoking. 
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Females: Dirty=45%, Uneducated=33%, Unhealthy=62%, 

Prostitute=7%,Looks Cool=3%, Other=5% 

Males:   Dirty=29%, Uneducated=33%, Unhealthy=60%, 

Prostitute=5%,Looks Cool=5%,Other=10% 

 

As we can easily notice in Figure 4, both genders share similar opinions 

towards girls who smoke. The majority of them agreed that girls who smoke 

appear to be unhealthy, with 36 out of 58 female students (approximately 

62%) and 25 out of 42 male students (approximately 60%). However, more 

females found girls who smoked to be “dirty” as compared to male students, 

with 26/58 female students (approximately 45%) and 12/42 male students 

(approximately 29%). 

 
How female students see teenager boys smoking  / How male students see 

teenager boys smoking  

Figure 5: Both Genders opinions about Teenager boys Smoking. 

Females: Dirty=34%, Uneducated=34%,Unhealthy=55%,   

Gangster=43%, Looks Cool=3%, Others=1% 

Males:  Dirty=29%, Uneducated=33%, Unhealthy=54%,  

Gangster=30%, Looks Cool=0%, Other=12% 

 

As Figure 5 points out, both gender share similar opinions towards boys who 

smoke. However, more female students see boys smoking as gangster as 

compared to male students, with 25/58 female students (approximately 43%) 

compared to 13/42 male students (approximately 30%). Surprisingly, none of 

the male students think boys looks cool when they smoke, and only 2/58 

female students (approximately 3%) think that boys looks cool when they 

smoke. 

0%
10%
20%
30%
40%
50%
60%



 
 

48 

 

0 20 40 60

Dirty

Uneducated

Unhealthy

Gangster

Looks cool

Other

  
How students see teenager girls smoking / How students see teenager boys 

smoking  

Figure 6: How both genders see Teenagers smoking as 

Students view Teenager girls as Dirty=38%, Uneducated=33%, 

Unhealthy=61%, 

Prostitute=6%, looks cool=4%, other=7% 

Students view Teenager boys as Dirty=32%, Uneducated=34%, 

Unhealthy=55%, Gangster=38 %, looks cool=2%, other=6% 

 

For Figure 6, we totaled all the number of all students’ opinions towards both 

genders smoking. It showed that students think both teenager boys and girls 

appear to be unhealthy if they smoke, with 61% believing that girls smoking 

is unhealthy compared to 55% of boys. Thus, there is a bit different treatment 

between both genders in terms of smoking. We can see that only 6% of 

students think that girls who smoke are prostitutes when they smoke, while 

38% of students think that teenager boys are gangsters if they smoke. Students 

from both gender shared similar opinions about other factors. 

 

1.4 Observation of university students’ statements on teenagers 

smoking 

Table 2: Students’ statements on teenagers smoking 

My opinions about teenagers who 

smoke  

1 2 3 4 5 

1. I want to make friends with 

them. 

49 25 21 02 03 

2. I think they are so cool. 55 37 05 02 01 

3. I see teenager boys as 

gangsters if they smoke. 

10 24 27 26 13 
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4. I see teenager girls as sex 

workers if they smoke. 

12 36 22 22 08 

5. I want to avoid them. 10 04 26 38 22 

6. I feel uncomfortable staying 

near teenagers who smoke. 

11 02 07 35 45 

7. I feel unhealthy staying near 

teenagers who smoke. 

11 05 02 33 49 

8. I hate having teenagers 

smoking in public places 

(restaurant, coffee shop, 

hospital, park, school…) 

08 05 07 26 54 

9. I would like to have a friend 

who smokes. 

52 28 16 02 02 

10. I think girls should smoke if 

they want. 

41 32 18 05 04 

11. I think teenagers should smoke 

if they want. 

44 34 17 03 02 

(1= strongly disagree, 2= disagree, 3= neutral, 4= agree, 5= strongly agree) 

 

The scales include both positive statements as well as negative statements so 

that respondents will not just cling to only a certain side of the scale. There 

were 3 statements which express positive opinions on teenagers smoking 

(statements 1, 2, 9). We can see that most of the opinions gather on the 

disagreement points which means that the majority of students disagree with 

the ideas. Also, there were two statements encouraging teenagers to smoke if 

they want (statements 10, 11), but there were just a few students agree on this. 

  

Statements 5, 6, 7, 8 briefly described about the students’ ideas on having 

teenagers smoking around them. The majority of students tended to agree or 

strongly agree, which implied that students are more likely not to welcome 

teenagers who smoke staying around them. On the other hand, for statements 

3 and 4, students were split. We can conclude that some students think of 

teenagers smoking as gangsters and sex workers while some would not have 

the same ideas. 
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1.5 Should teenagers smoke or not? 

 

 

  

 

 

 

 

 

 

 

Figure 7: University Student opinions on why Teenagers should not smoke 

 

According to Figure 7, based on the total survey, 82% of respondents think 

teenagers should not smoke as it could cause them to be unhealthy, while only 

a few respondents said it’s ok to smoke, and smoking could help them to 

release stresses. 31% of university students considered smoking to be 

inappropriate for teenagers. On the other hand, 15% of student think that 

teenagers smoking is a waste of money. However, we can see that only 10% 

student think that teenagers smoking would cause negative effects on their 

education. And the other 14% considered teenagers smoking could provide 

bad impacts in other ways. After all, we can observe that students care a lot 

about the health factor when it comes to smoking and the surrounding 

environment. 

 

1.6 How would other people in society think if they see teenagers 

smoke? 

 
Figure 8: How society would classify teenagers who smoke 
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From Figure 8, we asked students what could be the social judgments over 

teenagers who smoke, and what do they think people in society would view 

teenagers smoking as. The result came out as 74% of total students think 

people would view teenagers smoking as lower class and 44% of total students 

think people would view teenagers smoking as uneducated. This showed that 

the criticism over teenagers smoking act is very high, and smoking would also 

presents young people as bad and uneducated. Only 11% of students think 

people would view teenagers smoking as unhealthy, while 13% of students 

think people would care about smoking to effect teenagers’ lives and their 

future. This means that the people would give see teenagers as uneducated and 

lower class (people who have no proper job) rather than as being concerned 

about their health and other relevant factors. 

 

V. Discussion 

The purpose of this research study was to explore about the ideas of university 

students regarding teenagers who smoke on how they would judge or react to 

the smoking teenagers. Moreover, we wanted to see if there were any 

differences between the genders, if people would react differently when they 

see a boy smoke compare to when they see a girl smoke. Throughout the 

analysis, it came out that more than 90% students do not like teenagers who 

smoke [Figure 3]. Also, the male respondents were likely to react on smoking 

a bit less negative as compared to female respondents. [Figure 3] 

 

Similar to the Global Youth Tobacco Survey (GYTS) conducted in 2003 

which showed that 67.1% of males and 67.4% of females were being exposed 

to tobacco smoke environment (Rudatsikira et.al, 2010), our survey also found 

that up to 60% of respondents has agreed that they witnessed teenagers 

smoking sometimes [Figure 2].  On the same survey of GYTS, it showed that 

40-50% of people think women appeared to have bad manners if they smoke. 

Hence, if we take a look at our survey, it is also likely to show that students 

have negative reactions on teenager girls who smoke [Figure 4, Table 2]. 

Moreover, we found that both the survey of Smoking Behavior in Cambodia 

and our survey have similar answers to the factors that males appear to have 

less sensitive reactions toward smoking compared to females [Figures 4 & 5] 

.  

Additionally, our research finding illustrates that most of the reasons why 

students think negatively on the teenagers smoking issue are related to health 

and education [Figure 6, Table 2]. Most of the students said they feel 

uncomfortable and unhealthy staying near teenagers who smoke and they 
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would chose to avoid them [Table2]. Students also suggested that teenagers 

should not smoke as it is unhealthy and inappropriate [Figure 7]. Last, the 

survey showed us that both teenager boys and teenager girls got the same 

negative reaction if they smoke which justified that people would criticize and 

judge both genders the same way when it comes to smoking [Figure 6]. 

 

At the end, we asked the students how the other people would think of 

teenagers smoking. We found that 74% of the respondents considered 

teenagers who smoke as the lower class (gangs, night workers, drug-users, 

etc.) and 44% considered them as uneducated people [Figure 8]. All of these 

provide us evidence that people still have a negative opinion on teenagers who 

smoke, and that the topic is still very sensitive.   

 

VI. Conclusion and Recommendations 

This research study illustrates that most of the university students tend to think 

that smoking is a bad idea and they recommended that teenagers should not 

participate. We tried to seek for many reasons as to why students would not 

like teenagers to smoke and we found that most of the factors are due to the 

concerns over the health, as well as for the image of both boys and girls. 

People think they are way too young and it is not appropriate for young boys 

and girls to show the act of smoking or holding a cigarette. Moreover, students 

also expressed their concerns over the education of teenagers who smoked, 

saying that they were afraid smoking would cause teenagers to lose their 

concentration on studying. Along with the findings, we also noticed that most 

of the students do not react to the teenager girls as bad as prostitutes or sex 

workers even if they see them smoke. However, it is not enough to say that 

teenager girls smoking are acceptable in the society. The other relevant ideas 

suggested that people would not prefer to have teenagers smoking around 

them especially in a public places or even in a group of friends, according to 

the reasons that they would feel uncomfortable as well as unhealthy. 

 

After a detailed and critical study over the research sample by 100 

questionnaires from university students, we can know better of how people 

especially young adults (university students) have their own understandings 

and perspectives on the matter of smoking.  

 

We would likely to give a recommendation to the next researchers and 

scholars to do more of the updated research on the relevant topics related to 

teenagers and the smoking issue, either to focus more on the solutions to 

reduce the teenagers smoking or go into more detail about the factors that 
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influence teenagers to smoke. We believe that studying about this issue will 

be a great help and to reduce most of concerns of the teenagers in Cambodia 

in this modern society.   
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Abstract 

 

Angkor Beer is a famous Cambodian beer company that has 

grown in both popularity and sales. Over the past several years, 

it has changed how its use of advertising in order to grab a larger 

market share. This paper focuses on Angkor Beer builds images 

for the public with its commercial advertisement videos. We 

wanted to examine the thematic messages contained in their 

advertisements and noted the changes reflected over time. We 

then sought to develop guidelines to help television beer 

advertisers market effectively. We found that the majority of 

advertisements show adults being social and responsible, and 

they share, help, and support each other while enjoying 

celebrations with Angkor Beer. Videos have also transitioned 

from people enjoying parties in a club to showing more Khmer 

culture and using more celebrities as spokespersons.  

 

I. Introduction 

1. Background of the Study 

Beer is the oldest alcoholic drink in the world and one of the most popular 

beverages. The most modern beer is brewed with hops, wheat, and rice, which 

improves the quality of the beer and makes it taste better than before. New 

beer companies are coming up and increasing year by year all over the world. 

Angkor Beer Company in Cambodia is the oldest beer company in the 

country, and it was created by the Khmer government in the 1960s. It later 

received some funding and equipment from France in order to improve 

productivity.  

 

According to Sareth (2013), the beer industry in Cambodia has existed since 

the 20th century when Cambodia was under French control. Angkor Beer sold 

its first beer in 1963 and owns its own factory in Sihanoukville province. 
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Sareth (2013) also remarked that the national brand product went bankrupt 

and collapsed in the 1970s during the Lon Nol regime.  During the 1970s to 

1980s, no company could market or produce beer because of conflict. In 1991, 

an Australian company expressed interest in Angkor Beer’s industry but they 

cancelled the agreement due to instability In Cambodia. After the UN election 

(UNTAC), 1993, Angkor Beer Company appeared again, they also change 

their logo using Cambodia’s flag and iconic Angkor temple. In 2007, Angkor 

Beer Company launched Anger beer and Bayon Beer, which were produced 

800,000 hectoliters which is equal 250,000,000 cans, in Cambodia and 

exported it to other countries including European countries, Japan, Australia, 

and the United States. Angkor Beer was also popular in Cambodia in several 

other countries as well.  

 

Presently, Angkor beer is a national product. The company diversified into 

other product lines that include Klang Beer, Bayon Beer, Angkor Beer Extra 

Stout and Black Panther Premium Stout. There are seven Angkor beer TV 

commercials video from the past until now, which use a pattern of image 

building in their TV advertisements.  

 

2. Statement of the problem 

The main aim of this study was to analyze the image building and public 

messages for the Angkor Beer television advertisements. Specifically, it 

aimed to answer the following several questions: 

 

1. What thematic messages are contained in Angkor Beer advertisements at 

promoting Angkor Beer’s image? 

2. What changes are reflected in the Angkor Beer advertisement messages 

related to image building over time? 

3. What guidelines can be developed as a guide for designing television 

beer advertisements? 

3. Theoretical/Conceptual Framework 

This study was guided by the theory of corporate image and communication 

theory. 

Corporate Image Theory 

Corporate image is the net result of the interaction of all the 

experiences, beliefs, feelings, knowledge and impressions that people have 

about a company (Bevis 1967, quoted by Bernstein 1984). Angkor Beer 

Company so far has created slogans and songs to gain trust from the 

Cambodian people by showing its sympathetic ideals toward the virtue of the 
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nation. Nevertheless, taking part in social responsibility such as “Angkor 

Sangkran” is also part of the recognition from the public.  

 

Following this theory, it was used as a guide to research the recognition of 

Angkor Beer in the society and the situation of Angkor Beer and its choice of 

selection in consumption. 

 

Communication Theory 

Harold Lasswel (1948) argued that persuasion and propaganda tend to 

conform to the transmission models of communication, including who says; 

says what; which channel; to whom; and to what effect. This theory used as a 

reference in this work and studying on how Angkor Beer does their 

commercial videos on TV, how it views its conceptual work in Cambodian 

society, and how we can predict future concepts. 

  

4. Paradigm of study 

 

 

 

 

 

 

 

II. Literature Review 
TV advertisements is one of the popular styles of advertisements in Cambodia, 

as television remains one of the most commonly used media platforms. People 

can watch TV whenever they have free time or while they eat. According to a 

UNDP survey (2014), almost three-quarters (72%) of youth in Cambodia 

reported to have access to a TV. The majority of young people watch TV at 

least once a day. Among young people who had TV access, 70% said they 

watched TV every day, a further 16% watched it at least once every two or 

three days and just 8% of youth watched TV less than once a week. Younger 

youth (aged 15-19), women and youth in urban areas are all more likely than 

average to watch television everyday (73%, 73% and 85% respectively). Two-
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thirds of young people (67%) reported watching TV every day of the week, 

but of those who only watched TV at certain times of the week Saturday. 
 

There are many kinds of TV viewers and many beer companies try to target 

their product through television in order to get more customers (Argenti & 

Forman, 2002, p. 4). The theory of corporate communication is a key factor 

for the success of an organization. By corporate communication we mean the 

corporation’s voice and the images it projects of itself. 

 

According to Argenti and Forman (2002, p.4), “corporate reputation, 

corporate advertising and advocacy, employee communications, investor 

relations, government relations, media management, and crisis 

communications” are part of corporate communication. Through Angkor beer 

advertisements on TV, they are trying to promote the product to be closer to 

the customer. They include with many things to make it more interesting for 

the customer by focusing on music which is a nexus to connect people. 

Especially, they use original music that belongs to the country and persuades 

them to enjoy Angkor beer every Khmer celebration such as Khmer New 

Year, Water Festival, and Chinese New Year. They say let’s take this time to 

strengthen bonds, reaffirm our sense of community and celebrate as one 

country with Cambodia’s most loved beer! Furthermore, Angkor Beer is now 

a part of the National Olympic Committee of Cambodia, to support the 

national athletes in the Southeast Asian Games as we rallied the nation to cheer 

them on.  

 

Argenti & Forman (2002) states, “Corporate Communication is the processes 

a company uses to communicate all its messages to key constituencies” 

Consequently, one of the main tasks of corporate communication is to create 

a positive relationship with the organization’s stakeholders.  

 

The Phnom Penh Post (2017) states that Beer advertising is one of the fastest 

growing advertising markets in Cambodia. Television advertising by beer 

companies in Cambodia rose by 19 percent in 2016 to hit $3.3 million, the 

amount that local breweries and distributors actually spend on media 

placements is subject to widely varying estimates. In the same article, Chhe 

LimSreng, a marketing manager for one of Cambodia’s largest television 

stations, said that “beer has the largest advertising budget of any consumer 

product in the Kingdom” and the most advertised brand in 2016 in terms of 

commercial spots was Ganzberg beer at 57,117 representing and 28 percent 

share of television advertising, followed by Cambodia beer with 34,947 spots, 
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and Angkor Beer. Im Sothearith, Director of Communications of Khmer 

Beverages Ltd, said “the company alone spends nearly $10 million a year, 

with not all of it going into traditional advertising channels. For just our 

corporate social responsibility budget, we spend nearly $1 million a year.” 

 

III. Design and Methodology 

1. Research Design and Methodology 

In this paper, we used a qualitative approach and content analysis to analyze 

our data. Qualitative research is primarily exploratory research and it is used 

to gain an understanding of underlying reason, opinion, and motivation and 

provide the insights into the problem or help to develop ideas or hypotheses 

for potential qualitative research (DeFranzo, 2011).  

 

Content analysis is a research technique used to make replicable and valid 

reference by interpreting and coding textual material. In our analysis, we took 

notes on seven commercials and studied their expressions, points of views, 

body language, symbols, and other messages.  

               

2. Material of Study 

Angkor Beer is the company that has been in production since 1992. Some of 

their activities show that they are a part of Khmer people that can share love, 

happiness and communication. As the tools for studying our project, we chose 

to study seven commercial videos that show information of background to 

understand Angkor beer advertisements and concepts and show their 

activities, images, messages and quality of products. All seven television 

commercial videos were included: Khmer Heart, My Country My Beer, 

Brothers, Angkor Beer Wedding, Pass on the Good, Our Country Our Beer, 

Our Festival Our Celebration. We then used content analysis to evaluate the 

images and the building messages of Angkor Beer. 

      

3. Data Gathering Procedure 

As Angkor Beer has been in operation for several years, they have many 

commercial videos and advertisements. So then we took the following steps:  

1. Selected seven commercial videos of Angkor Beer from YouTube 

2. Conducted interviews with 10 beer consumers about Angkor Beer’s 

advertisements 

3. Analyzed the seven commercial videos based on content analysis 
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4. Treatment of Data 

The data gathered were classified, tallied, tabulated and reviewed. The results 

of the seven video commercials had been compared, which would lead to a 

development of Angkor Beer’s commercials videos in the future on purpose 

of building its image to the society. 

 

IV. Presentation, Analysis, and Interpretation of Data 

This chapter presents the data collected from the seven commercial videos of 

Angkor Beer advertisement from YouTube. It includes an analysis of the 

tabulated data and their interpretation after statistical treatment was done. 

Generally, this study attempted to determine the reflection of the messages of 

Angkor Beer advertisements and what guidelines can be developed as guide 

for designing television beer advertisements, specifically the degree of the 

thematic image of Angkor Beer which developed as the pride of Cambodia’s 

people.  

 

1. Degree of Thematic Messages in Advertising and Promoting Angkor 

Beer’s Image 

The first specific problem of this undertaking focused on the degree of the 

theme image of Angkor Beer’s advertisement in the seven commercial videos 

and to figure the ways it works on promoting its image. 

 

2. Seven Videos  

Table 1 lists and differentiates the theme image of the seven commercial 

videos. It also shows that all seven videos appeal to the emotions of the 

audience by showing people in the state of helping each other and supporting 

each other. Khmer people are assisting Khmer people and are proud of their 

culture.  
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Table 1: Video, subjects, and themes of the commercials 

 

The results proves that the image building in the seven videos of Angkor Beer 

advertisement generated positive feelings in people. In the very first video 

advertisement of Angkor Beer in 2011, a group of three adults are driving in 

a car and cut off the engine when they see a tuk-tuk stuck in the mud. They 

get out of the car and push it out of the mud and a split second later, they arrive 

at a beer garden and pump their fists on their chest as a sign of showing 

“Besdoung Khmer” (Khmer Heart). They order beers and sing music to 

release stress and enjoy the party together because we are all Khmer. The 

Videos Subjects Themes 

My Country My 

Beer (Sep, 2008) 

Joy of celebrations and 

friendships 

People dancing and drinking 

Angkor Beer with a smile on 

their face. 

Khmer Heart 

(Sep, 2011) 

Values of friendship, 

helping and sharing 

Khmer people support and 

are considerate toward each 

other and connect to each 

other by Angkor Beer. 

Brothers 

(June,2014) 

The significance of 

bonds and friendships 

Four brothers sharing an 

upset moment with one 

another as Angkor Beer as 

the supporter. 

Angkor Beer 

Wedding 

(Feb, 2015) 

Your gut is required to 

pursue happiness 

A brave man chasing his 

happiness and celebrating it 

with Angkor Beer. 

Pass of the good 

(Apr, 2016) 

Values of friendship, 

helping and sharing 

Khmer people supporting 

and being considerate 

toward each other and 

connecting to each other by 

Angkor Beer. 

Our Country Our 

Beer 

(Mar,2017) 

The proudness of one 

nation, one heritage 

and one culture 

The pride of Angkor Wat, 

Khmer people and culture. 

Our Festival Our 

Celebration 

(Apr,17) 

The unmeasurable 

occasion that brings 

family together 

The feeling that hard work 

pays off with the unity of 

family and celebrating it 

with Angkor Beer. 
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video shows recognition and admiration that makes Cambodian people feel 

proud along with a strong bond of friendship between Khmer people and 

Angkor Beer. To promote its image, they also use this theme of “Proud to be 

a Cambodian” in the 6th advertisement of Angkor Beer which mentions the 

pride of our heritage by showcasing Angkor Wat and showing traditional 

games in which foreigners call tug of war, where two groups of Cambodian 

adults pull each other in traditional clothes. They are celebrating near a pagoda 

and have a memorable slogan of “Our Country, Our Beer.” This also raises 

awareness of the Besdoung Khmer whenever they make a purchase, which is 

similar to Zinkhan, Ganesh, Jaju, Hayes (2001). Corporate images are 

selectively perceived mental pictures of an organization. The sum total of 

these perceived characteristics of the corporation is what we refer to as the 

“corporate image.” 

 

The seven commercial videos of Angkor Beer have a social approach and 

generate positive feelings by showing joyous moments in life, as well as 

cooperation, friendship, camaraderie, and happiness in the moment.  They also 

create a strong ethical environment between Khmer to Khmer and a proudness 

in being Khmer. While almost all of the videos are produced well, only a few 

of them are really effective and memorable. After conducting ten interviews 

with beer consumers, “nine out of ten recognized Angkor Beer’s 

advertisement as the best advertisement in the brewery industry because of the 

theme song (Khmer Heart);” which corroborate with Huron and David’s 

(1989) statement that music serves the function of making a product more 

memorable to viewers, as it is known to "linger in the listeners mind." Thus, 

the data shows that Angkor Beer commercials were both well-made and 

effective for promoting Angkor Beer’s image to the public.  

 

3. The Changes that are Reflected in Angkor Beer’s Advertisement 

Messages On Image Building 

Table 2. Videos Comparison table 

Videos Message Image 

 1. My Country 

My Beer (Sep, 

2008) 

People dancing and drinking 

Angkor Beer with a smile on 

their face. 

 

Show off their lifestyle 

while drinking Angkor 

beer 

 

 2. Khmer Heart 

(Sep, 2011) 

Khmer people support and 

are considerate toward each 

 

Khmer’s behavior and 
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other and connect to each 

other by Angkor Beer. 

morality which 

supports and connects 

to others 

 3. Brothers 

(June, 2014) 

Four brothers sharing an 

upset moment with one 

another as Angkor Beer as 

the supporter. 

Inside of Friendship 

 4. Angkor Beer 

Wedding (Feb, 

2015) 

A brave man chasing his 

happiness and celebrating it 

with Angkor Beer. 

The pursuit of 

happiness 

 5. Pass of the 

goods(Apr, 2016) 

Khmer people supporting 

and being considerate 

toward each other and 

connecting to each other by 

Angkor Beer. 

Khmer’s behavior and 

morality which 

supports and connects 

to others 

 6. Our Country 

Our Beer (Mar, 

2017) 

The pride of Angkor Wat, 

Khmer people and culture. 

Show off one’s 

national pride and 

living style 

 

 7. Our Festival 

Our Celebration 

(Apr, 2017) 

The feeling that hard work 

pays off with the unity of 

family and celebrating it 

with Angkor Beer. 

 

The enjoyment of 

family time, and to 

celebrate it with 

Angkor Beer 

 

 

The Angkor beer advertisement messages and images building have changed 

over time, since 2008 to 2017. The changing of the images and messages is 

due to getting more people involved in the company by providing quality 

products and services, which generate positive feelings from people to the 

produce and establishes a good relationship with the consumer. The images 

produced through the television advertisements make the public aware of 

Angkor Beer Company’s reputation and helps them become innovators and 

leaders. Angkor Beer Company used images that relate well with consumers 

to show off the lifestyles of people in Cambodia while drinking Angkor Beer 

products. In the ad “My Country, My Beer” in September 2008, the adults 

enjoy dancing and drinking Angkor beer in the pub which generates positive 

feelings in the people with their products because the people in the video seem 

to be very happy based on the smiles on their faces while they drink Angkor 
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beer. There are also two popular Cambodian singers, Preap Sovath and 

Chhorn Sovannareach, which attracts the audience.  

 

The company has moved the image to Khmer people’s behavior and morality 

as being supportive, such as in Besdoung Khmer in September 2011 which 

illustrated Khmer people’s support and consideration towards each other, 

which strengthens the connections. As mentioned earlier, this advertisement 

focused on cooperation and helping others in need before enjoying drinking 

an Angkor Beer in the pub together.  

 

By 2014, the television ads changed the image to friendship, as shown in 

“Brothers.” It showed one man who was upset because of love and he spent 

time together with his friend to share his sadness and drank Angkor Beer. 

Afterwards, his girlfriend came and he was very happy and they all cheered 

up together with Angkor Beer. The reflection of this image is that people can 

enjoy both happy and sad times with Angkor Beer, which can generate more 

positive feelings for the customers.  

 

In 2015, the image changed to the pursuit of happiness in the advertisement 

“Angkor Beer Wedding” which focused on confessing one’s true love and 

keeping love long-lasting, as well as enjoying a party with Angkor beer. This 

message is also considered to be ethical as the company that makes the beer 

stresses that it’s for adults and not children, as the advertisement shows the 

young man not drinking until he became an adult and marrying the girl he 

loved and cheering with his guests.  

 

In 2016, the image changed to a previous one (Khmer behavior and morality 

as to be supportive and connective) but in a different title, “Pass on the Good.” 

This video showed people doing good things and helping each other. The 

company was included with helping each other in society as social 

responsibility, stressing that everyone should improve the morality in society 

and the art of sharing and joining together.  

“Our Country, Our Beer” was created in March 2017 which highlighted the 

pride of the nation, its rich culture, and Angkor Wat temple. Then, the slogan 

also makes people proud because it brings up these strong symbols. The 

commercial showed off Cambodian culture by showing the national brand 

names and quality products, and it creates a strong sense of connection.  

 

The last image change was later in 2017 called “Our Festival, Our 

Celebration” which was about enjoying one’s family in celebration with 
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Angkor Beer. This highlighted the time families spend together during 

festivals, like when a man who left his homeland to work in the city and can 

return home to the rural areas. It shows a strong sense of culture and family 

and then everyone can enjoy together because they are all reunited.  

 

The images of Angkor Beer advertisement have changed and reflects the 

company’s corporate reputation over time. As the images helped build the 

relationship with the public, they also were able to send different images to 

the public from 2008-2017. The company overwhelmingly generated positive 

feelings in people, built relationships with consumers and its products and 

services, helped its reputation, and strengthened its brand name by relating 

national pride and Cambodian people’s behavior.  

 

4. Guidelines for Television Commercial Development 

Table 3. Key Observations 

Videos Key Observations 

1. My Country 

My Beer (Sep, 

2008) 

 Content (Theme): People get happy with music and 

they will get even happier when they have Angkor 

Beer  

Settings (Background): People dancing and drinking 

Angkor Beer at a beer garden. 

Characters: a group of people enjoying their party. 

Video Length: 0.47mn 

2. Khmer Heart 

(Sep,2011) 

Content (Theme): We are understanding and helpful 

because we are Khmer. 

Settings (Background): People are happy to help each 

other when someone needs help. They can relax and 

enjoy to drink Angkor Beer with each other. 

Characters: They are happy to share and help with 

each other for what they have. 

Video Length:1mn 

 

3. Brothers 

(June,2014) 

Content (Theme): We can be happy or sad, but we are 

together. 

Settings (Background): Four brothers sharing an upset 

moment with one another with Angkor Beer. 

Characters: The relationship among four brothers is 

about understanding each other when one of them is 

unhappy. 

Video Length: 1mn 
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4. Angkor Beer 

Wedding 

(Feb,2015) 

Content (Theme): Be brave because we have the same 

Khmer heart. 

Settings (Background): Being brave man chasing what 

he loves and celebrate it with Angkor Beer. 

Characters: love relationship  

Video Length: 0.46mn 

5. Pass of the 

goods 

(Apr,2016) 

Content (Theme): Be helpful, happy and move 

forward together. 

Settings (Background): People feeling free to help 

each other and be considerate toward each other and 

connect to each other by Angkor Beer. 

Characters: Happy to help each other in whatever 

situation 

Video Length: 1:14mn 

6. Our Country 

Our Beer 

(Mar,2017) 

Content (Theme): The heritage, culture of Khmer 

nation and the generosity of the Khmer nation. 

Settings (Background): Be proud of being Cambodian, 

your heritage, the Khmer nation and culture and 

Cambodia products, including Angkor beer. 

Characters: They are showing that being a Khmer 

nation, we must love and take care of each other. 

Video Length: 0.51mn 

7. Our Festival 

Our Celebration 

(Apr,2017) 

Content (Theme): Hard work will pay off. 

Settings (Background): The hard working family 

reunites happily and celebrates it with Angkor Beer. 

Characters: He is a hard worker and he get back the 

happiness for his family. 

Video Length:1mn 

 

Table 3 shows the content, setting, characters, and video lengths of the seven 

commercials. Most of them discuss the Khmer nation’s emotional feelings and 

attitudes. They also focus on the willingness to help each other, both in good 

and bad situations. We are all together and moving forward together. All of 

this helps with the company to achieve its objectives and goals.  

 

These results show the focus of Angkor Beer’s advertisements. There are three 

theories that can help explain what’s happening, namely signaling theory, 

strategy theory, and the resource-based value theory. According to signaling 

theory (Smith, Smith, & Wang, 2010, Walker, 2010) “reputation can be 

thought of as an informative sign about the organization’s likely behavior and 
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quality performance.” It can improve the consumer’s perception. From the 

advertisements, it looks like Angkor Beer Company is a socially responsible 

company that contributes to society and is involved in social improvement. It 

also projects the image that it has good products and services and stands 

behind these with good prices and good quality that meets consumer’s needs 

and demands. It also seems to be a company that relates well with consumers 

(customer orientation) and treats its customers courteously by communicating 

with them effectively, while generating positive feelings, respect, and 

confidence. The company projects a good workplace environment, and it 

seems that it is an ethical company that obeys the laws, treats its employees 

well, and practices social responsibility to benefit society and the 

environment. All of these increases the public’s confidence in the 

organization’s products and services and enhances trust in the organization’s 

performance.   

 

All of the above should naturally and logically lead organizations to consider 

how the company can manage its reputation to improve the consumers’ 

perception of the quality of its products and services which allow them to 

charge premium prices and increase sales. Preble (2005) discusses the strategy 

for managing corporate reputations. “Reputation management has been 

described as a more active, centralized, focused and scientific approach to 

communicating with stakeholders.” Angkor Beer Company has good products 

and services for the customers, and it’s very popular in Cambodia. It has been 

able to generate positive feelings and motivate their customers by using music 

and using themes such as Khmer helping Khmer, pride of the Khmer nation, 

drinking and enjoying together, assisting those in need, and drinking beer that 

leads to happiness. Moreover, the leadership and innovation in this company 

are good in that they always try to make customers love their nations and help 

each other.  

 

With these elements of analysis considered, an organization can determine 

whether it needs to reinforce its current position or work on the alignment of 

the aforementioned aspects vision, culture and image. The corporate 

reputation of an organization is now considered a key variable in improving 

the organization’s attractiveness and its capacity for retention of both clients 

and investors. This will define the organization’s strategic intent and allow for 

the development and implementation of a specific reputational strategy 

(Bahamonde, Bellindo, and Feldman, 2013). 
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5. Using Social Responsibility in Angkor Beer Company’s 

Advertisements 

So far, this researched has focused on Angkor Beer’s use of friendship, social 

admiration, and Khmer pride to create persuasive advertisements for the 

Cambodian people. However, Angkor Beer has not yet influenced the ideas of 

Cambodian people by engaging in social responsibility practices. From 

donating blood to distributing helmets, Angkor Beer could allow people to 

recognize them in a different way and show them that they are more than just 

a beer company. For example, they could have pictures of groups of Ankgor 

Beer employees wearing a red-shirt with their logo and donating bloods and 

helmets, all smiling and saying “Angkor Beer for Cambodians.”  

 

Table 4: Guidelines for a commercial 

 

Table 4 shows these objectives and guidelines in detail, as one possible 

suggestion for Angkor Beer Company. They have created many 

advertisements that generate positive feelings, but they have never once used 

an advertisement that showcases social responsibility. This could help 

persuade the audience in its image as Angkor Beer and avoid any social issues 

as a beer enterprise.  

Area Objective Guideline 

Content (Theme) 

Angkor Beer’s 

staff donate blood 

and distribute 

helmets to riders. 

Creating a scene of Social 

Responsibility. Slogan “Do not 

drive when you are drunk.” 

Settings 

(Background) 

Angkor Beer’s 

staff wear 

company T-shirts 

donating blood 

with a smile and 

say “Angkor Beer 

for Cambodians” 

To create a persuasive 

advertisement on believing in 

Angkor Beer and to avoid 

public issues as a beer 

company. 

Characters 

Angkor Beer staff 

who are 

concerned with 

the public and 

society. 

Video Length 1m 
Advertisement on TVs 

supposed to be 1m or less 
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V. Summary, Conclusion, and Recommendations 

1.    Summary 

Based on the data presented, analyzed and interpreted, the following are the 

findings of the study; 

 The majority of the Angkor Beer advertisement videos show adults 

who are being social and responsible, and are sharing, helping, and 

supporting each other while enjoying the celebrations with Angkor 

Beer.  

 The majority of Angkor Beer advertisement videos in ten years has 

transitioned from people enjoying the party in a club and dancing 

and celebrating with Angkor Beer to having a popular celebrity 

singing a song (in Besdoung Khmer) with the image of Cambodian 

people sharing and being supportive to one another as the song 

describes because we are Khmer.  

 The majority of the videos that Angkor Beer had did a great job on 

creating positive images by exposing the positive emotions towards 

its audience, but those images are from Khmer people to Khmer 

people and from the individual to society which proved the lack of 

connection between the company to society and to people.  

 

2.    Conclusion 

In the light of the aforementioned findings, the study highlighted the following 

conclusions: 

1. All seven videos created an image to generate positive feelings from the 

audience by showing admiration towards society among Khmer people.  

2. From the advertisements, the Angkor Beer advertisements do a great job 

on brand recognition and really burn the image of Besdoung Khmer into 

the audience, and thus the image of the company has slightly changed.  

3. However, there is a lack of connection between Angkor Beer Company 

to the audience with respect to social responsibility.  

 

3.    Recommendations 

Based on the conclusions above, this study would recommend the following: 

1. Angkor Beer Company should create a new advertisement that 

encourages people to not drink alcohol and drive.   

2. To all the stakeholders in the brewery industry, create the images in 

commercial videos by implying the supportiveness of each other in 

activities. For instance, a blood donation from Angkor Beer’s staff and a 

slogan could be very persuasive.  
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3. For students doing research in public relations, select a variety of 

commercial videos that have aired on TV and study them carefully 

before you start your research so that you have a better understanding of 

what exactly you want. 
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Abstract 

 

Volunteer work is one way in which citizens can improve lives 

and strengthen communities (Kazhoyan, 2017). Many young 

adults, especially university students, participate in volunteer 

work to bring positive changes to society. Therefore, we 

conducted research to identify the perspectives of The University 

of Cambodia (UC) students on the factors motivating them to do 

volunteer work and to ascertain the impacts of volunteer work to 

see whether it has advantages or drawbacks to them. To achieve 

these two objectives, a quantitative approach was used, and then 

a questionnaire was designed as a tool to answer research 

questions. Our sample size was 100 respondents, who were 

selected through convenience sampling. The findings indicated 

that UC students decided to volunteer because of intrinsic 

motivation, extrinsic motivation as well as self-focus factors. 

There was no difference between those who used to volunteer and 

those who never volunteer in terms of perspectives on 

volunteering in general. Also, there were both positive and 

negative impacts of volunteer work on university students, though 

respondents answered that impacts are likely to be positive rather 

than negative. In terms of recommendations, we suggest the next 

researchers enlarge the sample size, and we encourage employers, 

schools, families and society to promote volunteering due to its 

positive impacts. Additionally, volunteers themselves should 

have good time management so that they can prevent negative 

impacts of volunteer work while studying.  
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I. Introduction 

1. Background of Study 

The youth are considered to be a main mechanism for bringing positive 

societal changes, especially in developing society. Youths can contribute to 

societal development in diverse means such as becoming productive human 

capital, preserving public interest as much as they can, and doing volunteer 

work for instance. Therefore, volunteer work is labeled as an important 

component for the development of any society which everyone can contribute 

to (BACTER & MARC, 2016). It is a simple task which everyone can do and 

it is seen as a minor task, but it can result in long term impacts.  Elizabeth 

Andrew stated that ‘‘Volunteers do not necessarily have time, but they just 

have a heart.” People can contribute to their community as much as they can 

when they use their hearts to live and belong to the community. They offer to 

do volunteer work by their own will regardless of being unpaid and having 

any constraints (Haefliger & Hug, 2009, p. 3). Citizens of all ages can be 

volunteers in various fields if they desire to. Regardless of being unpaid, 

citizens still pursue doing volunteering without hesitation. Prilleltensky et al. 

(2001) state that volunteer work can increase psychological and social well-

being and their sense of belonging as citizens in society. Therefore, not only 

does volunteer work impact personal development and well-being, but also 

society as a whole.  

 

Due to the increase of volunteer work globally and nationally, especially in 

Cambodia, many young adults like to devote their time to volunteer in many 

various fields which they are interested or specialized in. Among young 

adults, college students are more likely to volunteer rather than other ages 

because they have much time and are far-sighted people. Comparing college 

students to non-college students, the number of college students who 

volunteer are more than twice (Kirby, Marcelo, & Kawashima-Ginsberg, 

2009). Therefore, this hypothesis has become our targeted topic for this 

research methodology course because our group has ascertained this 

currently-popular trend among university students in Cambodia, particularly 

The University of Cambodia students.  

2. Problem Statement 

Currently, students in both developed and developing countries love to do 

volunteer work. Along with many volunteer programs provided to students, it 

enables them to undergo many diverse experiences. Despite the increase of 

doing volunteer work nationally and internationally, the research on volunteer 

work has only been done in many Western countries; however, not much 
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research has been conducted in Cambodia’s context regarding this. As a result, 

our team has identified this gap and aims to figure out the factors pushing 

university students, specifically UC students, to do volunteer work. 

Additionally, not many research studies conducted in Cambodia have 

ascertained those volunteer impacts on university students whether they result 

in positive or negative effects. This research paper will be conducted to fill in 

these two gaps mentioned above.   

3. Research Questions 

To conduct this research study, there are two research questions needed to be 

addressed:  

1. What are the factors that motivate University of Cambodia (UC) 

students to do volunteer work? 

2. How do University of Cambodia (UC) students think about what are 

impacts of volunteer work? 

 

4. Research Objectives 

The objectives of this research paper are:  

1. To identify the factors that urge The University of Cambodia students to 

do volunteering work 

2. To ascertain the possible impacts of volunteer work on The University 

of Cambodia (UC) students 

 

5. Limitations / Scope  

This research paper has been undertaken with the scope of 100 respondents 

who are students in The University of Cambodia. Due to time constraints and 

limited resources, our team was not able to have a larger sample size than this. 

However, within these 100 respondents, we are committed to producing 

results and findings as accurately as possible so that we can make 

generalizations about our topic among The University of Cambodia.  

II. Literature Review 

1. Definition of Volunteer Work  

Mowen and Sujan (2005) state that volunteer work is described as activities 

done by those who are dedicated to help other people without expecting to get 

any benefits back for the purpose of reaching the well-being of the people in 

the community. Similarly, Clary et al., (1998), Finkelstien (2009), and Penner, 

(2002) write that volunteerism is not only seen as activities to better the well-

being of others, but also seen as actions to help others without being paid. 

Besides helping others and being unpaid, volunteers refer to people who are 
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able to spare their time to get involved in the community service and to obtain 

greater opportunities (Clary, Snyder, and Ridge, 1998, p. 1517). People who 

do volunteer work are expecting nothing in return (United Nation volunteer, 

2011), but are recognized by the community for the work they do (Farmer & 

Fedor, 1999). Furthermore, “volunteer work is the investment of personal 

time, effort and skills used to perform services or activities for the well-being 

of other persons or for common good without the existence of monetary 

payment or any other kind of material gain for the performed volunteering’’  

(Ribarić, Dadić, & Nađ , 2014). ‘Volunteer work can be categorized into four 

ways, namely mutual aid or self-help, philanthropy or service to others, civic 

participation, and advocacy or campaigning” (as cited in Shah et al, 2015, p. 

52). Additionally, volunteer work facilitates many nonprofit organizations 

which rely largely on the workforce because volunteers help engage more 

social community programs effectively (Tomkovick, Chuck, Scott, LaNette, 

and Theresa, 2008). Particularly, Clary et al., (1998) divided volunteers into 

two categories, firstly to those who do volunteer work to fulfill the goal, and 

secondly who perform the activities for psychological motives.  

2. Factors Motivating Youths to Volunteer 

2.1 Intrinsic Motivation 

Frisch & Gerrard (1981) states that one of the motives which urges volunteers 

to work is egoism. It comes from own internally driven motivation. They also 

address that volunteers are driven by altruistic motives.  Additionally, intrinsic 

motives include altruism, helping others, the need for involvement, desire for 

personal development, and obtaining new knowledge (BACTER & MARC, 

2016), (Braime & Ruohonen, 2011), and (Ribarić, Dadić, & Nađ , 2014). The 

commitment to help other people can change their society (Astin & Sax, 1998 

p. 255 - p. 256) and it is to achieve true humanitarian goals (Stefaroi, 2013, p. 

143).   Also, Petru Stefaroi emphasizes that volunteers are not only motivated 

by personal development solely, but also flexibility, creativity, and tolerance.  

Students join volunteer work in order to work with new people, to strengthen 

their studies, and to fulfill their social responsibility (Astin & Sax, 1998). 

Furthermore, Clary et al. (1998) states through the protective function, 

volunteers do the job because they want to protect themselves from their own 

problems. 

2.2 Extrinsic Motivation  

Extrinsic motivations include social norms, professional development, 

acquired work experience, the possibility to meet people with similar interests, 

social network building with other volunteers, the image of volunteers within 

a community, the growth of unemployment of young and no job experience 
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(BACTER & MARC, 2016) and (Ribarić, Dadić, & Nađ , 2014). For the sake 

of devoting time, volunteers want to be employed since volunteer work offers 

them career-related advantages (CMPS, 2013) and increases their 

employability (Braime & Ruohonen, 2011). According to Clary et al. (1998), 

through the social functions, volunteers do the job in order to get social 

interaction and deepen their relationships with others in order to build 

networking among surrounding people.  

2.3 Self-Focus 

Besides intrinsic and extrinsic motives, some volunteers are encouraged by 

the self-focus factor. Brominick et al (2012) states that self-focus refers to 

personal rewards. Volunteers have self-satisfaction and spiritual satisfaction, 

which come from their inner mind (BACTER & MARC, 2016) and (Ribarić, 

Dadić, & Nađ , 2014). Volunteer work urges them to explore who they are and 

how satisfied they are when helping other needy people. Particularly, 

volunteering can also improve new skills, and this helps prepare them for job 

employment (Astin & Sax, 1998), (Braime & Ruohonen, 2011) and 

(Brominick et al, 2012) 

2.4 Other-Focus  

Other-focus refers to belonging and getting valued (Brominick et al, 2012). 

Through volunteer work, it enables volunteers to get approval or recognition 

from the community and society (Clary et al, 1998) that they are living in. 

Volunteers can have a sense of being valued by other people because it is 

labelled as their social responsibility as a citizen in one particular community.  

3. Impacts of Volunteering 

3.1 Well-Being  

Volunteer work produces positive outcomes on people’s well-being. They 

involve college experiences with community engagement on attitudes and 

values (pro-social orientation) and behaviors (volunteering) that contributes 

to self-enhancement (Musick & Wilson, 2003; Van Willigen, 2000). When 

people have good well-being, they tend to have a higher quality of life, 

especially older adults (Kelly, Steinkamp, & Kelly, 1987). People who get 

benefit from social work and people who contribute to social benefit similarly 

have good health and well-being (Miljkovic, Rijavec & Jurcec, 2013) and 

(BACTER & MARC, 2016). Volunteers are likely to have good well-being 

because they can individually promote adolescents’ self-efficacy and personal 

control, strengthen positive developmental outcomes, promote work 

satisfaction, and have social responsibility (Smetana et al, 2006) and 

(Cicognani, et al., 2007).  
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3.2 Academic Field 

Most college students are twice as likely to volunteer compared to those who 

don’t attend college (Kirby, Marcelo, & Kawashima-Ginsberg, 2009). 

Therefore, college students who volunteer have the opportunity to link the 

theory with the practice, which provides them with chances to develop their 

confidence in communicating with various people in society (Gaston & 

Kruger, 2014, p. 9). College students don’t have sufficient time to 

conceptualize their knowledge in class and apply into practice, so volunteer 

work enables them to actualize what they are taught. However, volunteer work 

does not always connect with the syllabus or university curricula college 

students are learning; therefore, it is not vital for students to practice what they 

have not learnt in class (Ribarić, Dadić, & Nađ , 2014).  

 

3.3 Career-Related 

Experiences perceived from volunteer work prepare college students for 

future careers, employability in the job market, and the competitiveness they 

need to succeed (Ribarić, Dadić, & Nađ , 2014). Volunteers tend to have more 

employment offers since they make relationships and network with other 

people (Miljkovic, Rijavec & Jurcec, 2013). Additionally, college students 

who have exposed themselves with social work or volunteerism are more 

likely to enter the occupations that are focused on community engagement 

(Musick & Wilson, 2003; Van Willigen, 2000). They opt for jobs which are 

socially beneficial.  

 

3.4 Skills 

Volunteer work offers volunteers with many transferrable skills, which they 

carry with themselves for the benefit of employment and soft skills learning. 

Those skills include communication skills, team work, decision making, 

leadership skills, and organizational skills (Ribarić, Dadić, & Nađ , 2014). 

Moreover, volunteers even learn how to build self-confidence, promote self-

esteem, become aware of problems, and master problem-solving skill during 

and after volunteer work (BACTER & MARC, 2016). Volunteers even 

develop professional and personal capacity to prepare them for the future and 

a competitive working environment (Miljkovic, Rijavec & Jurcec, 2013).  

 

3.5 Social Impacts  

Volunteer programs enable citizens to be engaged with community 

participation as much as they can (Prilleltensky et al, 2001). It gives 

opportunities for citizens to contribute back what they owe the society. With 

the promotion of volunteer work, societal development can be promoted 



 
 

78 

 

among civil society because each individual can contribute their kindness, 

commitment, collaborative relationship with the sense of belonging to benefit 

the entire community (BACTER & MARC, 2016). As illustrated by (Martinez 

& McMullin, 2004), (Kaczynski & Crompton, 2006), and (Bruyere & Rappe, 

2007; Ryan et al., 2001), volunteer work can reduce the burden of many non-

organizations. Organizations seek the human resources and labor force that 

can facilitate their organizations and benefit communities simultaneously.  

 

III. Research Methodology 

1. Research Design  

To answer the two research questions mentioned above, we used a quantitative 

method to address the research questions because we wanted to get the 

numerical statistics from 100 respondents so that we can generalize our topic 

within this limited scope. Moreover, we use a cross-sectional design during 

data collection because we don’t have much time to study our topic. Therefore, 

a cross-sectional design is the most appropriate design because data can be 

collected only once. The tool which we use is questionnaire because it is 

convenient and less-time consuming. Our questionnaire is designed into five 

sections. In the first section, we asked respondents about information on their 

general background; then in the second section, we asked about general 

information of volunteer work. Then, the respondents were asked to rate the 

given scales about the motivating them to do volunteer work in the third 

section. In the fourth section, they were asked to tick the impacts of volunteer 

work. To make the respondents provide more information about our topic, we 

put two open-ended questions for them to write their own perspectives on 

volunteer work both its motivating factors and impacts in the last section.  

2. Data Collection Method and Sample Size 

As mentioned earlier, our research tool was a questionnaire. Our questionnaire 

was designed in English because we planned to select a sample who knows 

English and studies in the I-track in The University of Cambodia. Since the 

majority of UC students are English majors, our team decided to design the 

questionnaire in English so that they can fill in our questionnaire easily. Since 

we need 100 respondents as our sample size, we used non-probability 

sampling, specifically convenience sampling because our team could 

approach whoever was willing to fill in our questionnaire. As written in the 

questionnaire, we guaranteed to keep the given information from each 

respondent confidentially and anonymously since information was for our 

research topic only. During the data collection, our team had anticipation 

before administering the questionnaire. We had copied 110 questionnaires 
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since we were afraid that some sets of questionnaire would not be returned or 

provided with good data. We spent one day administering our questionnaire, 

then we got 104 questionnaires back. Among of which, four were not used 

during our data coding and analysis because they were not fully filled, so our 

team decided not to use them.  

3. Ethical Issues 

On the very top of our questionnaire, we asked permission from respondents 

by guaranteeing that their responses will be kept confidentially because their 

responses would be used for research purposes only. Furthermore, the 

respondents voluntarily participated to fill in questionnaire, and we promised 

that we wouldn’t cause harm to them in any way.      

4. Data Analysis Method  

After receiving the questionnaires from the respondents, each questionnaire 

was numbered and coded in order to facilitate our data analysis. We used 

Microsoft Excel to analyze our closed-ended questions in the questionnaire. 

In Excel, we counted the percent of respondents from different colleges and 

genders on the perspectives of volunteer work, both its motivating factors and 

impacts. We even compared how experienced-volunteer respondents and non-

experienced-volunteer respondents viewed differently on motivating factors 

and impacts of volunteer work on university students. For our two open-ended 

questions in the questionnaire, we used content analysis by reading 

respondents’ words and categorizing those concepts into different themes. 

Finally, we could conclude all the main themes of the motivating factors and 

impacts of volunteer work written by our respondents. Then, those themes 

were analyzed into percentages. 

IV. Findings and Data Analysis 

1. Findings 

The first section of the 

questionnaire aimed to 

find out some background 

information of the 

respondents, and the 

results revealed that 

among 100 respondents, 

65% are female students 

which 23%, 32%, and 45% of them are from CoSS, CoAH, and TFSB 

respectively. While other 35% of respondents are male students which CoSS 

is counted for 43%, CoAH 31%, TFSB 23%, and CoST 3%. The statistics 

Male
Female

74%
57%

23% 42%
3%

1%

Volunteer Experience
Yes No N/A

Figure 1: Percentage of volunteer experience 

categorized by gender 
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indicate that most respondents are in the age group of 20-24 which accounted 

for 64%, and mostly they are in year 2 (40% of overall respondents).  

We asked for respondents’ experience regarding volunteer work in the second 

section of the questionnaire (see Figure 1). Among the respondents, 74% of 

male students used to do volunteer work before, whereas only 57% of female 

used to. Thus, we can infer that male students are more likely to participate in 

volunteer work compared to female students. Respondents who used to 

experience volunteer work were asked for further information about how 

many times they have done volunteer work. Then, 66% responded several 

times, while only a small number of respondents volunteered more than 

several times. Later on, we asked respondents to tick kinds of volunteer work 

they had experienced so far. The s in Figure 2 shows that most respondents 

used to volunteer in social or community work which accounted for 58%, 31% 

used to do event arrangement, 8% of administrative or office work, and 2% 

other works. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Types of volunteer experiences                 

 

Moving to the third section of questionnaire, respondents were asked to rate 

the factors that motivate university students to do volunteer work. We offered 

respondents 12 statements of motivating factors. Each statement ranged from 

strongly disagree to strongly agree in order to understand about how 

respondents agreed are with the statements.  

 

According to Table 1, we can see that among the 12 statements, there are 3 

statements which are mostly agreed by the respondents. First, statement 6 

received the highest average of 4.26. Second, statement 1 averaged 4.21, and 

lastly, statement 4 received the third highest average of 4.18. These three 

statements had 42, 38, and 35 respondents strongly agree with the statements, 

respectively. Therefore, we figured out that most respondents support that 
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students do volunteer work because of intrinsic motivation, extrinsic 

motivation and self-focus. Students do volunteer work because they want to 

help other people or society (intrinsic motivation), they want to gain 

experiences in order to apply for their future career (extrinsic motivation), and 

they want to build up their team work skills (self-focus).  

 

Furthermore, of all 12 statements, we placed external factors which also 

known as institutional factors motivating volunteers in statements 10 and 11. 

The results indicate that most respondents chose ‘Neutral’ as their answer, 

which counted for 46 and 40 with an average of only 2.76 and 2.4, 

respectively. Thus, we can imply that the institutional motivating factors such 

as school and family ambiguous among all respondents, and they find it 

difficult to agree or disagree on it, since they do not know clearly that those 

factors can influence students to volunteer or not.  

 

Furthermore, among all 12 given statements, surprisingly that there are two 

lowest-score statements that most respondents tend to disagree with. 

Statement 12 received only 1.82 average score, while statement 9 averaged 

2.28. Hence, we can conclude that students volunteer not because they have 

nothing to do and decide to do it, nor they do just because they see their peers 

or friends doing it.    

Table1: Number of responses on the scale and the average of each statement  

No. Motivating Factors 1* 2* 3* 4* 5* Average 

1 

I do volunteer work because I 

want to get experience for my 

future career. 

1 3 8 50 38 4.21 

2 
Volunteer work helps 

strengthen my study. 
0 6 30 48 16 3.74 

3 

I want to increase my 

flexibility by doing volunteer 

work. 

0 3 16 52 29 4.07 

4 
When I volunteer, I tend to 

increase my team work skill. 
0 2 13 50 35 4.18 

5 
Volunteer work teaches me to 

be patient. 
0 3 25 45 27 3.96 

6 
By doing volunteer work, I can 

help other people. 
0 2 12 44 42 4.26 



 
 

82 

 

7 

I do volunteer work because it 

is my responsibility as a 

citizen in country. 

2 9 30 48 11 3.57 

8 
I want to know new people 

when I do volunteer work. 
2 1 26 54 17 3.83 

9 
I do volunteer work because I 

see my friends do it. 
21 42 28 6 3 2.28 

10 
I am recommended by my 

school to do volunteer work. 
12 23 46 15 4 2.76 

11 
My family asks me to do 

volunteer work. 
16 36 40 8 0 2.4 

12 
Because I have nothing to do, I 

do volunteer work. 
38 43 13 4 2 1.89 

(*1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree)  

 

We wanted to ask the respondents about the impacts of volunteer work on 

university students, whether volunteering gives any advantages. We asked the 

respondents to tick seven items orderly. The first item seeks to understand the 

common impacts that all respondents have after volunteering. Among all 

given impacts (see Figure 3), communication skills is rated 88%, confidence 

77%, leadership skill 60%, networking 59%, self-discipline 44%, team spirit 

39%, decision making 36%, and self-efficiency 34% respectively. 

Then, in the second item, we ask the respondents to see whether experience 

they get from volunteer work will prepare them for the future career after they 

graduate. As a result, 86% responded “Yes”, and 10% responded “No”, and 

the other 4% didn’t mention. Back to what impact they get on their study, the 

third and fourth item was asked whether the volunteer work helps them 

achieve their grade.  
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No

59%

Yes

34%

N/A

7%

Volunteer Impact on 

School Grades

Figure 3: Percentage of impacts on the respondents  

Consequently, in 4 only 34% had their grade higher than before, whereas the 

majority (59%) reported no increase at all. Among ‘‘No’’ response, 96.6% 

ticked that their grade remains the same, while only 3.4% became lower. For 

those who got their grade lower, unfortunately, we didn’t ask them further 

about the causes of lowering their grade.  
 

  

 

 

 

 

 

Figure 4: Volunteer impacts on school grades  

School is not the only place to get knowledge, so that is why in fifth item; we 

asked the respondents if volunteer work teaches them lessons which they have 

never learnt at school. This is because different people have different styles in 

learning. As we have found, 92% responded “Yes” meaning that they consider 
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the volunteer work as a learning environment while 3% responded “No”, and 

the other 5% didn’t mention. 

 

Because different people may have different reasons to do volunteer work, we 

asked them whether they were satisfied because they can help others in term 

of humanitarian activities in sixth item. We found 93% responded “Yes” and 

2% other responded “No”, while the rest didn’t provide the answer. A long 

with that, we also ask them to assess if doing volunteer work helps contribute 

to social improvement. As the consequence, 89% responded “Yes”, 7% 

responded “No”, while the rest of them didn’t mention. 

 

The scale alone cannot describe the overall viewpoints of respondents, so it is 

followed by two more open-ended questions in section 5. The first question of 

section 5 asked about their perspective on the factors that encourage students 

to volunteer. The survey shows that 74% of respondents gave answers to the 

question, while the rest left it blank and had no idea about it. Of all answers 

from respondents, 54% think about extrinsic factors. They include 

employability, which students want to get experience from what they do to 

apply for jobs, and to build networks while working. Another 45% think about 

self-focus factors that students volunteer because they want to have fun, and 

learn some skills such as leadership, communication, teamwork, and problem 

solving. 35% think of intrinsic motivation factors such personal development 

and personal reward, claiming that they do volunteer because they have desire 

to develop themselves, as well as to fulfill their humanitarian feeling of 

wanting to help other people. However, a small percentage of respondents 

introduced new motivating factors that they can think of such as doing 

volunteer in order to practice what they have learnt at school, to be recognized 

as a good citizen in the society, to get social value, and to know about the 

situation happening in the society now.   

For the second open-ended question, we asked respondents to write their 

perspectives on the impacts of volunteer work. We asked them to see if the 

volunteer work has any other impacts, based on their perspective or 

experience. The positive impacts include humanitarian, self-enhancement, 

future-career prospects, transferable skills, social awareness, personal control, 

and self-satisfaction which are similar to the answers provided in the closed-

ended questions; however, there are some negative impacts such as the lack 

of time management and the mismatch between volunteer work and majors. 

Statistically, self-enhancement (29.1%) stood out as the most voted impact 

followed by transferable skills (27.4%), and future-career prospects (18.8%).  
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2. Data analysis 

If we look back to 

the number of 

response on the 

scale in table 1 

again, we can see the 

top three motivating 

factors that obtained 

the highest average 

among others such as 

wanting to help other 

people, experience 

for future career, and 

wanting to build 

teamwork. With 

these figures, they 

are interpreted that 

they are factors 

pushing students to 

involve in volunteer 

work.  

Thus, to make result 

more concise, we 

would like to 

compare the perspectives of students who never experience with volunteer 

work with those who used to volunteer before as can be seen in table 2, 

whether they have the similar or different opinions. Based on table 2, the result 

shows that there is no real difference between non-experienced-volunteer 

respondents and experienced-volunteer respondents, and the statements that 

get the highest averages are statement 6, 1, and 4. Therefore, it is noticeable 

that all respondents viewed the motivating factors similarly such as helping 

other people, getting experiences, and building team work skills. 

Additionally, there is something even more interesting with the scale. There 

is a little bit difference between how strong each college student supports the 

top three mentioned statements. We combined the ‘Agree’ scale together in 

order to know how many respondents supported the statements and compared 

those statements between CoSS, CoAH, and TFSB so that we could 

understand what is the most motivating factor for each college students to do 

volunteer work. The result can be seen in Table 3 below. 

Statement 

of 

motivating 

factors 

Average 

perspective of 

non-experienced-

volunteer 

respondents 

Average 

perspective of 

experienced-

volunteer 

respondents 

1 4.17 4.21 

2 3.73 3.72 

3 4.07 4.08 

4 4.19 4.18 

5 3.96 3.97 

6 4.26 4.27 

7 3.57 3.57 

8 3.83 3.83 

9 2.29 2.28 

10 2.76 2.77 

11 2.39 2.40 

12 1.95 1.87 

Table 2: Comparison between average perspective of 

non-experienced-volunteer respondents and 

experienced-volunteer respondents 
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Table 3: Frequency on motivating factor categorized by college 

Motivating Factors CoSS CoAH TFSB 

Helping others 25 28 32 

Gaining experience 26 31 30 

Building teamwork 25 29 29 

 

Based on Table 3, respondents from CoSS and CoAH tend to choose gaining 

experience as the most motivating factor as it has highest frequency, while 

respondents from TFSB tended to support the factor ‘helping other’ as the 

most motivating factor for them. Thus, it implies that students in CoSS and 

CoAH do volunteer work because they want to gain experiences for their 

future career, while the students from TFSB do volunteer work because of 

wanting to help other people. However, these results were very close. 

 

 

 

 

 

 

 

 

 

 

 

Besides motivating factors, let us discuss the impacts of volunteer work. In 

order to know how genders view the impacts of volunteer work, we counted 

the numbers of those who voted “agree” and “strongly agree” together, and so 

are who voted “disagree” and “strongly disagree”. At the starting point, we 

noticed that the female respondents outnumbered the male respondents by 

65% and 35% respectively. Therefore, the data pointed out that in many fields 

of impacts (Figure 5), mostly it seems to be greater for the female respondents 

such as in the fields of communication, confidence, leadership, and network, 
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Figure 5: Different impacts based on gender by the number of 

students 
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etc. For instance, the female respondents outnumbered the male respondents 

in communication skills by 64% and 36%, and also in confidence by 64% and 

36% respectively. However, in the field of “self-discipline”, it shows that the 

female respondents (23%) who chose this field is not much greater than the 

male respondents (21%). Unfortunately, it is still a question why the female 

respondents voted less in this area since it’s a big difference in number if we 

compare with the other areas. 

In Figure 4, we found that only 34% got higher grades and 59% had no 

increase in grades. The respondents are from different colleges such as 

College of Arts and Humanities (CoAH), College of Social Sciences (CoSS), 

The Tony Fernandes School of Business (TFSB), and College of Science and 

Technology (CoST). By comparing all respondents from different colleges 

(Figure 6), we observe that the students from the College of TFSB got higher 

grades after doing volunteer work by 42% followed by the students from the 

College of Arts and Humanities and the College of Social Sciences by 37% 

and 31% respectively. However, the results show that the majority students 

from the four colleges mentioned above (COAH, COSS, TFSB, and COST) 

reported no increase after they do volunteer work.  

 

 

 

 

V. Discussion 

After a thorough process of data analysis, our two research questions were 

answered. Research question 1, when asked about the motivating factors 

pushing The University of Cambodia students to do volunteer work, the 

respondents answered it satisfactorily in section 3 of the questionnaire. The 

motivating factors included all the 12 statements; however, the top three main 

motivating factors were helping others, gaining experience, and building 

teamwork. Comparably, it’s slightly different by colleges. For gaining 
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experience, it is highest in the CoSS and CoAH, while helping others is 

highest in TFSB. 

The second research question, which asked about the possible impacts of 

doing volunteer work, was answered in the fourth section of the questionnaire, 

dealing with the 7 statements with multiple choice answers. They included 

many impacts such as communication skills, leadership skills, confidence, 

networking, self-discipline, team spirit, decision making and self-efficiency. 

Based on the data analyzed, we really found that the impacts also varied in 

genders and colleges. 

In the open-ended questions, we asked more about the motivating factors and 

the impacts of volunteer work for an in-depth analysis. Mostly the data 

analysis reflected the information that we found in the literature review. 

However, the respondents added some more points interesting in the area of 

negative impacts such as being unpaid, time management, and working in 

areas unrelated to their major of study. 

VI. Conclusion and Recommendations 

All in all, this research has answered the research questions that we wanted to 

know before. We can sum up in short that most University of Cambodia (UC) 

students are motivated to do volunteer work by some factors such as helping 

other people or society (intrinsic motivation), gaining experiences to prepare 

for their future jobs (extrinsic motivation), building their teamwork skills 

(self-focus factor) as well as many other factors that contribute to their 

decision. Moreover, most students agree that volunteer work impacts more 

positively on them, other people, and the society despite some minor negative 

impacts of them. However, in order to end this research, we would like to 

share some recommendations. 

Because our research sample size is just 100 respondents from The University 

of Cambodia, we suggest that the further research should enlarge the sample 

size as well as survey more respondents from other universities. Our results 

show that volunteer work provides more benefits than bad impacts. We hope 

university students can be encouraged to do volunteer work from schools, 

families, and society. In order to prevent the minor bad impacts, we would like 

to recommend students to do volunteer work which matches their majors and 

to have good time management to maintain the balance between their work 

and studying. 
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APPENDIX A 
Questionnaire 

“The University of Cambodia Students’ Perspectives on Volunteer 

Work” 

Dear respondents, 

We, students from The University of Cambodia, have been conducting a 

research project on ‘‘The University of Cambodia Students’ Perspective on 

Volunteer Work’’. Therefore, we would like you to take your precious time to 

respond to our questionnaire below. Your participation and contribution are 

important for our research project as well as university students in Cambodia 

because it serves as new knowledge regarding research field. Most 

importantly, we guarantee your information is kept confidentially. For any 

concerns or doubt, please kindly contact us via email: boklaybell@gmail.com 

/ chivahun@gmail.com / kimnaysan@gmail.com  

I. Background of information  

1.  Male    Female    Other_________ 

2. How old are you? 

 15-19   20-24   25-29   

30 and above 

3. Which college do you study in? 

mailto:boklaybell@gmail.com
mailto:chivahun@gmail.com
mailto:kimnaysan@gmail.com
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Please write your answer 

here_______________________________________ 

4. What is your major? 

Please write your answer here 

_______________________________________ 

5. What year are you in? 

 Year 1   Year 2    Year 3 

 Year 4   Other________ 

 

II. General information about volunteer work  

1. Have you ever heard word ‘‘Volunteer Work’’ before? 

 Yes     No 

2. Have you done any volunteer work before? (If no, skip question 3) 

 Yes    No  

If yes, how many times? ___________ 

 

3. What kind of volunteer work have you done? (You can choose more 

than one answer) 

 Administrative/Office work 

 Event arrangement 

 Social or Community work (e.g teaching, charity, etc.) 

 Other____________________ 

 

III. Motivating factors pushing youths to do volunteering 

Tick (√) in the box provided below to indicate your opinion about each 

statement below. 

(1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree)  
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No. Motivating Factors 1 2 3 4 5 

1 

I do volunteer work 

because I want to get 

experience for my 

future career. 

     

2 
Volunteer work helps 

strengthen my study. 
     

3 

I want to increase my 

flexibility by doing 

volunteer work. 

     

4 

When I volunteer, I 

tend to increase my 

team work skill. 

     

5 

Volunteer work 

teaches me to be 

patient. 

     

6 

By doing volunteer 

work, I can help other 

people. 

     

7 

I do volunteer work 

because it is my 

responsibility as a 

citizen in country. 

     

8 

I want to know new 

people when I do 

volunteer work. 

     

9 

I do volunteer work 

because I see my 

friends do it. 

     

10 

I am recommended by 

my school to do 

volunteer work. 

     

11 
My family asks me to 

do volunteer work. 
     

12 

Because I have nothing 

to do, I do volunteer 

work. 
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IV. Impacts of volunteer work 

1. After doing volunteer work, I can improve: (You can choose more 

than one answer) 

 Confidence     Communication skill   

 Networking     High team spirit 

 Decision making style   Leadership skill 

 Self-efficiency     Self- discipline  

 Others________ 

 

2. The experience I have learnt from volunteer work helps me prepare 

for my future career 

 Yes     No 

3. What I have learnt from volunteer work helps me achieve high grade 

at school. (If yes, skip question 4) 

 Yes     No 

4. If No in Question 3, does your grade:  

Stay the same   Lower than before  

5. Volunteer work teaches me lessons which I have never learnt at 

school. 

 Yes     No 

6. Volunteer work makes me happy because I can help other people. 

 Yes     No 

7. Doing volunteering work helps contribution to social improvement.  

 Yes     No 
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V. Open-ended questions 

1. Based on your opinion, what are factors that motivate university 

students to do volunteer work? 

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

________________________________________________ 

2. Do you think volunteer work has positive or/and negative impact? 

Why? 

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________ 

 

 

This is the end of our questionnaire.  
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UC Students’ Attitudes toward Cosmetic Surgery 
 

Chen Heang, Ly Younging, and Um Sovannreach 

The University of Cambodia, Phnom Penh, Cambodia 

 

Abstract 

 

Cosmetic surgery has been a significant advancement of 

modern life, though it is more common in developed countries. 

Often, patients have issues with their appearance and turn to 

cosmetic surgery to respond to these concerns. For a decade, 

the trend of cosmetic surgery has increased in Cambodia, yet 

there is not much research on this topic. Therefore, we have 

chosen to research the perspectives of The University of 

Cambodia’s students on cosmetic surgery. Our goals were to 

discover how UC students understand and view cosmetic 

surgery and to what extent that they accept cosmetic surgery. 

This study used a quantitative approach with a questionnaire as 

the research tool, and sampled 100 UC students by using 

convenience sampling. As the result of the study, we found that 

male students view cosmetic surgery more negatively than 

female students, and most of the participants in the research 

study would choose not to have cosmetic surgery themselves if 

they had the chance. 

 

I. Introduction 

1. Background information 

According to Farlex Partner Medical Dictionary, cosmetic surgery is the 

“reconstruction of cutaneous or underlying tissues, performed to improved 

and correct a structural defect or to remove a scar, birthmark, or normal 

evidence of aging”. Cambridge Dictionary defines it as “any medical 

operation that is intended to improve someone’s appearance rather than 

someone’s health.” Many people use the term cosmetic surgery and plastic 

surgery interchangeably. They both have the same goal, which is to improve 

the patient’s body appearance; yet cosmetic surgery focuses more on 

enhancing appearance, while plastic surgery focuses on repairing defects to 

reconstruct a normal function or appearance (American Board of Cosmetic 

surgery, n.d). Cosmetic surgery covers a range of procedures, including 

surgical procedures (breast enlargement, nose surgery, surgical face-lifts, 
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liposuction, etc.), nonsurgical procedures (collagen injection, laser skin 

resurfacing, vein removal, etc.), and dental procedures, according to 

Australian Health Ministers’ Conference (2011).  

It is commonly known that people like to take cosmetic surgery because they 

want to improve their physical appearance as well as their self-esteem. Besides 

these reasons, their decisions are also influenced by external factors, such as 

social relationships, job requirements, social media and celebrity. For 

instance, 20 percent of South Korean women received at least some form of 

surgery to enhance their beauty (International Society of Aesthetic Plastic 

surgeons, n.d), and this may have something related to the belief in Korean 

society that there is higher possibility to get a better job with a more attractive 

look (Korea Expose, 2018).  

In addition, the promotion of cosmetic surgery in advertisements, news 

articles, or TV programs also helps to increase the awareness as well as the 

likelihood of people to choose cosmetic surgery (Swami et al, 2008). 

Nevertheless, not all cosmetic surgeries will lead to favorable results as 

expected. Cosmetic surgery has its positive outcomes, and at the same time, it 

has its negative impacts that sometimes hinder people to undergo cosmetic 

surgery. There are cases where the patient is not satisfied with the results after 

surgery. This sometimes occurs because of the failure of the surgery and 

sometimes because of the high expectation of patient from the surgery. Most 

patients do not hope these kinds of situation to happen because it may require 

them to repeat the surgery or if seriously will lead to depression, anxiety, or 

social isolation (Goin, 1991). Thus, it always requires a deep consideration 

before deciding to undergo cosmetic surgery.  

In recent years, cosmetic surgery has also become popular in Cambodia due 

to the influences from foreign countries. We believe that it is crucial for 

Cambodian people to understand the impacts of cosmetic surgery and its 

procedures before taking it. Moreover, since it is a new trend, we also want to 

study about how Cambodian people view cosmetic surgery, especially the 

teenagers.  

This ten-week intensive research paper, carried out by a group of The 

University of Cambodia students who are currently studying RES301, aims to 

discover the perspectives of UC students toward cosmetic surgery and the 

degree of acceptance of cosmetic surgery for themselves as well as to their 

beloved ones. More specifically, we also will try to identify the views of 

participants about the impacts of cosmetic surgery and the different point of 

views between male and female students. One hundred questionnaires were 
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given to UC students from various colleges, then collected, and analyzed 

carefully to get the results. 

2. Problem statement 

Due to the increasing growth of cosmetic surgery in many countries around 

the world, Cambodian people, especially Cambodian youths, are also 

influenced from such trends. Therefore, we found it interesting to conduct a 

research on UC students’ perspectives on Cosmetic surgery in order to see 

how they understand and view cosmetic surgery. 

3. Research questions 

1. What are the perspectives of UC students toward cosmetic surgery? 

2. To what extent can UC students accept cosmetic surgery, for themselves 

or their loved ones? 

 

II. Literature Review 

1. Definition 

Cosmetic surgery is becoming a breakthrough in this modern world with 

people who are more likely to use it to be better looking. The expansion of 

cosmetic surgery is becoming acceptable and common (Frederick, Lever, & 

Peplau, 2007) in the world such as America, Japan, Korea, Hong Kong, etc. 

and it pushes many doctors to provide more detailed information about it. 

“Cosmetic surgery is a surgical expertise that aims at correcting or improving 

body imperfections. These may be congenital, acquired, due to illness, or due 

to traumatic or para-physiological events such as aging.” On the other hand, 

“Cosmetic surgery also includes surgical procedures requested by patients to 

improve their appearance” (Barone, Cogliadro & Persichetti, 2017). To put in 

another way, “a central characteristic of cosmetic surgery is that it is initiated 

by the consumer to improve their appearance and self-esteem.  

 

Cosmetic surgery covers a range of procedures, including surgical procedures, 

nonsurgical procedures and dental procedures (Australian Health Ministers’ 

2011). Surgical procedures include breast enlargement, rhinoplasty (nose 

surgery), surgical face-lifts, abdominoplasty (tummy tuck) and liposuction. 

Procedures such as chemical peels, collagen injections, laser skin resurfacing, 

vein removal and laser hair removal are collectively referred to as cosmetic 

medicine (Australian Health Ministers’ Conference 2011). To get more 

information, “The CSR” defined cosmetic surgery as a surgical procedure 

undertaken to reshape normal structures of the body, or to adorn the body, 

with the aim of improving the consumers' appearance and self-esteem (Walton 
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1999: v).  In addition, other major ideas, “cosmetic surgeries are elective 

medical procedures that aim to reshape healthy anatomical structures and 

appearances to approximate contemporary ideals” (Sullivan, 2001).  

 

According to American Cosmetic surgery mentioned that cosmetic surgery 

focuses more on enhancing appearance as well as improving aesthetic appeal, 

symmetry, and proportion. To give more detail in these cases, they provide 

the list of scope of cosmetic surgery procedures as following; (1) breast 

enhancement: augmentation, lift, reduction (2) facial contouring: rhinoplasty, 

chin, or cheek enhancement, (3) facial rejuvenation facelift, eyelid lift, neck 

lift, brow lift, (4) body contouring: tummy tuck, liposuction, gynecomastia 

treatment and (5) skin rejuvenation: laser resurfacing, Botox, filler treatments. 

(American Board of Cosmetic Surgery 2018) 

2. Causes that lead to cosmetic surgery 

2.1 Self-objectification 

Women are likely to get more advice than men from their parents and peers, 

especially in terms of their appearance (Fredrickson and Roberts 1997). For 

women, this thinking shows that they are the sexual property of men 

(Harari.N.Y 2011) or are there to provide sexual gratification to men (e.g., 

Bordo 1993). Therefore, the women must be good looking if they want to find 

a partner.  

2.2 Materialism 

 People today in the higher class have been putting more attention on 

materialism and being fashionable with their body. However, many deal with 

insecurity and others deal with a society that encourages materialistic values 

(Kasser 2002). Thus, some people do everything they can in order to get 

attention from others, and turn to cosmetic surgery to help them (Richins & 

Dawson, 1992). 

2.3 Celebrities and Social Media 

Social media often showcases beautiful faces and perfect bodies of superstars 

and models, which then influences many adults. On TV shows or social media 

applications, the exposure to thin, perfect bodies convinces young people to 

accept cosmetic surgery (Harrison 2003). In addition, advertisements, news 

articles, or TV programs related to cosmetic surgery have led to awareness 

and the likelihood of having cosmetic surgery. (Swami et al 2008). Tait (2007) 

raises the same case as well; mass media is the major sector which pushes 

more acceptance for adults on cosmetic surgery.  
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2.4 Social relationship 

Many people look to cosmetic surgery to help with their social relationships. 

Many studies on cosmetic surgery such as Davies and Sadgrove’s (1996) 

mentioned that some patients underwent cosmetic surgery because they want 

keep their long-term relationship with their partner. Others who pursued this 

surgery were sensitive to social rejection (Park, Calogero, Harwin and 

DiRaddo 2009). In short, cosmetic surgery has turned into a way to fulfill 

expectations and be attractive to others. Many prefer getting attention which 

prevents loneliness (Sherry, Hewitt, LeeBaggley, Flett, and Besser 2004). 

Similarly, in terms of the long-term relationship couple in Cambodia, wives 

always worry that their husbands could leave while they are getting old. So 

every day, they wear makeup or choose cosmetic surgery to make sure they 

are beautiful enough in order to fill their husbands’ desire. (Cambodia 2018). 

2.5 Employment or job titles 

Some companies require beautiful girls and handsome boys to be their 

employees. In order to perform the job well, the workers must be attractive. 

In careers such as movie stars, singers, or modeling, qualified people who may 

not be traditionally beautiful or handsome may undergo cosmetic surgery in 

order to follow their goals (Davies and Sadgrove’s 1996) 

3. Outcomes of cosmetic surgery 

3.1 Positive outcomes 

The most common reason that individuals decide to undergo cosmetic surgery 

is that they want to change or improve their body image. According to 

Honigman et al. (2004), the outcomes of cosmetic surgery have come out to 

be positive with satisfaction from both the patients and the cosmetic surgeons, 

and the positive changes of their body image have led to the improvement of 

their psychological well-being, including their self-confidence and self-

esteem. The majority of studies of the psychological changes after surgery 

found that there are positive psychological outcomes, but they are more likely 

to be specific to the body part that was surgically changed rather than 

improving their self-esteem, self-concept, or quality of life (Zuckerman and 

Abraham, 2008). 
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3.2 Negative outcomes 

Davies and Sadgove (1996) found some reasons that have influenced 

individuals to have cosmetic surgery including: to please a partner; to secure 

a partner or a job; to look like someone or to look perfect (as cited by Thorp, 

Ahmed, and Steer, n.d). These motivations was defined by Davies and 

Sadgove (1996) as “unrealistic” that could lead to negative feelings after 

surgery and to lower self-confidence and self-esteem. 

 

Negative outcomes of cosmetic surgery are not limited to psychological 

feelings of patients, but it can also cause physical injury and even be risky for 

their lives.  “Hematomas and bruises, seroma formation, nerve damage 

causing sensory or motor loss, infection, scarring, blood loss and 

complications of anesthesia can occur in any surgery”, and “more serious 

complications such as deep vein thrombosis and pulmonary embolism can 

cause death” (Khunger, 2015). According to HealthResearchFunding.org 

(2014), liposuction-related death caused by a general anesthesia in cosmetic 

surgery is estimated to happen in one of every 5000 cases. 

4. Factors that influence the outcomes 

Sometimes, we cannot identify the degree of satisfaction from the surgery 

because there are many factors, both internal and external, which have 

influenced how the patients feel after the surgery. Patients who had 

psychological disorders before the surgery, tend to not satisfy with their results 

(Honigman et al., 2004). The poor outcomes of the surgery will lead to 

requests for repeated surgery, depression, anxiety, social isolation, and anger 

toward the surgeons (Goin, 1991). Zadehmohammad et al. (2015) also 

supported that satisfaction of cosmetic surgery is more related to emotional 

and psychological reactions of the person rather than the changes of their 

appearance after surgery. 

 

The outcome of cosmetic surgery whether it is good or bad for the patient is 

also shown in their quality of life after their surgery. Sadick (2008) suggested 

that quality of life for the patient undergoing cosmetic surgery may be 

influenced by some common factors, including acceptance by friends and 

family, the effect of the patient’s appearance on their social and professional 

life, and the patient’s confidence and happiness.  
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5. Perspective of different nations toward plastic surgery  

The great poet philosopher Khalil Gibran once said, "Beauty is eternity gazing 

at itself in a mirror" (Gibran, 1923). It is considered a precious gift when a 

person is naturally born with the most beautiful appearance. We cannot deny 

that the outlook of a person is important when creating an impression from 

others. Beauty is acceptably noted as a significant point to attract people 

around. Moreover, a beautiful appearance also gives the advantages to that 

person to be effectively involved in society as well. Pullawan and Sinhaneti 

(2008) stated that "Ideal beauty" has different definitions from person to 

person depending on culture, social beliefs, and personal satisfaction. We can 

see that the desired beauty has been defined in different ways among the 

nations. 

 

5.1 Cosmetic surgery in Singapore 
In Singapore, beauty and personal appearance has become a very popular 

subject. With the impact of the Korean pop stars, many Singaporean women 

have tried to fix parts of their body that they are not happy with using cosmetic 

surgery. The most common procedures that people undergo are eye bag 

removal, breast implant and droopy eyelids correction. Besides following the 

Korean stars, people choose cosmetic surgery for a chance to get a better job 

or to have better opportunities (Ui-Hoon. 2017). However, the perspective on 

cosmetic surgery in the other countries are slightly different from Singapore. 

 

5.2 Cosmetic surgery in South Korea 

In South Korea, culturally, a woman’s beauty is considered as very important 

to one’s prestige and confidence in society. Nonetheless, the cosmetic surgery 

for this nation has become normal for daily life. Cosmetic surgery can be 

considered as a life routine for South Korean people. Known as having one of 

the highest demands for cosmetic surgery, South Korea was reported to have 

20 percent of women that received at least some form of surgery to enhance 

their beauty, according to the International Society of Aesthetic Plastic 

Surgeons. The perfection of beauty in South Korean is noticeably significant; 

girls may be criticized by people, relatives or even friends if they are not 

typically beautiful by society’s standards. Thus, many parents often save up 

for their children’s cosmetic surgery. Once their children go to college, they 

will give that money for them to get some cosmetic surgery to get the 

undesirable parts of their body fixed and become more beautiful. Not far 

different from Singapore, South Korean people also relate an attractive look 

with the higher possibility to get a better job too (Korea Expose, 2018). 
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5.3 Cosmetic surgery in the US 

Many Americans want to put their best face and body forward, believing that 

appearance is the key to success in life, love and at work. This realization has 

led men and women to undergo 17.1 million cosmetic surgeries (or plastic 

surgery) procedures in 2016. Yet, despite a 132% rise in people going under 

knife to improve their appearances since 2000, cosmetic surgery remains 

highly stigmatized and its recipients are often deemed "fake” (Perez, 2017). 

There are many reasons that have led US citizens to get their beauty improved 

by doing cosmetic surgery. First is to build their self-esteem. Once they are 

beautiful for the people's perception, people feel more accepted. They feel 

stronger, more confident, and comfortable to communicate with other people, 

Secondly, people are into cosmetic surgery to improve their health conditions 

too. The third reason is that cosmetic surgery often brings better opportunities 

to find well-paid jobs (Perez, 2017).   

 

5.4 Cosmetic surgery in Thailand 

Thailand has also been recognized as a popular destination for doing cosmetic 

surgery. Though there are numerous factors for deciding to have cosmetic 

surgery, the important reasons are to satisfy one's own skin, to gain 

attractiveness, and to satisfy one's image and appearance. The benefits of 

cosmetic surgery are to feel better about body appearance, which results in 

feeling more confident. In addition, plastic surgery can enhance both physical 

and psychological matters (Salehahmadi & Rafie, 2012; Stockhaus, 2012). 

The popular culture in Thailand has defined what is facial and bodily 

perfection and fosters a mindset of improving the body image of an individual. 

The concept of perfection of the body is introduced to attract people to 

undergo physical transformation. The perspective on a person's beauty involve 

Thai Buddhist norms, myths and societal expectations. Fair skin is an ongoing 

trend in Asia, and dark skin is generally less preferable. In addition, cosmetic 

surgery is used to reconstruct Thai body's parts to conform to a new ideal 

shape. Women are more likely to be pressured into controlling their sexuality 

as pleasingly beautiful, neither very seductive nor excessively virtuous 

(Chaipraditkul, 2013). For these reasons, the popularity of cosmetic surgery 

in Thailand has been increasing over years. 

 

III. Research Methodology 

1. Research design 

Our purpose of conducting this research study was to make a general statement 

about the perspectives of UC students on cosmetic surgery using quantitative 

research. Therefore, we decided to use a questionnaire as our research tool. 
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We included closed-ended questions, a rating scale, and open-ended questions 

in our questionnaire in order to get the whole information we need by 

contributing 100 copies of it to UC students. We believed that a questionnaire 

would be the best research tool to use in this study since it is very cheap and 

convenient to conduct. Our questionnaire was written in English because it 

will be easy for us to analyze the content since our paper is required to be 

written in English. It is into five sections, and there are definitions of some 

terms provided in case the participant is not familiar with the terms. The first 

section is the general information of participant, which includes gender, 

marital status, age, college, and year in which he or she is studying. The 

second section is about the students’ attitude toward cosmetic surgery that 

consists of multiple choices for participants to choose. The next section is 

about the rating scale of the participants’ opinion toward cosmetic surgery. 

We included a rating scale here because it will help us to see the degree of 

agreement from the respondents over our closed-ended questions. The last two 

sections are the open-ended questions that we hope to get more detailed 

information or ideas, beside the closed-ended question we included in the 

other three sections from the participants. 

On the top of our questionnaire, there is a short introduction of ourselves, our 

research topic, and our purposes and reasons in conducting this research. 

Before giving the questionnaire to the respondents, we also guaranteed to them 

that they are not required to write down their name, and that their information 

provided will be keep confidentially. In the introduction of the questionnaire, 

we also included all of group members’ email address for the participants to 

contact us if they have any comments or want to get the final report. 

2. Data collection method and sample size 

Because of the limited time and money, we cannot give our questionnaires to 

all UC students. Using a basic formula to calculate the sample size, we found 

out that if the our confidence level is 90% and the number of UC students is 

approximately 3000 students, it means we need to give questionnaires to 

approximately 100 UC students. The questionnaire was given to UC students 

from different academic years and college, and participants were chosen by 

using non-probability sampling, which is the convenience-sampling 

technique, with their agreement. 

3. Data analysis method 

After gathering all questionnaires from the participants, we numbered each 

questionnaire from 1 to 100 so that it will be easy for us to recognize and code. 

We typed all the answers of each closed-ended question in codebook by using 



 
 

105 

 

Microsoft Excel and then we analyzed them. For the open-ended questions, 

we typed each answer into Microsoft Excel, and then we categorized the 

answers into positive, negative, and neutral. We then used content analysis 

and calculated the percentage for each reason.  

IV. Findings 

 

We designed a questionnaire in connection with the perception of UC students 

on cosmetic surgery. People who have undergone cosmetic surgery are more 

likely to provide us the reasons that are more accurate on cosmetic surgery. 

That is why we tried to ask them in the first three questions. 

 

Figure 1: Positive impact of cosmetic surgery Figure 2: Negative impact of 

cosmetic surgery 

 

However, we had limited evidence to prove that this group is a large group in 

this university. As we predicted, we found only 3% of all respondents have 

undergone cosmetic surgery, while only 1% said, “yes” for satisfaction. In 

addition, 35% said “acceptable” whereas 7% said it was not and another 58% 

did not have a preference. In question number four and number five, they 

presented attractive options of positive and negative impacts.  

    

Figure 1 shows the positive influences that respondents believed are caused 

by cosmetic surgery. The dominance part, building self-esteem, reached 84%. 

There are nearly as many respondents who chose “improve social relations” 

(approximately 28%) as “job performance” (approximately 31%). The other 

portion was taken by 7% of students, which includes success in love, more 

confident, etc. Figure 2 indicates the negative impacts viewed by UC students. 
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“Injury” as “cause death” were the top two responses (63%) and (60%). 

Furthermore, “cause anxiety” (21%) and depression (18%) were the next 

choices, followed by “lower self-esteem” (14%) and “stress” (13%).  

 

Additionally, in questions six and seven, we provided them an opportunity to 

express their ideas in terms of having the chance to undergo for themselves 

and their loved ones. The results due to the fifth question, 31% claimed that 

they would, but 69% said that they would not. The measurement of their 

decisions on their loved ones or family to undergo cosmetic surgery expressed 

nearly the same percentage, Yes (47%) and No (53%). 

 

Table 1: Students’ attitude toward cosmetic surgery 

 

The rating scale in Table 1 measures their perspectives from strongly disagree 

to strongly agree. The number one statement and number two presented the 

positive impacts. While the first statement has more positive impacts, the 

Student’s attitude toward cosmetic 

surgery 

1 2 3 4 5 

1. Cosmetic surgery is good choice to 

improve one’s physical appearance.  

4 8 46 33 9 

2. Cosmetic surgery cause more 

positive impacts than negative 

impacts. 

4 27 49 16 4 

3. I prefer natural beauty rather than 

beauty from cosmetic surgery.  

1 4 18 34 43 

4. Cosmetic surgery is a waste of 

money. 

6 20 29 27 18 

5. It takes risk to do cosmetic surgery.  4 7 18 42 29 

6. Cosmetic surgery will make my life 

better. 

7 20 54 15 4 

7. I want my partner to do cosmetic 

surgery. 

26 39 30 4 1 

8. We should discriminate people who 

receive cosmetic surgery 

47 30 13 5 5 

9. Korean stars are beautiful through 

cosmetic surgery. I want to be like 

them. 

21 34 32 9 4 

10. Cosmetic surgery is popular among 

youths.  

1 9 33 44 13 
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second statement is more negative. Questions 3, 4, and 5 discussed the 

negative impacts, and most respondents agreed with that. In addition, 

Question 6 which measured “making life better after undergoing surgery,” 

most people were stuck on this. 50% did not choose a side on this issue. Social 

effects, such as being valued or being called beautiful by others, were 

evaluated in Questions 7, 8, and 9; most disagreed with these statements, 

especially in Question 8 which measured discrimination. The last question 

asked about the popularity of cosmetic surgery, and the majority agreed with 

this, despite the fact that they had previous remarked that their feelings toward 

cosmetic surgery were negative.  

We use two opened-questions in order to allow them to extend the ideas about 

undergoing cosmetic surgery; this question was raised with a statement “Is it 

the good choice to undergo cosmetic surgery in order to change one’s physical 

appearance?” 

 

 

Figure 3: Cosmetic Surgery is the good choice to change appearance  

Figure 3 illustrates their perception with the three main categories. The “No” 

category goes with the high percentage (46%) while the “Yes” category came 

in second place (34%) and 13% marked “Neutral.” For those who said no, 

they mentioned it wastes money and causes health problems, and for those 

who said yes, they mentioned it helps with confidence and self-esteem (61%) 

as well as finding jobs and social relations (21%).  

34%

13%

46%

7%

Cosmetic surgery is the good  choice to  

change appearance

Yes Neutral No Other

Waste money & 

Health 

problems:

62.2%

Prefering 

natural: 31.1%

Other: 6.7%

Circumstance:

30.8%

unsastified & 

Job: 46.2%

Other: 23.1%

Confidence/ 

self-esteem:

61.8%

Job/ social 

relations: 

20.6%

Other: 17.6%



 
 

108 

 

 
Figure 4: UC student’s agreement to recommend the partner or family 

members to undergo cosmetic surgery. 

The second question measured the degree of acceptance if their loved one 

needed cosmetic surgery. The bar chart shows the gender distribution of UC 

student’s agreement to recommend a partner or family member to undergo 

cosmetic surgery in 2018.  

 

Most respondents (62%) disagreed with the statement. Males greatly 

outnumbered the females (74% vs. 55%), and the gender gap can also be seen 

with those who agreed with the statement. There were three times as many 

female students as male students who agreed with this. Men and women are 

more equally less ideas, which represented in “Neutral” and “Other” 

categories. In “Neutral”, there were two times as many male (approximately 

13%) as female students (approximately 6%). That contrasts with the “other” 

categories, where females suggested more options as compared to men.   

V. Data Analysis 

By doing this research, we were able to confirm that the UC students who 

have undergone cosmetic surgery are in the minority. The thing we noticed 

about the perception on cosmetic surgery is the most of them understand the 

meaning of cosmetic surgery, because they were able to answer with major 

points associated with the positive and negative impacts. According to our 
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research in major countries (i.e. Korea) we found that building self-esteem, 

job performance and improve social relation were considered as the highly 

major point, which led them to undergo cosmetic surgery (see Figure 1). By 

looking at this perspective, we can see the interesting point that UC students’ 

answers are similar to those major countries in positive impacts. However, we 

found something unusual; UC students have different perspectives in the 

negative impacts. The cause of death and injury during or after undergoing 

cosmetic surgery were the highest concerns (60% and 63%) (see Figure 2).  

The other countries mentioned have high technology and are more developed, 

but Cambodia lacks that technology and has some illegal cosmetic hospitals. 

Thus, Cambodians will perceive cosmetic surgery differently and more 

negatively. Based on our findings, we are able to say that it seems like they 

are afraid to undergo cosmetic surgery.  

To understand deeply in their perception, we used question number six and 

number seven to evaluate it (see Table 1). The respondents expressed that if 

they had the chance to undergo cosmetic surgery, only 30% would do it, and 

only 47% would support their loved one or family member if they wanted to 

undergo cosmetic surgery. Therefore, we can say that even if they had the 

chance to undergo surgery, it is not clear if they would do it, and most still did 

not strongly disagree with this. Even if the majority of UC students do not 

have the intention of undergoing surgery, it does not mean that it is particularly 

problematic for them. When asked if cosmetic surgery makes life better 

(Question 6), most avoided making a decision. This means that many view 

that there is a balance with both positive and negative points.  

 

In addition, they strong showing against discrimination (Question 8) indicates 

that cosmetic surgery isn’t too bad. In today’s world, the value of culture and 

choice should not be underestimated. While older parents or the elderly have 

not been accepting, young people have different ideas due to globalization and 

the exchange of culture. That is the reason they do not discriminate the people 

who have undergone cosmetic surgery. 

 

Finally, the second open question (see Figure 4) also highlighted the 

differences in gender, which shows that even among young people, there are 

disagreements on how people view cosmetic surgery.   

VI. Conclusion 

To sum up, since this is a primary data research, we have found perspectives 

responding to our research objectives and research questions from UC 

students in various categories.  Most of the respondents knew exactly what 
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cosmetic surgery is. According to the findings of this research, it proves that 

the UC students tend to view cosmetic surgery negatively. It is slightly 

opposite to the people in the other country’s perceptions such as South Korea, 

Thailand and the US. Moreover, the data analysis shows that the main negative 

impacts of the students’ perspective toward cosmetic surgery are injury during 

surgery, death, cancer and other future long-term diseases. In addition, UC 

male students’ perspectives tended to be more negative compared to female 

students on cosmetic surgery in general terms, when it comes to themselves 

and their loved ones.   

VII. Recommendations 

Although the findings of this research do not represent all UC students’ 

opinions, this small sample size greatly illustrates UC students’ perspective 

very well that we can understand them better regarding the idea about 

cosmetic surgery. However, the vast majority of respondents have never 

experienced cosmetic surgery so that they do not know what the positive and 

negative impacts of the cosmetic surgery are. Their ideas only hold the 

concepts that are just their judgments as they have heard from the news, media, 

and friends or from their families. It would be more precise and accurate about 

those impacts whether they are provable or not, if there is further research to 

seek the perspectives of people who have undergone cosmetic surgery. Their 

familiarity will help us to show the advantages and disadvantages truthfully 

for everyone to have fundamental knowledge about it. 
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Appendix A: Questionnaire 

 

University of Cambodia students’ attitude toward cosmetic surgery 

Hello all beloved UC students! We cannot imagine that we can work together 

in this task. Our group majoring in International Relations now we are 

researching a project on “University of Cambodia students’ attitude 

toward cosmetic surgery”. It seem as a new evolutionary which virtually 

effect on youth’s perception. It has been inspiring in us to do research and lead 

us to find consultants like all of you. In particular, we would like to know 

about your own perspective; your answers should be taken to address this 

concern, which motivate our project to be the particularly logical. Without 

your helps, we may find only limited evidences to support our project. So 

please feel free to answer all the questions below. In addition, it is importance 

not to provide us any error answers based on your feeling. Be your 

experiences, be attention, be warm, be real. Do not hesitate to contact us if 

you have any concerns or doubts. Our direct lines are 

chenheang19@gmail.com /Sovannreachum@gmail.com / 

lyyounging@gmail.com  

 

I. Background of information  

1.       Male    Female  

2. Marital Status   

      Single   Married                       Other 

________________ 

3. How old are you? 

 

 

     

mailto:chenheang19@gmail.com
mailto:/Sovannreachum@gmail.com
mailto:lyyounging@gmail.com
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      16-19                      20-23              24-27            

Other_________________ 

4. Which colleges are you attending? 

Please write your answer here 

______________________________________ 

5. Where are you from? 

     Phnom Penh            Provinces 

6. What year are you in? 

     Year 1     Year 2   

     Year 3     Year 4                Other 

____________________ 

II. Students’ attitude toward cosmetic surgery 

Definition: Cosmetic surgery is surgery include surgical 

procedures, nonsurgical procedures and dental procedures that 

aim at correcting or improving physical appearance. 

1. Have you ever undergone Cosmetic Surgery? 

      Yes                No  (If no, go to 

Question number 6) 

2. Do you feel satisfied with the result?  

      Yes           Neutral                       Unacceptable 

3. Do you think it is acceptable for a person to undergo 

cosmetic surgery?  

      Acceptable               Neutral  Unacceptable 

4. Based on your ideas, what are the positive impacts of 

cosmetic surgery? (More than one answer) 

        Improving social relations   Building self-

esteem 
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        Enhance job performance              Build stronger love 

relationship 

        Satisfy with own appearance      Other________ 

5. Based on your ideas, what are the negative impacts of 

cosmetic surgery? (More than one answer) 

        Cause anxiety          Lower self-esteem 

        Cause stress  Cause injury during surgery  

        Cause death                                        Other__________ 

6. If you get a chance to have a cosmetic surgery, will you do 

it? 

          Yes, I will                            No, I won’t  

7. Will you agree with your loved one or family members to 

have cosmetic surgery?  

          Yes, I will                                              No, I won’t  

III. Please indicate your opinion with the statement below by 

placing a √ mark in the box provided below. 

(1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 

5=strongly agree) 

Student’s attitude toward cosmetic surgery 1 2 3 4 5 

1. Cosmetic surgery is good choice to improve 

one’s physical appearance. 

     

2. Cosmetic surgery cause more positive 

impacts than negative impacts. 

     

3. I prefer natural beauty rather than beauty 

from cosmetic surgery. 

     

4. Cosmetic surgery is a waste of money.      

5. It takes risk to do cosmetic surgery.      

6. Cosmetic surgery will make my life better.      
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7. I will agree with my partner to do cosmetic 

surgery. 

     

8. We should discriminate people who receive 

cosmetic surgery 

     

9. Korean stars are beautiful through cosmetic 

surgery. I want to be like them. 

     

10. Cosmetic surgery is popular among youths.      

 

IV. According to your perspective, is it a good choice to undergo 

cosmetic surgery in order to change one’s physical appearance? 

Please provide reasons to support your ideas. 

………………………………………………………………

………………………………………………………………

………………………………………………………………

………………………………………………………………

………………………………………………………………

……………………………… 

V. If your partner or family members do not satisfy with their 

physical appearance, will you recommend them to have 

cosmetic surgery? Please provide reasons to support your ideas. 

………………………………………………………………

………………………………………………………………

………………………………………………………………

………………………………………………………………

……… 

We are looking forward to cooperating with all of you, and we apology for 

any technical problems. This research would be great by your willingness. 

Thank you                   ! 
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Abstract 

 

Many young people in Cambodia drink alcohol, and it seems that 

it’s becoming more popular. They may drink due to being 

influenced from their environment and may not be aware of its 

impacts. Thus, we conducted research to understand the 

perception of The University of Cambodia students on young 

people drinking alcohol. We aimed to understand how they 

thought about young people drinking alcohol, to investigate if 

men and women thought differently about young people 

drinking, and to identify the actions that Cambodian parents 

should take if their children drink alcohol. We used a quantitative 

approach and used a questionnaire written in English, and we 

sampled one hundred students from different colleges at The 

University of Cambodia. We used both convenient sampling and 

purposive sampling and then analyzed the results in Microsoft 

Excel. The study found that 94% of respondents thought that 

young people drinking alcohol was not a good idea based on 

reasons for health, studying, and other motives. Moreover, we 

found that both males and females, as well as those from the 

province and city, had very similar ideas, stating that alcohol was 

not good for young people. Additionally, the respondents said 

Cambodian parents should give good advice without using 

violence to discourage their children from drinking alcohol. In 

conclusion, understanding UC students’ perspectives on young 

people drinking alcohol is really significant for the government, 

policy makers, young people, learners, and Cambodian parents 

to have a better understanding on the many perspectives of young 

people drinking alcohol.  
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I. Introduction 

1. Background information  

Alcohol is really popular drink for all types of people. People drink it when 

they join some kinds of parties, go to bars or night clubs or have family 

gathering parties at home. Young people often drink alcohol, especially while 

they are in high school. Around 50 percent of high school students get 

involved with alcohol, and about 60 percent of that amount just drink a little 

(Sara G. Miller, 2015). But why do they drink? (Understanding why children 

drink alcohol, 2018). They drink because of their environment and the changes 

of their brain system during adolescence time. We know that young people 

are like blank paper which are easily colored by their environment, so they 

will learn from everyone around them, including their parents, peers, and 

media. Advertisements about alcohol consumption normalizes the young 

adults which can encourage them to join the new drinking culture 

(alcoholthinkagain, 2018). Alcohol thus can easily influence the young adults, 

and thus they begin drinking without caring about its impacts related to health, 

studying, or even their future.  

 

Cambodia has many adolescents who drink alcohol, mostly beer, whisky, and 

wine. The country even has children who drink as well. According to Phnom 

Penh Post, “a report from the People Centre for Development and Peace found 

that 85 percent of 1,400 people studied in seven provinces said they liked to 

drink alcohol. Of that, 14 percent were only 14 years old” (Leakhana, 2009) . 

However, there is very little research on how people view young people who 

drink alcohol. Therefore, we chose to conduct research to learn more clearly 

about the perspectives of people under 18 years old who drink alcohol, and 

we decided to sample students at The University of Cambodia. We wanted to 

know, do people view them positively, negatively, or neutrally? How does 

alcohol affect people under 18 years old?  

 

2. Problem Statement 

Children play a very important role in the development of countries, and the 

use of alcohol in young people in Cambodia is a very sensitive issue. It could 

be potentially affect the future workers and prevent them from reaching their 

potential with their education. There is a lack of research though about any of 

the impacts, from a Cambodian point of view.  
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3. Research Questions 

1. How do UC students think about people under 18 years old drinking 

alcohol? 

2. Is there a difference in how men and women think about young people 

drinking alcohol?  

3. What should Cambodian parents do if their children are drinking 

alcohol?  

 

4. Research Objectives 

 To understand how university students think about young people 

drinking alcohol in Cambodia. 

 To clarify the differences between men and women’s thinking about 

young people drinking alcohol  

 To identify about the actions that Cambodian parents should do if 

their children drink alcohol at a young age. 

 

5.  Limitations 

Our research study just focuses on the topic, which is about the perspectives 

of UC students on young people who drink alcohol in Cambodia during 2018 

only. We chose just 100 students from six different colleges at The University 

of Cambodia as our respondents with the majority age being 20 to 24 years 

old. This sample size and location are seen as our limitation, yet we believe 

our data is accurate and reliable. 

 

II. Literature Review 

1. What is Alcohol? 

Alcohol is a liquid that contains active ingredients which can make people 

lose control when they drink too much of it, such as wine, beer, spirits, and 

other drinks. Alcohol is classed as a drug, which slows down you virtual 

factions by making you have slurred speech, loss of control and coordination, 

unintelligent responses, and being unable to react quickly (drug-

freeworld.org). Alcohol is an intoxicating substance, and an active ingredient 

in drinks containing alcohol is ethanol (Managing Alcohol at Events, p.117). 

Alcohol is the drug of choice among youth. Many young people are 

experiencing the consequences of drinking too much, at too early an age. As 

a result, underage drinking is a leading public health problem in the United 

States of America (U.S. Department of Health and Human Services, 2006). 
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2. Minimum Legal Drinking Ages 

In July 2015, the World Health Organization created a report called the 

“Global Status Report on Alcohol and Health 2014” that contained the 

Minimum Legal Drinking Ages (MLDAs) with some related information from 

190 independent states over the world. This data showed that “of the 190 

countries, 61% have a drinking age of 18 or 19 years old. The United States 

and 11 other countries have an MLDA of 21 years old, the highest MLDA of 

all the countries where it is legal to drink (although some areas of India have 

drinking ages as high as 25 and 30 years old). Alcohol is banned in 16 

countries, all of them are Muslim countries, although some have exceptions 

for non-Muslims.” (Minimum Legal Drinking Age in 190 Countries - 

Minimum Legal Drinking Age - ProCon.org, n.d.). In Cambodia, there are no 

laws that talk about the legal drinking age yet. According to General 

Mackevili (2014), “Cambodia is one of only a handful of countries in the 

world that has no legal limit for drinking or buying beer, wine or spirits, 

according to the US-based International Center for Alcohol Policies.” 

However, in 2015, the Ministry of Health drafted a law related to alcohol to 

protect children’s health in Cambodia.  According to Cambodia Daily, said 

“The Health Ministry has drafted Cambodia’s first-ever law to control the sale 

and consumption of alcohol, which imposes a minimum legal drinking age of 

21 and would fine retailers who sell liquor to anyone underage.” (Henderson, 

2015). So a minimum drinking age in Cambodia could help to restrict or 

regulate the alcohol industry and local retail market as well.  

 

3. Causes of drinking alcohol 

As children change from adolescents to young adults, their emotions begin to 

change. Developmental transitions, such as puberty and increasing 

independence, have been associated with alcohol use (U.S. Department of 

Health and Human Services, 2006). “As many as 50 percent of high school 

students currently drink alcohol, and within that group, up to 60 percent binge 

drink” (Sara and Staff, 2014).  

3.1 Parents and peers’ influences 

Children’s behavior and attitude change easily through the environment 

around them. Thus, parents are the important environment that really play 

important role for their children (U.S. Department of Health and Human 

Services, 2006). When kids see their parents drinking alcohol, they might feel 

like alcohol is just a normal thing for them and their parents may be feel okay 

for them if they use alcohol (Drink Aware, 2016). Accordingly, “Curiosity 

and social conformity appeared to be the main drivers of young people’s initial 

engagement with alcohol. Usually one member of the friendship group was 
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introduced to alcohol by older acquaintances or relatives and then quickly 

passed on this newly acquired knowledge to his or her friendship group. 

However, the purpose of drinking alcohol quickly matured amongst the young 

drinkers.” (Percy, Wilson, McCartan, & McCrystal, 2011). They might see 

their friends, his/her boyfriend or girlfriend using alcohol which makes them 

more likely to use alcohol and other drugs and then engage in delinquent 

behaviors (Castillo and Giancola, 1999). 

3.2 Media 

Advertisements about alcohol consumption normalizes drinking cultures. 

(alcoholthinkagain, 2018). More and more advertisements about the bad 

effects of alcohol have been created to decrease alcohol consumption by 

adolescents. In contrast, many young people are trying using it because of 

getting heavily influenced from the media. Movies and television show the 

use of alcohol, popularize music that include lyrics about alcohol use, and 

display advertisements for different brands of alcohol which are seen to 

encourage them to taste it (Megan A; Fred Furtner and Frederick P, 2011). For 

example, according to CNN, there are many advertisements on the phone 

screen while kids are watching online videos or playing online games (Kelly 

Wallace, 2016). 

3.3 Genetic and emotions 

Genetics can play a part in the use of alcohol. Children who come from a 

family with a history of alcoholism are at an increased risk for becoming an 

alcoholic. So if their parents like to use alcohol when they were young, the 

children may be more likely to drink. According to the American Addiction 

Center, “genetics and heredity are closely linked because parents pass their 

genes down to their children, so children inherit the genes from a medical 

perspective, there are some differences when discussing genetic versus 

hereditary diseases” (Is Alcoholism Hereditary or Genetic, 2018). Secondly, 

emotions play a big role in the lives of young people, so they may be more 

likely to use alcohol if they break up with someone or lose important people 

in their lives (SAMHSA.gov).  

4. The positive and negative impacts of alcohol consumption 

There can be both positive and negative impacts of alcohol consumption. 

4.1 Positive effect of alcohol consumption  
Some young people think that they feel much better from their physical and 

mental problems after drinking alcohol. They enjoy and forget their problems 

and it’s a sign that they are grown up as well (Understand why children drink 

alcohol, n.d.). According to Life Process Program, “drinking successfully is 
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one of a handful of controllable health behaviors that significantly contributes 

to overall physical and emotional well-being.” (Are there any positive effects 

of drinking alcohol, 2018) It can “lower the chance of diabetes, lower your 

risk of cardiovascular disease, lengthen your life, prevent against the common 

cold, decrease chances of developing dementia and reduce the risk of 

gallstones” (Bachai, 2013). 

 

4.2 Negative effect of alcohol consumption 

Young people easily absorb the environments around them. When they 

consume alcohol at a young age, it really affects to them in both the present 

and future. Periods of effects are divided into two: long term and short-term 

effects (Steven, 2014). Firstly, alcohol affects one’s memory and as well as 

the reaction span because one’s behavior, emotions, reasoning and judgment 

are still developing when you are under 18 years old (Choice for Life). 

Secondly, it can cause the negative impacts to the whole family, which can 

make a family feel isolated or have negative relations. Thirdly, it can lead to 

a family financial crisis, domestic violence or other crimes (Drugrehab.org, 

2016). One report shows that Pakistani men drinking alcohol effects their 

family’s relationship. Similarly, Indian and Chinese men also accept this truth 

and state that their alcohol consumptions can affect their work (Heim, 2004). 

 

5. Solutions on alcohol consumption of young age people 

5.1 Family involvement 

Generally, many parents remain concerned on their teenagers. From a survey 

in 2000, “after being prompted about alcohol-related issues specially, almost 

all parents (89 percent) believed that alcohol was a relevant concern.” 

However, most parents (92 percent) reported to allow their teen to drink 

alcohol by teaching their children to drink responsibly in a controlled home 

environment. “Regardless of whether or not their teenager is already drinking, 

almost all parents believed that teenagers need to help to make responsible 

decisions about drinking (97 percent). In addition, the majority of these 

parents (94 percent) believed that they had a role in this regard, and 78 percent 

saw themselves as having the most responsibility for this in relation to their 

own teen. This was also the case for parents of non-drinkers as for parents of 

drinkers,” 36% of parents supplied alcohol to youth for special occasions or 

family events. However, parents can also limit, control, and help educate 

young people to drink safely. (Palmer & Kalafatelis, 2008).  

 

Other evidence provides more suggestions or have alternative viewpoints. 

First, it’s better to not provide alcohol to your children, even if you get 
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pressured from them, especially if they are under 18. Second, you should 

create rules for your children to be aware of the places and situations where 

your children are to avoid them being in a drinking environment. Third, 

parents should discuss and explain about alcohol for children at an early age 

(alcoholthinkagain, 2018). In addition, different countries create different 

culture and norm. Some families try to keep their children away from the 

alcohol (Steven Dowshen, 2014). Parents should warn their kids about how 

the dangers of alcohol usage and they also should find the available time to 

talk to their kids before they get into high school and have the impression on 

alcohol (Sara G and Staff Writer, 2015). 

 

5.2 Friends’ involvement 

The report Alcohol and Alcoholism (p. 220- 226) stated that 19-26% of 

respondents would contact alcohol service providers in certain situations. 

Other suggestions include telling their friend’s parents or family, searching 

advice from internet and tackle problems by themselves are also included 

(Heim, 2004). 

 

To sum up, we can see that there is a lot of research about the causes and 

effects of alcohol consumption or the solutions for alcohol consumers. Most 

of the research was done in a foreign context, especially in Western countries. 

Thus, there is a space for the Cambodian context that we need to fulfill with 

our research, especially from the point of view of university students.  

 

III. Research Methodology 

1. Research design  

 We used a questionnaire as our research tool because it was simple and easy 

to collect data and to make generalizations. We designed a questionnaire in 

English for UC students to get data for our research about their understanding 

on people under 18 years old drinking alcohol in Cambodia. The questionnaire 

was divided into four parts with 28 questions. The first part of the 

questionnaire was about the background information of the respondents, 

which asked about their gender, age, marital status, major, study year, as well 

as hometown. For the second part, there were 9 close-ended questions, which 

was similar to a quiz. In this part, we wanted to test the respondents’ 

experiences about alcohol and some perspectives with the provided answers. 

The third part was about their perspectives on drinking alcohol, and we used 

a scale of ten questions which focused on their in-depth understanding of 

alcohol. Finally, we had two open-ended questions in the fourth part, asking 
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respondents for the purpose of collecting qualitative data about their 

perspective on drinking alcohol. 

 

2. Data collection approach and sample size 

To get our sample, we choose purposive sampling and convenient sampling. 

We selected 100 respondents at UC from six different colleges with a mixture 

of Khmer-Truck and International-Track students. Although our 

questionnaires are conducted in English language, we still wanted to ask K-

track students because we used easy vocabulary and grammar with simple 

English questions so we believed that everyone could answer it easily. We 

handed out the questionnaires in hard copy for them to answer in their class 

during break time. 

 

3. Sampling and data analysis method 
After collecting our data, our group used Microsoft Excel to analyze the data 

that we collected from those questionnaires. The sampling method and data 

analysis involved differentiating the answer by hometown and gender as well 

as the overall general responses in order to recognize any consistent pattern of 

those people’s answers. Through our collection data from open-ended 

question, we used content analysis, to find similar answer to the questions and 

grouped them together. 

 

IV. Findings and Data Analysis 

1. Findings 

The first section was about the background information of our respondents. 

Of the 100 respondents, there were 49% of all respondents were male and 

other 51% of respondents were female with 74% coming from the ages of 20-

24 years old. Related to their marital status, it showed that 93% of respondents 

were single, 4% were married and only 3% stated “other.” We also asked 

respondents about what year they were in; 35% of respondents were in year 2, 

30% were in year 3 and only 13% were in their first year. 56% of respondents 

were from the provinces and 44% were from Phnom Penh. After categorizing 

the majors, we got the respondents from 6 different colleges such as College 

of Arts and Humanities (COAH), The Tony Fernandes School of Business 

(TFSB), College of Social Sciences (COSS), College of Media and 

Communications (CMC), College of Law (COL) and College of Sciences and 

Technology (COST) (See Figure 1). 
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Figure 1: Number of students from 6 different colleges in UC 

To understand about some information related to young people drinking 

alcohol, section II which contained 9 questions were asked as follow. For 

question 8, respondents were asked if they ever drank alcohol when they were 

under 18 years old. Among 100 respondents, 74.5% of females said they never 

drank, with the remaining 25.5% saying that they did. Of the males, only 49% 

said they never drank, with the remaining 51% saying that they did. Of the 

respondents who did drink, they reported that they drank at parties (68%), 

while others did it for stress and friends (11% respectively). In questions 10 

and 11, we asked the respondents if they knew anyone who drank alcohol 

under 18 years old and what would you do to them. Most of them knew people, 

with 32% saying they had friends, 28% had neighbors, 16% were relatives, 

10% had brothers, and 6% others. In terms of doing anything, 47% said they 

would talk to the young person, and 38% said they would do nothing. 12% 

said they would tell parents and no one stated that they would punish the 

young drinkers. In addition, when we focused on the reasons why respondents 

drank, it was mostly for fun (see Figure 2).   
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Figure 2: Reasons why young people drink alcohol under 18 years old 

 

The most important questions in this section were questions 13, 14 and 15 that 

asked if they were their parents, sibling or relative, would they allow them to 

drink if they were under 18 years old. 78% of the respondents said no, with 

52% of females and 48% of males saying that. When asked why, the reasons 

included affecting health (34%), wasting money (19%), causing violence 

(17%), showing immorality (14%), becoming bad people (11%) and others 

(9%).  

 

However, there were 20% of respondents who said ‘Yes’, with half of both 

genders saying so. They thought the young people could enjoy their lives 

(28%), learn new things (23%), be social (23%), it was their right (21%) and 

climate condition and others were both 2.3% respectively. However, 2% 

didn’t respond (see figure 3). The last question in section II asked for the 

methods that respondents thought could educate young people about alcohol. 

For this, 30% of respondents chose parents advice, 30% said education at 

school, 27% chose social media and newspapers, 12% chose commercials and 

1% chose other. 
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Figure 3: If you were their parents, sibling or relative, will you allow them 

to drink? Why or why not? 

To get better understanding about the perspective of respondents on drinking 

alcohol, we used a scale with ten statements. Among those ten statements, 

statements 1, 3, 4, 6 and 7 asked about the positive perspectives on drinking 

alcohol in young age. Statement 7 had the lowest average with only 1.31 and 

highest ‘strongly disagree’ with 76%. It means that parents of those young 

children drinking alcohol did not really love seeing them drinking. Statement 

6 also had the second lowest average with 1.41 and highest ‘strongly disagree’ 

with 72% after statement 7, so it means that UC students also did not really 

like to see young people drinking alcohol. However, we also designed 

statement 2 and 9 for the negative feelings about drinking alcohol at a young 

age. As a result, with statement 2, UC students believe that alcohol really 

changes people’s behavior because it had the second highest average with 3.92 

and highest ‘agree’ with 44% and ‘strongly agree’ with 30% compared to 

other statements. Whereas statement 9 also got the third highest average with 

3.5 and second highest ‘agree’ and ‘strongly agree’ both at 28%. Besides, the 

statement with the highest average, 4.32, was statement 10 that stated that ‘I 

think Cambodian government should create the law on age limitation of 

drinking alcohol’ with 59% highest ‘strongly agree’. Thus, it means that many 

respondents suggested to have a new law on alcohol (see Table 1). 
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Table 1: Perspectives on drinking alcohol under 18 years old 

Part III Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

Avg. 

1. Young people 

have rights to 

drink alcohol in 

their young age 

57% 27% 11% 1% 4% 1.68 

2. Alcohol can 

change their 

behavior 

2% 8% 16% 44% 30% 3.92 

3. Alcohol will 

provide good 

impact to their 

health 

46% 23% 13% 9% 9% 2.12 

4. Alcohol is good 

to their studies 

65% 26% 4% 2% 3% 1.5 

5. I agree that 

women view 

badly on drinking 

alcohol than men 

14% 19% 30% 24% 13% 3.03 

6. I like to see 

young people 

drinking alcohol 

72% 19% 6% 2% 1% 1.41 

7. I think their 

parents love 

seeing them drink 

alcohol 

76% 21% 2% 1% 0% 1.31 

8. Parents should 

teach them how to 

drink 

65% 19% 7% 7% 2% 1.69 

9. Alcohol can 

destroy the 

children’s future 

11% 12% 21% 28% 28% 3.5 

10. I think 

Cambodian 

government 

should create the 

law about age 

limitation to drink 

alcohol 

4% 3% 9% 25% 59% 4.32 
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In addition, the two open-ended questions asked respondents to write their 

ideas. First, we asked that ‘depend on your ideas; is it good or bad for young 

people to drink alcohol under 18 years old in Cambodia? Why or why not?’ 

94% of respondents said it was not good, 3% said it was good and 3% said it 

depended. After categorizing, most people said that drinking alcohol in their 

young age wasn’t good because it would affect their health including brain 

and other physical development. Some other people also said that drinking 

alcohol would change people’s behavior, affect their studies, destroy their 

future, waste money, affect to society and others. For those who said that 

drinking alcohol was good said it was because it could reduce their stress, 

allow them to drink for fun, and make them to become adults earlier but they 

should manage their lives beforehand. For the rest who said it depended, they 

thought that drinking alcohol could be good or bad depending on the culture 

and attitude of that people drinking alcohol, not because of alcohol itself.   

The second question was about ‘based on your ideas, what should Cambodian 

parents do to their children who are drinking alcohol in this young age?’ The 

answers were varied based on their ideas. Nearly all respondents said that 

parents’ advice was the most needed. Parents should advise about the bad 

impacts of drinking alcohol and the good impact of not drinking alcohol. 

Moreover, they should observe their children to make sure that they were 

away from drinking environments. Being a good role model for children and 

providing rewards besides parties related to alcohol, being strict with financial 

punishment were also included, but they need to make sure that violence was 

not used.  

2. Data analysis 

After the data was collected, we found that most UC students thought that 

young people drinking alcohol was not good at all. We got the overall answers 

from the first open-ended question that 94% of all respondents said drinking 

alcohol under 18 years old was not good. Drinking alcohol could affect health, 

studies, future, society, finance and even lead to bad behavior. With a strong 

and logical reasons, it is clearly shown that drinking alcohol is not good. 

However, if we take a look at the section II, question number 13, there are still 

20% of respondents who would allow their surrounding people to drink. In 

here, we can take into consideration that although drinking alcohol is not good, 

some of them still allow to drink it. 

Something is more interesting in close-ended parts when we categorized those 

questions and saw how it affected or related to each other. The first question 

in section II asked if the respondents ever drank alcohol when they were under 
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18. Finally, of the respondents who said ‘No’, 61.3% were females, almost 

two times higher than males with only 38.7%. Similarly, only 34.2 % of 

females said they ever drank. It is highly lower than the 65.8% of males they 

ever drank. It means that female respondents were involved less with alcohol 

that males in their young age. (See table 2) 

Table 2: Did you ever drink alcohol when you were under 18? 

 

Figure 4: Different perspectives of both males and females in Phnom Penh 

and Provinces 

 

Besides, when we tried to differentiate the perspective between males and 

females from both provinces and Phnom Penh in question 13, 14 and 15, we 

found something new. Males and females from both Phnom Penh and the 

province shared the same perspective that they would not allow their children 

or relatives to drink alcohol with the same major reasons of health concerns. 

Surprisingly, males from Phnom Penh seem to be stricter than females from 
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Phnom Penh, but males from the provinces turned to be not as serious as 

females from province. Why? Based on the answer of reasons from 

questionnaire, both females from Phnom Penh and male from provinces 

prioritized for their right to enjoy live and be social rather than others (see 

Figure 4). 

 

Last but not least, if we focus on question 16 in section II with statement 8 in 

section III and second question in section IV, we found that they perfectly 

complied with one another. In section II, parents’ advice was the most selected 

answer with 30%, as same as education in school. In section III, 65%, the 

highest ‘strongly disagree’ was chosen by respondents in statement that 

‘parent should teach them how to drink’. The most significant answer that we 

got from the ideas of respondents in second open-ended question in section IV 

also showed that among all the answers, using advice from parents was the 

most suggested answer with 56.2%. To sum up in this part, in the Cambodia 

context, children under 18 years old are always under the control of parents, 

which is why parents’ advice is nicely suitable to be used as the effective tool 

to teach or guide them not to drink alcohol. 

 

V. Discussion 

In the study, almost all respondents (94%) view that it is not good for young 

people to drink alcohol in their young age because it can provide many bad 

impacts to them, including health, studies, future, changing behavior so on and 

so forth. This result is similar to the idea that alcohol will affect your memory 

and as well the reaction span because your behavior, emotions, reasoning and 

judgment are still developing when you are under 18s (Choice for Life) and it 

can lead to a family’s financial crisis, domestic violence or other crimes 

(Drugrehab.org, 2016).  

 

Only 3% of respondents stated that drinking alcohol is good for being mature 

early, as same as the idea of (Percy, Wilson, McCartan, & McCrystal, 2011) 

and (Understand why children drink alcohol, n.d.) in our literature review. 

Besides, we found that parents should advise them and observe them from 

drinking environment, as well as set the rules for them to follow. These ideas 

are similar to the research by (alcoholthinkagain, 2018). Significantly, when 

we talk about the suggestions from our research related to the creation of a 

new law to limit the age of drinking on 18 years old, it’s quite different from 

the ideas of (Henderson, 2015) that “The Health Ministry has drafted 

Cambodia’s first-ever law to control the sale and consumption of alcohol, 

which imposes a minimum legal drinking age of 21 and would fine retailers 
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who sell liquor to anyone underage.” Thus, this problem needs to be 

researched more and taken into consideration. 

 

VI. Conclusion and Recommendations 

We systematically conclude that students from The University of Cambodia 

have a negative view on young people under 18 years old drinking alcohol. 

Although some female and male students will agree to permit their 

surrounding people drink it, they still have the same ideas about its negative 

impacts. In addition, the involvement of parents is very needed to advise their 

children calmly and peacefully for the better future of their young children. In 

fact, this research has been conducted with a small sample size that it is unable 

us to make generalization in the whole Cambodia context. Taking this 

opportunity, we would like to have four suggestions and recommendations.  

Firstly, this research is the very first systematical data about the negative 

perspectives on drinking alcohol under 18 years old in Cambodia. It has its 

own limitation and scope. Thus, we would like to encourage and suggest other 

researchers to conduct further research about the reasons why young people 

still drink alcohol despite understanding its disadvantages. Because in the real 

society, the number of young people drinking alcohol is still increasing and is 

a concern, but our research is just focused on the perspectives on it. Thus 

researching about the reason that young people still drink alcohol can fill the 

gap of our research and respond back to the changing current society.  

Secondly, based on our data, UC students and we as the researchers firmly 

believe that the Cambodian government especially all policy makers should 

take this problem into consideration and create an effective law to limit the 

age for drinking alcohol to 18 years old. Similarly, the government should 

strengthen the commercial laws and other related laws to limit the alcohol 

advertisements in every form of image to discourage people to taste and 

become addicted to it, as it may cause problems in the future.  

Thirdly, families especially parents should be involved more and effectively 

advise their children about alcohol. We know that parents always advise their 

children, but somehow their children don’t listen to them. However, parents 

shouldn’t give up. Parents need to increase their participation and find more 

effective advice or solutions to deal with this and control or limit their 

children’s drinking.  

Last but not least, we would like to recommend all young people to be aware 

of the bad impacts of drinking alcohol at a young age and drink as little as 

possible while being responsible. 
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Appendix A 

Questionnaire 

Topic: The UC students’ perspectives on drinking alcohol under 18 

years old in Cambodia 

Hello our valued participants, 

We, students of the University of Cambodia in Subjects RES301, have been 

conducting this research to find out the perspective of university students on 

young people drinking alcohol under 18 years old. Moreover, we want to study 

in deep how men and women differently think about this case and also the 

involvement of parents to their children’s drinking in Cambodia context. 

We would like to get the precious ideas from YOU. Your honest and accurate 

responses will play an active and important role in our research paper. Thanks 

to your valued contribution. 

I. Background of information 

1. Sex:   Male        Female        

Others _____ 

2. How old are you?  

              Under 15         15-19  

                        20-24         25-29          Over 30 

3. Status:        Single                Married      

 Others_____ 

4. Which university have you been studying in? ___________ 

5. What year are you in? 

Year 1   Year 2   Year 3  Year 4           Others _____ 

6. What is your major?  _____________ 

7. Where is your hometown? 

Phnom Penh    Provinces 

 
II. Information about drinking alcohol under 18 years old 

8. Did you ever drink alcohol when you were under 18?  

Yes    No (if No please skip question 9) 

 

9. When do you drink it? (you can choose more than one answer) 

Party     Stress    

Friends forcing  In cold climate          Others _____ 
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10. Who do you know anyone drink alcohol under 18 years old?  

(Can choose more than one answer)  

Sisters    Brothers   Neighbor 

Friends    Relatives            Others _____ 

 

11. What will you do if you see your relatives/friends drinking 

alcohol while they are under 18? 

Tell their parents  Talk to them directly    

Punish them    Nothing           Others _____ 

 

12. Why do you think they drink alcohol? (Can choose more than 

one answer) 

Parent’s influence  Peer’s influence  Alcohol commercial        

Fun     Being unhappy  Spending money as they are rich                  

Others __ 

 

13. If you were their parents, sibling or relative, will you allow 

them to drink? 

Yes (if yes, please skip question 15)           No (if no, please skip 

question14) 

 

14. Why do you allow them to drink? (you can choose more than 

one answer) 

Their rights/choices    To be socialization    Enjoy their lives  

Climate condition         They should learn new things         Others  

 

15. Why don’t you allow them to drink? (you can choose more 

than one answer) 

 Cause violence            Show immorality        Affect health   

Become bad people    Waste money            Too young 

Others         ________________ 

 

 

 

16. Do you think what kind of methods that can educate young 

people about alcohol? 

(Can choose more than one answer) 

Commercial        Parents’ advices      Social media and newspaper  

Education at school            Others ______ 
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III. Perspective on drinking alcohol under 18 years old 

Please indicate your opinion with the statement below by placing a mark () 

in the boxes provided below. (1=strongly disagree, 2=disagree, 3=neutral, 

4=agree, 5=strongly agree). 

Perspective on drinking alcohol in the age 

under 18: 

1 2 3 4 5 

1.  Young people have rights to drink 

alcohol in their young age 

     

2. Alcohol can change their behavior      

3. Alcohol will provide good impact 

to their health 

     

4.   Alcohol is good to their studies      

5. I agree that women view badly on 

drinking alcohol than men 

     

6. I like to see young people 

drinking alcohol 

     

7. I think their parents love seeing 

them drink alcohol 

     

8. Parents should teach them how to 

drink 

     

9. Alcohol can destroy the children’s 

future 

     

10. I think Cambodian government 

should create the law about age 

limitation to drink alcohol 

     

 

IV. Open-ended questions: 

1. Depend on your ideas; is it good or bad for young people to drink 

alcohol under 18 years old in Cambodia? Why? Why not? 

………………………………………………………………………………

…………………….. 

………………………………………………………………………………

…………………….. 

2. Based on your ideas, what should Cambodian parents do to their 

children who are drinking alcohol in this young age? 
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………………………………………………………………………………

……………………..…………………………………………………………

…………………………………………..……………………………………

……………………………………………………………….. 

This is the end of questionnaire 

Thanks for your commitment 

Appendix B 

  

 

No Questions Answers Percentages 

8 Did you ever drink alcohol 

when you were under 18? 

yes 38% 

No 62% 

9 When do you drink it? Party 68% 

Stress 6% 

Friends forcing 11% 

Cold climate 0% 

others 5% 

10 Do you know anyone who 

drinks alcohol under the 

age of 18? 

 

Sisters 5.8% 

Brothers 10% 

Neighbor 28% 

Friends 32% 

Relatives 16% 

Others 10% 

11 What will you do if you 

see your relatives/friends 

drinking alcohol while 

they are under 18? 

 

Tell their parents 12% 

Talk to them directly 47% 

Punish them 0% 

Nothing 38% 

Others 3% 
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15 Why don’t you allow them 

to drink? 

Cause violence 17% 

Show immorality 14% 

Affect health 34% 

Become bad people 11% 

Waste money 19% 

Others 4% 

16 

Do you think what kind of 

methods that can educate 

young people about 

alcohol? 

 

Commercial 12% 

Parent’s advice 30% 

Social media and 

newspaper 
27% 

Education at school 30% 

Others 7% 

Table 3: Responses of section II of questionnaire 

 

12 Why do you think they 

drink alcohol? 

Parent’s influence 8% 

Peer’s influence 19% 

Alcohol commercial 7.5% 

fun 37% 

Being unhappy 21% 

Spending money as 

they are rich 

3.7% 

others 4.9% 

13 If you were their parents, 

sibling or relative, will 

you allow them to drink? 

 

Yes 20% 

No 78% 

14 Why do you allow them to 

drink? 

Their rights/choices 21% 

Be socialization 23% 

Enjoy their lives 28% 

Climate condition 2.3% 

Should learn new 

things 

23% 

Others 2.3% 
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Statement 

numbers 

 Total average on 

perspectives 

Average on 

female 

perspectives 

Average on male 

perspectives 

1 1.68 1.67 1.70 

2 3.92 3.91 3.91 

3 2.12 2.09 2.10 

4 1.50 1.46 1.51 

5 3.03 3.03 3.03 

6 1.41 1.40 1.42 

7 1.31 1.31 1.32 

8 1.69 1.70 1.70 

9 3.50 3.48 3.48 

10 4.32 4.32 4.30 

Gender differences on perspectives of drinking alcohol in section III 

 

Statement 

numbers 

Total 

average on 

perspectives 

Average on 

respondents’ 

perspective in Phnom 

Penh 

Average on 

respondents’ 

perspective in 

Provinces 

1 1.68 1.68 1.68 

2 3.92 3.90 3.92 

3 2.12 2.06 2.12 

4 1.50 1.47 1.5 

5 3.03 3.01 3.03 

6 1.41 1.41 1.41 

7 1.31 1.32 1.31 

8 1.69 1.70 1.69 

9 3.50 3.47 3.50 

10 4.32 4.31 4.32 

Different perspectives on respondents in Phnom Penh and provinces in 

Section III 
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Abstract 

 

 Cellcard Company is one of the largest telecommunications 

companies in Cambodia. They have spent millions of dollars on 

advertising and try to persuade consumers to choose them for 

their program offerings. Therefore, we wanted to investigate the 

persuasive strategies that are used in Cellcard’s video 

commercials and determine how they affected the public in terms 

of beliefs and attitudes. Based on those findings, we wanted to 

create a commercial script that could be developed to further 

influence the public. To answer our research question, we 

sampled 150 people and gave them a questionnaire and analyzed 

their results. We divided the respondents into three groups, based 

on how familiar they were with Cellcard’s commercials and 

found that pathos was used in all seven Cellcard advertisements. 

Overall, the respondents rated the commercials overwhelmingly 

positive in terms of both attitudes and beliefs.  

 

I. Introduction 

1. Background of the Study  

One of the key indicators to make each business successfully run is the ability 

to advertise the business. Advertising is not a new strategy to build a target 

market. Advertisements, in fact, have appeared since 3000 BC in the form of 

inscriptions, which became a very popular channel to tell how a particular 

business served the market (Unknown, 2009), (Dean, 2010), (Fresbey, 2000), 

and (Fox, 2011). Since then, the evolution of advertisements has been a 

nonstop process. Most recently, advertising agencies and companies have 

been good at creating memorable advertisements to persuade customers to 

engage and purchase the products or services. However, despite all the 

documented changes of advertisements all over the globe, there has been little 

discussed about Cambodia.  
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According to the Phnom Penh Post, “Cambodian businesses spent three times 

more on advertising in 2013 than they did 10 years ago…” (Kunmakara, 

2013). The growth of advertisements was due to the increase of SMEs and the 

peaceful condition of the country itself. The same source notes that telecoms 

were the biggest spenders, but for the last three years, they have been 

overtaken by beverages, including soft drinks and alcohol, also consumer 

goods (Kunmakara, 2013).  

 

In 2013, about 96 percent of Cambodian citizens owned a TV set, which is the 

reason why television dominated the media industry since most of the people 

were able to reach advertisements through their TV. More or less, each firm 

had to promote their company as well as their products to people by TV 

advertising and by using billboards, banners, radio, newspapers, and 

magazines, but 50% of customers were reached by their TVs in Cambodia 

(Kunmakara, 2013). Another article in the Phnom Penh Post argued that 

“…monitors advertising spending for TV and print (but not radio), $105.4 

million was spent on advertising in 2012, compared with $101.6 million in 

2011 and $75.6 million in 2010.”, based on Media Adex data by Indochina 

Research as citied by (Renenbrink, 2013).  

 

The above facts though do not illustrate how significant TV advertisements 

were for companies to become closer to their customers by offering 

promotions or new products for Cambodian citizens. Cellcard Company was 

one company that depended on TV advertisements to inform their customers 

about promotions and information in general.  

 

Not surprisingly, Cellcard Company, a member of the Royal Group Company, 

is generally known as a large, leading, and fully-integrated communication 

company who provide a full range of mobile communications and 

entertainment services for consumer and corporate markets (Cellcard 

Company, 2017). They offer some innovative services including voice, 

messaging, international roaming services, wire-less broadband, and value-

added services (Cellcard Company, 2017).  

 

As a matter a fact, Cellcard is a trademark of CamGSM Co. Ltd, a corporation 

duly established in 1996 as a joint venture between the Luxembourg-based 

Millicom International Cellular S.A. and Cambodia’s Royal Group of 

Companies, and then, the Royal Group of Companies took over the ownership 

on November 2009. Cellcard Company has served their customers for twenty 

years since they launched in 1998. By understanding the customers’ needs and 
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highly committing to serve the users, their company’s reputation is well 

known:  

 

“Cellcard has finally become Cambodia’s standard for 

quality, value and customer service, and continues to be 

vigilant in developing new ways to support and enhance the 

way its customers communicate through regular network 

upgrades, continuous development of plan/ product ranges 

to address emerging customer needs, and putting an 

emphasis on consistent, responsive and professional 

customer care (Cellcard Company, 2017).” 

 

In terms of promoting their products, Cellcard normally uses TV 

advertisements, SMS advertisements, YouTube, and others kinds of social 

media (Cellcard Company, 2017). In such advertisements, Cellcard Company 

is very good at creating interesting advertisements to make the audiences pay 

attention, especially the youths. Ian Watson, Cellcard CEO, said that “The 

2016 Cellcard Brand Campaign is dedicated to the young, passionate, 

expressive generation of Cambodia, who aspire to do more … encourage and 

inspire Cambodia’s youth to not just follow their dream, but to dream big, to 

take on the challenge…” (Cellcard Company, 2016). In accordance to his 

remarks, it can be concluded that Cellcard works hard to inspire Cambodian 

youths to do what they dream about and even go further than what they wanted 

to through campaigns and advertisements. 

 

Each commercial of Cellcard usually focuses on youth and what the gain from 

Cellcard’s services in order to enjoy their lives and contribute to others. In 

short, Cellcard persuades their customers to change their attitudes, beliefs, and 

value creation in their advertisements.  In conclusion, advertisements have 

evolved and gone through a long journey to today. They are effective and 

efficient strategies to bring companies closer to their customers and influence 

them in many ways.  

 

1. Statement of the Problem and Hypotheses  

The main aim of this study is to analyze the persuasive strategies used in 

Cellcard’s commercials to influence its public. Specifically, it shall seek to 

answer the following questions: 

1. What persuasive strategies are used in Cellcard’s video commercials? 

2. How did the video commercials affect the public in terms of beliefs and 

attitudes? 
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3. What video commercial scripts can be developed to further influence 

Cellcard’s public?  

 

2. Paradigm 

 

3. Theoretical/Conceptual Framework 

This study discussed the approaches to persuasion, as mentioned by Relph 

Tench & Liz Yeomans, 2009. This approach was about the usage of semiotics, 

or symbols and texts in the messages that are decoded by message receivers. 

The belief approach seeks to understand how each person believes in 

something and how effective and tactful persuasion can remove each personal 

belief. Finally, reasoned action theory and cognitive dissonance theory were 

also selected to give the clues on how the attitudes of customers was 

exchangeable after being persuaded by the influential advertisements. 

 

4. Semiotics 

The theory of semiotics was introduced by a Swiss linguist, Ferdinand de 

Saussure (1857-1913) as cited by Relph Tench and Liz Yeomans (2009) and 

Daniel Chandler (2017). The semiotics approach concentrates on what 

receivers, the customers, perceive once they are informed about something. 

What the sender, the company, originally wanted audiences to understand 

what they were trying to persuade through communications toward each other 

Cellcard’s video
commercials,
Semiotic, belief
approach, reasoned
action theory and
cognitive
dissonance theory

Analysis of
persuasive
strategies and target
beliefs, attitudes
and values

Proposed Cellcard
video commercial
script

Inputs Process Outputs 
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was not important since the customers formed their own meaning based on 

their semiotics (Chandler, 2017). It is mostly related to the messages decoded 

by the customers due to the sender’s messages, and the customers’ 

interpretation might not be consistently be what the company refers to.  

 

This approach was divided into other four sub-divisions such as: denotative 

meaning, connotative meaning, ambiguous meaning, and polysomic meaning. 

The denotative meaning refers to the literal meaning as what the dictionary 

states. Simply, it means that the customers were able to decode the received 

messages into the literal meaning without any interference of noises.   

 

Then connotative meaning focuses on internal associations both of customers 

and the company to the message itself.  Ambiguous meaning refers to the 

multiple meanings of one word. As noticed, when the customers try to decode 

the message, they come up with many distinguishable meanings which make 

it more difficult to take the specific meaning of what the company really wants 

them to know. Last but not least, polysomic meaning relates to the various 

understanding based on cultural differences. Hence, this approach seeks the 

ways how customers use those sub-approaches to create their own meaning 

from the company’s messages.  

 

5. Belief approach 

Roka Rokeach (1960), the author of “The Open and Closed Mind,” 

demonstrated that people’s beliefs were divided into two elements: central and 

peripheral beliefs (Relph Tench & Liz Yeomans, 2009). For central beliefs, 

these people were easily persuaded, and this was further divided into two 

aspects—beliefs by everyone and beliefs held by the personal. For peripheral 

beliefs, these people are not easily influenced, which is why companies must 

work even harder to make this group of customers interested in their products 

(Rokeach, 1960). Therefore, most companies analyze the differences in those 

two models of beliefs, and then determine how to make the group of customers 

with peripheral beliefs become their customer base.  

 

6. Reasoned action theory  

Fishbein and Azjen (1980) stated that reasoned action theory clearly examines 

the connection of attitude and behavior and the possibility to change, as cited 

in Relph Tench & Liz Yeomans, 2009. The simplest meaning of this strategy 

was that customers are evaluated on something based on other’s point of view 

and their stands. After that, customers formed a specific attitude in response 

to this comparison. If the company happened to understand this concept, they 
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were likely to succeed in their advertisements because they influenced the 

thoughts of the customers by indicating new ideas to the customers.  

 

When the customers were being informed about something, they addressed 

the cases, and then they compromised their attitudes and beliefs to the trends. 

This was the reason how reasoned action of the customers sometimes 

encouraged them to change their attitudes and beliefs, once they had already 

compared what them to what they had known. They then decided to take 

action by having a strong reasoning to support their stands.  

 

7. Cognitive dissonance theory 

Cognitive dissonance theory, founded by Leon Festinger, a psychologist in 

1957, revealed about the inconsistency of other’s thoughts compared to the 

customers themselves (McMillan, 2017) and (Louisa C. et al., 2007). When 

customers were informed to change their behavior and their views, they would 

rather adjust their thoughts to fix their behavior (Relph Tench & Liz Yeomans, 

2009). It resulted in people responding in the way they were, meaning that the 

messages of the companies do not affect them because they just listened for a 

while and were about to change their ideas about the subject, but they did 

nothing to change their behavior. Herein, the cognitive dissonance theory was 

the disagreement of others thoughts comparing to an individual person.  

 

II. Literature Review 

Many of the previous researchers, especially business people, have spent a lot 

of time to do more research to seek the appropriate strategy to use for their 

advertisements in order to persuade customers to buy their products. 

Sometimes, the advertisements did not aim to advertise what customers 

recently wanted or needed, but at least the customers could identify what type 

of product or service was advertised (Westhuizen, 2017). More or less, 

customers might remember the brand of the products while they were 

watching the advertisement so that when they wanted to purchase the product 

or find the service, they could access it easily and quickly.  

 

Persuasion in the business world via advertising did not merely make it 

convenient for customers to order products, but it was more likely related to 

convince them to purchase something that they may need in the future 

(Westhuizen, 2017). To write a successful script, advertisers should think of 

AIDA principles: attention, interest, desire, and action. By using these 

guidelines, the advertisement’s designers could come up with many brilliant 

concepts to convince customers to choose their products. This principle allows 
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the customers to become interested, increase their desire, and act to get the 

products for utilization (Westhuizen, 2017). This particular researcher also 

added two other guidelines to writing a persuasive script.  

 

The first guideline was to think of the audience (Westhuizen, 2017). Every 

single advertisement should always analyze the focused group of customers 

that the products are geared to. Once he or she has defined the target customer, 

he or she can choose the suitable language to use, as different groups of people 

have different kinds of advertisement methods that attract them. Second, the 

persuasive methods have to include supporting evidence to make customers 

strongly believe in the products. Many customers would not easily trust a 

product without any proof. Thus, evidence gives the products more credibility 

and accountability for people to purchase. The researcher clearly mentioned 

that the more people receive information overloaded, the more they should 

seek for the future alternatives or facts rather than depending on the firms 

descriptive about the products.  

 

Additionally, Westhuizen (2017) provided other four tricks when writing a 

persuasive product advertisement since the above suggestions were unable to 

make the competed sense of persuasive advertisement to evoke customer’s 

attitudes and beliefs for themselves. There are as follows:  

 

   1. Making a bold claim or statement. This encourages the firm to be 

confident in want they did or launched to the public. If the messages sound 

confident, consumers tend to trust the promoted products and services.   

   2. Hiring an expert or a celebrity to market the products or services. This 

strategy attracts his or her fans and the celebrity would become the reference 

for those products. Business could hire these celebrities in order to increase 

sales, and this become known as endorsements in the world of advertising.  

   3. Using statistics and facts. The use of numbers informs customers about 

something and creates a strong sense of truthfulness.  

   4. Trying to connect with customers. It is about CRM (Customer Relations 

Management). Companies or departments could easily engage the customers’ 

needs and wants. Then the message of advertising emotionally affects them to 

believe that they used those products are good.  

 

Another researcher argued other ten ways to create persuasive messages via 

advertisements, namely scare tactics, promising happiness, attacking social 

standing, limiting availability, becoming friends with company, creating 

positive associations, making customers laugh, humanizing things and 
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animals, employing reverse psychology, and using sex and provocative 

imagery (Suggett, 2016).  

 

   1. Scare tactics: This method is to make people fear their security, personal 

safety, health, and so on. The idea was that bad things would probably happen 

to them if they did not have this product or service (Suggett, 2016).   

   2. Promising happiness: It meant that after purchasing the product, the 

product itself would help customer feel better or safe.  

   3. Attacking a firm’s social standing: From this point of view, it just warned 

to the firm itself to be sensitive and understand the market trends. In other 

words, the launching advertisements tried to give the clues to the public about 

what is going on in the society, and they, at least, should keep themselves 

updated every movement of the society.  

   4. Limited availability: The main point of the message is to inform 

customers about the limitation of the products for their advertisement period. 

This strategy worked very well for Nike. Generally speaking, when customers 

notice that products were limited, they are emotionally inspired to buy them, 

which is why they sometimes break sales records.  

   5. Becoming friends with customers: Once the customers become loyal, it 

benefits the firms. The firms need to act friendly to them to make them feel 

comfortable and work on their relationship’s longevity. This plays with CRM 

concepts.  

   6. Creating positive associations: The same researcher, Suggett (2016) and 

Hudgins (2016), stated that a company has to be careful while selecting the 

celebrities to be their product’s model. The company needs too critically 

discuss and think of the reputation of the celebrities’ candidates and their 

product, and ensure it meets their customers’ interest.  

   7. Making customers laugh: Video commercials that make customers laugh 

are good because they reveal positive emotions toward the organization. 

Whenever the advertisement can make customers happy, there is a better 

chance that the customers remember what the products are for and they’re 

more likely to use them in the future.   

   8. Humanizing things and animals: To make the advertisements became 

alive, the advertising producer’s team should consider using a mix of animals 

and models in the advertisement.   

   9. Employing reverse psychology: This strategy means that the product itself 

shall not be named in a certain way. Sometimes customers do not want to be 

dominated on what they should think or do so the company employs reverse 

psychology to think of different ways to sell the products.  
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   10. Using sex and provocative imagery: This method can attract more 

attention for customers.   

 

Hence, there are ten strategies to create or design persuasive advertisements 

for attracting the customers on the specific products. In addition, other 

researchers argue that there were other four models to produce persuasive 

messages in the advertisement for keeping customers’ attention on the 

persuasive messages of trust, logic, emotion, and tactics (Boykin, 2017; 

Cornelius, 2017; and NCTE, 2009).  

 

They mention that “the "trusted authority" character has been ubiquitous in 

advertising since the dawn of television. It means that the promoted products 

should have an expert who specializes in that field to prove that the particular 

product is really useful. The persuasive messages by the advertisement alone 

does not greatly affect the customers, but if experts commonly agree on 

something, the customers trust them and want to try it too. (Kenechukwu S. 

A, & et al, 2013). This is the power of expertise. Similarly, firms can choose 

celebrities and other noteworthy people to advertise the product, and 

consumers will no longer wonder about the quality of the products. They are 

likely to accept and trust them. However, some customers are not easily 

influenced by celebrity or experts but they may believe other points of view. 

As a result, the company needs to figure out the best way to build trust.  

 

As commented by same researchers, adverting producers should focus on 

logical areas such as hard data, research results, facts and figures as evidence 

(Boykin, 2017), (Cornelius, 2017), and (NCTE, 2009). The logical data builds 

trust for the consumers. Additionally, the adverting producers use emotional 

appeals to customers. Emotional appeal found in advertising today often 

involves at least one of the emotions Aristotle described years ago (Boykin, 

2017), (Cornelius, 2017), (NCTE, 2009) and (Kenechukwu S. A, & et al, 

2013). This strategy tends to use the emotional connections between products 

to the customers. The persuasion by emotional strategy within ads can be 

captured by the emotions of anger, love, joy, fear, confidence, guilt, 

benevolence, pity, envy, and emulation (Boykin, 2017).  

 

Moreover, for persuasion tactics, companies need to provide additional 

information to the public via the company’s website, blog, or other types of 

sources. This helps create a sense of the company’s specialties. When the 

customer accesses the website, they can learn about the company, products, 

and other promotions. The basic idea is not about selling the products but 
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letting the customers know what the product actually is (Kenechukwu S. A, & 

et al, 2013).  This strategy was more likely to be relevant with bandwagon 

appeal, humor and product comparisons (Boykin, 2017 and Hudgins, 2016). 

  

In addition to Boykin’s recommendations, another author said that the 

persuasive advertisement should add on other three approaches to create such 

great advertisement to convey the customers, namely repetition, claims, and 

promotions (Hudgins, 2016).  

 

For repetition, this is a simple technique that mentions the product’s or 

company’s name more than one time in the advertisement. By doing so, the 

customers become aware of the company’s reputation as well as what the 

company was about. That was not the most appreciated approach to ensure 

that customers will remember them. Some advertising companies have 

realized that using a combination of sign and sound is the best way to make 

customers remember them; that is why, not only in TV ads, but also in other 

advertisement channels, commercials repeat the name of the product and 

company.  

 

Furthermore, each video commercial always claims about the benefits of the 

products. For instance, how the product or service helped the focused group 

of customers, including informing, educating and developing expectations 

(Hudgins, 2016). It always uses facts to compare itself to others.  

 

For another approach of Hudgins (2016) was to depend on the promotions 

which means that the company can offer coupons, sweepstakes, games with 

prizes and gifts. Once the customer is offered something, they might feel good 

about the company and want to come back to the business again. Of course, 

that was the game of give and take. The company used it as the periodical 

promotion offering so that it reminded the customers to be the first one in the 

row for getting any rewards or extra discount, for example. This approach was 

the most successful one since the customers were unconsciously inspired to 

purchase more because of the promotion; later on, when they realize that the 

quality of the product was good, they searched and bought the product, and 

then it automatically became the customer base of the company.  

 

To sum up, all the mentioned strategies are the most important approaches to 

be used for establishing persuasive advertisement to lobby customers to 

engage with the products, and then they were likely to change their attitudes, 

beliefs, and values. Persuasive advertisements are about selling products, but 
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the unspoken concept was to make customers alternatively change how they 

currently reacted to, believed in, and valued the products.  

 

III. Design and Methodology 

1. Research Design and Methodology 

To make this research became more creditable and reliable, both a qualitative 

and quantitative research approach was used. In short, the aim of this research 

methodology was to seek information from the focused participants by asking 

closed questions, answering only yes or no on the surveying topic. As known, 

closed questions normally leaded the responders to what the researcher wanted 

them to answer only, if they had never experienced as the asked question, they 

just rejected or say no.   

 

This methodology was used because the researchers wanted to shape the way 

of how the participants can answer; it was about the draft or set the direction 

from them to move on. No matter what they responded, their answers were 

the sensitive variance to be considered on the proved topic. Importantly, it was 

useful since the researchers can save time for both researchers and responders. 

At the end of the day, researchers summed up all answers, and then they 

classified those data into any measurements and make decisions or 

conclusions to the research based on data; for example, frequency, model, 

median, and so on. 

 

The respondents of this research were randomly selected based on purposive 

random sampling technique, called nonprobability sampling to seek their 

recommendations and understandings about Cellcard’s advertisement to 

convey their audiences. As argued by some of authors, purposive random 

sampling method was the approach to conduct the survey based on the 

nonrandom selective population and objective of the research since it was 

done with whom are able to answer or understand about the surveying topic 

because they, at least, were required to have knowledge or experiences with 

the topic was, and it was known as “judgmental, selective, or subjective 

sampling” (Crossman, 2017),(Ilker Etikan et al., 2015), and  (Neetij Rai & 

Bikash Thap, 2017) 

 

2. Respondents of the Study  

One of the most important aspects to make this study successful was to 

consider who were chosen to be the participants for contributing their ideas to 

the study. Because this research was about figuring out the thoughts of the 
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public toward Cellcard’s video commercials, the public were surveyed 

through a questionnaire, as discussed in the next part of this research.  

 

 Generally speaking, the researchers conducted the survey in public areas in 

order to ask for the approval from the public to fill out the questionnaire. 

Respondents included students, teachers, workers, employees in private 

companies, and so forth. It meant that it was difficult to identify the population 

exactly or determine their occupations.  

 

According to Cellcard’s website, the total number of Cellcard’s subscribers 

was 3 million in 2014; this research randomly selected only 150 respondents. 

It was about 0.05 percent of the total subscribers. The reason that the 

researchers decided to survey only 150 respondents was that this was just a 

small-scale research and that had time constraints. If the respondents had used 

Cellcard’s services, seen Cellcard’s video commercial before, or been 

available to answer the questionnaire, they were selected to be the participants 

of this research. 

   

3. Data Gathering Procedure 

The researchers developed a survey to ask the public about their perceptions, 

attitudes, and beliefs toward Cellcard’s video commercials. The procedure of 

the survey was as follows: 

 

Qualitative Research  

1. A survey question was handed out to the public. 

2. The researchers decided to choose the public so that it proved the 

validity and accuracy of the research. 

3. Some survey questions were asked in an open-question context. 

4. The public filled all those survey questions. 

5. The survey results from the public were recorded in order to analyze 

further. 

6. From the results, Cellcard’s video commercial script was developed at 

the end of the research. 

 

Quantitative Research 

1. A survey question was handed out to the public. 

2. The researchers chose the public so that it proved the accuracy and 

validity of the research. 

3. The survey questions were asked in a closed-question context meaning 

that there were several answers for them to pick. 
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4. The public answered all those survey questions. 

5. The survey results from the public were also recorded in order to be 

analyze further. 

6. From the results, Cellcard’s video commercial script was developed at 

the end of the research. 

 

4. Treatment of Data   

The data gathered would be classified, tallied, and reviewed. The result of the 

survey from those classes will be compared that would lead to the 

development of a video advertisement scrip. 

 

IV. Presentation, Analysis, and Interpretation of Data 

As mentioned previously in chapter one, there were three important statements 

to investigate for this research by selectively looking at seven video 

commercials of Cellcard in order to analyze their persuasive strategies, 

including logos, ethos, and pathos, analyzing the data gathering from the 

public’s survey, and producing a video commercial script for developing 

further influence to the public. This chapter will discuss and interpret each 

statement by analyzing the seven commercials.  

 

1. Videos commercials’ descriptions 

Table 1: Big love’s description 

Commercials’ 

Description 

Ethos Logos Pathos 

BIG LOVE  Visually straight 

facts and statistical 

evidence 

Positive 

emotion 

 

One guy was trying to surprise his girlfriend but he got stuck in a traffic jam. 

Therefore, he texted and told his friends (who were also planning the surprise 

with him) that he would be late. His friends later came to direct the traffic so 

that the guy went to surprise his girlfriend on time without letting her wait too 

long. This commercial had only Logos and Pathos. For Logos, there were 

some uses of visually straight facts and statistical evidence in that if you 

subscribed to the program, subscribers got the amount of money that was 

shown on the screen. As for Pathos, it showed positive emotion that 

subscribers could get through hard times with help from friends. 
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Table 2: Osja Xchange’s description 

Commercials’ 

Description 

Ethos Logos Pathos 

Osja Xchange Strengthening 

their credibility 

by providing 

incentives  

Statistical 

evidences 

Comedic act to 

show a sense 

of happiness 

 

Two call center agents described the many benefits of using the Osja Xchange 

from $1 to $100. This commercial used Ethos, Logos, and Pathos. For Ethos, 

they encouraged customers to try it first instead of listening to their words. 

Moreover, by trying it for the first time, new subscribers got $100 for free, 

meaning that they had $200 instead of $100 which was used to call within the 

network and was valid for 14 days which was 7 days more than the existing 

subscribers. For Logos, there was the use of statistical evidence in their 

explanation as well as there was a visual support that popped up on the screen 

whenever they were talking on that point. As for Pathos, the video commercial 

showed two people having fun by playfully push each other around to take 

turn explaining the benefits of the program.  

 

Table 3: Description of how to change into 4G LTE on your phone   

Commercials’ 

Description 

Ethos Logos Pathos 

How to change into 

4G LTE on your 

phone 

Celebrity’s 

endorsement 

Straight 

evidence 

Fun vibes 

 

A Cellcard expert adviser was explaining what to do in order to change from 

3G into 4G LTE. For Ethos, the video was trying to attract the attention of the 

audience to keep on watching and listening by using a freelance model to 

explain about the change. For Logos, the video commercial provided some 

straight evidence by showing the audience exactly what to do and what to 

press. For Pathos, the commercial tried to instill a sense of happiness by 

incorporating happy and fun music in the background. The adviser was also 

explaining things in a very happily way by keeping a decent smile most of the 

time. 
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Table 4: Cellcard Super 4G’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

Cellcard Super 4G Using a reliable 

expert to strengthen 

credibility 

 Romantic 

background song 

 

It was a video commercial which showed that Cellcard was the fastest internet 

provider in Cambodia. For Ethos, it tried to show that Cellcard was the biggest 

and fastest internet provider in Cambodia according to a reliable expert 

Speedtest Awards. For Pathos, it tried to romanticize the audience by 

providing a romantic background song to make audiences feel a sense of 

belonging to it. There was no Logos in this commercial.  

 

Table 5: Riel Deal’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

Riel Deal Celebrity’s 

endorsement 

Statistical 

evidences 

Talk in 

humorous tone 

and acting 

stupidly 

 

One celebrity explained the Riel Deal exchange which was an exchange from 

1000Riels to 1GB. 1000Riels = 25cents. Therefore, with 25cents, subscribers 

got 1GB worth of internet use. There was the use of all three in this 

commercial. For Ethos, they used a famous comedian to endorse the use of 

this program. For Logos, there was the use of statistical evidence in terms of 

visual support. By paying 25cents, subscribers actually received 1GB for 

internet use. As for Pathos, the commercial tried to convey a sense of 

happiness by having the celebrity talk in a very humorous tone as well as 

acting comically. 

 

Table 6: iNET Plan’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

iNET Plan  Visual 

evidences 

Positive 

emotion and 

fun vibes 
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It showed a group of teenagers living life more happily and connected through 

all sorts of social media platforms. There was the use of Logos and Pathos. 

For Logos, It showed texts of what to do in order to subscribe to the plan. As 

for Pathos, it showed a group of teenagers having fun while using the plan. 

 

Table 7:  Cellcard Niyeay’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

Cellcard Niyeay  Logical reason Emotional roller 

coaster 

 

A son calls and tells his mother that he could not go to homeland and celebrate 

Khmer New Year with his mother. Thankfully, through Cellcard Niyeay, he 

still talked with his mother on the phone for a much longer time at a low cost. 

There was the use of Logos and Pathos. For Logos, it tended to provide a 

logical reason of the plan because by using it people who talked to their love 

ones for a longer period of time no matter where they were in the country. As 

for Pathos, at first, it showed a sense of sadness by not being able to be 

together in the New Year time. Later on, through using the program, there was 

a sense of relief and heart-warm feeling. 

 

2. Data interpretation 

The data gathered by the respondents were divided into three groups based on 

a few requirements. Some of the respondents were able recall only one 

Cellcard videos and were thus placed in Group 1. Each group was analyzed 

using the same format.   

 

Group 1 

 As mentioned above, this group had members who were able to 

describe only one video commercial from Cellcard. That means that before 

asking them to take the survey, the researchers had already asked them 

whether they really matched the requirements of the survey. However, when 

they came to see the next page of the survey, they said that they could not 

remember the name and what the commercials were about. However, here are 

still some of their information.  

 



 
 

158 

 

 

Figure 1:  Respondents’ Age: Group 1 

Group one had eleven respondents, 7 of whom were male. This is equal to 

7.3% of the overall respondents. Most respondents were in their 20s but there 

were 3 people who were 22, two people who were 18 and 26 respectively, and 

the rest only had one respondent per age.  

 

Figure 2: Respondents’ Demographic: Group 1 
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Figure 2 shows about the various demographics of the respondents such as 

their marital status, educational background, whether they are Cellcard 

subscribers, and if they had seen the video commercials by Cellcard. It clearly 

shows that among 11 respondents there was only one respondent who was 

already married. Additionally, 10 out of 11 persons have enrolled or studied 

at the university, but there was only one respondent who was only studying at 

high school.  

Of course, some of them were not Cellcard subscribers, as the expected in this 

study, but they had seen the video commercials of Cellcard. The only two 

commercials they knew were Big Love and Cellcard Xchange as seen in 

Figure 3, with Big Love by far being the most popular.  

 

 

Figure 3: The Seen Video Commercial: Group 1 

Group 2 

Group 2 was the group of respondents who were able to describe two types of 

video commercials. We analyzed the data the same as Group 1. Group 2 was 

the smallest of the three groups, with only 9 respondents, or 6% of the total 

respondents. Only two of the nine respondents were female. Figure 4 shows 

the ages of respondents, with three respondents who were 20 years old, and 

two respondents who were 22 years old.  
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Figure 4: Respondents’ Age: Group 2 

According to Figure 5, only 2 respondents among the 9 people were already 

married. All 9 respondents had gone to university and thus were well-

educated. The data gathered from them also showed that there were only 4 

respondents who had used Cellcard’s service or were Cellcard subscribers 

while the others people were using other companies’ services.  

 

 

Figure 5: Respondent’s Demographic: Group 2 
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Group 2’s respondents had seen many different types of commercials, namely 

Big Love, Cellcard Thom Thom, Cellcard XG, Cellcard Reward, Cellcard 

Osja, iNET, and 10K (see Figure 6). It did not mean that all of them had seen 

all those commercials, but each individual respondent just mentioned some 

similar commercials to others; that is why, it totally came up with those seven 

video commercials. Big Love was the most popular commercial of all, 

followed by iNet and Cellcard Thom Thom. The other commercials received 

one vote each.  

 

 Figure 6: The Seen Video Commercial: Group 2 

 

Group 3 

Group 3 was by far the largest group of respondents, with 130 people. 70 of 

these were males, and 60 were female. The ages ranged from 18-48, with 18 

and 25 year olds having 25 people each. The third highest frequency were 

respondents who were 35 years old, and that included 11 people (see Figure 

7). This group contained many older people than Group 1 and Group 2.  
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Figure 7: Respondents’ Age: Group 3  

 

 

 Figure 8: Respondents’ Demographic: Group 3 
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Figure 8 shows the demographic information of the respondents. Among 130 

participants, there were 42 respondents who were married, with 88 people not 

yet married. Then 90 out of 130 respondents had gone through university or 

were studying at university. Not surprisingly, because this study attempted to 

focus on Cellcard subscribers, there were 85 of the respondents, who were 

Cellcard users. 62% of the respondents had watched more than four video 

commercials, and 17 percent of them had seen only two video commercials.  

 

The respondents’ demographics helped the researchers to understand and 

make the further projections about what they responded in the questionnaire. 

It was not just important to understand the respondents, but it made the 

researchers realize that the information was important to understand how they 

thought or reacted to the commercials.  

 

That would be very significant to Cellcard because they always wish to target 

the youth’s market, as argued by their CEO. The company must learn about 

the market or their audience, and what they know about Cellcard, for example. 

Even though Group 3 recognized many video commercials, they were similar 

to what Group 1 and Group 2 already pointed out, such as Big Love, Cellcard 

4G, Cellcard XG, Cellcard Riel Deal, Cellcard Niyeay, Cellcard Osja, 

Cellcard Reward, Cellcard Thom Thom, Cellcard Xchange, iNET, Net Idol, 

Donation Charity, Cellcard Plus, and Cellcard Promotion (see Figure 9).  

 

Shortly, there were 14 video commercials given by the respondents, and we 

will explain and interpret what they have chosen and how they affected their 

beliefs and attitudes after they had seen the commercials.  
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Figure 9: The Seen Video Commercial: Group 3  

This section explains about the chosen video commercials. As seen in Figure 

9, Big Love received 113 remarks, followed by Cellcard XG with 70. Cellcard 

4G, Cellcard Riel Deal, Cellcard Niyeay, and Cellcard Osja were the next 

interesting video commercials, and their rankings were quite similar with each 

other. Only Donation Charity, Cellcard Plus, and Cellcard Promotion got only 

1 notice for each. There might be something behind the senses which leads 

those video commercials to be recognized differently.  

 

Effects of the video commercials on respondents’ beliefs and attitudes  

To understand the effects of the seen video commercials by the respondents, 

it was very beneficial to dig out what those video commercials really meant 

for their beliefs and attitudes. Table 1 shows both the positive and negative 

attitudes and ranks the results.  

Table 8:  Respondents’ Attitude  

Attitudes 
Group Positive No Freq. Rank Negative No Freq Rank 

1 

(1=2) 

Attractive 4 2.67% 1 
No 

Response 
3 2% 1 

Want to 

subscribe 
3 2% 2     

Alive 1 0.67% 3     
Total 11=7.33% 
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2 

(1=4) 

Attractive 4 2.67% 1 
Not 

interested 
1 0.67% 1 

Want to 

subscribe 
2 1.33% 2     

Funny 1 0.67% 3     

Alive 1 0.67% 3     

Total 9=6% 

3 

(1=6) 

Interesting 25 16.67% 1 Simple 22 14.7% 1 

Attractive 22 14.67% 2 Repeated 15 10.0% 2 

Warmth 19 12.67% 3 Not good 10 6.67% 3 

Unique 10 6.67% 4     

Funny 7 4.75% 5     

Total 130=86.67% 

Total : 150=100% 

 

For Group 1, as mentioned previously, there were only 11 respondents, or just 

7.33% of the respondents. For positive attitudes, 2.67% of the total 

respondents (and 4 out of 11 respondents for Group 1), mentioned that the 

videos were attractive. In contrast, three of them did not give any response 

about their negative attitudes. It could be inferred that even though this group 

could only remember one video, their level of positive attitude was higher than 

a negative one. In other words, it meant that those video commercial was really 

effective to take the audience’s attention rather than being ignored by the 

audiences. If the audiences felt positive the most about any videos, it meant 

they were likely to become subscribers of Cellcard’s company.  

 

Meanwhile, Group 2 only had 9 respondents and contributed only 6% of the 

total respondents. Not surprisingly, even though they could only comment on 

two video commercials, this group gave good responses. Their positive 

attitude was high, with attractive scoring 2.67% (or 4 out of the 9 respondents 

again), as well as satisfied/wanted to subscribe at 1.33%. Funny and alive got 

a few other marks. Based on this data, it was assumed that the respondents felt 

good about those videos. At the end of the day, the attitude of respondents was 

likely to be positive rather than the negative reflection about those video 

commercials since there was only one respondent who was not interested in 

what Cellcard was trying to sell.  

 

Group 3 was the largest group with 130 respondents. 124 of these respondents 

had a positive attitude towards the commercials, with the following numbers: 
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16.67%, attractive: 14.67%, warmth: 12.67%, unique: 6.67%, funny: 4.75%. 

The data gathered from Group 3 is similar to Group 1 and Group 2 because 

they are all overwhelmingly positive. It meant that the concepts of the videos’ 

design were already influential to the audiences’ heart. At the same time, it 

proved that the designers of the videos were good at capturing strategies or 

the core concepts to create each video for attracting and evoking audiences’ 

attitudes to be positive. Even though most of the respondents’ attitudes to their 

seen video commercials of Cellcard were mostly positive response, some of 

them still had some negative comments about those videos as well.  

 

As seen in the table, some of the respondents mention that those videos were 

simple with 14.67%, repeated at 10.00%, and not good at 6.67%. According 

to these comments, there were points to be improved. It shows that some 

thought that there was an ineffective issue for the audience and they felt that 

from one video to another, nothing had changed as compared to previous ones. 

Once we understood the respondents’ attitudes or feelings about the 

commercials, we needed to determine their beliefs about those videos as well.  

 

 

Table 9: Respondent’s Beliefs 

Beliefs 
Group Positive No Freq. Rank Negative No. Freq. Rank 

1 

(1=2) 

Good 8 5.33% 1 Do not 

understand 

the video 

1 0.67 1 

 Concise 2 1.33% 1     

Total  11=7.33% 

2 

(1=4) 

Good 3 2% 1 Incomplete 

Video  

3 2% 1 

 Creative  2 1.33%      

 Useful 1 0.67%      

Total 9=6% 

3 

(1=6) 
Reliable 33 22.% 1 Unreliable 

16 10.67

% 

1 

Unique 30 20.00% 2 

Incomplete 

video 

commercial  

7 4.67% 2 

Creative 20 13.33% 3 Repeated 5 3.33% 3 

Expertise 19 12.67% 4     

Total  130=86.67% 

Total :150=100% 
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For group one, 10 out of 11 responded that the videos were good and concise. 

It demonstrates that after the respondents watched and carefully thought about 

the video, that though those videos were good or logical because there was a 

smooth flow of information or specific to the core of the video to persuade the 

audience to subscribe to those advertising services. Only one respondent felt 

confused and didn’t understand the video. 

  

For group 2, 6 out of the 9 respondents gave positive beliefs, including good, 

creative and useful. This means that those respondents thought of those videos 

similarly to Group 1. The producers of those videos tried to simplify the 

message within the videos to ensure that everyone could understand them 

easily once they had watched the video commercials. Three respondents 

argued that some of the videos seemed incomplete, meaning that there was 

some information missing in the videos. In other words, they felt doubtful 

about the videos so it made them feel uncertain about subscribing to those 

programs. 

 

Group 3 had higher positive beliefs than the others, due to their size. They 

remarked that the videos were reliable, unique, creative, and had expertise. All 

of the respondents clearly pointed out that they thought Cellcard’s 

commercials were acceptable because they knew how to design the videos in 

a special way from the others. Last but not least, 102 respondents believed that 

they were positive, while 28 respondents reacted negatively towards those 

videos. The thought that the videos were unreliable, incomplete, or repetitive. 

Maybe some of those videos failed to give credible information or missed to 

capture some information for the audience, as the respondents failed to fall in 

love with them. Despite the fact that the designers worked hard to differentiate 

the videos, the core concepts were too similar to previous ones. The 

commercials want to convince the audience to subscribe to the program 

offerings by Cellcard, but the benefits are duplicated with other programs, 

which is why 28 respondents said that they were repetitive.  

 

3. Respondents’ Comments  

The respondents had several suggestions to give Cellcard. They suggested that 

Cellcard should help to promote Cambodian culture by including those 

concepts into their video; use Khmer and English language in their 

advertisements to ensure that foreigners also can understand what the video is 

about; reflect the reality of human life rather than relying much on the 

animation or computer graphics; provide promotions for special occasions; 
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run a fair competition campaign to compete with the competitors; find further 

attractive concepts; give discounts for calling other services; and extend their 

service or signals at others provinces, especially at rural areas.  

 

Herein, all the recommendations of the respondents seem to be good clues for 

Cellcard to consider because it was a part of its market to understand about 

the needs of the customers. It would be good if Cellcard could handle these 

suggestions because the public would feel that their voice was heard. It simply 

means that what they want was addressed and fulfilled for them. The most 

important thing was that listening to customers or the public is a brilliant way 

to increase the public reputation or even sales of a company. 

 

After researching and analyzing several commercials from Cellcard and 

reviewing the responses from the questionnaire, the researchers created a 

script that could be used (see Table 4).  

 

Table 10: Script Creation 

Video Audio 

Camera pans down from above on a 

girl sitting alone in a dorm room. 

She appears to be missing 

something or someone. 

 

Cut to a Husky dog lying on the 

ground looking bored. 

 

Cut to the girl start subscribing to 

Cellcard BIG LOVE. She then 

video calls her brother. 

 

 

 

Cut to the husky dog which looks 

hyperactive and excited upon 

hearing and seeing his owner (the 

girl). 

Words fill screen: 

“Cellcard connects you to your 

loved ones anytime” (Centered) 

The girl: I wish Moon Moon could 

be here with me. 

 

 

 

 

 

 

The brother: Looks like someone 

was her brother. 

 

The girl: I miss Moon Moon more. 

Let me see him.  

 

The dog: *Barks 

The music of Cellcard’s original 

happy music sweeps over the dog’s 

barking. 
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V. Summary, Conclusions And Recommendations 

1.   Summary 

Based on the findings, the following are the key results from our research.  

• Pathos is used in all 7 Cellcard video commercials. 

• The data gathering from respondents was divided into three groups. 

• For Group 1, they were able to identify and describe only one Cellcard video 

commercial. They only noted Big Love and Cellcard Xchange, and Big Love 

by far was the more famous of the two. 

• Respondents in Group 2 could identify or describe two types of Cellcard 

video commercials. The most popular commercials seen by them included 

Cellcard Rewards, Cellcard Osja, iNET, and Big Love. Moreover, Big Love 

and Cellcard Thom Thom were the most popular. 

• For group 3, it fully matched the requirements of this study. 62% of them 

have watched more than 4 video commercial of Cellcard, and 17 percent of 

them have seen only 2 video commercials. 

• Big Love gets the most recognition among all of Cellcard video 

commercials. 

 

2. Conclusions 

In light of the aforementioned findings, the study featured the following 

conclusions: 

 

1. The persuasive strategies used in Cellcard’s video commercials are mainly 

Ethos, Logos, and Pathos. Specifically, a more particular strategies used 

include patriotism, bribery, and bandwagoning. 

 

2. In terms of beliefs, Cellcard’s video commercial affected the public mostly 

in a positive way. We can see that the numbers of respondents who praised 

the commercials are higher than those who were against it. This is due to the 

respondents who mostly believe that Cellcard knows how to design their video 

commercials in a special way which are cool and unique from others. In terms 

of attitudes, Cellcard’s video commercials also affect the public mostly in a 

positive way. The numbers of respondents who find the video attractive and 

good are more than those who find it repetitive and boring. This is due to the 

respondents’ positive attitude toward the concept of the commercial videos. 

 

3. In order to further influence Cellcard’s public, a new video commercial 

script must be developed and focus significantly on the Pathos persuasive 
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strategies which are designed to evoke an emotional response from the public. 

This is according to our findings in which all the previous 7 Cellcard video 

commercials have in common. 

 

3. Recommendations 

Based on the findings and conclusions, we have the following 

recommendations: 

1. The marketers of Cellcard mobile company have to strengthen the 

combination of Khmer and English words in their commercials in order to 

continue to attract and maintain new or existing customers to use Cellcard. 

2. Cellcard should come up with new, original, and fun concepts which are 

related to educational and ethical senses. 

3. The marketers of Cellcard should to incorporate the use of an animated 

cartoon characters in their commercials rather than a real life person because 

animations create a sense of happiness and joy and it also attracts more 

attention. 

4. Other Recommendations: 

4. There has to be benefits or promotions attached to their commercials which 

would be provided to customers who will be using their particular program. 

5. The commercials have to be set in real scenery and environment rather than 

using a computer-generated green screen effect because real scenery is more 

captivating and attractive to the audience. 

6. For future research in public relations related to this topic, we advise you to 

select more than 150 respondents as the primary data in order to make it a 

more credible study since Cellcard has more than 2 million subscribers. 

Moreover, we also suggest that future research should focus on Cellcard’s 

banner advertisements. 

7. For teachers teaching public relations on topics related to this study, we 

suggest that they should continue providing guidance to students who are in 

need of some clues as well as some clarification in terms of analyzing, 

interpreting, and presenting the data. 

8. For the business field, it is very important to clearly determine which 

persuasive message should be used to influence the market segmentation so 

that there is no wonder that why public relation specialists must incorporate 
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some research and development of the firm to find out what to makes 

customers stay with the company.  

9. It is strongly recommended to study deeply about the role of public relations 

because they ca come up with ideas to boost the company’s sales and positive 

reputation.  
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Appendix 

Survey’ Questionnaire 

 

Dear Respondents,  

 

We are a group of students enrolled in a public relations class, and we are 

currently conducting a study on PERSUASIVE STRATEGIES USED IN 

CELLCARD VIDEO COMMERCIALS TO INFLUENCE ITS 

PUBLIC. We would like to ask your help by completing the statements 

below.  

 

Be assured that your answers will be kept confidential and will solely be 

used for our study. 

 

Thank you! 

 

 

The Researchers. 
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--------------------------------------- 

I. Background Information 

 

a. Age: _______ 

b. Gender:   □ Male  □ Female 

c. Marital Status:  □ Single  □ Married □ Divorced   

d. Highest educational Attainment 

□ Primary education  □ Lower secondary  

□ Upper Secondary  □ University 

e. Are you using Cellcard? ___Yes   ___ No 

f. How long have you been using Cellcard? 

□ 1 Year     □ 1 to 3 Years 

□ 3 to 5 years   □ Others 

g. Have you watched the different video commercials? 

□ Yes     □ No   

i. if yes, Approximately, how many video commercials have you watched?  

□ 2 Videos    □ 3 Video  

□ 4 Video    □ Others 

II. Survey of beliefs and attitudes 

Please complete the incomplete statements by acknowledge at least 3 video 

commercials that you have noted, and then give the reflections of each video 

commercial under its description by writing a single word to demonstrate your 

reflection. Specially, please do not place the same word in each reflection.  

  

1. Video Commercial’s name: 

____________________________________________ 

It is about 

_____________________________________________________________ 
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_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________. 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 

 

2. Video Commercial’s name: 

____________________________________________ 

It is about 

_____________________________________________________________

________ 

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

______. 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 
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3. Video Commercial’s name: 

____________________________________________ 

It is about 

_____________________________________________________________

_____________________________________________________________ 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 

 

III. Comments 

Please provide or give any comments to Cellcard for what you would love to 

see in the next coming of their video commercial to influent the audience’s 

belief and attitude.  

 

My comments: 

_____________________________________________________________

_____________________________________________________________ 

 

 

Thank you for your response!! 
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