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'The objectives of this research are 1) to study Thai consumers’ attitudes and
opinions ‘oward standardized advertising ; 2) to study Thai consumers’ acceptance td
| » .
standardiZed advertising; and 3) to investigate whether Thai consumers' understand standardized
| : .
advertisind) objectives.
i
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'Thls research is qualitative in nature . Depth interview and focus group discussion were

conducted

|

i
%The results indicate that :
51) Thai consumers are likely to have positive attitudes toward standardized ad\}ertising,
i especially those emphasize : humour, music and jingles, original and new advertising

i concepts, and beautiful scenery.

iNevertheless, it is also founded that Thai consumers have negative attitudes toward
standardiz:ed advertising that contradicts with Thai culture, utilizes unbelievable concepts,

_ intervenesiindividuals’ privacy, and is difficult to understand. _
§2) Thai consumers have tendencies to accept standardized advertising, particularly
advertisements fpcusing on : humour and amusement, current situation in Thai

society, and new generation.
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,'3) Thai consumers are likely to understand the standardized advertising objectives.
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