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This study researches memory retention regarding advertising that
includes animation. The sample population comprised sixty people from the
Bangkok metropolitan area. This population was classified in terms of
individual factors, including behavioral responses regarding the media, and
the consideration of content, light, color, sound, and pictures in television
advertisements with animation as they influenced the individuals under study.
The data was collected from questionnaires, and was analyzed using the
following statistical methods: means, standard deviation, a t-test and
ANOVA.

The findings indicate that demographical differences in the population

such as gender, age, level of education, occupation, and monthly income had
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no effect on memory retention with regard to the content, light, colors, and
sound found in viewed advertising containing animation. Differences in the
frequency of watching television accounted for some differences in retaining
memories of advertising containing animation. Those who watched television
every day had a higher degree of retention of such animation than those who
watched television three to four times a week and those who did not watch
television at all.

Frequency in watching television was, therefore, one of the variables
that created differences in the retention of animation advertising images.

The data analysis found that viewers who watched television more had a
higher level of remembering and retaining animation images used in
advertisements.

The population also differed in terms of retaining images of the
content, light, color, sound and pictures of advertising animation. Animated
pictures were retained to a greater degree than animation content. This indicated
that the light, color, sound and pictures of animation advertising played an
important role in making animation advertising likely to be remembered by
consumers. Therefore, advertisers and marketers must pay attention to

creating advertising containing animation that is best suited to consumers.





