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Appendix A: Questionnaire Design of the Pilot Study
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Part |: Please identify how you personally react to the advertisements of the following

products

Scenario: Supposed you are using the internet alone and see online advertisements of these following

products.

| d‘ - Y= \ o \J d‘ 3 a a d‘d a YV a Y \
a3iun 1 nqamz‘qﬂa1ugﬁnmummmmumﬂuﬂgnmmuﬂaimymwmaumuaxu‘mﬁmuma
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®=Not atall @=Slightly Offensive ®=Somewhat Offensive @®=Very Offensive ®=Extremely Offensive

Note: “Offensive feelings™ in this study include offensive, unpleasant, irritating, resentful, embarrassing,
uncomfortable, harmful/insulting, unacceptable, and/or controversial feelings

O=hihsauiss Q=Sufeudnmies @=ihFufemhunan @=hFufsnnn O=ihFuRsnnniiga

- k& Y= 1w a 7 d'dv =3 p = 1w a M ! = a 1 =] _ @ Y= A
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1. Mouthwash | sheihuihn 1 2 3 4 5
2. Plastic surgery | msfagnssunnua 1 2 3 4 5

Condoms / Contraceptives | gunseunie / wanfasiquinia 1 2 3 4 5
4. Facial Tissue | nszamdanth (ndeq) 1 2 3 4 5
5. Notebook Computer | 1SesneuiiamesIuLWAT 1 2 3 4 5
6. Anti-acne Products | naaswaisauan 1 2 3 4 5
7. Toilet Paper | nszawise (i) 1 2 3 4 5
8. Mobile Phone | Tnsdwiiiiefi 1 2 3 4 5
9. Dental Floss | lnudailu 1 2 3 4 5
10. Shower cream | a3ueuin 1 2 3 4 5
11. Perfume / Cologne | ihwew / TaTagmi 1 2 3 4 5
12. Toothbrush | ulssdilu 1 2 3 4 5
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Part 11-A: In selecting from many types and brands of these products available in the market, would you say

that... (circle the number indicating your opinion)

g 2 Tumsidenyeaumnseusmasnelui aadaleviiauazave (Brand) ailuiesnaamnmimla (as 1 davde 1 do)

1 =1 would not care at all as to which | buy....... 7=1 quld care agreat deal as to which | buy

1 ="hildlwfiauazeivere ...... 7 =dlovliauazdReedaann
1. Dental Floss | lnudaitu 1 2 3 4 5 6 7
2. Condoms / Contraceptives | qunseunis / wanfausiquiuia 1 2 3 4 5 6 7
3. Mobile Phone | Tnsdnifode 1 2 3 4 5 6 7
4. Anti-acne Products | waasasisnuas 1 2 3 4 5 6 7
5. Toilet Paper | nszamssz (i) 1 2 3 4 5 6 7
6. Notebook Computer | m3ssneufiumesiuumnm 1 2 3 4 5 6 7
7. Mouthwash | sherhuin 1 2 3 4 5 6 7
8. Facial Tissue | nszauifanth (ndos) 1 2 3 4 5 6 7
9. Toothbrush | mlseditu 1 2 3 4 5 6 7
10. Plastic surgery | msfasnssunnuan 1 2 3 4 5 6 7
11. Perfume / Cologne | siwex / TaTagmi 1 2 3 4 5 6 7
12. Shower cream | a3ueuin 1 2 3 4 5 6 7

Part 11-B: How important would it be that you make a right choice of these products

\ 4' - A 5 a Y \J 4" Y 1 Y a o AJ \ @ i\ £
adun 3 fﬂi!ﬂﬂﬂ“lﬁ]ﬁuﬂ1ﬁ‘iﬂ1uvlﬂﬂﬂ1dﬂﬂﬂﬂﬂ Nﬂ?]ﬂﬁ]ﬂmﬂﬂﬂmﬂﬂ]ﬂl‘li (JQ 1 fuavae 1 sllé))

1=Notat all important......... 7 = Extremely importgnt

1="hidwapas..............oovvvnnrennnn, 7 = dngpnniiga
1. Anti-acne Products | naasmaisnuda 1 2 3 4 5 6 7
2. Toilet Paper | aszamsse (¥hu) 1 2 3 4 5 6 7
3. Plastic surgery | msfasnssunnuam 1 2 3 4 5 6 7
4. Mouthwash | vhnihuhn 1 2 3 4 5 6 7
5. Condoms / Contraceptives | gunseunis / waasasiquinia 1 2 3 4 5 6 7
6. Dental Floss | luuiailu 1 2 3 4 5 6 7
7. Perfume / Cologne | iwion / TaTagmi 1 2 3 4 5 6 7
8. Mobile Phone | Tnsdwniiiode 1 2 3 4 5 6 7
9. Shower cream | aduemnh 1 2 3 4 5 6 7
10. Facial Tissue | nszamianth (ndeq) 1 2 3 4 5 6 7
11. Toothbrush | mlse@ilu 1 2 3 4 5 6 7
12. Notebook Computer | niesnouiinassuumnn 1 2 3 4 5 6 7




67

Part 11-C: In making your selection of this product, how concerned would you be about the

outcome of your choice ... (circle the number indicating your opinion)

\ d’ - = 4 = d’ v a A & a Y \J du’ = o \J Y
a3un 4 f’]il!Nﬂ'J'INﬂﬂ’«)i\ﬂﬁﬂﬂﬂi]%ﬂnl3“i]'Iﬂfﬂ‘iﬂﬂﬂ‘]ﬂ%!ﬁlE)ﬂ‘]iﬁ)ﬁ‘l!ﬂ“‘ﬁﬁ]uﬁ»ﬂm‘l"mﬂﬂ (’N 1 dwavae 1 1I®)

1 =Notat all concerned....... 7=Very much concerned

1 =008 .o 7 = fnatlueehainn

1. Facial Tissue | nszamganth (ndeq)

2. Toothbrush | mlseitu

3. Shower cream | asuemnh

4. Notebook Computer | inFosneuiiunosiuumam
5. Perfume / Cologne | iwiox / TaTagmi

6. Toilet Paper | nszamdss (i)

7. Anti-acne Products | nansmsisnudn

8. Mobile Phone | Tnsdniilode

9. Dental Floss | nudailu

10. Condoms / Contraceptives | gasneusis / nansuaigusuiia
11. Mouthwash | siwnifuihn

12. Plastic surgery | msffaonssunnuam

Part 111: Please circle your answer for the following questions

daui 5. njamenandiauninfneuve sy

1. What is your gender? | mn 1. Male | %o 2. Female | nds

2. How old are you? | eng 1. Weonh 26 2. 26-35 3. wnnh 35

3. What is your marital status? | asmamausa 1. Single | Taa 2. Married | ugaam 3. Divorced | ni$a

4. What is your highest education level? | 1. High School | siseulais 2. Bachelor’s degree |i5aanas
msAngega 3. Master’s degree | J5yanin 4. Doctoral degree | J5ynuen

5. Are you currently working? | 1. Yes, Full-Time | snomdunan 2. Yes, Part-time | siawhigunm
amugmaiu 3. Not working | "ildam

6. Which is the range of your current monthly 1. 10,000 or lower (niismiiunsodndi) 2. 10,001 — 25,000
income (in Thai baht)? | 3. 25,001 - 40,000 4. 40,001 - 55,000

wlddordon (Tuium) 5. More than 55,000 (1nn41 55,000)

Fxxkxxxxx* Thank you very much for your cooperation!! *xxskxsskx
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SRIPATUM UNIVERSITY

QUESTIONAIRE

UUUaa U

Topic of the Study:

Effects of Animation on Offensive Product Advertising

Y auv
UDI9Y

d‘ J a Y d' ' v A
wamammmaau"lmmmﬂmymmumwmiamm)

Research Objectives

1) Investigate the separate and interactive effects of animation (movement) and cartoons (drawings) on

offensive product advertising.

2) Determine whether using animation and cartoons in banner advertising design is more effective for
offensive products when compared to for non-offensive products.

3) Distinguish the consumer responses toward different ad designs of offensive product advertising into
cognitive, affective, and behavioral responses.

4) Examine whether the level of involvement in both offensive and non-offensive products also has a

significant influence on consumer responses towards animation and cartoons in banner advertising design.

Conducted by:
Aj.Pakakorn Rakrachakarn

Lecturer, Sripatum University




Part I: Please indicate your attention levels of the following advertisements
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®=Strongly Disagree

................. ®=Strongly Agree

(O Y P A T

—_s v A
®=ifiudvetnita

1. | paid alot of attention on mouthwash ad
Fuldanuaulvedianadulasamintuln

2. The mouthwash ad is eye-catching
Tawambherfunhnidnuuziazgam

3. 1 paid a lot of attention on anti-acne ad
sulfauauledianaiuTayaneudan

4. The anti-acne ad is eye-catching
Tuwsnewddatianyaziazgam

5. | paid a lot of attention on facial tissue ad
suldanumulaesanniu layannszamdanii

6. The facial tissue ad is eye-catching
TamannszapFanihiidnuaziazgam

7. | paid a lot of attention on notebook computer ad
fuldanwaulvedanndu Tawaiaseneuiunes Tiiadn

8. The notebook computer ad is eye-catching
Tuwsnnouiinaes liatjnildnyasiazgam

1

2 3 4 5

6

Part I1: Please indicate your credibility levels of the following advertisements

' A A, o oA A a v 9 '
aun 2 ﬂif,m‘szllixmemu‘lmmn@maﬂmymwmﬁummumd

®=Strongly Disagree

................. ®=Strongly Agree

@="hirfiudwe

B109 ceeeeennnn ®=iiudwotets

1. Mouthwash ad is believable
Tawamiwnhuhaiianminede

2. Mouthwash ad is convincing

y
Tawameninaha T 148

3. Mouthwash ad is biased

2y - o
Tawamiwduthalinnududes

4.  Notebook Computer ad is believable
Tuwannouiinmes liaijniinnuniuiede

5. Notebook Computer ad is convincing
Tananaeuituaes it T 14a

6.  Notebook Computer ad is biased
Tuyannouiinaes Iafniinnwdudes

7. Anti-acne Ad is believable
Tapanewddtianminyede

8.  Anti-acne Ad is convincing
Tawanowdaa I 14a

9.  Anti-acne Ad is biased

Tamaneuddlianududes

10. Facial Tissue ad is believable
TawannszamFantiiinnniyode

11. Facial Tissue ad is convincing
TwwannszauFanth Tt 1da

12. Facial Tissue ad is biased
TupannizabFanthinnud v

1

2 3 4 5

6




Part I11: Please indicate your feelings towards these following brands

daui 3: nyanszynnuidnuesnuiiiaetions liil
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®=Strongly Disagree

............ ®=Strongly Agree

@ ="hirfiudwed

) oA
................ ®=ritudwotrat

10.

11.

12.

You like the brand “Adora”

quaeuuusud “Adora”
“Adora” is an interesting brand

“Adora”fhumususivhaule

“Adora” is a good brand
“Adora”Whunusudia

You like the brand “MSI”

guaeuuusud “MSI”

“MSI” is an interesting brand
“MSI”dunususiienly

“MSI” is a good brand

“MSI”Sumsuaig

You like the brand “Clearina”

¢ 0

quyeuuusud “Clearina”

“Clearina”is an interesting brand
“Clearina” whuususivhauls

“Clearina” is a good brand
“Clearina” dhuuusudig

You like the brand “Scope”

fuaeunusua “Scope”

“Scope”is an interesting brand
“Scope”dlumsudmiauls

“Scope”is a good brand
“Scope” ithususig

1

2

3 4 5 6

Part 1V: Please indicate your feelings towards these following products

dauit 4: njanszyanuianvesiuiiisedudae lil

®=Strongly Disagree

............ ®=Strongly Agree

@ ="hirfiudweeda

) oA
................ ®=ritudwot1ata

You like facial tissue
ureuATZMHFANh

Facial tissue is an interesting product
“Adora”Wuauiiieuly

Facial tissue is a good product
“Adora”fuauing

You like mouthwash
guyewhethn

Mouthwash is an interesting product
ihofnhadududimhauls

Mouthwash is a good product
thethuthndududing

3 4 5 6
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®=Strongly Disagree

®=Strongly Agree

D=liFUBIONEL e eeneenaennn. ®=riudrwotrits
7. You like computer notebook
compurer 1 2 3 4 5 6

AuyoUABNN AT IHALA
8.  Computer notebook is an interesting product

noufiaes Tindaduduiihaule 1 2 3 4 > 6
9.  Computer notebook is a good product

neuunes Tadaiududia 1 2 3 4 5 6
10. You like anti-acne product

AuUFBNANT NS INFD 1 2 3 4 5 6
11. Anti-acne is an interesting product

[macne 18 en INeresting p 1 2 3 4 5 &6

wavmmmsnmmlﬂuﬁuﬂmmﬁu‘lﬂ
12.  Anti-acne is a good product

Dl 1 2 3 4 5 6

Naﬁnmwnmmmuﬁumm

Part V: Please identify how you react to the advertisements of the following products

dauii 5: njanszyfnsevesnuiiiise lubanvesdumdiais

®=Strongly Disagree

................. ®=Strongly Agree

(O T P AT A

—_s v A
®=ifiudoetnita

10.

11.

12.

Facial tissue ad makes me feel disgusted

Yo Y=

TamannszasdaminildTuidnvozuvos

Facial tissue ad makes me feel uneasy
TawannszabiFanthnilisuidnsasale

Facial tissue ad makes me feel irritated
Tawannszadaninih isuidnvgania

Mouthwash ad makes me feel disgusted
Tamannszasdaminildsuidnvezuvo

Mouthwash ad makes me feel uneasy
Tuwamhenuhnilisuiandadals

Mouthwash ad makes me feel irritated
Tuwmmhenhuhnilisuidnugania

Notebook computer ad makes me feel disgusted
Tuwanaouiinaes liaijnm isuidnvesive

Notebook computer ad makes me feel uneasy

Yo YL 2 o

a IO @ o
Tamanaeuniawes atnildsuidnaasaly

Notebook computer ad makes me feel irritated

Vo Y=

Tunanaeuiiuaes liadam 1T uddnngania

Anti-acne ad makes me feel disgusted

Yo Y=

Tuwanewddahlisuidnvezuve

Anti-acne ad makes me feel uneasy

Yo Y2 =2 o

Tuwanewddnhlisuidndadals

Anti-acne ad makes me feel irritated

Yo Y=

Tawanewidahlisuidnngania

1

2

3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5

6
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Part VI: Please rate your personal feelings towards these products

daui 6: nyanszynuidndiudrvesiiu dildedudwazusmsaiuais

®= Not offensive at all lrsaReuas

®= Extremely offensive 1hsufeanniiga

. Gk Y2 1 o A 3y P = Y= 1 o A ] oA a o = o Y=g A
HUWYLie) . ﬂ?ulgﬂﬂll?i\?mﬂﬂ “luwurimasmm ﬂ??llgﬁ'ﬂiﬂi\uﬂﬂil ‘ZJJW?J?W ‘lﬂ!!ﬂﬂ\??i} HyArNA W10V ﬂﬂﬂﬁ?ﬂ mmgﬂnmnaugna’ﬂﬂiaﬂmw

aawgansylila uazluie aawgandaudaluiale

Lo

Mouthwash | sherhuihn

N

. Shower cream | ssuowih

3. Condoms / Contraceptives | qunseuiis / wanfusiguiia

4. Facial Tissue | nszamdanth (ndeq)

5. Dental Floss | lnuiailu

6. Anti-acne Products | nansmsisnuidn

7. Notebook Computer | m3asneufiumesiuumnm

8. Perfume / Cologne | siwes / TaTaga

1 2 3 4 5

1 2 3 4 5

Part VII: Please circle your answer for the following questions

dauil 7: nsunanaudouseuduaviiiimaouye i

1. What is your gender? | viufimala?
2. How old are you? | sihuiiengiila?
3. What is your marital status? | asmamausavesrii

Wuedals?

4. What is your highest education level? | msfnun

gagavewiuegluszaula?

5. Which is the range of your current monthly
income (in Thai baht)? | viwiisielddeden (Fuiuun)

agluziala?

w

LN A o

w e

Male | 0 2. Female | ndja

20-25 2. 26-30 3. 31-35
36-40

Single | Taa 2. Married | ndanu

Divorced | néié

High School or equivalent | iisswlaenserionmn
Bachelor’s degree | 1/5ayan3

Master’s degree | 1/5ayanin

Doctoral degree | J5amyuen

10,000 or lower (ﬂﬁwﬁuw?ae‘%miw) 2. 10,001 - 25,000
25,001 - 40,000 4. 40,001 - 55,000
More than 55,000 (xnnni1 55,000)

FhxkxxxxH* Thank you very much for your cooperation!! *#x**xkxsx
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