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# # 458 5126028: MAJOR ADVERTISING
KEY WORD: EXPERIMENT / ADVERTISING EFFECTIVEMENT./ SELF-REFERENCE /
CONSUMER'S RESPONSE / PRODUCT INVOLVEMENT.
WASUPOL TRESOPAKOL: EFFECTIVENESS OF SELF-REFERENCE IN
ADVERTISEMENT ON CONSUMERS' RESPONSE. THESIS ADVISOR :
ASSOC. PROF. YUBOL BENJARONGKIJ, Ph.D., 146 PP,
ISBN 974-17-4939-2.

The purpose of this experimental research is to study the effectiveness of
.different levels of self-reference: low self-feference, high self-reference, and non
self-reference in print advertisement upon consumer's response: cognitive
response, affective response, and behavior response. All 150 subjecfé ranged from
15-18 years old were categorized into 6 groups by 3X2 factorial design. The
hypotheses are:

1. Different levels of self-references will affect cognitive response
differently in hign and low :nvolverﬁent product.

2. Different levels of self-references will affect affective response. giiﬁerently
in high and low invo{vement product.

3. Different levels of self-references will affect behavior response differently

in high and low involvement product.

Results from One-way ANOVA indicated that most seif-references used in
advert_isément did not affect consumef’s résponse. However _conéum‘er‘é affective:
response were differeht when self-reference was used in advertisement 4of high and
low involvement product. In addition, the interaction effects between self-reference
and involvement product were not significantly affect consumer's response in

advertisement.”



