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ABSTRACT

The purpose of the research was to 1) study consumer perceptions of
television advertisements presented by company executives, including perceptions of
the executive and perceptions of the product; 2) study the relationship between
consumer perceptions of television advertising presented by executives, and their
perceptions of the products being promoted by executives; 3) study the relationship
between consumer perceptions of executives who act as presenters in company
television advertisements and their perceptions of the products promoted by
executives; 4) compare consumer perceptions of television advertisements presented
by company executives as individuals.

The research results show that the surveyed population were mostly
female, between 25-40 years of age, working in private companies, having a Bachelor
Degree or equivalent education, and earning 15,000 - 30,000 baht/ month.

In terms of the perceptions of respondents relevant to television
advertising presented by company executives and interest in those advertising
elements, most survey respondents had watched the advertising more than 4 times/
week, had consumed the products, and were regular customers. The respondents were
mostly interested in the television advertising presented by the company executives.

Furthermore, it was found that respondents had positive perceptions of
television advertising presented by company executives, of the company executives as
presenters, and of the products being promoted by those executives. According to the
multiple correlation coefficients, attitudes towards both television advertising
presented by company executives, and those company executives as presenters, had a
positive relationship with attitudes towards their products. In addition, differences in
consumer gender, age, and occupation were also the causes of differences in attitudes
towards television advertisements presented by company executives.

KEYWORDS: TELEVISION ADVERTISMENT / COMPANY EXECUTIVES /
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