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Utdréttur
Tilgangur pessarar rannsoknar er ad kanna, med spurningalista sem byggdur var upp i
Bandarikjunum og préfadur par 4 grunnskoélanemum (YEP, 2005b), ahrif afengis-
auglysinga og eftirtekt nema i Haskolanum & Akureyri eftir peim, pratt fyrir bann peirra
hérlendis. Lagt er uppi med sex rannsoknarspurningar par sem ahugavert var ad kanna
annars vegar; hvort almennar auglysingar sem patttakendur veita athygli fai pa til ad
langa 1 voruna, hvort patttakendur sjai afengisauglysingar i sjonvarpi og eftir hverju
patttakendur muna helst pegar kemur ad slikum auglysingum 1 sjonvarpi. Hins vegar ad
kanna utfrd kynjamun pegar kemur ad pvi hvort afengisauglysingar hofoi til patttakenda,
hvort peir telji sig verda fyrir dhrifum fra peim og hvort peir telji adra verda fyrir
ahrifum. Urtak rannséknarinnar eru 60 nemar ur Haskolanum 4 Akureyri, 40 konur og 20
karlar, par sem patttakendur voru valdir af handah6fi Gr 6llum deildum skélans og notast
vid konnun med skurdsnidi og bandariskan spurningalista (YEP, 2005b) sem fenginn var
i gegnum Lydheilsustodina 4 Islandi, hann pyddur og lagdur fyrir patttakendur. Unnid var
med gognin i SPSS og kom 1 1j6s ad nidurstodur voru svipadar upphaflegri rannsokn i
Bandarikjunum (YEP, 2005a). I fyrsta lagi er meirihluti patttakanda er jatar pvi ad langa i
tiltekna voru pegar auglysing gripur athygli peirra, ad sja afengisauglysingar i sjonvarpi
og pad helsta sem patttakendur muna eftir 1 afengisauglysingum i sjonvarpi eru;
afengistegundin, a0 folkid sem var ad drekka var adladandi og kynpokkafullt og ad
skemmtilegt parti atti sér stad. [ 6dru lagi kom i 1j6s ad innan heildarfjolda karlkyns
patttakenda voru fleiri karlar sem t61du afengisauglysingar h6foa til sin en konur innan
heildarfjolda kvenna. Sidast en ekki sist telur meirihluti patttakenda i heild ad
afengisauglysingar hafi ahrif 4 adra en ekki sig.

Abstract
The purpose of this study is to explore the effectiveness of alcohol ads and the attention
given by students in the University in Akureyri, despite the alcohol-advertising ban, by
using a questionnaire designed in the US and tested on grade school students. Six study
questions were carried out. On the one hand; whether ads that catch the individuals
attention makes the respective want the product, whether participants see alcohol ads in
TV and which topics they remember from the alcohol ad. On the other hand there was a
great interest concerning gender differences, whether the alcohol ads are appealing to
them and whether they believe alcohol ads have an impact on themselves and others. The
study sample consists of 60 participants from the University in Akureyri, thereof 40
women and 20 men. The participants were randomly chosen from all departments, using
a cross-sectional design and an American questionnaire (YEP, 2005b), which was
obtained through the Lydheilsustod in Iceland, translated and posed. The data was
processed in SPSS and the findings were very similar from the original study in the US
(YEP, 2005a). Firstly, the majority of participants say that if an ad catches their attention
they might like to have that product. The majority also says they’ve seen alcohol ads in
TV and the main topics those participants remember from alcohol ads in TV were; the
alcohol brand, people who were drinking looked attractive or sexy and a great party was
happening. Secondly the findings showed a bigger rate from the total number of male
participants feel the alcohol ads appeal to them as against the rate of women within their
total number. Last but not least the majority of all participants feel that alcohol ads have
an impact on others but not themselves.



