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The purposes of this research were to measure and compare the effects of gender
and nudity of presenters  advertising on (1) attitude toward the advertisement, (2) attitude
toward brand, and (3) purchase intention between male and female consumers. Two 2x2
factorial designs were used to collect data from 240 subjects consisting of 120 males and 120
females, aged between 20-45 years old.

The findings indicated that:

1. Gender of presenters significantly affected consumers’attitude toward the advertisement,
particularly that of male consumers".

2. Nudity of presenters significantly affected female consumers’ attitude toward the
advertisement,

3. Gender and nudity of presenters significantly affected male consumers’attitude toward the
advertisement.

4. Male consumers who viewed the advertisement using the female presenter had significantly
higher attitude toward the advertisement and brand than female consumers.

5. Male consumers who viewed the advertisement using the full-clothed (non-sexy) presenter
had significantly higher attitude toward the advertisement and brand than female
consumers.

Academic Year z005



AWIAINTAUUNIINYIA Y
CHuLALONGKORN UNIVERSITY



11
12
1.3
14
15
16
17

2.1
2.2
2.3
24
2.5

31
3.2
3.3
34



3.5
3.6

4.3
44

4.5

51
52
53
54
5.5



3.1
41

4.2
43

44
4.5
4.6

4.7

48

4.9

4.10

411

20-25 26-45

Chi-SqUAE (X2 wvovvvvsrvvsmvmsmssssssmssssssssssssssssssssssssssnens 101



4.12

413

414

4.15

4.16

417

4.18

4.19

4.20

[ (1) RN 109
[0 (1] ST 110
B[R] IR N7/ et 11
R (52 A== AN 111
[ (1] 112
L (] SO NI 113
ELBST s —————— 114
[ (1) 114



421

4.22

4.23

4.24

4.25

4.26

4.27

4.28

4.29

[ (T 116
[ (-1 17
LB L. irmmemmsoensspigeves Arimerrr i anessssesssssssmesssssssssssssnessese 117
19 T A0 === BRI N O 118
[ (1] S 119
Two-Way ANOVA.........cvuvrnennn 120
Two-Way ANOVA.......cccmvvrnnn 121
TWO-WaY ANOVA......ooorvrrsrrnsssmsssssssssssssmsssssssssssssssssesss 122



4.30

431

432

433

4.34

4.35

4.36

437

4.38

Two-Way ANOVA.........courrn 124
TWO-Way ANOVA.....ooosrmssismssssssssssssssssssssssssnssns 125

Two-Way ANOVA........ccvvessrinn 126

Two-Way ANOVA.........cccvvvenn 127
TWO-Way ANOVA.....ooooscirmmsmsessssssssssssssssssssssssissns 128
L (-] ST 129
L (1] ST 129
L (1 130



439

440

441

442

443

444

445

4.46

447

1 (51 A 131
[ (51 A 132
(51 A 132
(5N S 133
(-1 A 134
L2 (5 AR 134
[ (1 135
[ (51 136



4.48

[0 SO 137
4.49
(121 138
450
2 6 (1) AR 139
451
3 ! (11 AR 139
4,52
1 2 t-test i 140
453
1 2 (511 SO 141
4.54
2 4 (11 A 142
4,55
5 6 t-test v 142
4,56
0 8 t-test v 143
5.1 '
........................................................ 144
5.2
........................................................ 145
5.3 j 74 153
54



55

5.6

5.1

58

59

.............................. 156
........... 159
........................................................................ 160
=5 MNN N 162
( = 164



21— 17

2.2 3 64
23 66
2.4 3 —— 67
2.5 [0 ] GO 69
2.6 B s ——————— 69
72 7~ 2 i
2.8 A Conception of the Relationship among Elements
inan Attitude-Toward-the-Ad MOdel.........c.ovrmsrmssivessssnsnn 12

/X N 7/ - R N 18
2.10 b - or 4 AN 80
31

................................... 89
3.2

2 01
3.3

.......................................................... 93

4.1



	ปกภาษาไทย


	ปกภาษาอังกฤษ


	หน้าอนุมัติ


	บทคัดย่อภาษาไทย


	บทคัดย่อภาษาอังกฤษ


	กิตติกรรมประกาศ


	สารบัญ



