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The purposes of this research were to measure the effects of using different
types of offensive product, execution and media in advertising on consumers’ degree of
offensiveness and degree of advertising avoidance and to find a correlation of
offensiveness and avoidance. Data collection for the study was done in February, 2008
using questionnaires with 400 samples of male and female, aged 18-45, lived in
Bangkok. The findings illustrated that

1) Consumers with different demographic factors were differently offended by
types of offensive product, execution and media significantly at 0.05.

2) Consumers with different demographic factors differently avoided types of
offensive product, execution and media significantly at 0.05. )

3) Advertising offensiveness had a positive correlation with advertising

avoidance.





