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The purpose of this research was to study roles, story of disruption theory in
print advertising in Thailand from 1993 - 2002 and to analyze print advertising by using
disruption concept. The samples were 60 advertisements which won the TACT Awards
prize including best single print advertising , best campaign print advertising and best
poster print advertising from 1993 - 2002. Data were collected by using the constructed
questionnaire and interview which were analyzed by percentage, mean, standard
deviation and interview analysis. The major findings of this study were as follows.

Disruption theory or concept played roles in print advertising in Thailand. It
was used by creative staff to create advertisements although it was called in different
other names. Disruption theory had its own clear procedures and created different
oMpmsﬂmH&udmndoMycmmemeomﬁmwmgmmmsbMaBodmmemmmd
consumers berception. However, during the years focused in this study, the full practice
of disruption theory in print advertising in Thailand varied and did not increase each

year.





