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SMITH BOONCHUTIMA : ATTITUDES AND PRACTICES OF ADVERTISING PROFESSIONALS
ON STANDARDIZATION OF ADVERTISING. THESIS ADVISOR : ASST. PROF. M.L.
VITTRATORN CHIRAPRAVATI, Ph.D., 126 pp. ISBN 974-17-4768-3.

The objectives of this research were to : 1) study the attitudes of advertising
professionals on the standardization of advertising 2) study the practices of advertising
professionals on the standardization of advertising 3) study correlations between different types
of advertising agencies, and advertising professionals' attitudes towards the standardization of
advertising 4) study correlations between different types of advertising agencies, and
advertising professionals' practices on the standardization of advertising. The study used
guestionnaires to collect data from 98 advertising protessionals in three types of advertising
agency, including international advertising agencies, merged advertising agencies and local

advertising agencies.

The research results were as follows:

1) Advertising professionals' attitudes towards the standardization of advertising is at
the level of 'disagreement’.

2) Advertising professionals' practices on the standardization of advertising is at the
level of 'some occasion'.

3) Overall attitudes towards the standardization of advertising among advertising
professionals from thiee types of advertising agency were not significantly different - being
measured at 0.05 using the Pearson correlation statistical process.

4) Overall practices on standardization of advertising among advertising professionals
from three types of advertising agency were not significantly different - being measured at 0.05

1isinn the Pearann enrrelatinn statistical nrocess



