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Abstract

 A study of protection guidelines and problem solution to online games addiction of Thai students including the 

evaluation of expenses of playing online game has the objectives as follows:  1) to find guidelines of protection and 

problem solution from all channels such as players, family, school, community, and government, 2) to set best practice to 

give up the game addiction, and 3) to evaluate expenses in playing games,

This study used a survey method and used both quantitative and qualitative analysis with the sample from 6 

regions, each region not less than 30 persons per group, and 12 government officers.  The data were analyzed by using 

descriptive statistical techniques and Multiple Logistic Regression technique, Chi-square, t-test, and Exploratory Factory 

Analysis.

The results of the study found the factors which bring to give up the game addiction from game playing 

behavior, the opinions of parents, teachers, community leaders, and government officers who had concerned to game 

addiction of students.  Moreover this study proposed best practice in the part of suggestion and the evaluation of expenses 

in playing game. The study found that positive factors bring to give up game addiction more than negative factors. Among 

those groups above, family is the most influenced factor. 
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 Exploratory Factor Analysis, Multiple Logistic Regression, Chi-square  t-test 
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