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Abstract
The relationship between appeals values has so far been mostly ignored in
advertising research. Values are naturally or intentionally ascribed more to the
products than to the ad whereas the appeal is more clearly related to the ad, yet it
makes sense that some values will be correlated with certain appeals. Therefore this
research was aimed at examining the relationship between Thai cultural values and
advertising appeals.
A survey research design has been used in this research. Komin's nine cultural
values-ego orientation, grateful relationship orientation, smooth interpersonal
relationship orientation, flexibility and adjustment orientation, religio-psychical
orientation, education and competence orientation, interdependence orientation, funpleasure orientation, and achievement-task orientation were considered as dependent
variables, while advertising appeals, which are emotion, humor, fear, rational, and
sex, were the independent variables. To identify the sample of this analysis, nonprobability was used in this study. The research was conducted on a sampling of 277
respondents from students taking communication arts and advertising as their major
subjects in Assumption University.
Experimental research on the 277 respondents who were shown ads on video
related to the five appeals while answering the questionnaire. Product moment
correlation or Pearson correlation coefficient was used to test the relationship between
dependent and independent variables.

The research results indicated that of the nine cultural values and five appeals
there was a relationship between grateful relationship orientation, achievement-task
orientation, and emotional appeal. For humorous appeal there is a relation between
ego orientation, and education and competence orientation. In addition there is a
relation between flexibility and adjustment orientation, education and competence
orientation, interdependence orientation, achievement-task orientation and fear
appeal. For rational appeal there is a relation between ego orientation, grateful
relationship orientation, education and competence orientation. Finally, for sexual
appeal there is a relationship between ego orientation, grateful relationship
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orientation, smooth interpersonal relationship, education and competence orientation,
and fun-pleasure orientation.

Based on these findings, the researcher recommends that advertisers should
design ads to match with the cultural values of their target groups. The advertisers
should also match their products with cultural values as for this research, most
relationships existed between cultural values and sexual appeal hence it is advisable to
use sexual appeal in advertising to target respondents within the age group of 18 to
23. Another suggestion is that out of all nine cultural values, grateful relationship
orientation scored the highest mean hence marketers should emphasize on this value
in designing the marketing strategy as well as advertising campaigns.
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CHAPTERl
Generalities of Study
1.1 Introduction

Today advertising plays a very important role in persuading and givmg
information to customers regarding products and services. One of the major values of
advertising is that it introduces people to new things that they may otherwise not
know about.

Currently, there have been many research studies regarding advertising but
one area that has attracted a great deal of attention in the last two decades is how
cultural factors plays a role in advertisement by affecting advertising strategies and
expressions, how cultural values, norms and stereotypes are reflected in advertising,
and how there is a relationship between values and appeals in advertising (Ahmed,
2000).

Is it possible to persuade consumers in different markets with the same
advertising message? Will they respond favorably? Or should the advertising message
be customized to reflect local culture? These questions are the most fundamental
decisions when planning an advertising campaign in different cultural areas, and not
surprisingly, one of the most frequently discussed issues in advertising today.
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Advertising Business in Thailand

The advertising business in Thailand started just after World War I.
Advertisements were first shown in newspapers followed by short commercial films
in cinema, then on radio, to finally television. At that time the advertisements were
undervalued and underestimated. Only in marketing was it given a place that rivaled
sales - neither could be said to be more important than other. To present the product
effectively, advertising and sales had to go hand in hand.

In 1965, a group of advertising agencies joined together in order to set up the
Advertising Association of Thailand. They wanted to bring advertising professionals
together to facilitate understanding and exchange of views among them as well as to
contribute to society as a whole. Since the debut in Thailand, advertising has been an
integral part of the Thai socio-economic growth. Advertising is a form of
communication that is reaching more and more people and it is so embedded in our
daily lives. We can see that advertising business is one of the industries that play a
vital role in social and national development (The Advertising Association of
Thailand, 1996).

r-

The Structure of Advertising Business in Thailand

~

The structure of advertising business in Thailand is categorized by 7 media,
which includes television, radio, newspaper, magazine, cinema, outdoor, and transit.
It is indicated that the total media expenditure from January - November 2002 was

around 55,432 million baht (AC Neilson Thailand, 2002). This figure consists of 61 %
spent on television ads expenditure, I 0% placed for radio spots, 18% for newspaper
ads, 6% for magazine, 1% for cinema ads, 3% for outdoor ads (ads on billboards,
stations, bus shellers and clipboards), and 1% for transit (ads on BTS sky train, auto
rickshaws and bus bodies). (www.adassothai.com)
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Figure 1.1 (Total ad industry spending-January-November 2001 vs. 2002)

Cinema

CJnema Ouldoor

Outdoor
3%
Transit
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·~adio

Jan-Nov 2001
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\

14%

Jan-Nov 2002

=55,432 MB.

Source: AC Neilson Thailand, 2002 (www.adassothai.com)

In terms of spending between the periods of January - November 2002, the
brand category that has the highest advertising budget in Thailand are for mobile
phones, followed by government, and then beer and stout industries. The growth rate
in the mobile phone from year 2001 was 80%, which ranked highest in the top ten
lists. In the category spending the industry that faced the downturn in ad spending is
the communication corporate which shows a decrease of 37% from year 2001.

Table 1-1 Top 10 Ads category (January - November 2002)
Category

% Growth

Jan-Nov 2002

Jan-Nov 2001

(Baht OOO's)

(Baht OOO's)

Mobile phone systems

2,463,687

1,368,940

80%

Government departments

1,454,463

1,328,409

9%

Beer and Stout

1,203,578

1,268,563

-5%

Facial - Skin care products

1,118,783

1,015,260

10%

Residential projects

1,028,427

782,806

31%

Trade fairs (exhibitions &

963,759

734,314

30%

shows
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Movie

868,761

703,055

24%

Motor vehicles passenger

810,331

789,283

3%

Communication corporate

783,678

1,252,624

-37%

Energy drinks

734,449

483,332

52%

Source: AC Neilson Thailand, 2002 (www.adassothai.com)

In terms of brand spending, during the period from January-November 2002,
Orange mobile phone system was the biggest spender with a total expenditure of
706.322 million Baht followed by Digital GSM mobile phone system with 581 .83 1
million Baht, and DTAC mobile phone system with 536.101 million Baht. From the
list it can be concluded that there is a very high competition in the phone industry.

Table 1-2 Top 10 brand spending ads (January- November 2002)

Category

Jan-Nov 2002

Jan-Nov 2001

(Baht OOO's)

(Baht OOO's)

Orange mobile phone system

706,322

-

Digital GSM mobile phone

581,831

383,014

52%
'- i;;...

system
DTAC mobile phone system

536,101

416, 191

Tourism Authority of

496,433

134,370

29%
269%

c

Thailand
Cinema (Western)

% Growth

~

:;....._

486,123

327,809

48%

443,249

285,962

55%

Sunsilk beauty shampoo

385,296

205,512

87%

Singha beer

344,307

139,073

148%

Cinema (Thai)

323,98

313,810

3%

Ministry of Public Health

307,292

307451

-0%

One-2-call mobile phone
system

Source: AC Neilson Thailand, 2002 (www.adassothai.com)
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The current situation of Advertising Business in Thailand

Asia comprises about two-fifths of the world's population and contains some
of the most aggressive and promising markets throughout the world. There has been a
fast shift in the way Asian consumers interact with media (and the advertising and
branding channels they provide for advertisers). Both markets and consumers in Asia
are changing media viewership habits and exposure as mobile devices and the
Internet make fast inroads into many Asian countries as a mainstream media.

Traditional broadcast TV, and the newcomer satellite and cable TV channels
are now playing a less predominant role in the leisure and business lifestyles of Asian
consumers, particularly in the urban cities of East Asia, and more and more in South
East Asian cities and rural areas. It is also causing a major reassessment of the
meaning of "prime time" (Runghapaisam, 2002).

The Advertising Association of Thailand expects advertising spending in
Thailand to grow "at a stable rate" of 8 to 10% per year. While ad-spending growth
has remained at around 8 to 10% since 1999, pre-Asian crisis of 1997 growth was
around 25% annually.

The government tourism board - The Tourism Authority of Thailand (TAT)
was a big spender amongst the government/state enterprise sector which as a whole
increased ad spending 46% from January to May 2002, year on year.

1.2 Statement of Problem

Today advertising plays a very vital role in marketing strategies and is a main
key to success of the product, an effective advertisement helps to increase sales of
product and reduce cognitive dissonance after the purchase of products.
In our everyday experiences, we are exposed to a variety of advertising
appeals. These appeals are aimed at influencing our attitudes toward a wide range of
consumer products and behaviors. Through television, radio, and the Internet, they

5

reach large numbers of individuals who represent a wide range of cultural and ethnic
backgrounds.
Because of recent issues regarding culture and advertising, the problem
statement for this research, was "Is there a relationship between Thai students
cultural values and advertising appeals?" The study was designed to shed light on

this relationship by using Komin's nine Thai cultural values, which are ego
orientation, grateful relationship orientation, smooth interpersonal relationship
orientation, flexibility and adjustment orientation, religio-psychical orientation,
education and competence orientation, interdependence orientation, fun-pleasure
orientation, and achievement-task orientation as a tool for analyzing cultures. Five
types of advertising appeals, which are emotion, humor, fear, rational, and sex, were
used.
1.3 Research objective

The aim of the study was to understand and explain the role of cultural values
m advertising communications. The study only focused on Thai students in
Assumption University, Bangkok who have chosen communication arts and business
advertising as their major subjects during their course of study.
The main objectives were:
I.

To examine the relationship between Thai student's cultural values
and advertising appeals.

1.4 Research Questions

Research questions in this study were:
1. Is there any relationship between ego orientation and type of advertising appeal?

2. Is there any relationship between grateful relationship orientation and type of
advertising appeal?
3. Is there any relationship between smooth interpersonal relationship orientation and
type of advertising appeal?

6

4. Is there any relationship between flexibility and adjustment orientation and type of
advertising appeal?
5. Is there any relationship between religio-psychical orientation and type of
advertising appeal?
6. Is there any relationship between education and competence orientation and type of
advertising appeal?
7. Is there any relationship between interdependence orientation and type of
advertising appeal?
8. Is there any relationship between fun-pleasure orientation and type of advertising
appeal?
9. Is there any relationship between achievement-task orientation and type of
advertising appeal?
1.5 Scope and limitations of the research
This study used Komin nine cultural values to explain the characteristics of
Thai respondents towards advertising appeals and this model has rarely been applied
to advertising research. This study was based on the assumption that the principal
conduit for incorporating cultural values into advertising is through advertising
appeals.

*

*

The target respondents of this study were undergraduate students in
Assumption University who have taken communication arts and advertising as their
specialization. This group of respondents has been used in order to study their views
regarding the advertising business in Thailand for they are most likely future
prospects to work in the advertising field. Moreover, the respondents are only limited
to Assumption University, Bangkok, hence the results of this study can be used
primarily in Assumption University or some particular place where they have similar
characteristics, time period and situation. This research used only 10 advertisements
and all these advertisement are from only one medium, which is television.

7

1.6 Significance of the study

Normally, advertising can be described in terms of the uncertainty of its
outcome. This is due to advertising being only one of many variables that can affect
behavior (often interpreted in terms of sales volume). This study follows the concept
of original marketing which is to know what the customer needs are and to cater the
right product to satisfy their needs. For marketers to gain the maximum ad
effectiveness is to know what respondents want to see in an ad. To know respondents'
minds is to know their cultural patterns, their norms, values and the way they cope
with society. To know the target market also helps to reduce and avoid unnecessary
cost because the advertisement will be targeted to the right source, at the right time
and at the right place to maximize its reach.

This study was conducted on respondents, who in the future, have a high
likelihood of working in the advertising industry and hence we will be able to study
their behavior, because how well a particular advertisement or campaign performs, is
largely determined by the knowledge and skills of the people preparing it. People who
are sensitive to the culture, marketing situations and proficient in the art of
communication, are more likely to produce effective advertising.

1. 7 Definition of terms

Achievement-Task Orientation:

This

orientation

is

characterized

by

the

achievement motivation need emphasizing internal drive towards achievement
through hard work (Komin, 1981).

",!:;\

Advertising: It is paid nonpersonal communication from an identified sponsor using
mass media to persuade or influence an audience. (Wells, Burnett, Moriarty, 1998)
Advertising appeals: It is a conscious attempt to motivate potential consumers
toward some form of activity (such as gathering further information or purchasing) or
to influence them to change their attitude or conception of the advertised product
(Gelb, Hong and Zinkhan, 1985)
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Culture: The sum total of learned beliefs, values, and customs that serve to direct the
consumer behavior of members of a particular society (Schiffman and Kanuk, 1997).
Education and Competence Orientation: This value orientation talks about
education and its related values, good form and appearance, as well as being
material-possession oriented (Kamin, 1981 ).
Ego - orientation: This is the root value underlying various key values of the Thai,
such as 11 face-saving", ucriticism-avoidance, and the Krengjai attitude which roughly
means "feeling considerate for another person, not wanting to impose or cause other
person trouble, or hurt his/her feeling".
Emotional appeal: It is used to denote behavior that is in any way connected with
feelings, attitudes or emotions (Britt, 1979).
Fear appeal: Organization of message content so as to arouse the anxieties of fears
of the consumer (Block and Roering, 1976).
Flexibility and Adjustment orientation: This value orientation is somehow
correlated with the laxness in principle, and consequently reflected in certain
behavioral patterns like, "decision-shifting" and corruption (Komin, 1981 ).
Fun-Pleasure Orientation: This value orientation talks about Thai being easy-going,
enjoying the everyday routine pleasures of life with a happy carelessness, not letting
troubles touch them easily, viewing life as something to be enjoyed not endured, and
not do anything that is not Sanuk (to have fun, to enjoy oneself, and to have good
time) (Komin, 1981).
Grateful relationship orientation: This value portrays a secured high-ranking order
in the cognitive system of people. It also talks about Bunkhun relationship, being
Katanyu or grateful, long-term relationship, politeness, honesty and sincerity.

Humorous appeal: The humorous advertising approach is an integrated system in
which the impact of a humor stimulus is dependent upon the actions of various
interdependent mediating variables. A humorous context may increase liking for the
source and create a positive mood. Where humor is used to reinforce attitudes, it may
increase the effectiveness of the message (Dunn and Burban, 1982).
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Interdependence Orientation: This value orientation reflects more of the

community collaboration spirits, and in a sense the value of coexistence and
interdependence (Komin, 1981).
Religio-Psychical Orientation: This value orientation relates to being religious and

believing in spiritual life. This value also consists of engaging in merit making, and
numerous other religious ceremonies (Komin, 1981 ).
Rational appeal: It is the persuasive communication aimed at the buyer, which is

based upon the economic and technical advantages of the product or service to the
buyer, rather than emotive appeals, which are based upon essentially behavioral
factors (Baker, 1998).
Sexual appeal: Sexual information, whether in the form of pictures, stories, or

sounds, has been shown to evoke a predictable range of emotional responses within
viewers. Advertising research reveals that sexual appeals are attention getting,
arousing, affect inducing, and memorable (Belch, Belch and Villarreal, 1987).
Smooth Interpersonal Relationship orientation: This orientation is characterized
by the preference for a non-assertive, polite and humble type of personality

(expressed through appearance, manners, and interpersonal approach), as well as the
preference for a relaxed, and pleasant interaction which accounts for the "smiling"
and "friendly" aspects of the Thai people (Komin, 1981).

10
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CHAPTER2
Review of Literature and Related Studies
This chapter consists of three main sections; the first section discusses the
theories regarding culture, the second sections reviews advertising appeal, and the
last section represents previous studies regarding advertising appeal and culture.

1.

The first section of culture is divided into 7 major theories beginning with the
cultural values and advertising, definition of culture followed by cultural values.
This section also discusses Thai culture, Komin's study on cultural values or
national characters, local research on of Thai culture and comparison between
Thai and international culture.

2. The second section consists of three main parts, firstly definition of advertising;
secondly, definition of advertising appeal and the last section discusses various
types of advertising appeals.

3. The third section outlines previous studies and is classified into two parts. The
first part covers international studies on culture and advertising appeals. The
second part covers local studies on culture and advertising appeals.

11

Cultural values and advertising
This study focuses on the relationship between national cultural values and
advertising appeals in Thailand. "Culture is a fuzzy set of attitudes, beliefs,
behavioural norms and basic assumptions and values that are shared by a group of
people, and that influence each member's behaviour and his/her interpretations of the
meaning of other people's behaviour" (Spencer-Oatey, 2000). The concept of
"culture" and business has been extensively researched (Hall, 1983; Hofstede, 1980;
1983; 1991; 1998), both how it affects interpersonal communication, as well as in
more general terms: such as culture influences business practices, consumer choice
and behavior ( Hofstede, 1991; 1998; Trompenaars and Hampden-Turner, 1993,
1997).
Past research suggest that the cultural value orientation, individualismcollectivism, should be considered when developing an advertising campaign. The
findings by Gregory and Munch (1997) suggest advertisements that depict
consistencies in local cultural norms and roles are viewed more favorably and
purchase intention is higher than for advertisements that depict inconsistencies.
Different cultures possess different values, goals, norms, or other factors that affect
both the development and acceptance of advertising messages (Munson and
Mcintyre, 1978). Belk, Bryce, and Pollay (1985, p.11) conclude: "In order to
communicate successfully, advertising must appeals to values that are salient in the
culture of its intended audience."

*

Research has also linked cultural value orientation and attitudinal processes.
Triandis, Mccusker, and Hui (1990) suggest that members in collectivist societies
tend to favor values emphasizing in-group (or collective) obligations. In response to
the attitude statements rating the personal importance of cultural values, subjects in
collectivist societies tend to prefer those values that are consistent with their cultural
orientation over those which are inconsistent. Extending these findings to
communication strategy, advertising appeals that depict value orientations consistent
with the intended audience are likely to be more persuasive than ads that depict
inconsistent values. Findings by Han and Shavitt (1994) support the notion that
persuasive advertising appeals emphasizing social norms and roles consistent with the
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intended audience's value orientation may be effective in changing behavioral
intentions, especially in collectivist cultures.
The terms "appeals" and "values" are used loosely in the literature to describe
the traditional notion of "advertising appeals". In their textbook "Advertising Principles and Practice", Wells, Burnett and Moriarty (1995) give the following
description of appeals:
Persuasion m advertising rests on the psychological appeal to the
consumer. An appeal is something that makes the product particularly
attractive or interesting to the consumer. Common appeals are
security, esteem, fear, sex, and sensory pleasure. Appeals generally
pinpoint the anticipated response of the prospect to the product and
message. Advertisers also use the word appeal to describe a general
creative emphasis. For example, if the price is emphasized in the ad,
then the appeal is value, economy, or savings (Wells, Burnett and
Moriarty (1995): 278).
As this definition suggests, appeals make the product attractive to the
consumer, and are hence emphasized in advertising for the product. However, they do
not necessarily represent product attributes, nor do they have to be realistically
connected to the product at all. De facto they are often used to set a desired
atmosphere or as a means to "connect" with the target group. As such, they are "built"
into the commercial and designed to represent the supposed values of the desired
target group. For example, a product that has housewives as a target group may show,
as an appeal, pictures of a happy family - which is thought to represent a value of the
target group, or at least a desired state. Also, for example beer in itself has little sex
appeal - however this appeal is frequently used in beer advertising (Dahl, 2000). The
combination of
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sex appeal", displayed in the advertising connected to the

consumption of that particular brand of beer, may however make the product
attractive to the potential consumer, as it may represent a widely held value in the
target group. Clearly, not everybody will have the same values, and the appeals that
are used do not necessarily actually appeal to all consumers - even within the target
group. However, they usually are chosen to represent values thought to be held by the
target group as a whole. The advertiser aims to link the set of appeals used in the
13

commercial with the product in the mind of the consumer, in order to enhance and
position the product, the product image and perception. They are used strategically to
influence consumer perception of the product (such as drinking beer= success with
women) and hence to increase consumer readiness to purchase - or product appeal.
Understood as such, they can be regarded as an active part in positioning the product
in the market place and enhance the product1s image, by associating desirable aspects
to the product.
The often interchanging use of appeals and values by some researchers can be
explained when looking at the interaction that is necessary between the two. Appeals
are used to appeal to the values a consumer holds, and as such, values are the
underlying source of appeals. Wells, Burnett and Moriarty (1995) define values and
describe the interaction as:
The source for norms [defined as simple rules for behaviour] is our
values. An example of a value is personal security. Possible norms
expressing this value range from the bars on the window and doublelocked doors in Brooklyn, New York, to unlocked cars and homes in
Eau Claire, Wisconsin. Values are few in number and are not tied to
specific objects or situations. ( ... ) Advertisers often refer to core
values when selecting their primary appeals (Burnett and Moriarty
(1995): 167).
Culture

Every individual carries within him or herself patterns of thinking, feeling,
potential acting, which were learned throughout their lifetime. These continuous
learning are developed during each phase of a lifetime since early childhood
throughout the life of a person. The learning starts within the family and social
environment, and continues within the neighborhood, at school, in youth groups, at
the work place, and in the living community. This behavior of learning further
develops into a culture. This word has several meanings, all derived from its Latin
source, which refers to "the tilling of the soil". Culture involves at least three
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components: what people think, what they do, and the material products they
produce. Thus, mental processes, beliefs, knowledge, and values are parts of culture.
American anthropologists published a list of 160 different definitions of
culture. The table below simplifies in brief, the diversity of the anthropological
concepts of culture:

Table 2.1 Cultural Anthropology:

Diverse

Definitions

Culture:

-

L

Culture consists of everything on a list of topics, or

Topical:

categories, such as social organization, religion, or economy
Culture is social heritage, or tradition, that is passed on to

Historical:

rne~avlo;al:

future generations

·---

---~· -

~ormat~ve:

J

Culture is shared, learned human behavior, a way of life

I Culture is ideals, values, or rules for living

J

Culture is the way humans solve problems of adapting to the

Enctional:

environment or living together

-

---

Mental:

impulses and distinguish people from animals

·-

-

-

...

-·

Culture consists of patterned and interrelated ideas, symbols,

Structural:

Emboli::

- .

Culture is a complex of ideas, or learned habits, that inhibit

or behaviors

~

-

Culture is based on arbitrarily assigned meanings that are
shared by a society

(Bodley, An Anthropological Perspective Tribes, States, and the Global System,
1994)
Culture also serves as a framework for shaping and guiding the thoughts, the
actions, and practices as well as the creativity of its members. It is transmitted,
learned and shared. Therefore, people are culturally conditioned. Although people all
over the world share a common biological nature and universally live in social
groupings, the way they live, the meaning they give to their lives, the way they see
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their world, and the way they interact with their environment, and among themselves,
varies from culture to culture.
Cultural Values

A value is an enduring belief that a specific mode of conduct or an end state
of existence is personally-psychologically or socially-culturally preferable to a
converse mode of conduct or an opposite end state of existence (Levi, 1990). A set of
closely related or substantially similar mini-values constitutes a value system. A
value system is an enduring organization of beliefs concerning preferable modes of
conduct and preferable states of existence (Rokeach, 1973).
The values are independent but generally are combined by the consumer
through a willingness to accept less of one set of values to obtain more of another
(Dawson, 1995). Durgee, 0 Connor and Veryzer (1996) stated that person's attitudes
and opinions might vary and conflict from time to time and situation to situation, but
values are felt to be relatively enduring and have stronger effects on behavior.
The Stanford Research (SRI) developed VALS (values and life-style), a
typology which initially characterized people as survivors and sustainers; survivors
were perceived as snuggling for survival, typically elderly, distrustful, and with
buying habits focused on basics; sustainers, though only slightly better off, hope that
in time things will get better and so do not despair, their buying is price conscious
(Chisnall, 2001).
The Rokeach Value Survey, List of Values (LOY), and the Values and
Lifestyles (VAL) have been used in consumer behavior studies. The widely used
Rokeach Value Survey is a self-administered value inventory that is divided into two
parts, each part measuring different but complementary types of personal values. The
first part consists of 18 terminal value items, which are designed to measure the
relative important end-state of existence (or personal goal). The second part consists
of 18 instrument value items, which measure basic approaches an individual might

take to reach end state values, as shown in Table 2.1. Moreover, the first half of the
measurement instmment deals with ends, and the second half consider means
(Schiffman & Kanuk, 2000). Rokeach (1968) stated that values are the tool for living
in the society, which are very important for everyone.
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List of Value (LOV) is used in surveying consumers' personal values. The
LOV scale asks consumers to identify their two most important values from a ninevalue list such as Self respect, Sense of Accomplishment, Self fulfillment, Being well
respected, Security, Warm relationship with others, Sense of belonging, Fun and
Enjoyment in life and Excitement that is based on the terminal values of the Rokeach
Value Survey (Schiffman and Kanuk, 2000).

Table 2.2: The Rokeaeh Value Survey Instrument
Terminal Values
Instrument Values

A Comfortable Life (a prosperous life)

Ambitious (hardworking, aspiring)

An Exciting Life (a stimulating, active life)

Broad-minded (open-minded)

A World At Peace (free of war and conflict)

Capable (competent, effective)

Equality (brotherhood, equal opportunity for all)

Cheerful (lighthearted, joyful)

Freedom (independence, and free choice)

Clean (neat, tidy)

Happiness (contentedness)

Courageous (standing up for your beliefs)

National Security (protection from attack)

Forgiving (willing to pardon others)

Pleasure (an enjoyable life)

Helpful(working for the welfare of others)

Salvation (saved, eternal life)

Honest (sincere, truthful)

Social Recognition (respect and administration)

Imaginative (daring, creative)

True Friendship (close companionship)

Independent (self-reliant,, self-sufficient)

Wisdom (a mature understanding of life)

Intellectual (intelligent, reflective)

A World of Beauty (beauty of nature and the arts)

Logical (consistent, rational)

Family Security (taking care of loved ones)

Loving (affectionate, tender)

H

Obedient (dutiful, respectful)

Mature Love(sexual and spiritual intimacy)
Self-respect (self-esteem)

"",,

'

Polite (courteous well-,mannered),

A Sense of Accomplishment (lasting contribution)

Responsible (dependable, reliable)

Inner Harmony (freedom from inner conflict)

self-controlled (restrained, Self-discipline
,u,

Source. Schiffman, L.G. and Kanuk, J. L. (2000). Consumer Behavior. (7 ed.). New Jersey.
Prentice Hall.

However, there are another five main sets of values associated with consumer
behavior and a consumer will seek to combine the various benefits through a
particular behavior pattern. These five values are: functional values - usually provided
by utilitarian or physical attributes such as reliability, durability, price, etc.; social
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value -usually provided by what is communicated to peer groups by visible features,

such as being seen in the right shop or wearing the right clothes; emotional values usually associated with emotional responses (comfort, love, etc.) to products or
aesthetic and ethical alternatives (strong beliefs such as environmentalism); epismetic
values - usually provided through the search for novelty, new experiences, curiosity

or simply the relief from boredom; conditional values - usually provided as a result
of situational circumstances, such as seasonal shopping behavior at Christmas,

emergency shopping when products are required unexpectedly, etc.
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Thai Culture

Like all nations Thailand also has its unique values and culture. The root of
Thai culture (vat-ta-na-thum); "the word culture as a compound word of the Pali
Wattana, which means prosperity, and the Sanskrit thum, which means dhama. The
general meaning is goodness, condition/pattern of prosperity" (Supap 1982:128).
Further, the Thai Royal Academy (1942) defines culture as;
"Things that engender thrive to groups, the way of life of groups. The Act of Culture
Legislation 1942 defines culture as pattern that reflects prosperity, the coherence of
the nation and the good moral of the citizen. In academic perspective this means
behaviors and the product of the learning process shared by members" (P.746).

Kosade (1973) defines culture in a similar perspective; "Culture iincludes
things that enable a society to thrive. It is the way of life of a population, all their
ways of doing things, all the kinds of behavior they have learned and transmitted to
successive generations, which then become their customs and are expressed in the
form of language, arts, and beliefs. Also, it is a social legacy which members accept
and maintain".

From the definition of Thai culture it is noticed that Thai people have a strong
influence from Buddhism on their daily life. Another aspect of the definition is that
Thai people emphasize on prosperity groups, maintaining harmony in the society and
pay respect to elders, superiors, and patrons.

ol ~

t1a"'~
Thai National Characters

Kamin (1978) studied the Thai value systems by deriving the empirical data
from two national samples, indicating the cognitive dimension underlying the Thai
social system. This, consequently, enabled her to further identify the value clusters,
based on the relative correlations among values and through use of inter-subjectivity
method from a number of scholars familiar with Thai culture and personality.
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By studying the national culture, we are referring to the common
characteristic elements within the Thai culture - the national norms, or group norms
in case of describing a particular group.
The grouping of the value clusters for explaining the Thai national character
is based more on the Instrumental values - the common means for the relatively
vaiying goals, due to the nature as well as to its findings. By nature, Instrumental
values, as modes of behaviors serving as means, instrumental to the attainment of the
goals, reflect effective social interaction patterns of a culture. Logically, different
cultures may have subtly socialized different means to attain goals. Therefore, the
findings of Thai Instrumental values should be able to reveal the culturally learned
patterns of social interactions, whereby Thai people learn to use them to survive and
function effectively in Thai society.
Thai social system is first and foremost a hierarchically structured society
where individualism and interpersonal relationship are of utmost importance. And it
is reflected in the following value clusters on a continuum of psychological
importance from high to low. The values are as follows:
1. Ego Orientation
2. Grateful Relationship Orientation
3. Smooth Interpersonal Relationship Orientation
4. Flexibility and Adjustment Orientation
5. Religio-Psychical Orientation
6. Education and Competence Orientation

*

~@

7. Interdependence Orientation

°"tJSt\$\S

8. Fun-Pleasure Orientation
9. Achievement-Task Orientation

1. Ego Orientation
The Thai are characterized by the highest ego value of being Independentbeing oneself (Pen tua khong tua eng), and a very high value of Self-esteem.
Thai people have a very big ego, a deep sense of independence, pride and
dignity. For Thai people violation to the "ego" self cannot be tolerated. Many
analyses using Buddhist influence to explain the Thai being so gentle, ever smiling,
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non-aggressive, affable and their high tolerance for uncertainty, However, they fail to
explain the sudden emotional outburst of Thai behavior. Incidents of violent actions
ranging from breaking up of relations, verbal and physical fights, to killing, can be
found both in the less religious urban Thai as well as in the more religious oriented
rural Thai, and more so with the hooligan (Nak-leng) class who can easily be
provoked with just a non-verbal stare.
This "ego" orientation is the root value underlying various key values of the
Thai, such as "face-saving11 , "criticism-avoidance, and the Kreng jai attitude which
roughly means "feeling considerate for another person, not wanting to impose or
cause other person trouble, or hurt his/her feeling". The "face" is identical with "ego"
and is very sensitive. Since the Thai gives tremendous emphasis on "face11 and "ego",
preserving one another's "ego" is the basic rule of all Thai interactions, both on the
continuum of familiarity-unfamiliarity, and the continuum of superior-inferior, with
difference only in degree.

2. Grateful Relationship Orientation

In Thailand there are many relationships - related values, which have emerged
and secured high-ranking orders in the cognitive system of people. In general, the
presentations of most Thai interactions are honest and sincere. And the deepest one is
the psychologically invested Bunkhun relationship, as opposed to the "etiquettical" or
"transactional" relationship. Bunkhun (indebted goodness) is a psychological bond
between someone who, out of sheer kindness and sincerity, renders another person
the needed helps and favors, and the latter's remembering of the goodness done and
his willingness to reciprocate the kindness. The Bunkhun relationship is thus based on
the value of gratitude. Therefore, this value orientation is characterized by the highly
valued Grateful quality in a person, and by the patterns of Bunkhun or grateful
relationship.
Reciprocity of kindness, particularly the value of being Grateful is a highly
valued characteristic trait in Thai society. Unlike some other nations, especially in the
West, the Thai have been socialized to value this Grateful (Katanyu) quality in a
person. A person should be grateful to persons who render Bunkhun (goodness, helps,
favors, etc.) to him.
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3. Smooth Interpersonal Relationship Orientation

Thais, after "ego" and "grateful relationship", place high value on a group of
'other-directed' social interaction values - all added up to project a picture of smooth,
kind, pleasant, no-conflict interpersonal interactions. This orientation is characterized
by the preference for a non-assertive, polite and humble type of personality
(expressed through appearance, manners, and interpersonal approach), as well as the
preference for a relaxed, and pleasant interaction which accounts for the "smiling11
and "friendly" aspects of the Thai people, fascinating most foreign visitors.
Using Komin's terminology, this group of "other-directed' social interaction
values is called "social smoothing" values. They are projected by the following
values, listed according to their rank order of importance:
1. Caring and Considerate
2. Kind and Helpful
3. Responsive to Situations and Opportunities
4. Self-Controlled, Tolerant and Restrained
5. Polite and humble
6. Calm and Cautious
7. Contented
8. Social Relation

4. Flexibility and Adjustment Orientation

Besides ego and smooth interpersonal relations values, the Thai are flexible
and situation-oriented. In general, for the Thai, there is nothing so serious as to be
unbendable or unchangeable. When confronted with some breaching or deviation
from rules, the common reaction is "Ca aow arai kan nak kan naa" (meaning 11 Don't
be too strict or rigid, it's absurd!"). The general attitude towards problems is: 11 Pen
rueng lek" (it's a small matter); "Mai chai rueng kho khaad baad tai" (it is not a
matter of life-and-death); or "Tuk yang kae kliai kan dai" (Everything can be
adjusted). The popular phrase "Kling wai korn, pho sorn wai" (Do whatever is called
for at the moment, to survive), perhaps adequately depicts the flexible characteristic
of the Thai people. This flexibility value orientation is somehow correlated with the
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laxness in principle, and consequently reflected in certain behavioral patterns like,
"decision-shifting" and corruption.
Due to Thai people not being principle oriented, and having high value for
personal relationship, they also appear not to be strictly law-oriented. In practice,
principles and laws are ever adjustable to fit persons and situations. In other words,
laws are rules laid out in papers; but what is wrong or right depends not on the rules,
but instead on who the person is or whom the person knows.
In general, this characteristic "Flexibility and Adjustment" value orientation
has perhaps accounted for varieties of behavioral patterns, ranging from the
facilitation of ethnic assimilation process, to the tendency of corruption prone. In
addition, it provides a deeper understanding to the various existing interpretations of
the Thai being "unpredictable", "non-committing", "irresponsible" or even "selfish"
and "opportunistic", by foreigners.

5. Religio-Psychical Orientation
Komin's findings of value priority show that the value for Religious and

Spiritual life has secured a very high and important place in the cognition of Thai
people in general. There is no doubt that Buddhism has a conscious significant role in
the everyday life of the Thai. The attitudinal data of 1981 shows that most Thai
(93.6%) perceived religion as important and has some influence in their life, with
more intense religious influence found in the rural Thai than Bangkokians, and more
with the less educated than the highly educated, the poorer than the richer, and so on.
With regards to religious activities, likewise, the Thai are constantly engaged
in merit making, and numerous other religious ceremonies. These activities are
religious rituals. And as a Buddhist country, there are such activities to perform all
year round, at home, at work, and in the community.
The Thai generally believe in the unequal Bun wassana of each person. Each
person is born with unequal results of predestined goodness (good karma). The Thai
always use this concept in situations to attribute to someone else1s success, fortune,
high status, promotion, or having good family, good children, and so on. It is used to
refer to self only as a conversational ploy to humbly refuse any suggestion for higher
status or anything associated with success or promotion, etc. And it is always used in
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a negative form, like "I don't have the Bun wassana for. .. ". In cases when it is used to
truly reflect one's feeling, it indicates psychological acceptance of one's failure and
other's achievement, attributing the cause of one's failure and the cause of other's
achievement to something beyond one's ability. Thus, it helps to reduce tremendous
psychological pressures on one's inability to measure up to one's achievement goals.
With regards to the concept of Kam (bad karma), it is found that the Thai
usually use this concept in situations that are associated with negative events, bad
fortunes, tragedies, disfavor, injustice, etc., that happen to oneself or others. Whether
or not one is responsible for the mishaps that occurred to oneself, the cause of the
mishaps or failure is attributed to one's Kam. The belief of the "bad karma catching
up with you" as in the phrase Kam taam sanong is evident. It is usually used to refer
to the situation when misfortune happened to somebody who has been known to have
had done something bad in the past. It is used for self only as a caution not to do
anything bad, particularly to others, because the Kam will catch up.
Indeed these religious notions have tremendous psychological functions.
More often than not, they are "after-action" rationalization or justification. They serve
psychologically as a defense mechanism for a whole range of negative experiences.

6. Education and Competence Orientation
With respect to the value for education and its related values, the findings of
the Thai Value studies revealed that knowledge-for-knowledge sake value does not
receive high value in the cognition of the Thai in general. Education has been
perceived more as a "means" of climbing up the social ladder of being higher prestige
and higher salary, rather than an end value in itself. This functional value of being
label educated is very clear in the everyday life experience, and indicates as well that
the Thai people value and give importance to form more than content or substances.
Most Thai and foreign observers of the Thai would agree that the Thai value
good form and appearance, as well as material possession oriented. They are
particular about appearance and dressing, in quantity and quality with designer labels,
and brand names of all kinds. This is why imitated merchandise make good business,
for they cater to those who really cannot afford them. This appearance conscious
value is an everyday life reality.
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The Thai generally value material symbols, as they are seen as 11 forms 11 of
being "modem" (Thansamai) and "developed". Even government officials are stuck
with these misleading "forms". "Development" has often been equated with roads,
electricity, refrigerators, motorcycles, etc.

7. Interdependence Orientation

This value orientation reflects more of the community collaboration spirits,
and in a sense the value of coexistence and interdependence. The collaborative
behavior is a dominant behavioral pattern, particularly in the rural community. This is
succinctly reflected through the value priorities of the rural Thai, where the two
highest discrepancy values that distinguished the rural Thai from the urban Thai are
the religious value and the community-oriented value of Brotherhood spirit m
helping one another and for being Interdependent and mutually helpful.
These values of interdependence and mutual help enhance the value of
coexistence. Coupled with the higher order values of "ego", "smooth interpersonal
relationship 11 and 11 flexibility 11 , these values help to facilitate the coexistence of
different ethnic groups in Thailand. Better still, they help to make Thailand the rare
example of successful assimilation of ethnic groups like Muslims and Chinese, saving
Thailand from the painful experiences of ethnic conflicts and scandals. Although
interdependence orientation of helping each other is a dominant rural community
value which might help stimulate neighbors to participate in different cultural and
religious vents, basically it also requires the "flexibility" value orientation of the Thai
not to shun off other cultural groups that make cultural assimilation successful.

8. Fun-Pleasure Orientation

Thailand has been known as the "Land of smiles

11
,

a stereotyped image that

comes along with the much-talked-about myth of the Thai being easy-going, enjoying
the everyday routine pleasures of life with a happy carelessness, not letting troubles
touch them easily, viewing life as something to be enjoyed not endured, and would
not do anything that is not Sanuk (to have fun, to enjoy oneself and to have good
time). They are easily bored or Buua, and therefore lack of the "stick-to-it-ive-ness"
or the serious commitment and sustained level of hard (and often unpleasant) work,
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which is essentially required for the success of industrial undertakings. They are
generally lethargic, lazy, unaggressive, and fond of having fun and leisure.
9. Achievement-Task Orientation
This orientation is characterized by the achievement motivation need
emphasizing internal drive towards achievement through hard work.
The Komin's research data showed that achievement value of being Ambitious
and Hardworking to attain one's goals, has been consistently ranked as the least
important value (the 23rd) in relation to the rest, with little variation across groups
and over time, with the exception of two groups - Thai businessmen who ranked it the
19th, and highest of all Thai groups was the Thai of Chinese descendants who ranked
it the 13th. This finding evidently substantiated certain attributes of Chinese
characters that accounted for their success story of "rags-to-riches 11 • However, all
Thai, without exception, ranked hardworking achievement value much lower than the
group of social relationship values. Furthermore, this value ranking result was highly
and consistently substantiated by the work achievement related attitudes and
behaviors. For example, in a forced choice statement of choosing the importance
between "maintaining good relationship" as opposed to "seriously devoted to work",
61.0% of the total national sample perceived "maintaining good relationships" as
more important than "work", with only 15.0% seeing the reverse as more important.
A closer look further revealed that 64.9% of the Bangkok Thai and 55.2% of
the rural Thai perceived maintenance of good relationships as more important than
work. It was interesting to find that government officials valued "work" the least
(8.7%), while valuing 11maintenance of good relationship" the highest of all groups
(65.8%). And vice versa, it was the farmers who preferred "work11 the highest. This
confirms the accepted reality of the low performance - the Chao chaam yen chaam
lethargic performance - of government employees who are more keen in paying lip
services, taking bribes, seeking good relations with the powerful others, etc. A good
relation wins all, not tasks.
However, the bottom 23rd ranking of this achievement value (as opposed to
the 3rd ranking of industrial society like the United States), and the overall 61.0%
preference of "relations over work" as opposed to the 15.0% preference of "work over
relations", are sufficient to endorse that, according to the Western sense of
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achievement need which is based on the person1s internal drive of hard work, the Thai
achievement need score is very low. And this is because it is seen in the cultural
context where social relations are of utmost importance.
With regard to this achievement value orientation, many writers both foreign
and Thai, have for years talked about the Thai as having low achievement needs to
work for economic and material gains, that they abhor hard work and value only what
is sanuk and fun.
In fact, empirical data have shown quite the opposite picture that the Thai are
very much material possession oriented. They do spend some money on merit-making
according to various appropriate occasions throughout the year, but they spend much
more on regular basis, for abundance of material possessions. Besides, they are
constantly struggling for more.
Data further revealed that the rural peasants showed a higher preference of
"material possession 11 to "fun or Sanuk". It revealed that "fun" or "Sanuk" is more a
characteristic of the Bangkokians, the government officials, students, and the higher
educated, definitely not the less advantaged classes. This is consistent with the value
ranking of the rural people who ranked Ambitious-hardworking higher than Funloving and Pleasure, where the government officials, students, and the Bangkokians

ranked the reverse.

Local Research on Thai Culture

Pompitakpan (2000) conducted a study on comparative cultures in terms of
social structure, values, and communication styles. She compared consumers in 3
countries, Japan, U.S., and Thailand. Some of the comments on Thai culture are
summarized as follows:

Social Structure

Two major components of social structure are hierarchy and the degree of
heterogeneity.
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According to the social hierarchy, Thais emphasize respect for their elders,
superiors, and patrons. They are trained from a young age to know who is superior,
who is inferior, and who is equal to them, and to behave appropriately to those
people. Status, seniority, and personal connections govern social relationships in
Thailand.

As far as degree of ethnic heterogeneity is concerned Thailand is moderately
heterogeneous. About 90 percent of the populations are Thai, 8 percent are Chinese
descendants, and 1 percent is Malay. The Chinese in Thailand have been assimilated
into Thai society and culture through intermarriage and education in Thai schools. In
Thailand, there have been no massacres of Chinese immigrants like those m
Indonesia in the 1960s, or harsh discrimination against Chinese as in Malaysia.

Values
Major components of values are individualism/collectivism, locus of control,
uncertainty avoidance, relationship orientation, sensitivity, repayment of favors,
situation/flexibility orientation, materialism, hedonism, and the activity-handling
mode.

Individualisrn/Collectivism: Thais have been found to place a high value on

maintaining harmony in interpersonal relationships. Moreover, they hold a high
collective responsibility for members of the family. Thais also emphasize on facesaving and encourage interdependence and by giving the importance of collectivity
major decisions as buying expensive products, choosing a career, and finding a
spouse are likely to be influenced by family members and peers to a grater extent.

Locus ofcontrol: Thorelli and Sentell's (1982) survey found that two-thirds of

Thai villagers believed in fatalism, whereas only about one-third of the municipal and
the city residents believed so. People of higher socioeconomic and educational status
were less inclined to be fatalistic than were those oflower status. However, Komin's
( 1990) study showed that manifestations of supernatural beliefs were prevalent across
Thailand, such as beliefs in spirits, predestined fate, fortune-telling, and certain
auspicious time actions.
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Thai people are very collectivistic in nature and because of this they are
expected to be fatalistic too. This means Thais are likely to be less frustrated when
they fail because they believe failure is predetermined and beyond their control.

In term of persuasion, McGinnies and Ward (1974) found that externally
controlled individuals were more readily persuaded by a high credibility message
source. On the other hand, internally controlled individuals were affected equally and
to a lesser extent than externally controlled ones by both high and low credibility
message sources. Ryckman, Rodda, and Sherman (1972) found that externally
controlled people conformed more to the opinions of a person with higher status.
Thais, then, because of their external locus of control, tend to have a more favorable
attitude toward an advertisement when endorser or spokesperson is an expert,
regardless of the quality of the advertising message.

Uncertainty Avoidance: According to 1-Iofstede and Bond (1984), Thais are
rated as moderately high in uncertainty avoidance. Individuals in a high uncertainty
avoidance culture are concerned with security in life (as opposed to willingness to
take risks) and believe in experts and their knowledge (as opposed to generalists and
common sense).

Consequently, in advertising situations, Thai viewers tend to be influenced
more by as endorser's expertise cues than by the quality of the message. Because
Thai people are higher in uncertainty avoidance, they are more likely to resort to
strategies that will reduce risks in purchasing products. Consumers typically rely on
suggestions from personal sources of information, such as friends, neighbors, or
relatives, as a way to reduce risks. It is also due to this reason that purchasing through
direct mailing or catalogs is less popular. As stated by Kotler (1997) the estimated
per capita direct marketing sales in Thailand averaged only US$0. l 8.

Relationship Orientation: Komin (1990) found that Thais generally have low
levels of task achievement and regard work as less important than maintaining good
relationship. Promotion in Thailand is usually based on the reciprocal relation of
loyalty and trust with senior's mentors in addition to performance and capability.
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Persistence and hard work do not guarantee success m one's career. Personal
connections are crucial for success in Thailand.

Sensitivity: the krengjai value is dominant in Thailand and for the Thai people

krengjai is a norm for regulating social relationships. The krengjai norm is reserved
mostly for ingroup members and acquaintances with frequent contacts (superiors,
equals, or inferiors), and might not be practiced toward outgroup members.

Repayment offavors: most Thai are socialized to feel indebted for and repay

bunkhun (moderate to extreme favor, patronage) and namjai (kindness, mild favor,
generosity, voluntary help) without being asked to do so. If they cannot repay a favor
immediately, they will typically remember it and try to reciprocate it when there is an
opportunity. This cycle of creating, granting, and reciprocating bunkhun and namjai
is rooted deeply in Thai society.

Situation/Flexibility orientation: Thais are situation-and flexibility-oriented.

Decision-shifting behavior is quite common in Thailand, resulting from conflicts
based on the self, the ingroup, and the situation. Principles and laws are usually
adjustable to suit people and situations. And due to these reasons, Thai customers are
likely to prefer companies that are flexible in their terms, rules, and conditions.

Materialism: Thais are materialistic and, according to Thorelli and Santell

(1982), believe that people judge them by the way they dress and what they own.
Thai people especially in the middle-class Bangkokians, are into conspicuous
consumption of expensive cars, imported apparel, alcohol, cigarettes, and the like.
Thailand is also rated as moderately feminine culture, in which the dominant values
are caring for others and quality of life.

Hedonism: Interestingly, a recent survey by Porpitakpan 2000 find that Thais

often tend to be hedonistic-a characteristic frequently thought to be associated with
individualism. Thais indulged in immediate gratification of their own needs with little
value placed on delayed gratification. They are concerned with making living for the
present and doing just enough to survive. The concept of sabai (comfortable, troublefree, contented) and mai pen rai (never mind, it doesn't matter) foster an easy going
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feeling about life and social interaction, and imply flexibility and a high degree of
tolerance toward deviations from norm and commitments. Because of the hedonistic
nature of Thai people, products and services that deliver fun and pleasure are well
received, such as movies, concerts, games, bars, pubs, nightclubs, and fine dining.

Activity-handling mode: According to Hall and Hall (1987), Thais are
relatively polychronic in interpersonal relations (doing many things and being
involved with many people at once).

Communication Styles

The style of communication varies widely among various cultures in the
world. Some aspects to consider when communicating with other people are high- or
low-context communication, directness versus indirectness, and rhetoric.

Reliance on context: Thai communication is high-context; most of the
info1mation can be found in the physical context or the person while very little is in
the explicit part of the message. Accordingly, adve1tisements in Thailand tend to be
indirect and not explicit. They use more emotional and informational cues.

Directness of communication: Thais avoids confrontation and direct criticism
(even constructive criticism), preferring a nonassertive, polite, and humble
personality and admiring patience. All of these enhance interpersonal harmony. Thai
social language styles and level vary by gender, relative rank and position, age, and
closeness between speaker and listener. Women will end a sentence with kha (two
intonation levels, depending on type of sentences) and men with khrap for politeness.
The pronoun, tone, and some vocabularies must be carefully chosen to suit the social
status and closeness between the speaker and the listener. Otherwise, the language
used may be perceived as either offensive, too informal, or too stiff.

Rhetorical styles: Thais usually use implicit and ambiguous words to avoid
bluntness, such as using "I'm not quite sure" to mean "I don't know," or using "It's a
bit inconvenient" or "Let me look at the circumstances" or "Let me think about it" or
even "I am not quite sure" to mean "No". Wording in ads and correspondence must
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take into account these preferences in rhetorical styles. In addition, Thai sentences
sometimes cannot be taken literally because they mask the real meaning.

Comparison between Thai and international culture

Hofstede's has explored the cultural values and social action of 40 different
nations all around the globe. The data of the research were taken from an existing
bank of paper-and-pencil survey results collected within subsidiaries of one large
multinational business organization in 40 countries, and covering among others,
many questions about values. The suivey was held twice, around 1968 and around
1972, producing a total of over 116,000 questionnaires. Through the following
research he identified 5 main dimensions of national culture:

Yo~

1. Power Distance
2. Uncertainty Avoidance

~
.,_..

3. Individualism/Collectivism
4. Masculinity/Femininity

-

5. Time orientation

Power Distance: Hofstede's first dimension, power distance, involves the extent to
which power within a national culture is unequally distributed (Ronen 1986).
National cultures high on power distance tend to be hierarchical in their interpersonal
relationships and decision-making, whereas those low on power distance tend to be
more egalitarian. Hofstede has used the Power Distance Index (PDI) to measure the
level of power distance in his studies. The PDI is derived from the mean score on
three questions, i.e., superior's style of decision making, subordinates' fear of
disagreeing with superiors, and the type of decision making which subordinates
prefer in their boss. PDI scores differ strongly across occupations as well, especially
in countries where the country PD! is low. However the differences on PDI between
sexes are inconsistent.

The PDI continuum scores range between 0 to 100 having a mean score of 51.
The continuum shows that Philippines had the highest (94) whereas Austria has the
lowest (11) scores. Thailand is placed well above average (64), Japan around the
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mean (54), UK (35), and USA (40). Countries such as Thailand, India, and
Philippines, all rank high in power distance index.

Thailand ranking high in power distance index is not surprising due to the
Thais emphasizing respect for their elders, superiors, and patrons. The people are
trained from a young age to know who is superior, who is inferior, and who is equal
to them, and to behave appropriately to those people. For example, when passing in
front of a more senior person, it is common for Thais to bow to show respect. In
consideration of people with higher status and seniority, a Thai tends to oblige their
requests to avoid offending them.

The characteristic of countries ranking high in PDI scores is that parents put
high value on their children's obedience.

Uncertainty avoidance: Hofstede's second dimension, uncertainty avoidance, refers
to "the extent to which people feel threatened by ambiguous situations, and have
created beliefs and institutions that tries to avoid these" (Hofstede and Bond 1984).
Different societies have different ways to cope up with uncertainty avoidance and
these ways have their roots from institutions like family, school and the state. These
roots are non-rational, and they may lead to collective behavior in one society, which
may seem difficult to understand in members of other societies. The main concept is
how each individual copes up with uncertainty and to what extent do they tolerate, it
is partly a matter of personality and culture. Societies differ in their societal norms
for uncertainty avoidance, and members of these societies are socialized in the
society's institution toward this norm. There are three components of national levels
of uncertainty avoidance: rule orientation, employment stability, and stress. Hofstede
has used the Uncertainty avoidance Index (UAI) to measure the level of uncertainty
avoidance in his studies. The UAI is derived from the mean score on three questions,
i.e. (a) Rule orientation: agreement with the statement "company rules should not be
broken even when employees think it is in the company's best interest". (b)
Employment stability: employees' statement that they intend to continue with the
company (c) Stress: as expressed in the mean answer to the question "How often do
you feel nervous or tense at work?" the UAI values for 40 countries has a mean score
of 64, Greece has the highest (112) followed by Portugal (104). The country having
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the lowest score is Singapore (8) whereas Thailand ranks exactly in the middle
having score of 64.

According to Hofstede, countries ranking high in UAI scores people who
have advance in manager positions, working for small organizations, believe in
competition among employees, individuals decisions, work for a foreign manager,
and have a high rate of organizational change. In high UAI countries, people have
high anxiety level, high job stress, more emotional resistance to change, greater
generation gap, fear of failure, less risk taking, hierarchical structures of
organizations that are clear and respected, company rules that are not broken,
nationalism, needs for written rules and regulations, tight societies, lower labor
turnover, and people are also pessimistic about employers. On the other side of the
coin, countries ranking low in UAI scores are where people are willing to take risks
and live in a looser society.

Hofstede has used religion to explain the behavior of people in different
countries towards uncertainty avoidance such as there is a strong tendency for the
more Catholic (Roman Catholic or orthodox) countries to show higher UAI values
than the more protestant countries. On a low side of the UAI scores, besides the
mixed Catholic-Protestant and the protestant countries, there are four Buddhist
countries (Taiwan, Thailand, Hong Kong, and Singapore) and Hindu India. These
countries are less concerned with the absolute and are more tolerant; certainties are
not imposed from the outside but may come through meditation.

#

According to Pornpitakparn (2000) the Thais are more likely to resort to
strategies that will reduce risks in purchasing products. Consumers typically rely on
suggestions from personal sources of information, such as friends, neighbors, or
relatives, as a way to reduce risks. In Thailand, purchasing through direct mail or
catalogs of actual products are not seen as common due to higher risk that products
may not be delivered as promised through direct advertisements. In the case of
advertising situations, Thai viewers tend to be influenced more by an endorser's
expertise cues than by the quality of the message.
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Individualism/Collectivism: Hofstede third dimension of national culture is called

individualism. Mezei (1974) found that individualism/collectivism was the most
important cultural dimension from a list of values studied by Kluckholn and
Strodbeck (1961). The individualism/collectivism dimension relates to how one
values the individual relative to the group (Triandis, 1989). Individualist societies
(e.g., U.S., U.K., Germany) emphasize values such as achievement, recognition.
(McCarty & Hattwick, 1992); collectivist societies (e.g., Mexico, Peru, and Chile)

emphasize values such as family security, responsibility, conformity to society
norms, etc (Hofstede, 1980).

An important aspect of collectivist cultures is that individuals may feel
pressured to conform to the goals of a collective in-group (e.g., family, tribe,
religious group). In addition to subordinating personal goals to in-group goals,
collectivists tend to participate in in-group activities, are more concerned with ingroup interests, and feel compelled to conform to in-group opinions (Hui & Triandis,
1986). According to Triandis (1989) in-groups in collectivist societies are tight knit
(e.g., family, tribe) and generally demand that individuals conform to an establish set
of norms, roles, and values. Triandis et al. (1990) suggest that for most collectivist
cultures, the most important in-group is the family.

Hofstede's, Individualism Index (IDV) values which is based on the mean
scores of 40 different countries has a mean score of 51, where USA ranks highest
with 91 followed by Australia (90) and Great Britain (89) whereas on the opposite
continuum the lowest score was of Venezuela scoring 12. Thailand ranked below
average scoring 20 with different Asian countries like Hong Kong (25), Singapore
(20) and Taiwan (17). According to Hofstede, countries ranking low in IDV show
collectivity-orientation, belief in group decisions, more children per nuclear family,
unbalanced power political systems and tend to prefer traditional ethics.

From the finding of IDV, Thai people are collectivistic, emphasizing facesaving and encourage interdependence. They are taught to depend on one another and
to help others so that in the event they need help; they will be helped in return. This
teaching is captured in the saying Nam phung ruea, suea phung pa, atchasai ("Boats
relies on water; tigers rely on jungles"). In Thailand, major decisions as buying
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expensive products, choosing a career, and finding a spouse are likely to be
influenced by family members and peers (Pompitakpan, 2000). Thoprelli and Sentell
(1982) found that many Thais from all walks of life, at all ages, and of both genders
were affected by the opinions of others and the desire to identify with reference
groups. Lee and Green (1991) found that for collectivists, the subjective norm (a
weighted average of a person's beliefs that specific relevant others approve of his
behavior or not, and his motivation to comply with those others) is more important
than a person's own attitude towards certain behavior in predicting the intentions to
behave. In Thailand, person's own attitude toward the behavior, is less important than
the subjective norm.

Another impact of individualism/collectivism includes Leung and Bond's
(1984) findings that collectivists usually use an equality norm in dealing with ingroup members but an equity norm in dealing with out-group members. In collective
cultures organizations have participative decision making system and workforce
democracy. However, in Thailand, decision-making tends to be centralized under top
officials.

Thais are usually mce to in-group members, such as family members,
coworker, and acquaintances, as well as to others whom they usually come into
contact, such as doctors, teachers, and office cleaners. Some Thais may appear rough,
rude, competitive, and uncooperative to out-group members, especially if those
people are only one-time contacts or complete strangers. Some example of this
"dark" side of Thai behavior are the nasty driving practices of some drivers on
Bangkok streets, the curses hurled at others who do not comply, queue jumping, or
the complete absence of queuing in getting something (Pompitakpan 2000).

Masculinity/Femininity: Hofstede's study suggested that men's goals were

significantly different from women's goals and could therefore be expressed on a
masculine and a feminine pole. It basically refers to expected gender roles in a
culture. Men are supposed to be more concerned with achievements outside the home
and are supposed to be assertive, competitive, and tough. Women are supposed to be
taking care of home, of the children, and of people in general. Men's achievement
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reinforces masculine assertiveness and competition; female care reinforces feminine
nurturance, a concern for relationships, and for living environment.

Hofstede's, masculinity index (MAS) score was computed for 50 countries.
MAS were based on factor scores for each country, which were automatically
produced by the statistical procedure used (factor analysis). Scores were achieved in
a range from about 0 for the most feminine, to about 100 for the most masculine
country by multiplying the factors score by 20 and adding 50. The mean score of
MAS was 51 with Japan scoring highest of 95 on the masculine side followed by
Austria (79) and Venezuela (73). The countries scoring low, or are high towards the
feminine side is Norway (8) and Sweden (5). As far as Thailand is concerned,
Thailand scored 34, which is below mean average and which tends towards the
feminine side.

The cultures that scored towards what Hofstede referred to as "masculine",
tends to have very distinct expectations of male and female roles in society. Members
of high MAS cultures believe that men should be assertive and women should be
nurturant. Sex roles are clearly differentiated, and sexual inequality is seen as
beneficial. People tend to value having a high opportunity for earnings, getting the
recognition they deserve when doing a good job, having an opportunity for
advancement to a higher-level job, and having challenging work to do to derive a
sense of accomplishment.

Where feminine values are more important, people tend to value a good
working relationship with their supervisors; working with people who cooperate well
with one another, living in an area desirable to themselves and to their families, and
having the security that they will be able to work for their company as long as they
want. Low MAS cultures believe less in external achievements and/or manliness, and
more in quality of life such as helping others and sympathy for the unfortunate.
Feminine cultures also prefer equality between male and female and less prescriptive
role behaviors associated with each gender.

Much of societal masculinity-femininity differences are both historically and
traditionally determined and the mechanisms for the conservation of these differences
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are solid. Hofstede (1980) argues that the strongly feminine scores of Scandinavian
countries is because of their cultural heritage from Viking society in which women
had to manage the villages while men went away on long trips. A similar explanation
can also be offered for Thailand's relatively high feminine scores, for during the early
part of the century, it was women who managed their homes, families and villages
while the men were away for long periods, serving as bonded labor in the service of
the king. Thus, high or low MAS scores can be attributed to a country's
historical/traditional origins.

According to Komin's (1992) study on cognitive world of Thai men and
women, the top priority for Thais is family happiness security, followed by ego
values of self-esteem.

The results from the survey regarding the cognitive world of Thai men and
women show that woman gives prior concern to family happiness, security, and for a
peaceful, no-conflict life, with a low value for equality and freedom, as well as issue
of broader social concern, with a high value for beauty. Whereas men put more
emphasis on national security, power and politics followed by ego values of selfesteem, success in career, position, power, freedom, social recognition and statuswealth.

Time orientation: In the year 1989, Bond added a new dimension of national culture

known as the 'Confucian dynamism', which referred to the teachings of Confucius.
This dimension is labeled as Confucian dynamism, because some of the values date
back to the Chinese philosopher Confucius who lived 500 before Christ. In practical
terms it refers to a long-term versus a short-term orientation in life. It deals with
values which the western mind will clearly recognize, but which do not enter the
inventory of key issues of designers of western questionnaires.

This new dimension, Time orientation (Long-term versus Short-term
Orientation), was based on a research project by Bond from Hong Kong among
students in 23 countries, using a questionnaire on values designed by Chinese social
scientists. Long-term Orientation was defined as the fostering of virtues oriented
towards future rewards, in particular, perseverance and thrift, as opposed to the
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fostering of virtues related to the past and present, in particular, respect for tradition,
preservation of "face", and fulfilling social obligations.

Bond (1989) uses Long-term orientation (LTO) index values to study the sample
countries. The study composed of the following values: on one pole labeled 'longterm orientation':
•

Persistence (perseverance)

•

Ordering relationships by status and observing this order

•

Thrift

•

Having a sense of shame

On the opposite pole 'short-term orientation':
•

Personal steadiness and stability

•

Protecting your 'face'

•

Respect for tradition

•

Reciprocation of greetings, favors, and gifts

Bond (1989) chose the qualification 'Confucian' for this dimension because
nearly all the values belong to the teaching of Confucius . .However, because the
values on the one pole are more oriented towards the future (especially perseverance
and thrift); they are more dynamic. The values on the opposite pole are more oriented
towards the past and present; they are more static.

Countries that rank high in the LTO index are China (118), Hong Kong (96),
and Taiwan (87) whereas on the opposite pole is Pakistan (0), Nigeria ( 16) and
Philippines (19). From the total of 23 countries the mean score is 46 and Thailand
ranked 8 scoring (56).

Long-term orientation is characterized by persistence and perseverance, a
respect for a hierarchy of the status of relationships, thrift, and a sense of shame.
Countries included China; Hong Kong; Taiwan, Japan and India.
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A short-term orientation is characterized by a sense of security and stability, a
protection of one's reputation, a respect for tradition, and a reciprocation of greetings
favors and gifts. Countries included Britain, Canada, the Philippines, Germany, and
Australia.

Even though Thailand ranked eight under the LTO scores the Thais are more
short-term oriented because Thais protect their face, value present time consumption,
and do not stress the value of having long-term plans or contingency plans. Thais
always solve problems that they face now by using an intuitive approach, a response
to a situation and opportunities. This engenders the 'decision-shifting' behavioral
pattern (Komin, 1990: 165) that prevails in contemporary Thai society.

In summary, Thailand according to Hofstede (1980) is a country that exhibits
large power distance, moderate uncertainty avoidance, low individualism,
femininity, and is less long term oriented.
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Advertising
Advertising has been defined m many ways, according to the Independent
Broadcast Authority (IBA) (1993):
"Advertisement" means any material broadcast, in visual and/ or audio form,
for which the broadcaster receives a consideration, in cash or otherwise, and
which promotes the interests of any person, product or service, provided that:
I. Spot commercials, public service announcements for which the
broadcaster receives a consideration, any material that would
constitute an infomercial but for the fact that it is of two minutes 1
duration or less, that part of sponsorship packages which is constituted
by spot commercials, and commercial features shall be regarded as
being advertisement; but
2. Public service announcements in respect of which the broadcaster
does not receive any consideration, supply agreements, infomercials
exceeding two minutes in duration, branded filter material which is of
a public service nature, sponsorship elements which form part of inprogrammed material, presenters 1 credits and (in relation to
competitions and self-promotions) programmed competitions, branded
promotional sports and self-promotion promos shall not be regarded as
being advertisements.
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Advertising Appeals

Advertising appeal is a conscious attempt to motivate potential consumers
toward some form of activity (such as gathering further information or purchasing) or
to influence them to change their attitude or conception of the advertised product
(Gelb, Hong and Zinkhan, 1985). Appeals are not unrelated to values. Both concepts
express deeply rooted ideals and widely shared prototypes. However, while values
are "there in the ad" because they are "there in the world", appeals are carefully
planted by the advertisers.

Advertising appeal can be categorized into two-groups. The name given to
these two groups vary by the author such as "thinking" vs. "feeling" (Vaughn, 1980),
"cognitive" vs.

"feeling"

(Aaker and Norris,

1982), "informational"

vs.

"transformational" {Putto and Wells, 1984), "utilitarian" vs. "value-expressive"
(Johar and Sirgy, 1991) or simply "emotional" vs. "rational (Albers-Miller and
Stafford, 1999). The meaning, however, is identical. There are other kinds of appeals
such as positive and negative appeals, fear and sex appeals, humor appeals and
quantitative or qualitative appeals. Any of these appeals may be used to gain
attention, create a personality for the product or service, and stimulate consumer
interest, credibility, desire and action (Bovee and Arens, 1992). Recent advertising
models of persuasion have demonstrated convincingly that advertising appeals are
capable of evoking a wide range of emotional responses from media audiences (see,
e.g., Edell and Burke 1987; Holbrook and Batra 1987; Moore and Hoenig 1989).

According to Hetsroni (2000) values are not culture free. Most ads have an
appeal that is consonant with the culture in which they are produced. As with values,
this cultural effect is moderated by the product characteristics (Zhang and Gelb,
1996). In general, rational appeal is more frequently used when the product is
utilitarian, whereas emotional appeal is more frequently used in cases where the
direct user benefit of the product is not self-revealing (Johar and Sirgy, 1991). In
particular, rational appeal is more often used in ads for goods and less often used in
ads for services; whereas emotional appeal is more often used in ads for services and
less often used in ads for goods (Albers-Miller and Stafford, 1999).
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Types of Appeals

Emotional appeal: It relates to the consumer's psychological, social, or symbolic
needs (Bovee and Arens, 1992). Consumer behavior researchers have pointed out that
individual differences among message recipients may lead to wide variations in the
manner in which people respond to emotional advertising appeals. According to
Aaker and Stayman (1989), some individuals, when exposed to an emotionally
charged advertising appeal, may experience their emotions with greater magnitudes
of intensity. As a consequence, these individual differences in affective reactivity
may play an influential role in determining the persuasive impact of advertising
messages.

If the term 'emotional' is used to denote behavior, that is in any way connected
with feelings, attitudes or emotions, then all behavior can be viewed as emotional
(Britt, 1979). According to Hawkins, Best and Coney (1992) emotional
advertisements may enhance attitude formation or change by increasing:

.,_,

•
•

To attract and maintain attention .

•

The level of mental processing given the ad .

•
•
•
•

Ad memorability .

The ad's ability

r-

~

~

Liking of the ad .
Product liking through classical conditioning .
Product liking through high involvement processes .

*

~

Humorous appeal: The humorous advertising approach is an integrated system in
which the impact of a humor stimulus is dependent upon the actions of various
interdependent mediating variables. Kelly and Solomon (1983) define humor as
having seven forms: (1) a pun - the humorous use of a word or phrase in a way that
suggests interpretations; (2) an understatement - representing something as less than
is the case; (3) a joke - speaking or acting without seriousness; (4) something
ridiculous - that which is laughable or ridiculous; (5) satire - sarcasm used to expose
vice or folly; (6) irony - the use of words to express the opposite of what one really
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means; and (7) intent - perceived intent of the advertiser to be humorous. A recent
review of the impact of humor on advertising concluded that:
•

Humor attracts attention.

•

Humor does not harm comprehensive. (In some cases it may even aid
comprehension.)

•

Humor is not more effective at increasing persuasion.

•

Humor does not enhance source credibility.

•

Humor enhance liking.

•

Humor that is relevant to the product is superior to humor that is unrelated to
the product.

•

Audience demographic factors (e.g., gender, ethnicity, age) affect the
response to humorous advertising appeals.

•

The nature of the product affects the appropriateness of a humorous treatment.

•

Humor is more effective with existing products than with new products.

•

Humor is more appropriate for low-involvement products and feeling-oriented
products than for high-involvement products (Schiffman and Kanuk, 1997).

Fear appeals: Fear appeals make the use of the threat of negative (unpleasant)
consequences if the attitude or behaviors are not altered. While fear appeals have
been studied primarily in terms of physical fear (physical harm from smoking, unsafe
driving, and so forth), social fears (disapproval of one's peers for incorrect clothing,
bad breath, or inadequate coffee) are also frequently used in advertising. For fear
appeals to be successful; the level of fear induced must not be so high as to cause the
consumer to distort or reject the message. In addition, it is critical that the source of
the fear-arousing message be viewed as credible (Hawkings, Coney and Best, 1992).

Some researchers have found a positive relationship between fear and
persuasiveness. They believe that when individuals focus on controlling the anger (a
cognitive response) rather than controlling their fear (an emotional response), there is
a greater probability they will accept the message's recommendation. According to

Ordered Protection Motivation (OPM) model, individuals cognitively appraise the
available information regarding the severity of the threat, then they appraise the
likelihood that the threat will occur; they evaluate whether coping behavior can
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eliminate the threat's danger, and if so, whether they have the ability to perform the
coping behavior (Schiffman and Kanuk, 1997).

Rational appeals: It is the persuasive communication aimed at the buyer, which is

based upon the economic and technical advantages of the product or service to the
buyer, rather than emotive appeals, which are based upon essentially behavioral
factors (Baker, 1998). It is an appeal to the consumer's practical, functional need for
the product or service (Bovee and Arens, 1992). If the term 'rational' is defined as an
individual's attempt to maximize his satisfactions (whether they be economic or other
psychological satisfactions) or to minimize his dissatisfactions, then all behavior
must be viewed as being rational (Britt, 1979). The rational appeal is an important
approach to consider because prospects have a tendency to envision themselves as
being intelligent individuals, and they desire to rationalize their decisions (Dirksen,
Kroeger and Nicosia, 1983).

Sexual appeals: Sexual information, whether in the form of pictures, stories, or

sounds, has been shown to evoke a predictable range of emotional responses within
viewers. Advertising research reveals that sexual appeals are attention getting,
arousing, affect- inducing, and memorable (Belch, Belch and Villarreal 1987). Sexual
appeals can be broadly defined as messages, whether as brand information in
adverting contexts or as persuasive appeals in social marketing contexts that are
associated with sexual information. Usually represented as images, verbal elements,
or both, sexual information can be integrated with the message to greater or lesser
degrees.

Work by LaTour (1990; LaTour and Henthorne, 1993; LaTour, Pitts, and
Snook-Luther, 1990) has provided insights into the emotional impact of sexual
appeals, specifically the level and nature of evoked arousal and attitudes toward the
ad and the brand. Typically, there is a direct relationship between the positively
valence arousal evoked by sexual appeals and evaluation. It is important to note that
both arousal and valence are influenced by factors such as gender and explicitness of
the appeal (e.g., LaTour and Henthorne, 1993). Attitudes also are influenced by the
relevance of the sexual appeal to the product (Simpson, Horton and Brown, 1996).
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Sexual appeals work well when the product is itself sexually related, such as
perfumes, tan lotions, swimwear, and clothes (Hanna and Wozniak, 2001).

Related Studies on Culture and Advertising Appeals

Gregory and Munch (1997) studied "Cultural values in international
advertising: an examination of familial norms and roles in Mexico" by examining
how (in) consistencies in collectivist values (e.g., familial norms and roles) may
affect attitudes and behaviors toward advertised products within a collectivist culture,
Mexico. The findings suggest advertisements that depict consistencies in local
cultural norms and roles are viewed more favorably and purchase intention is higher
than for advertisements that depict inconsistencies. The data provide no support for
the moderating role of individual-level differences in value orientation (i.e.,
allocentric versus idiocentric tendencies) on persuas10n measures. Interestingly,
product category advertised appears to be the best moderator of the relative strength
of role and norm effects on ad attitudes and purchase intention.

Hetsroni (2000) studied "The relationship between values and appeals in
Israeli advertising: A smallest space analysis" by using eight hundred and sixty-one
Israeli TV ads, dated from 1995 to 1997, and then examining their value system and
their appeal type to determine the relationship of value systems, appeal types and the
relative salience of specific value systems. The results verify a combined valuesappeal structure that is composed of three distinct classes: rational appeal with
functional values, emotional appeal with hedonistic values, and emotional appeal
with altruistic values. As expected from studies of advertising in western societies,
most of the ads were loaded with either rational-functional characteristics or
emotional-hedonistic characteristics. Altruism in its entirety was dominant in only a
few ads, although one of its signs-collectivism-was surprisingly found in some of the
ads that were predominantly hedonistic. Most of the findings support Pollay's
conception of advertising as a distorted mirror that refrains from depicting certain
values. The work uses Smallest Space Analysis (SSA) to classify the value types, and
discusses the use of smallest space analysis as a method for confirmatory
classification in advertising research.
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Shao, Raymond and Taylor (1999) studied shifting advertising appeals in
Taiwan by interviewing managing directors of advertising agencies in Taiwan. The
hypothesis statement was whether advertising appeals in Taiwan tend to be
dominated more by "westernized" cultural values than by traditional Chinese values.
From this study the result was that advertising appeals in Taiwan tend to be
dominated more by westernized cultural values than by traditional Chinese values.
The implication to advertising agency executives is that even in regions where
traditional values tend to mandate behavior, the popular western culture has
overtaken tradition in the advertising industry.

Miller, et at (1996) studied business advertising appeals as a mirror of cultural
dimensions in a study of eleven countries. This study examined whether systematic
differences in advertising content mirror predictable differences in the cultures
themselves by using Hofstede's model as a tool for analyzing cultures and using
advertising appeals identified by Pollay. After coding advertisements in business
publications from 11 countries for the appeals employed, the correlation coefficients
relation the proportional use of each appeal and Hofstede's cultural dimensions individualism, uncertainty, avoidance, power distance and masculinity - were
computed. The culture-reflecting quality of advertising was supported for 10 of 30
hypothesized relationships and for an additional 8 after removal of outliers from the
data. The obvious conclusion of the study is that appeals in advertisements and
cultural values often relate in a nonrandom way.

Lin (1993) studied cultural differences in message strategies: A comparison
between American and Japanese TV commercials. The overwhelming empirical
evidence points to differing levels of information for US and Japanese
advertisements, which are rooted in their indigenous cultures. Such distinctions
provide the basis for 3 hypotheses, which assume that advertising content and style
are primarily a product of the culture from which they were derived. Television
commercials from three American and four Japanese television networks constitute
the sampling universe. The first variable, information cues, reflecting the informative
ness of the advertisement content, was measured by the presence or absence of 14
information cues. Stylistic characteristics, such as time span and animation method,
were also examined. The results suggest that Japanese ads are less informative than
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their US counterparts. US ads offer more facts and attributes to showcase product
superiority.

Caillat and Mueller (1996) studied the influence of culture on American and
British advertising. In the study, Caillat and Mueller examined a total of 62 television
commercials, made by domestic companies for broadcast on their domestic market
television (UK or US respectively). The samples consisted of 24 commercials for 12
US American brands and 38 commercials for 19 British brands. These commercials
were consequently examined for their cultural values, rhetorical style, advertising
appeals and the occasion for product usage. Caillat and Mueller ( 1996) define
individualism/in- dependence, modernity/newness and achievement as American
cultural values, while they associate affiliation, tradition/history and eccentricity as
British cultural values. They also categorised direct speech as American style, while
indirect speech was associated with British culture. The commercials were also
examined for the dominant advertising appeal out of a list of eight primary appeals as
defined by Beckman and Gilson (1987): rational, emotional, negative, positive,
humour, fear, sex and patriotism. Finally, the commercials were examined for the
context in which the product was used. According to Caillat and Mueller, the British
commercials were more likely to present beer drinking as a common occurrence;
where as American commercials would depict beer drinking in a "special occasion"
setting.
The samples were coded by the two researchers and recoded by a graduate
student for intercoder reliability. The results supported the hypotheses set by Caillat
and Mueller. American advertising showed significantly more "American cultural
values", whereas the British commercials displayed overwhelmingly British cultural
values.
Equally, nearly all of the samples US commercials (91.7%) used direct
speech, whereas 97.4% of the British commercials used indirect speech. Caillat and
Mueller also found, that the dominant primary advertising appeal was emotional/sex
for the US (78.9% as compared to only 8.1 % in the UK for that appeal), whereas
humour dominated in the UK (91.9% as compared to only 21.1 % in the US). Equally,
the UK commercials tended to show beer consumption as a common or regular
activity (83.8% in the UK, 14.3% in the US), whereas the US commercials tended to
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depict a special occasion as the setting for beer consumption (85.7% compared to
16.2% in the UK).
Cheng and Schweitzer (1996) studied cultural values reflected in Chinese and
U.S. television commercials. It compares a large number of prime time commercials
for all types of product categories from the major networks in the US (616
commercials) with commercials from Chinese television stations (486 commercials).
The commercials were coded using a procedure developed by Cheng, using Pollay's
(1983) typology of cultural values in advertising. Cheng and Schweitzer used two
pairs of coders. Cheng and Schweitzer treated traditional values, such as family and
tradition, as being eastern values, while progressive values (such as modern) were
linked to American culture. In their findings, the dominant values reflected in Chinese
commercials were found to be "family", "technology" and "tradition'\ whereas US
advertising dominantly reflected "enjoyment"' "individualism" and "economy".
Common two both cultures were the values "modern" and "youth". Cheng and
Schweitzer point out, that Western values were most frequently used in commercials
for imported products. Additionally, Cheng and Schweitzer point out that values
portrayed in commercials differs for product categories. For example, the value
"family" is used in both the U.S. as well as in China in commercials for medicine.
Alden, et al (1993) identified global and cultures specific dimensions of
humor in advertising: a multinational analysis. According to the researcher, humor is
a commonly used communication tool in advertising in the United States, but U.S.
marketers know little about its use and effectiveness in foreign markets. The authors
examined the content of humorous television advertising from four national cultures:
Korea, Germany, Thailand, and the United States. The method used by the author in
selection of the sample is by choosing two sets of countries that had similar
characteristics within each set, but differed between sets on several important
dimensions. The United States and Germany made up the first set. These nations are
similar inasmuch as both are Western, developed nations, having high scores on
Hofstede 's (1983) individualism-collectivism dimension (i.e., low on collectivism)
and low scores on the power distance dimension. The second set, Korea and
Thailand, are similar to each other yet different from the first set inasmuch as both
are Asian, rapidly developing nations having high scores on collectivism and high
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scores on power distance. Findings indicate that humorous communications from
such diverse national cultures share certain universal cognitive structures underlying
the message. However, the specific content of humorous advertising is likely to be
variable across national cultures along major normative dimensions such as
collectivism-individualism.
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CHAPTER3
Research Framework
This chapter contains three main parts, the conceptual framework, research
hypotheses and the operational definitions of both dependent and independent
variables.

3.1 Conceptual Framework

A conceptual framework is a conceptual model of how one theorizes the

relationships among the several factors that have been identified as important to the
problem. It discusses the relationships among the variables that are deemed to be
integral to the dynamics of the situation being investigated (Sekaran, 1992).

This research was conducted in order to find the relationship between cultural
values and advertising appeals, in which various types advertising appeals would be
considered as dependent variables, and the cultural values as the independent
variables.
Figure: 3.1 Conceptual Framework of the research study

Dependent Variables

Independent Variables
Cultural values

•
•
•
•
•
•

•
•
•

*

Ego orientation
Grateful relationship
orientation
Smooth interpersonal
relationship orientation
Flexibility and adjustment
orientation
Religio-psychical
orientation
Education and
competence orientation
Interdependence
orientation
Fun-pleasure orientation
Achievement-task
orientation

Advertising Appeals
•
•
•
•
•
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Emotional appeal
Humorous appeal
Fear appeal
Rational appeal
Sexual appeal

After establishing the relationship between dependent and independent
variables of the conceptual model, it is now appropriate to test whether the
relationships that have been theorized are true or not. In order to test, in this section
the hypothesis are being stated in a statistical form, as null and alternative hypothesis.
Hypothesis (H) is an unproven statement or proposition about a factor or
phenomenon that is of interest to the researcher. There are two types of hypothesis, a
null hypothesis, denoted as H0 , is a statement in which no difference or effect is

expected and an alternative hypothesis, denoted as Hi, is a statement that some
difference or effect is expected (Malhotra, 1999).

In this research study, nine independent variables were measured under the
cultural values of ego orientation, grateful relationship orientation, smooth
interpersonal relationship orientation, flexibility and adjustment orientation, religiopsychical orientation, education and competence orientation, interdependence
orientation, fun-pleasure orientation and achievement-task orientation. The
dependent variables were emotional appeal, humorous appeal, fear appeal, rational
appeal and sexual appeal.

The research framework presented earlier led to the following hypothesis for
this research study.

Hypothesis group 1: Cultural values vs emotional appeal
1.1 H0 : There is no relationship between ego orientation and emotional appeal.

H1 : There is a relationship between ego orientation and emotional appeal.

1.2 H0 : There is no relationship between grateful relationship orientation and
emotional appeal.
H 1 : There is a relationship between grateful relationship orientation and
emotional appeal.

1.3 H0

:

There is no relationship between smooth interpersonal relationship

orientation and emotional appeal.
H1 : There is a relationship between smooth interpersonal relationship orientation
and emotional appeal.
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1.4 Ho : There is no relationship between flexibility and adjustment orientation and

emotional appeal.
H1

:

There is a relationship between flexibility and adjustment orientation and
emotional appeal.

1.5 H 0 : There is no relationship between religio-psychical orientation and emotional
appeal.

H 1 : There is a relationship between religio-psychical orientation and emotional
appeal.

1.6 H 0 : There is no relationship between education and competence orientation and
emotional appeal.
Hi : There is a relationship between education and competence orientation and

emotional appeal.

1. 7 H 0 : There is no relationship between interdependence orientation and emotional
appeal.
H 1 : There is a relationship between interdependence orientation and emotional

appeal.

1.8 H 0

:

There is no relationship between fun-pleasure orientation and emotional

appeal.
Hi : There is a relationship between fun-pleasure orientation and emotional

appeal.

1.9 H 0 : There is no relationship between achievement-task orientation and emotional
appeal.

H1 : There is a relationship between achievemenHask orientation and emotional
appeal.

Hypothesis group 2: Cultural values vs humorous appeal

2.1 H 0 : There is no relationship between ego orientation and humorous appeal.
H 1 : There is a relationship between ego orientation and humorous appeal.
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2.2 Ho: There is no relationship between grateful relationship orientation and

humorous appeal.
H 1 : There is a relationship between grateful relationship orientation and
humorous appeal.

2.3 H 0

:

There is no relationship between smooth interpersonal relationship

orientation and humorous appeal.

H1 : There is a relationship between smooth interpersonal relationship
orientation and humorous appeal.

2.4 H0 : There is no relationship between flexibility and adjustment orientation and
humorous appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
humorous appeal.

2.5 H0 : There is no relationship between religio-psychical orientation and humorous
appeal.
H 1 : There is a relationship between religio-psychical orientation and humorous
appeal.

2.6 H0 : There is no relationship between education and competence orientation and
humorous appeal.
H 1 : There is a relationship between education and competence orientation and
humorous appeal.

2.7 H 0 : There is no relationship between interdependence orientation and humorous
appeal.
H 1 : There is a relationship between interdependence orientation and humorous
appeal.

2.8 H0

There is no relationship between fun-pleasure orientation and humorous

:

appeal.
H1

:

There is a relationship between fun-pleasure orientation and humorous

appeal.
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2.9 H 0 : There is no relationship between achievement-task orientation and humorous
appeal.
H 1 : There is a relationship between achievement-task orientation and humorous
appeal.

Hypothesis group 3: Cultural values vs fear appeal

3.1 H0 : There is no relationship between ego orientation and fear appeal.
H 1 : There is a relationship between ego orientation and fear appeal.

3.2 H0

:

There is no relationship between grateful relationship orientation and fear

appeal.
H 1 : There is a relationship between grateful relationship orientation and fear
appeal.

3.3 H0

:

There is no relationship between smooth interpersonal relationship

orientation and fear appeal.
H 1 : There is a relationship between smooth interpersonal relationship orientation
and fear appeal.

3.4 H0 : There is no relationship between flexibility and adjustment orientation and
fear appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
fear appeal.

3.5 H0

:

There is no relationship between religio-psychical orientation and fear

appeal.

H1 : There is a relationship between religio-psychical orientation and fear appeal.
3.6 H0 : There is no relationship between education and competence orientation and
fear appeal.
H 1 : There is a relationship between education and competence orientation and
fear appeal.
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3.7 Ho: There is no relationship between interdependence orientation and fear appeal.

H1 : There is a relationship between interdependence orientation and fear appeal.

3.8 Ho: There is no relationship between fun-pleasure orientation and fear appeal.

H1 : There is a relationship between fun-pleasure orientation and fear appeal.

3.9 Ho : There is no relationship between achievement-task orientation and fear
appeal.
Hi : There is a relationship between achievement-task orientation and fear

appeal.

Hypothesis group 4: Cultural values vs rational appeal

4.1 Ho : There is no relationship between ego orientation and rational appeal.

H1 : There is a relationship between ego orientation and rational appeal.

4.2 H0 : There is no relationship between grateful relationship orientation and rational
appeal.

H1 : There is a relationship between grateful relationship orientation and rational
appeal.

4.3 Ho : There is no relationship between smooth interpersonal relationship
orientation and rational appeal.
Hi : There is a relationship between smooth interpersonal relationship orientation

and rational appeal.

4.4 Ho: There is no relationship between flexibility and adjustment orientation and
rational appeal.

H1 : There is a relationship between flexibility and adjustment orientation and
rational appeal.

4.5 Ho : There is no relationship between religio-psychical orientation and rational
appeal.
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H1 : There is a relationship between religio-psychical orientation and rational
appeal.

4.6 H0 : There is no relationship between education and competence orientation and
rational appeal.

H1 : There is a relationship between education and competence orientation and
rational appeal.

4.7 H0

:

There is no relationship between interdependence orientation and rational

appeal.

H1 : There is a relationship between interdependence orientation and rational
appeal.

4.8 Ho: There is no relationship between fun-pleasure orientation and rational appeal.
H 1 : There is a relationship between fun-pleasure orientation and rational appeal.

4.9 H 0

There is no relationship between achievement-task orientation and rational

:

appeal.
H1

:

There is a relationship between achievement-task orientation and rational

appeal.

Hypothesis group 5: Cultural values vs sexual appeal

5.1 Ho: There is no relationship between ego orientation and sexual appeal.

H1 : There is a relationship between ego orientation and sexual appeal.

5.2 Ho: There is no relationship between grateful relationship orientation and sexual
appeal.

H1 : There is a relationship between grateful relationship orientation and sexual
appeal.

5.3 Ho : There is no relationship between
orientation and sexual appeal.
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smooth interpersonal relationship

H1 : There is a relationship between smooth interpersonal relationship orientation
and sexual appeal.
5.4 I-I0 : There is no relationship between flexibility and adjustment orientation and
sexual appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
sexual appeal.

5.5 H0

:

There is no relationship between religio-psychical orientation and sexual

appeal.

H1 : There is a relationship between religio-psychical orientation and sexual
appeal.

5.6 Ho: There is no relationship between education and competence orientation and
sexual appeal.

H1 : There is a relationship between education and competence orientation and
sexual appeal.

5.7 H0

There is no relationship between interdependence orientation and sexual

:

appeal.
H1

:

There is a relationship between interdependence orientation and sexual

appeal.

5.8 H0 : There is no relationship between fun-pleasure orientation and sexual appeal.
I-11 : There is a relationship between fun-pleasure orientation and sexual appeal.

5.9 H 0

:

There is no relationship between achievement-task orientation and sexual

appeal.
I-11 : There is a relationship between achievement-task orientation and sexual

appeal.
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3.3 Concepts and Operational Definitions of the Variables

A concept is defined as a generalized idea about a class of objects, attributes,
occurrence or processes (Zikmund, 1997). Concepts can also be defined as abstract
ideas generalized from particular facts and without concepts there would be no theory
(Davis and Cosenza, 1993). In this research, the concepts are operationalized so that
they can be measurable. Operational definition refers to an explanation that gives
meaning to a concept by specifying the activities or operations necessary to measure
(Zikmund, 1997). Since an operational definition gives meaning to a concept by
specifying the activities or operations necessary to be measured, the operational
definitions specifies what must be done to measure the concept under investigation.

Table 3.1: Operational Definitions of the Variables

Independent variables: Cultural values

Concept

Conceptual Definition
,_

Operational

Type of scale

components

Ego-

Consist of Thai

-Independent.

Interval Scale

orientation

characteristics such as

-High value on self

1 =Strongly

11

face-saving 11 ,

esteem

disagree

11

criticism-avoidance,

-Pride

2 = Disagree

and the Kreng jai

-Dignity

3 =Neutral

attitude which roughly

-Krenjai (face

4 =Agree

means "feeling

saving).

5 = Strongly agree

considerate for another
person, not wanting to
impose or cause other
person trouble, or hurt
his/her feeling".
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Grateful

Consist of

-Bunkhun

Interval Scale

relationship

characteristics such as

relationship

1 =Strongly

orientation

to secure a high-

(returning favors)

disagree

ranking order in the

-Grateful

2 =Disagree

cognitive system of

-Sincerity

3 =Neutral

people. It also talks

-Deep and long

4 =Agree

about Bunkhun

term relationship

5 = Strongly agree

relationship, being

-Politeness

Katanyu or grateful,

long-term relationship,
politeness, honesty and
sincerity.

u Rs1r

~\

Smooth

Characterized by the

-Being a sensitive

Interval Scale

Interpersonal

preference for a non-

person

1 =Strongly

Relationship

assertive, polite and

-Being kind

disagree

orientation

humble type of

-Being responsive

2 =Disagree

personality, as well as

to opportunities

3 =Neutral

the preference for a

-Being self

4 =Agree

relaxed, and pleasant

controlled

5 = Strongly agree

interaction

-Being calm

~

Flexibility and

This value orientation

-Being flexible in

Interval Scale

Adjustment

is somehow correlated

terms of rules

1 =Strongly

orientation

with the laxness in

-Being situation

disagree

principle, and

oriented

2 =Disagree

consequently reflected

-Easily bendable

3 =Neutral

in certain behavioral

-Let others make

4 =Agree

patterns like, "decision-

decisions

5 = Strongly agree

shifting" and

-Principles/laws as

corruption

serving the
situation
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Religio-

This value orientation

- Being a religious

Interval Scale

Psychical

relates to being

person

1 =Strongly

Orientation

religious and believing

- Belief in spiritual

disagree

in spiritual life. This

life

2 =Disagree

value also consists of

- Belief in fate

3 =Neutral

engaging in merit

- Belief in life after

4 =Agree

making, and numerous

death

5 = Strongly agree

other religious

- Belief in merit

ceremomes

making

Education and

This value orientation

- Owing expensive

Interval Scale

Competence

refers to education and

objects

1 =Strongly

Orientation

its related values, good

- Preferring brand-

disagree

form and appearance,

name products

2 =Disagree

as well as being

-Being modern

3 =Neutral

material-possession

-Spending beyond

4 =Agree

oriented

means

5 = Strongly agree

-Education as a

Is; I~

~

means of climbing

:J

::.
::;

social ladder

.,_,

-

Interdependence

This value orientation

-Community

Interval Scale

Orientation

reflects more of the

collaboration spirit

1 =Strongly

community

- Value close

disagree

collaboration spirits,

relationship with

2 =Disagree

and in a sense the value

others

3 =Neutral

of coexistence and

-Belonging to a

4 =Agree

interdependence

tightly knit

5 = Strongly agree

organization
- Help others who
needs help
-Community with a
strong spirit of
brotherhood
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Fun-Pleasure

This value orientation

- Easy-going life

Interval Scale

Orientation

reflects an easy-going,

without tension

1 =Strongly

enjoying the everyday

- View life as

disagree

routine pleasures of life

something to be

2 =Disagree

with a happy

enjoyed

3 =Neutral

carelessness, not letting

-No serious

4 =Agree

troubles touch one

commitment in

5 = Strongly agree

easily, viewing life as

life/work

something to be

-Being unagressive

enjoyed, not endured

-Not letting
troubles touches
easily

Achievement-

This orientation is

- Internal drive

Interval Scale

Task Orientation

characterized by the

towards

I =Strongly

achievement

achievements

disagree

motivation need

-Hard working

2 =Disagree

emphasizing internal

-Striving to attain

3 =Neutral

drive towards

professional

4 =Agree

achievement through

excellence

5 = Strongly agree

hard work

-Being ambitious
-Seriously devoted

~ I~/

to work
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Dependent variables: Advertising appeals

Concept

Emotional appeal

Conceptual

Operational

Definition

components

Type of scale

It relates to the

Perception of an

Interval Scale

consumer's

emotional ad.

1 = Strongly dislike

psychological,

-Bangkok Bank ad.

2 =Dislike

social, or

-Orange ad.

3 =Neutral

symbolic needs.

4 =like
5 =Strongly like

Humorous appeal

An integrated

Perception of

Interval Scale

system in which

humorous ad.

1 = Strongly dislike

the impact of a

-M 150 ad.

2 =Dislike

humor stimulus is

-Coke ad.

3 =Neutral

dependent upon

4 =like

the actions of

5 = Strongly like

-

vanous

r-

interdependent

~

mediating

~

variables.
Fear appeal

Message contents

Perception of fear ad.

Interval Scale

so as to arouse the

-Ford Ranger ad.

1 = Strongly dislike

anxiety of fear of

-Ziit ad.

2 =Dislike
3 =Neutral

the consumers.

4 =like
5 =Strongly like
Rational appeal

Aims at

Perception of rational

Interval Scale

customer's self

ad.

1 = Strongly dislike

interest by

-Citra ad.

2 =Dislike

stressing the

-KA lipstic ad.

3 =Neutral

value or

4 =like

performance of

5 = Strongly like
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St. Gabriefs Library,

Au

the product.
Sexual appeal

A message, brand

Perception of sexual

Interval Scale

information in

ad.

1 =Strongly dislike

advertising

-Lux ad.

2 =Dislike

contexts those are

-Nivea ad.

3 =Neutral

associated with

4 =like

sexual

5 = Strongly like

information.
Usually
represented as
images, verbal
elements, or both.
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CHAPTER4

Research Methodology
The purpose of this chapter is to provide an overview of research
methodology that was used in this research study. This consists of research design,
research method, research process, sampling design, sampling process, target
population, sampling frame, sampling unit, determining sample size, research
instrnments, pretest and statistical method for data analysis.

4.1 Research Design

To test the hypotheses effectively and to find out the relationship between
culture and advertising appeal, the survey research design was used. In this survey
research, the researcher does not intervene with the sample in an attempt to control
the independent variables and information is gathered from a sample of people via
distTibuting questionnaires. The main objective of survey design is to search for
relationships between variables. It usually depends upon the use of a well-constructed
questionnaire, which is used to collect data from the relevant unit of analysis under
study, usually, an individual (Davis and Cosenza, 1993). Survey research design is
employed because of various advantages.

First, the questionnaire is simple to

administer. Second, the data obtained are reliable because the responses are limited to
the alternatives stated and finally, coding, analysis, and interpretation of data are
relatively simple (Malhotra, 1999).

4.2 Research Method

In developing the research framework for this study, secondary data was
collected from various types of sources such as varieties of newspaper, journals of
consumer research, marketing research, advertising research, psychology and
different kinds of textbooks related to culture, advertising, and marketing and
consumer behavior. The above mentioned sources have helped the researcher to
conceptualize the framework that has been developed in the foregoing chapter.
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To obtain the primary data on the issue of interest to the researcher for this
study, self-distributing questionnaires were used as a tool for collecting the data
needed for the research and the questionnaire were distributed directly to the
respondents. The main advantages of questionnaire are that it can be collected in a
completed form within a short period of time, and it can be obtained from the target
respondents after immediate completion.

4.2.1 Research Procedure

In this research, the researcher conducted an experimental research. An
experiment is the process of manipulating one or more independent variables and
measuring their effect on one or more dependent variables, while controlling for the
extraneous variables (Malhotra, 1999). As a process of an experiment the
experimental design is very important. Experimental design is a set of experimental
procedures specifying (1) the test units and sampling procedures, (2) the independent
variables, (3) the dependent variables, and (4) how to control the extraneous variables

-

(Malhotra, 1999).

The experiment was conducted by first explaining to the target respondents
about Thai cultural values in the questionnaire, and before answering questions
regarding advertising appeals respondents were showed two ads for each of the five
appeal types. During the process of research the researcher himself played a role of
the facilitator and explained each step of the research as well as showed the ads on
video.

The procedures for this research were as follows:
1. The sample was chosen from Assumption university students taking
Advertising as their major and students from Communication arts faculty.
2. The study was conducted in the classroom of the major requirements and
major elective subjects for Advertising and Communication arts.
3. There were two sections of the questionnaire. Section A was answered by the
sample before seeing the advertisement. This part of questionnaire had
questions regarding cultural values.
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4. After finishing the first section of questionnaire the sample were shown two
ads for each appeal. These ads were chosen during the period from JanuaryFebruary 2003. The ads for each appeal were chosen according to the
judgment of the researcher himself by keeping in mind the types of ads. In
total there were ten ads, two for each appeal and the ads were: (1) Emotional
appeal- Bangkok Bank, Orange ads, (2) Humorous appeal- Ml50, Coke ads,
(3) Fear appeal- Ford Ranger, Ziit ad, (4) Rational appeal- Citra, Ka lipstic ad,
and (5) Sexual appeal- Lux and Nivea ad.
5. In the second section of the questionnaire the respondents had to answer to
how they perceive a particular type of appeal by looking at two ads and then
answering the provided questions, followed by another two until they finished
all parts of the questionnaire.

4.3 Sampling Designs

4.3.1 Sampling Procedure

In this study, the researcher used "Nonprobability Sampling" technique for
selecting the sample. Nonprobability sample relies on the personal judgment of the
researcher rather than chance to select sample elements. This type of sampling
depends on the researcher to decide which elements to include in the sample
(Malhotra, 1999).

In this research, convenience sampling was used in which respondents were
selected because they happen to be in the right place at the right time (Malhotra,
1999). The procedure for sampling respondents was through random selection of the
major subjects in the course of communication and advertising major. The list of
sections of class was used from which all of the students in that section were chosen
as the sample to survey.
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4.3.2 Target Population

The target population is the collection of elements or objects that possess the
information sought by the researcher and about which inference are to be made
(Malhotra, 1999). In this research, the target populations were all Assumption
University students who have chosen communication arts and advertising as their
major subjects during their courses of study. The following tables show the target

respondents for this research study. These lists of numbers had been taken from the
Registrar's office of Assumption University for the semester of October, 2002.

Table 4.1 (Number of students in Communication Arts faculty, Advertising

Department in Assumption University)

E
Total

Q..

:e

1st year

171

2n year

117

3r year

77

4t year

25

Total

427

Source: Registrar's Office, Assumption University
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Table 4.2 (Number of students in Communication Arts faculty, Department of
Communication Arts in Assumption University)

Total
1st year

27

2na year

37

3ra year

31

year

25

Others

42

Total

162

4tn

Source: Registrar's Office, Assumption University

Table 4.3 (Number of students in Bachelor m Business Administration faculty,
Advertising major in Assumption University)

Male

Female

Total

3r year

92

68

160

4t year

142

77

219

Total

234

145

379

Source: Registrar's Office, Assumption University

~

4.3.3 Sampling Frame

*

Sampling frame is a representation of the elements of the target population. It
consists of a list or set of directions for identifying the target population (Malhotra,
1999). In this research, the sampling frames are lists of sections for the subjects in

communication arts and advertising majors.

4.3.4 Sampling Unit

The sampling unit is a single element or a group of elements subject to
selection in a sample. The sampling units of this research were respondents, who are
Thai nationals in communication arts and advertising major in Assumption
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University. The places where the questionnaire was distributed were in both the
Assumption University campuses at Humark and Bangna. The students were given
the questionnaire in the classroom according to their sections.

4.3.5 Determining Sample Size

The average number of students from both the majors was 968 students, and
the researcher requires the sample size at 5% for tolerable error, therefore the
appropriate number of sample size should be 277 as per the Anderson Table shown
below:

Table 4.4: Theoretical Sample sizes for different sizes of population and a 95 percent
level of certainty.

~

Required Sample for Tolerable Error of

Population
5%

4%

3%

2%

100

79

85

91

96

500

217

272

340

413

1,000

277

375

516

705

5,000

356

535

879

1,622

50,000

381

593

1,044

2,290

100,000

382

596

1,055

2,344

1,000,000

384

599

1,065

2,344

25,000,000

384

600

1,067

2,400

'

Source: Gary Anderson, Fundamentals of educational research, 1996 p.202.

4.4 Research Instruments/ Questionnaires

This research used questionnaire to gather the information from the
respondents. The information of questionnaire was conducted based on the
theoretical framework and previous study. The questionnaire consists of two parts.
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All questions responded to the statement of problems and hypotheses. The
questionnaire was prepared in English version in order to fulfill the requirements of
the Assumption University and was translated to Thai version for reducing the
respondent error and better understanding for the respondents. The questionnaire is
attached in Appendix 1 while the outline of each part is shown below:

Section 1: Thai cultural values: This part contains 45 questions, five for each values ego orientation, grateful relationship orientation, smooth interpersonal relationship,
flexibility and adjustment orientation, religio-psychical orientation, education and
competence orientation, interdependence orientation, fun-pleasure orientation and
achievement-task orientation. All questions used rating scale to measure the
respondent's answers. The rating scales used were as follows:
5 points

were given to

strongly agree

4 points

were given to

agree

3 points

were given to

neutral

2 points

were given to

disagree

1 point

were given to

strongly disagree

~

Section 2: The second part consists of perception of the advertisement. It has in total
5 main questions regarding each of the appeals - emotional, humorous, fear, rational,
emotional and sexual appeal. And under each appeal it has two sub questions from
which the respondents have to answer after seeing the ads shown on video. The sub
questions were emotional - Bangkok Bank ad, Orange ad, humorous - M 150 ad,
Coke ad, fear - Ford Ranger ad, Ziit ad, rational - Citra ad, KA lipstick ad, and
sexual - Lux ad, Nivea ad. For the assessment of advertisements a team of experts
were chosen by researcher to evaluate the 10 ads and they were seen as appropriate
for the research to be conducted. All questions used a five point rating scale with end
points associated with bipolar labels. On the left end of the scale would be strongly
dislike whereas on the right end would be strongly like.
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Part 2: The second part consists of the demographic characteristics of target
respondents. There were five questions about gender, age, major chosen during
education, level of education, and religion (religion was selected because it might
impact respondents' perception of ads). The questions regarding demographic factors
were not taken into account while testing the hypothesis.

4.5 Pretest

The process of pre-testing the questionnaires is very important. It is the use of
questionnaire on a trial basis in a small pilot study to determine how good the
questionnaire is. In the pretest, the interviewer can watch to see if some questions
seem confusing or produce resistance or hesitancy among respondents for one reason
or another (Churchill, 1999). Editing the questionnaires during the pretest stage can
be valuable (Zikmund, 2000). Pre-testing of this research study was done by
undergoing the same experiment of showing the advertisement followed by the
questionnaire in order to test the reliability of the questionnaire to those respondents
who have the same characteristics as the ones, which were used in the real study.
To conduct the pilot survey or pretest, the number of respondents should be at
least 25 samples (Vanichbuncha, 2001). Therefore, this research used 50 respondents
to participate in the pretest. The pilot study is essential for the researcher to look for
evidence of incorrect questions, inappropriate wording, and so forth . Therefore,
mistakes must be corrected and adjusted to fit the respondents' understanding and to
make sure that the questions are not biased or lead the respondents to certain answers.
To assess the reliability of the questionnaire, calculation of Cronbach Alpha is
utilized in this study. The score are as follows:

Table 4.5: Cronbach Alpha scores

Questionnaire components

Cronbach Alpha score

Cultural values
Ego orientation

.7958
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Grateful relationship orientation

.6015

Smooth interpersonal relationship

.8025

Flexibility and adjustment orientation

.7498

Religio-psychical orientation

.6367

Education and competence orientation

.7411

Interdependence orientation

.6502

Fun-pleasure orientation

.7647

Achievement-task orientation

.7557

Advertising appeals

Emotion appeal

.8000

Humorous appeal

.8238

Fear appeal

~ (\

\~~~

Rational appeal
Sexual appeal

.9749

\\

~~

.8336

~

, n~.
I/ )/ -

.6034

/r'............ v

QA
~

According to the results, each alpha in the pretest study was more than 0.60,
which renders the questionnaire reliable to use in this study.

4.6 Statistical Method for Data Analysis

The research analyzed the collected data and summarized into interpretable
form. The Statistic Package for Social Science (SPSS) was used to compute and
summarize the completed questionnaires into easily interpretable format. The result
of the research was classified into two statistical methods;

Descriptive statistics consists of the frequency and percentage in order to
describe each variable that is associated with respondent data.

Analytical statistic in this research consists of Pearson Correlation coefficient.
The formula is as follows:
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Product Moment Correlation or Pearson Correlation Coefficient

Zikmund (2000) defined that the most popular technique that indicates the
relationship of one variable to another is simple correlation analysis. The simple
con-elation coefficient is a statistical measure of the co-variation or association
between two variables. It is an index used to determine whether a linear or straightline relationship exist between X and Y. It indicates the degree to which the variation

in one variable, X, is related to the variation in another variable, Y (Malhotra, 1999).
The formula for calculating the correlation coefficient for two variables x and
y

IS:

f xy

fyx

L: (Xi - X) {Yi - Y)

.Y L: (Xi - X)

2

L (Yi - Y)2

Where, the symbol X and Y represent the sample means of X and Y, respectively.
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CHAPTERS
Presentation of Data
and
Critical Discussion of Results
This chapter presents a critical discussion of the results of the analysis of data
collected based on the sample size of 277 respondents. The data is interpreted by
using SPSS program. The analysis was derived from responses relating to questions
on demographics, cultural values, and advertising appeals. A total of 45 hypotheses
were tested in this study. This chapter can be divided into 4 parts as follows:

5.1: Descriptive Analysis of Demographic data
5.2: Descriptive Analysis of Cultural values
5.3: Descriptive Analysis of Advertising appeals
5.4: Hypotheses Testing

5.1: Descriptive Analysis of Demographic Data
The demographic characteristics of the respondents that participated in this
research can be categorized into va1iables such as gender, age, education, faculty,
year of education and religion. A preliminary inspection of these characteristics is
illustrated in Table 5.1.

Table 5.1: Gender

*

'\J

°"'

Gender

Valid

Male
Female
Total

Frequency
130
147
277

Percent
46.9
53.1
100.0

~Pn~

Valid Percent
46.9
53.1
100.0

Cumulative
Percent
46.9
100.0

As shown in Table 5.1, there are totally 277 respondents in this study with 130
or 46.9 % as male and 147 respondents as female which is around 53.1 % of total
respondents.
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Table 5.2: Age

Age

Valid

18-20 years
21-23 years
More than 24 years
Total

Freouencv
172
101
4
277

Percent
62.1
36.5
1.4

100.0

Valid Percent
62.1
36.5
1.4
100.0

Cumulative
Percent
62.1
98.6
100.0

Table 5.2 shows that 172 respondents are aged between 18-20 years or 62.1 %,
101 respondents are aged between than 21-23 years or 36.5%, and only 4 respondents
are aged above 24 years or 1.4%.

Table 5.3 Majors chosen during education
Majors chosen during education

Valid

Communication arts
Advertising
Total

162
277

Percent
41.5
58.5
100.0

Valid Percent
41.5
58.5
100.0

Cumulative
Percent
41.5
100.0

Table 5.3 shows that 162 respondents had chosen Advertising as their major
while studying in Assumption University, which was 58.5% of the total sample
whereas 115 had chosen Communication arts scoring 41.5 %.

Table 5.4: Year of education
Year of education

Valid

Juniors
Seniors
Total

Freauencv
120
157
277

Percent
43.3
56.7
100.0

Valid Percent
43.3
56.7
100.0

Cumulative
Percent
43.3
100.0

Table 5.4 shows the year of education of the respondents. It is composed of
157 respondents who are studying in their senior year or 56.7%, and a total of 120
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respondents are juniors or in their third year of education which is 43.3% of the
sample size.

Table 5.5: Religion
Religion

Valid

Buddhist
Hinduism
Christianity
Total

Frequencv
249

1
27
277

Percent
89.9
.4
9.7
100.0

Cumulative
Percent
89.9
90.3
100.0

Valid Percent
89.9
.4
9.7
100.0

Table 5.5 shows various religions of the respondents whereas majority of the sample
249 or 89.9% are Buddhist followed by Christianity 27 or 9.7% and lastly Hinduism
which are 1 or .4%.

5.2: Descriptive Analysis of Values
For this section, the respondents have to rate how important each of nine
values, such as ego orientation, grateful relationship orientation, smooth interpersonal
relationship, flexibility and adjustment orientation, religio-psychical orientation,
education and competence orientation interdependence orientation, fun pressure
orientation and achievement-task orientation, were in their lives. These values are
phrased qualities possessed by the respondents who may more or less agree or
disagree with them. The scale of importance is rated as follows:
Strongly agree

5

4

Agree
Neutral

=

f/16

3

Disagree

2

Strongly disagree

1
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Table 5.6: Mean score rating, minimum, maximum, and standard deviation of
Ego orientation

Descriptive Statistics
N
I depend on myself
as much as possible.
I put high value on
self-esteem.

Minimum

Maximum

Mean

Std. Deviation

277

1

s

3.42

.72

277

1

s

3.77

.71

I take pride in myself.

277

1

5

3.13

1.00

I respect dignity in
myself and others.

277

2

5

3.95

.74

I do not cause
embarrassment to
myself/others.

277

1

s

4.13

.75

Valid N (listwise)

277

.~
Table 5.6 indicates that the mean score of not embarrassing others is rated the
highest at 4.13, respect for dignity is 3.95 followed by high value on self-esteem as
3.77, depending on oneself as 3.42 and having pride in oneself is rated the lowest at
3.13.

Table 5. 7: Mean score rating, minimum, maximum and standard deviation of
Grateful relationship orientation

Descriptive Statistics

--

Minimum

Maximum

1

5

4.41

.79

5

4.24

.78

1

5

3.66

1.00

277

1

s

4.48

.73

277

1

5

3.51

.78

N

I believe in returning
favors

277

I am grateful when
others help me

277

I believe in speaking
the truth at all times

277

I enjoy deep and
long-term relationship
I am polite to all
people at all times
Valid N (listwise)

"'

2

277
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!I

Mean

Std. Deviation

Table 5.7 illustrates that the mean score of enjoying deep and long term
relationship as 4.48 as the highest, returning favors as 4.24, followed by being
grateful after getting help by 4.24, 3.66 for speaking the truth, and politeness to other
people as 3.66 respectively.

Table 5.8: Mean score rating, minimum, maximum and standard deviation of
Smooth interpersonal relationship orientation

Descriptive Statistics
N
I believe i am a sensitive
person
I am kind to other
people at all time
I see myself as a
reponsive to opportunity
I am a person who
possesses self control
I rarely loose my temper
Valid N (listwise)

Minimum

Maximum

277

1

s

3.25

.81

277

2

s

3.31

.75

277

2

5

3.57

.79

277

1

5

3.50

.86

277
277

1

5

3.25

~

Mean

Std. Deviation

0

1.08

C::::-..J

Table 5.8 shows mean score of responsiveness to opportunities as the highest
mean which is 3.57, possessing self control as 3.50, kind to other people is 3.31,
followed by being a sensitive person, and rarely losing temper having the same mean
score as 3.25.
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Table 5.9: Mean score rating, minimum, maximum and standard deviation of
Flexibility and adjustment orientation

Descriptive Statistics

Minimum

Maximum

277

1

5

3.61

.80

277

2

5

3.74

.72

277

1

5

3.90

.70

277

1

5

3.16

.93

277

1

5

3.84

.94

N

I am flexible in terms of
rules/policies
I adjust myself as per
situation
I change my plans if
necessary
I allow others to make
decision for me
I see principles/laws as
serving the situation
Valid N (listwise)

277

~

"

Mean

Std. Deviation

,,-.....

~f

.'\!J

Table 5.9 shows that Thai people change their plans if necessary as 3.90
followed by seeing principles/laws as serving the situation as 3.84, adjusting oneself
as per the situation as 3. 74 and lastly 3.61 for both flexibility in terms of rules and
policies and allowing others to make decision for them, having the same score.

Table 5.10: Mean score rating, minimum, maximum and standard deviation of
Religio - psychical orientation

Descriptive Statistics

N
I see mysself as a
religious person
I believe in a spiritual life
I believe in fate
I believe in life after
death
I believe in merit making
Valid N (Jistwise)

Mean

Std. Deviation

Minimum

Maximum

277

1

5

2.85

.90

277
277

1
1

5
5

3.27
3.22

.87
.97

277

1

5

2.99

1.02

277
277

1

5

4.25

.88

Table 5.10 indicates that the respondents believe in merit making at the
highest mean score, 4.25, respondents believing in spiritual life and fate 3.27 and
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3.22, whereas respondents believing in life after death and seeing themselves as
religious as the lowest 2.99 and 2.85 respectively.

Table 5.11: Mean score rating, minimum, maximum and standard deviation of
Education and competence orientation

Descriptive Statistics

N

Minimum

Maximum

Mean

Std. Deviation

I like to own expensive
objects

277

1

5

2.89

.98

I prefer brand name
products

277

1

5

2.87

.92

I see myself as modern
and sophiticated

277

1

s

3.03

.80

I often spend beyond
my means

277

1

5

2.99

1.00

I see education as a
means of climbing social
ladder

277

1

5

4.17

.91

Valid N listwise

277

~
Table 5. 11 shows education as a means of climbing social ladder at 4.17
followed by being modem and sophisticated at 3.03, spending beyond means as 2.99,
repondents liking expensive objects as 2.89, and the lowest is prefering brand name
products as 2.87.
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Table 5.12: Mean score rating, minimum, maximum and standard deviation of
Interdependence orientation

Descriptive Statistics
Mean

Std. Deviation

Minimum

Maximum

277

1

5

4.16

.80

277

1

5

3.96

.82

277

1

5

2.40

.96

277

2

5

3.83

.75

277

1

5

4.08

.87

N
I believe in community
/collaboration spirit
I value a close relationship
with others
I like belonging to a
tightly knit social
organization
I am willing to help those
who need my help
I prefer a community with
a strong spirit of
brotherhood
Valid N (listwise)

277

Table 5.12 illustrates mean score of believing in community/collaboration
spirit as highest, 4.16, followed by preferring community with strong spirit of
brotherhood as 4.08, valuing a close relationship with others, 3.96, willing to help
those who need help, 3.83 and lastly belonging to a tightly knit social organization as
2.40.

Table 5.13: Mean score rating, minimum, maximum and standard deviation of
Fun - pleasure orientation

Descriptive Statistics
N
I prefer an easy-going life,
without tension
I view life as somethin to
be enjoyed
I have no serious
commitments in life/work
I see myself as an
unagressive person
I do not let troubles
touch me easily
Valid N (listwise)

Minimum

Maximum

277

1

5

4.16

.90

277

1

5

3.99

.89

277

1

5

2.77

.95

277

1

5

3.35

.90

277

1

5

3.37

.80

277
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Mean

Std. Deviation

Table 5.13 shows the highest mean score is easy - going life, 4.16, while
viewing life something to be enjoyed obtained a mean score of 3.99, not letting
troubles touch one easily as 3.37, seeing themselves as responsive person as 3.35 and
having no serious commitments in life or work as 2.77 respectively.

Table 5.14: Mean score rating, minimum, maximum and standard deviation of
Achievement - task orientation

Descriptive Statistics
Minimum

Maximum

1

5

3.78

.78

2

5

3.63

.74

277

2

5

3.61

.69

277

2

5

3.86

.83

277

1

5

3.99

.84

N
I possess an internal
towards achievements
I work hard on whatever
task I undertake
I strive to attain
professional excellence
~
I am highly ambitious
~
...;;
want the best things in
life
I am seriously devoted to
reaching my goals
Valid N (listwise)

,

277
277

\J

Mean

Std. Deviation

)

')~

277

Table 5.14 indicates the highest mean score of seriousness in reaching goals
with mean at 3.99.

Highly ambitious and possessing an internal drive towards

achievements showed means of 3.86 and 3.78, respectively. The last two lowest mean
scores under achievement-task orientation is working hard on tasks is 3.63, and
striving to attain professional excellence is 3.61.
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Table 5.15: Mean score rating, minimum, maximum and standard deviation of
nine list of values

Descriptive Statistics
N

EGO
GRATEFUL
SMOOTH
FLEXIBIL
RELIGIO
EDUCATIO
INTERDEP
FUN
ACHIEVE
Valid N listwise

277
277
277
277
277
277
277
277
277
277

Minimum
2.00
1.33
1.67
2.00
1.67
1.00
1.67
1.33
2.00

Maximum
5.00
5.00
5.00
5.00
5.00
5.00
5.00
5.00
5.00

Mean
3.9471
4.1035
3.3803
3.7485
3.4404
3.3634
3.9856
3.8351
3.8773

Std. Deviation
.5564
.6462
.5551

.5729
.6205
.6180
.6537
.6843
.6876

Table 5 .15 reveals that most respondents rated grateful relationship orientation
as the highest value possessed having a mean score of 4.1035, followed by
interdependence orientation with a mean of 3.9856. On the other hand, the ranges of
mean scores are 3.9471, 3.8773, 3.8351, 3.7485, 3.4404, 3.3803 for ego orientation,
achievement - task orientation, fun - pleasure orientation, flexibility and adjustment
orientation, religio - psychical orientation, smooth interpersonal orientation, and the
lowest mean score of 3.3634 is for the value of education and competence orientation
respectively.

*

5.3: Descriptive Analysis of Advertising Appeals

This section outlines the perception of the respondents toward
advertising appeals. There are 4 main questions separated into 2 sub questions on
emotional, humor, fear, rational and sexual ad. The Likert scale is rated as follows:
Strongly like

5

Like

::=:

4

Neutral

3

Dislike

2

Strongly dislike

1
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Table 5.16: Mean score rating, minimum, maximum and standard deviation of Emotional ads

Descriptive Statistics
Mean

Std. Deviation

Minimum

Maximum

277

1

5

3.33

.77

277
277

2

5

3.82

.83

N

Perception of Bangkok
Bank ad
Perception of Orange ad
Valid N (listwise)

Table 5.16 indicates that the perception of respondents on Orange
advertisement has a higher mean score over Bangkok bank of 3.82 to 3.33.

Table 5.17: Mean score rating, minimum, maximum and standard deviation of Humorous ads

Table 5.17

Descriptive Statistics
N

Perception of M150 ad
Perception of Coke ad
Valid N listwise

277
277
277

Minimum
1
1

Maximum
5
5

Mean
3.12
3.44

Std. Deviation
.91
.91

Table 5 .17 indicates that the perception of respondents on Coke advertisement
has a higher mean score over Ml 50 of 3.44 to 3.12.

Table 5.18: Mean score rating, minimum, maximum and standard deviation of Fear ads

Descriptive Statistics
Maximum

277

1

5

3.01

.72

277
277

1

5

3.27

1.05
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Mean

Std. Deviation

Minimum

N

Perception of Ford
Ranger ad
Perception of Ziit ad
Valid N (listwise)

Table 5.18 shows that perception of Ziit ad has a mean score of 3.27 whereas
the mean score for Ford Ranger is 3.01.

Table 5.19: Mean score rating, minimum, maximum and standard deviation of Rational ads

Descriptive Statistics
277

Minimum
1

Maximum
5

Mean
3.24

Std. Deviation
.78

277

1

5

2.87

.70

N

Perception of Citra ad
Perception of KA
lipstic ad
Valid N (listwise)

277

Tables 5.19 illustrate the mean score of Citra ad as 3.24 and the mean score of
KA lipstick as 2.87.

Table 5.20: Mean score rating, minimum, maximum and standard deviation of Sexual ads

.,_,

Descrip
. t"1ve Sta f IS f ICS

~
N
Perception of Lux ad
Perception of Nivea ad
Valid N (listwise)

277
277
277

Minimum
1
1

Maximum
5
5

Mean
3.62
3.44

-

Std. Deviation
.88
.82

Table 5.20 shows the mean score of Lux ad 3.62 to be higher than Nivea ad
which has a mean score of 3.44.
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Table 5.21: Mean score rating, minimum, maximum and standard deviation of
advertising appeals

Descriptive Statistics
N
EMOTIONAL
HUMOR
FEAR
RATIONAL
SEXUAL
Valid N (listwise)

277
277
277
277
277
277

Minimum
1.50
1.00
1.50
1.00
2.00

Maximum
5.00
5.00
4.50
5.00
5.00

Mean
3.5722
3.2762
3.1426

Std. Deviation
.6812
.7264
.6760

3.0523
3.5271

.5959
.7386

Table 5.21 reveals that most respondents rated emotional ads as the highest
with the mean score of3.5722 followed by sexual 3.5271, humor 3.2762, fear 3.1426
and rational 3.0523.
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5.4 : Analysis of the Hypothesis Testing

Pearson product moment correlations were used to test the hypotheses. There
are 5 groups of hypotheses; 1 hypothesis in group A, 9 hypothesis in group B, 9
hypotheses in group C, 9 hypotheses in group D and 9 in groups E. All 37 hypotheses
are conjectured to test the relationship between each dependent and independent
variable.

Hypothesis group 1: Cultural values vs emotional appeal
Hypothesis 1.1
1.1 Ho : There is no relationship between ego orientation and emotional appeal.

H1 : There is a relationship between ego orientation and emotional appeal.

Table 5.22: Pearson correlation of ego orientation and emotional appeal
Correlations
MEANEMOT
MEANEMOT

MEAN EGO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

1.000
277
.077
.199
277

MEAN EGO
.077
.199
277

1.000
277

The Pearson Correlation Analysis in Table 5.22 indicates that there is no
significant difference in correlation between ego orientation and emotional appeal
with a two-tailed significance of .199, which is more than .05 (.199 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between ego orientation and emotional appeal at the .05 level of
significance.

Hypothesis 1.2
1.2 H 0

:

There is no relationship between grateful relationship orientation and

emotional appeal.

H1 : There is a relationship between grateful relationship orientation and
emotional appeal.
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Table 5.23 Pearson correlation of grateful relationship orientation and emotional
appeal

Correlations

MEANEMOT

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANGRAT

*.

MEANEMOT
1.000

MEANGRAT
.136*

.024
277
1.000

277
.136*
.024
277

277

Correlation is significant at the 0.05 level {2-tailed).

According to the Table 5.23 correlation test shows the significant value of
.024, which is less than .05 (.024<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between grateful relationship orientation and
emotional appeal at the .05 significant level. Pearson correlation at .136 means that
emotional appeal has a positive relation with grateful relationship orientation at .136.

-,....

Hypothesis 1.3

1.3 Ho : There is no relationship between smooth interpersonal relationship
orientation and emotional appeal.
H 1 : There is a relationship between smooth interpersonal relationship orientation
and emotional appeal.

Table 5.24 Pearson correlation of smooth interpersonal relationship orientation
and emotional appeal
Correlations

MEANEMOT

MEANSMOO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANEMOT
1.000
277
.078
.193
277
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MEANSMOO
.078
.193
277
1.000
277

The Pearson Correlation Analysis in Table 5.24 indicates that there is no
significant difference in correlation between smooth interpersonal relationship
orientation and emotional appeal with a two-tailed significance of .193, which is more
than .05 (.193 > .05). Accordingly, the null hypothesis is failed to reject or it means
that there is no relationship between smooth interpersonal relationship orientation and
emotional appeal at the .05 level of significance.

Hypothesis 1.4

1.4 H 0 : There is no relationship between flexibility and adjustment orientation and
emotional appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
emotional appeal.

Table 5.25 Pearson correlation of flexibility and adjustment orientation and
emotional appeal

MEANEMOT

MEAN FLEX

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. {2-tailed)
N

V£

MEANEMOT
1.000

277
.049
.414
277

MEAN FLEX
.049
.414
277
1.000

277

The Pearson Correlation Analysis in Table 5.25 indicates that there is no
significant difference in correlation between flexibility and adjustment orientation
and emotional appeal with a two-tailed significance of .414, which is more than .05
(.414 > .05). Accordingly, the null hypothesis is failed to reject or it means that there
is no relationship between flexibility and adjustment orientation and emotional appeal
at the .05 level of significance.
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Hypothesis 1.5

1.5 Ho : There is no relationship between religio-psychical orientation and emotional

appeal.
H 1 : There is a relationship between religio-psychical orientation and emotional
appeal.

Table 5.26 Pearson correlation of religio-psychical orientation and emotional
appeal

Correlations

MEANEMOT

MEANRELI

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANEMOT
1.000

277
.016
.796
277

MEANREU

.016
.796
277
1.000

277

The Pearson Correlation Analysis in Table 5.26 indicates that there is no
significant difference in correlation between religio-psychical orientation and
emotional appeal with a two-tailed significance of. 796, which is more than .05 (. 796

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between religio-psychical orientation and emotional appeal at the .05
level of significance.

Hypothesis 1.6

1.6 Ho : There is no relationship between education and competence orientation and

emotional appeal.

H1 : There is a relationship between education and competence orientation and
emotional appeal.
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Table 5.27 Pearson correlation of education and competence orientation and
emotional appeal

Correlations

MEANEMOT

MEAN EDUC

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)

MEANEMOT
1.000

N

277
-.082

MEAN EDUC
-.082
.176
277
1.000

.176

277

277

The Pearson Correlation Analysis in Table 5.27 indicates that there is no
significant difference in correlation between education and competence orientation
and emotional appeal with a two-tailed significance of .176, which is more than .05
(.176 > .05). Accordingly, the null hypothesis is failed to reject or it means that there
is no relationship between education and competence orientation and emotional
appeal at the .05 level of significance.

Hypothesis 1. 7

1.7 H0 : There is no relationship between interdependence orientation and emotional
appeal.
H 1 : There is a relationship between interdependence orientation and emotional
appeal.
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Table 5.28 Pearson correlation of interdependence orientation and emotional
appeal

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-taifed)
N

MEANEMOT

MEANINTE

MEANEMOT
1.000

277
.017
.772
277

MEANINTE
.017
.772
277

1.000
277

The Pearson Correlation Analysis in Table 5.28 indicates that there is no
significant difference in correlation between interdependence orientation and
emotional appeal with a two-tailed significance of .772, which is more than .05 (.772

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between interdependence orientation and emotional appeal at the .05
level of significance.

Hypothesis 1.8

1.8 H0

There is no relationship between fun-pleasure orientation and emotional

:

appeal.
H1

:

There is a relationship between fun-pleasure orientation and emotional

appeal.
Table 5.29 Pearson correlation of fun-pleasure orientation and emotional appeal

Correlations

MEANEMOT

MEAN FUN

Pearson Correlation
Sig. (2-taifed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANEMOT
1.000

277
.082
.173
277
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MEAN FUN
.082
.173
277
1.000

277

The Pearson Correlation Analysis in Table 5.29 indicates that there is no
significant difference in correlation between fun-pleasure orientation and emotional
appeal with a two-tailed significance of .173, which is more than .05 (.173 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between fun-pleasure orientation and emotional appeal at the .05 level of
significance.

Hypothesis 1.9

1.9 H0 : There is no relationship between achievement-task orientation and emotional
appeal.

Ht : There is a relationship between achievement-task orientation and emotional
appeal.

Table 5.30 Pearson correlation of achievement-task orientation and emotional
appeal

~

c orreI af tons
MEANEMOT

MEANEMOT

Pearson Correlation
Sig. {2-tailed)

N
MEANACHI

MEANACHI

1.000

.139*
.020

277

Pearson Correlation
Sig. (2-tailed)

.020

N

277

.139*

277
1.000
277

*. Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.30 correlation test shows the significant value of
.020, which is less than .05 (.020<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between achievement-task orientation and emotional
appeal at the .05 significant level. Pearson correlation at .139 means that emotional
appeal has a positive relation with achievement-task orientation at .139.
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Hypothesis group 2: Cultural values vs humorous appeal

Hypothesis 2.1
2.1 H0 : There is no relationship between ego orientation and humorous appeal.
H 1 : There is a relationship between ego orientation and humorous appeal.
Table 5.31 Pearson correlation of ego orientation and humorous appeal

Correlations
MEANHUMO

MEAN EGO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

*.

MEAN HU MO
1.000
277

.133

*

MEAN EGO
.133
.027
277
1.000

.027
277

*

277

Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.31 correlation test shows the significant value of
.027, which is less than .05 (.027<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between ego orientation and humorous appeal at the
.05 significant level. Pearson cotTelation at .133 means that humor appeal has a
positive relation with ego orientation at .133.

Hypothesis 2.2
1.2 H0

:

There is no relationship between grateful relationship orientation and

humorous appeal.
H 1 : There is a relationship between grateful relationship orientation and
humorous appeal.
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Table 5.32 Pearson correlation of grateful relationship orientation and
humorous appeal
Correlations
MEANHUMO

MEANGRAT

Pearson Correlation
Sig. {2-tailed)

MEANHUMO
1.000

N
Pearson Correlation
Sig. (2-tailed)

277
-.026
.668
277

N

MEANGRAT
-.026
.668
277
1.000
277

The Pearson Correlation Analysis in Table 5.32 indicates that there is no
significant difference in correlation between grateful relationship orientation and
humorous appeal with a two-tailed significance of .668, which is more than .05 (.668

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between grateful relationship orientation and humorous appeal at the .05
level of significance.

Hypothesis 2.3
1.3 H0

:

There is no relationship between smooth interpersonal relationship

orientation and humorous appeal.
H 1 : There is a relationship between smooth intetpersonal relationship orientation
and humorous appeal.

Table 5.33 Pearson correlation of smooth interpersonal relationship orientation
and humorous appeal

Correlations
MEANHUMO

MEANSMOO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANHUMO
1.000

277
-.065
.283
277
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MEANSMOO
-.065
.283
277
1.000

277

St. Gab.defs Library,

Au~

The Pearson Correlation Analysis in Table 5.33 indicates that there is no
significant difference in correlation between smooth interpersonal relationship
orientation and humorous appeal with a two-tailed significance of .283, which is more
than .05 (.283 > .05). Accordingly, the null hypothesis is failed to reject or it means
that there is no relationship between smooth interpersonal relationship orientation and
humorous appeal at the .05 level of significance.

Hypothesis 2.4
2.4 Ho : There is no relationship between flexibility and adjustment orientation and
humorous appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
humorous appeal.

Table 5.34 Pearson correlation of flexibility and adjustment orientation and
humorous appeal

~

MEANHUMO

MEAN FLEX

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANHUMO
1.000
277
.112
.064

277

MEAN FLEX
.112
.064
277
1.000

277

The Pearson Correlation Analysis in Table 5.34 indicates that there is no
significant difference in correlation between flexibility and adjustment orientation
and humorous appeal with a two-tailed significance of .064, which is more than .05
(.064 > .05). Accordingly, the null hypothesis is failed to reject or it means that there
is no relationship between flexibility and adjustment orientation and humorous appeal
at the .05 level of significance.

Hypothesis 2.5
2.5 H0 : There is no relationship between religio-psychical orientation and humorous
appeal.
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H1 : There is a relationship between religio-psychical orientation and humorous
appeal.

Table 5.35 Pearson correlation of religio-psychical orientation and humorous
appeal

Correlations

MEAN HU MO

MEANREU

MEANHUMO
Pearson Correlation
1.000
Sig. (2-tailed)
N
277
Pearson Correlation
.032
Sig. (2-tailed)
.600
,.., (\
N
277

MEANRELI
.032
.600
277
1.000

277

.\~\\
The Pearson Correlation Analysis in Table 5.35 indicates that there is no
significant difference in correlation between religio-psychical orientation and
humorous appeal with a two-tailed significance of .600, which is more than .05 (.600

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between religio-psychical orientation and humorous appeal at the .05
level of significance.

Hypothesis 2.6
2.6 H0 : There is no relationship between education and competence orientation and
humorous appeal.
H 1 : There is a relationship between education and competence orientation and
humorous appeal.
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Table 5.36 Pearson correlation of education and competence orientation and
humorous appeal

Correlations
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANHUMO

MEANEDUC

*.

MEANHUMO
1.000

MEAN EDUC
.154*
.010
277
277
.154*
1.000
.010
277
277

Correlation is significant at the 0.05 level {2-tailed).

According to the Table 5.36 correlation test shows the significant value of
.010, which is less than .05 (.010<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between education and competence orientation and
humorous appeal at the .05 significant level. Pearson conelation at .154 means that
humor appeal has a positive relation with education and competence orientation at

-

.154.

r-

l=-

Hypothesis 2. 7

2. 7 H 0 : There is no relationship between interdependence orientation and humorous
appeal.
H 1 : There is a relationship between interdependence orientation and humorous
appeal.

Table 5.37 Pearson correlation of interdependence orientation and humorous
appeal

Correlations
MEANHUMO

MEANINTE

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANHUMO
1.000
277
.053
.379
277
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MEANINTE
.053
.379
277
1.000

277

The Pearson Correlation Analysis in Table 5.37 indicates that there is no
significant difference in correlation between interdependence orientation and
humorous appeal with a two-tailed significance of .379, which is more than .05 (.379
> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no

relationship between flexibility and interdependence orientation and humorous appeal
at the .05 level of significance.

Hypothesis 2.8
2.8 H0

There is no relationship between fun-pleasure orientation and humorous

:

appeal.
H1

:

There is a relationship between fun-pleasure orientation and humorous

appeal.

Table 5.38 Pearson correlation of fun-pleasure orientation and humorous appeal

Correlations

MEAN HU MO

Pearson Correlation

Sig. (2-tailed)
N
MEAN FUN

Pearson Correlation

Sig. (2-tailed)
N

--

MEANHUMO
1.000

277
.009
.877
277

MEAN FUN
.009
.877
277
1.000

277

The Pearson Correlation Analysis in Table 5.38 indicates that there is no
significant difference in correlation between fun-pleasure orientation and humorous
appeal with a two-tailed significance of .877, which is more than .05 (.877 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between fun-pleasure orientation and humorous appeal at the .05 level of
significance.
Hypothesis 2.9
2.9 H0 : There is no relationship between achievement-task orientation and humorous
appeal.
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H 1 : There is a relationship between achievement-task orientation and humorous
appeal.
Table 5.39 Pearson correlation of achievement-task orientation and humorous
appeal

Correlations
MEANHUMO

MEANHUMO
1.000

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANACHI

277
.084
.162
277

MEANACHI

.084
.162
277
1.000
277

The Pearson Correlation Analysis in Table 5.39 indicates that there is no
significant difference in correlation between achievement-task orientation and
humorous appeal with a two-tailed significance of .162, which is more than .05 (.162

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between achievement-task orientation and humorous appeal at the .05
level of significance.

Hypothesis group 3: Cultural values vs fear appeal
Hypothesis 3.1
3.1 H0 : There is no relationship between ego orientation and fear appeal.
H 1 : There is a relationship between ego orientation and fear appeal.
Table 5.40 Pearson correlation of ego orientation and fear appeal

Correlations
MEAN FEAR

Pearson Correlation
Sig. (2-tailed)

MEAN EGO

Pearson Correlation
Sig. (2-tailed)

N

N

MEAN FEAR
1.000

277
.073
.223
277
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MEAN EGO
.073
.223
277
1.000

277

The Pearson Correlation Analysis in Table 5.40 indicates that there is no
significant difference in correlation between ego orientation and fear appeal with a
two-tailed significance of .223, which is more than .05 (.223 > .05). Accordingly, the
null hypothesis is failed to reject or it means that there is no relationship between ego
orientation and fear appeal at the .05 level of significance.

Hypothesis 3.2
3.2 H0

:

There is no relationship between grateful relationship orientation and fear

appeal.
H 1 : There is a relationship between grateful relationship orientation and fear
appeal.

\

Table 5.41 Pearson correlation of grateful relationship orientation and fear
appeal

c_~

MEAN FEAR

MEANGRAT

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEAN FEAR

MEANGRAT

1.000

.115
.056
277

277
.115
.056

1.000

277

277

*

The Pearson Correlation Analysis in Table 5.41 indicates that there is no
significant difference in correlation between grateful relationship orientation and fear
appeal with a two-tailed significance of .056, which is more than .05 (.056 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between grateful relationship orientation and fear appeal at the .05 level
of significance.
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Hypothesis 3.3
3.3 H0

:

There is no relationship between smooth interpersonal relationship

orientation and fear appeal.

H1 : There is a relationship between smooth interpersonal relationship orientation
and fear appeal.

Table 5.42 Pearson correlation of smooth interpersonal relationship orientation
and fear appeal

Correlations
MEAN FEAR

MEANSMOO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. {2-tailed)
N

MEANFEAR
1.000

'

277
.088
.143
277

MEANSMOO
.088

.143
277
1.000

277

~...__,

The Pearson Correlation Analysis in Table 5.42 indicates that there is no
significant difference in correlation between smooth interpersonal relationship
orientation and fear appeal with a two"tailed significance of .143, which is more than
.05 (.143 > .05). Accordingly, the null hypothesis is failed to reject or it means that
there is no relationship between smooth interpersonal relationship orientation and fear
appeal at the .05 level of significance.

Hypothesis 3.4
3.4 H0 : There is no relationship between flexibility and adjustment orientation and
fear appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
fear appeal.
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Table 5.43 Pearson correlation of flexibility and adjustment orientation and fear
appeal

Correlations

MEANFEAR
MEAN FEAR

Pearson Correlation
Sig. (2-tailed)

1.000

N
MEAN FLEX

277
.133*
.026
277

Pearson Correlation
Sig. (2-tailed)

N

MEAN FLEX
.133*
.026
277
1.000
277

*· Correlation is significant at the 0.05 level (2-tailed).
According to the Table 5.43 correlation test shows the significant value of
.026, which is less than .05 (.026<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between flexibility and adjustment orientation and
fear appeal at the .05 significant level. Pearson correlation at .133 means that fear
appeal has a positive relation with flexibility and adjustment orientation at .133.

Hypothesis 3.5
3.5 Ho : There is no relationship between religio-psychical orientation and fear
appeal.
Hi : There is a relationship between religio-psychical orientation and fear appeal.

Table 5.44 Pearson correlation of religio-psychical orientation and fear appeal

Correlations

MEAN FEAR

Pearson Correlation
Sig. (2-tailed)
N

MEANRELI

Pearson Correlation
Sig. (2-tailed)
N

MEANFEAR

MEAN RELi

1.000

.060

.318
277
.060

277
1.000

.318
277

277

The Pearson Correlation Analysis in Table 5.44 indicates that there is no
significant difference in correlation between religio-psychical orientation and fear
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appeal with a two-tailed significance of .318, which is more than .05 (.318 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between religio-psychical orientation and fear appeal at the .05 level of
significance.

Hypothesis 3.6

3.6 H0 : There is no relationship between education and competence orientation and
fear appeal.

H1 : There is a relationship between education and competence orientation and
fear appeal.

Table 5.45 Pearson correlation of education and competence orientation and
fear appeal

Correlations
MEANFEAR

MEAN EDUC

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANFEAR
1.000

MEAN EDUC
.127*
.034
277
277
.127*
1.000
.034
277
277

*. Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.45 correlation test shows the significant value of
.034, which is less than .05 (.034<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between education and competence orientation and
fear appeal at the .05 significant level. Pearson correlation at .127 means that fear
appeal has a positive relation with education and competence orientation at .127.

Hypothesis 3.7
3. 7 H0 : There is no relationship between interdependence orientation and fear appeal.
H 1 : There is a relationship between interdependence orientation and fear appeal.
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Table 5.46 Pearson correlation of interdependence orientation and fear appeal

Correlations
MEANFEAR
MEAN FEAR

Pearson Correlation

MEANINTE

1

.134*

Sig. (2-tailed)

MEANINTE

*.

.026

N

277

Pearson Correlation

.134*

Sig. (2-tailed)

.026

N

277

277
1
277

Correlation is significant at the 0.05 level (2-taifed).

According to the Table 5.46 correlation test shows the significant value of
.026, which is less than .05 (.026<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between interdependence orientation and fear appeal
at the .05 significant level. Pearson correlation at .134 means that fear appeal has a
positive relation with interdependence orientation at .134.

Hypothesis 3.8
3.8 H0 : There is no relationship between fun-pleasure orientation and fear appeal.
H 1 : There is a relationship between fun-pleasure orientation and fear appeal.

Table 5.47 Pearson correlation of fun-pleasure orientation and fear appeal

Correlations
MEAN FEAR

MEAN FUN

MEANFEAR

MEAN FUN

Pearson Correlation
Sig. (2-taifed)

1.000

-.028

N

277
-.028

Pearson Correlation

.644

Sig. (2-tailed)

.644

N

277

277
1.000
277

The Pearson Correlation Analysis in Table 5.47 indicates that there is no
significant difference in correlation between fun-pleasure orientation and fear appeal
with a two-tailed significance of .644, which is more than .05 (.644 > .05).
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Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between fun-pleasure orientation and fear appeal at the .05 level of
significance.

Hypothesis 3.9
3.9 H 0

There is no relationship between achievement-task orientation and fear

:

appeal.
H1

:

There is a relationship between achievement-task orientation and fear

appeal.
Table 5.48 Pearson correlation of achievement-task orientation and fear appeal

Correlations
MEANFEAR

Pearson Correlation
Sig. (2-tailed)
N

MEANACHI

Pearson Correlation
Sig. (2-tailed)
N

MEAN FEAR
1.000

MEANACHI
.193*
.001
277
277
1.000
.193*
.001
277
277

**. Correlation is significant at the 0.01 level (2-tailed).

According to the Table 5.48 correlation test shows the significant value of
.001, which is less than .01 (.001<.01), therefore the null hypothesis was rejected. It
means that there is a relationship between achievement-task orientation and fear
appeal at the .01 significant level. Pearson correlation at .193 means that fear appeal
has a positive relation with achievement-task orientation at .193.
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Hypothesis group 4: Cultural values vs rational appeal

Hypothesis 4.1
4.1 H0 : There is no relationship between ego orientation and rational appeal.
H 1 : There is a relationship between ego orientation and rational appeal
Table 5.49 Pearson correlation of ego orientation and rational appeal

Correlations
MEANRATI

MEANEGO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000

MEAN EGO
.161*
.007
277
277
.161*
1.000
.007
277
277

**. Correlation is significant at the 0.01 level (2-tailed).
According to the Table 5.49 correlation test shows the significant value of
.007, which is less than .01 (.007<.01), therefore the null hypothesis was rejected. It
means that there is a relationship between ego orientation and rational appeal at the
.01 significant level. Pearson correlation at .161 means that rational appeal has a
positive relation with ego orientation at .161.

Hypothesis 4.2
4.2 H0 : There is no relationship between grateful relationship orientation and rational
appeal.
H 1 : There is a relationship between grateful relationship orientation and rational
appeal.
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Table 5.50 Pearson correlation of grateful relationship orientation and rational
appeal

Correlations
MEANRATI

MEANGRAT

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000
277
.135*
.025
277

MEANGRAT
.135*
.025
277

1.000
277

*. Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.50 correlation test shows the significant value of
.025, which is less than .05 (.025<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between grateful relationship orientation and
rational appeal at the .05 significant level. Pearson correlation at .135 means that
rational appeal has a positive relation with grateful relationship orientation at .135.
Hypothesis 4.3
4.3 H0

:

There is no relationship between smooth interpersonal relationship

orientation and rational appeal.

H1 : There is a relationship between smooth interpersonal relationship orientation
and rational appeal.
Table 5.51 Pearson correlation of smooth interpersonal relationship orientation

•

and rational appeal

Correlations
MEANRATI

MEANSMOO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000
277
.022
.714
277

MEANSMOO
.022
.714
277
1.000
277

The Pearson Correlation Analysis in Table 5.51 indicates that there is no
significant difference in correlation between smooth interpersonal relationship
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orientation and fear appeal with a two-tailed significance of .714, which is more than
.05 (.714 > .05). Accordingly, the null hypothesis is failed to reject or it means that
there is no relationship between smooth interpersonal relationship orientation and fear
appeal at the .05 level of significance.

Hypothesis 4.4
4.4 H 0 : There is no relationship between flexibility and adjustment orientation and
rational appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
rational appeal.
Table 5.52 Pearson correlation of flexibility and adjustment orientation and
rational appeal

Correlations
MEANRATI

Pearson Correlation

MEANRATI

MEAN FLEX

1.000

.051
.398

Sig. (2-tailed)

N
MEAN FLEX

Pearson Correlation
Sig. (2-tailed)

N

277

277

.051
.398

1.000

277

277

The Pearson Correlation Analysis in Table 5.52 indicates that there is no
significant difference in correlation between flexibility and adjustment orientation
and fear appeal with a two-tailed significance of .398, which is more than .05 (.398 >
.05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between flexibility and adjustment orientation and fear appeal at the .05
level of significance.

Hypothesis 4.5
4.5 H0

:

There is no relationship between religio-psychical orientation and rational

appeal.
H 1 : There is a relationship between religio-psychical orientation and rational
appeal.
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Table 5.53 Pearson correlation of religio-psychical orientation and rational
appeal

Correlations
MEANRATI

MEANRELI

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000
277
.090
.134
277

MEAN RELi
.090
.134
277
1.000

277

The Pearson Correlation Analysis in Table 5.53 indicates that there is no
significant difference in correlation between religio-psychical orientation and rational
appeal with a two-tailed significance of .134, which is more than .05 (.134 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between religio-psychical orientation and rational appeal at the .05 level
of significance.

-

~
Hypothesis 4.6

4.6 H0 : There is no relationship between education and competence orientation and
rational appeal.
H 1 : There is a relationship between education and competence orientation and

•

rational appeal.

Table 5.54 Pearson correlation of education and competence orientation and
rational appeal

Correlations
MEANRATI

MEAN EDUC

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000

MEAN EDUC
-.123*
.041
277
277
-. 123*
1.000
.041
277
277

*. Correlation is significant at the 0.05 level (2-tailed).

111

According to the Table 5.54 correlation test shows the significant value of
.041, which is less than .05 (.041 <.05), therefore the null hypothesis was rejected. It
means that there is a relationship between education and competence orientation and
rational appeal at the .05 significant level. Pearson correlation at -.123 means that
rational appeal has a negative relationship with education and competence orientation
at -.123.

Hypothesis 4. 7
4.7 H0

There is no relationship between interdependence orientation and rational

:

appeal.
H1

:

There is a relationship between interdependence orientation and rational

appeal.

Table 5.55 Pearson correlation of interdependence orientation and rational
appeal

Correlations
MEANRATI

Pearson Correlation
Sig. (2-tailed)

MEANINTE

Pearson Correlation
Sig. (2-tailed)

N

N

MEANRATI
1.000

MEANINTE
-.086
.154

277

277

-.086
.154
277

1.000

277

~~

ol.

*

The Pearson Correlation Analysis in Table 5.55 indicates that there is no
significant difference in correlation between interdependence orientation and rational
appeal with a two-tailed significance of .154, which is more than .05 (.154 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between interdependence orientation and rational appeal at the .05 level
of significance.
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Hypothesis 4.8

4. 8 H 0 : There is no relationship between fun-pleasure orientation and rational appeal.

H1 : There is a relationship between fun-pleasure orientation and rational appeal.

Table 5.56 Pearson correlation of fun-pleasure orientation and rational appeal

Correlations

MEANRATI

Pearson Correlation
Sig. (2-tailed)

MEANRATI
1.000

N

MEAN FUN

Pearson Correlation
Sig. (2-tailed)
N

~

277
.101
.092
277

MEAN FUN

.101
.092
277
1.000
277

~\~
The Pearson Correlation Analysis in Table 5.56 indicates that there is no
significant difference in correlation between fun-pleasure orientation and rational
appeal with a two-tailed significance of .092, which is more than .05 (.092 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between fun-pleasure orientation and rational appeal at the .05 level of
significance.

Hypothesis 4.9

4.9 H0

:

There is no relationship between achievement-task orientation and rational

appeal.

H1 : There is a relationship between achievement-task orientation and rational
appeal.
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Table 5.57 Pearson correlation of achievement-task orientation and rational
appeal

Correlations

MEANRATI

Pearson Correlation
Sig. (2-tailed)
N

MEANACHI

Pearson Correlation
Sig. (2-tailed)
N

MEANRATI
1.000
277
-.096
.112
277

MEANACHI
-.096
.112
277
1.000
277

The Pearson Correlation Analysis in Table 5.57 indicates that there is no
significant difference in correlation between achievement-task orientation and
rational appeal with a two-tailed significance of .112, which is more than .05 (.112 >
.05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between achievement-task orientation and rational appeal at the .05 level
of significance.
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Hypothesis group 5: Cultural values vs sexual appeal

Hypothesis 5.1
4.1 H0 : There is no relationship between ego orientation and sexual appeal.

H1 : There is a relationship between ego orientation and sexual appeal.
Table S.58 Pearson correlation of ego orientation and sexual appeal

Correlations
MEANSEXU

MEAN EGO

*.

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANSEXU
1.000

'

MEAN EGO
.133*
.027
277
277
.133*
1.000
.027
277
277

Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.58 conelation test shows the significant value of
.027, which is less than .05 (.027<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between ego orientation and sexual appeal at the .05
significant level. Pearson conelation at .133 means that sexual appeal has a positive
relation with ego orientation at .13 3.

Hypothesis 5.2

*

*

5.2 H0 : There is no relationship between grateful relationship orientation and sexual
appeal.

H1 : There is a relationship between grateful relationship orientation and sexual
appeal.
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Table 5.59 Pearson correlation of grateful relationship orientation and sexual
appeal

Correlations
MEANSEXU

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANGRAT

MEANSEXU
1.000
277
.187*
.002
277

MEANGRAT
.187*
.002
277

1.000
277

**. Correlation is significant at the 0.01 level (2-tailed).

According to the Table 5.59 correlation test shows the significant value of
.002, which is less than .01 (.002<.01), therefore the null hypothesis was rejected. It
means that there is a relationship between grateful relationship orientation and sexual
appeal at the .01 significant level. Pearson correlation at .187 means that sexual
appeal has a positive relation with grateful relationship orientation at .187.

Hypothesis 5.3
5.3 H0

:

There is no relationship between

smooth interpersonal relationship

orientation and sexual appeal.
H 1 : There is a relationship between smooth interpersonal relationship orientation
and sexual appeal.

Table 5.60 Pearson correlation of smooth interpersonal relationship orientation
and sexual appeal

Correlations
MEANSEXU

MEANSMOO

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANSEXU
1.000

MEANS MOO
.138*
.021
277
277
1.000
.138*
.021
277
277

*. Correlation is significant at the 0.05 level (2-tailed).
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According to the Table 5.60 correlation test shows the significant value of
.021, which is less than .05 (.021 <.05), therefore the null hypothesis was rejected. It
means that there is a relationship between smooth interpersonal relationship
orientation and sexual appeal at the .05 significant level. Pearson correlation at .138
means that sexual appeal has a positive relation with smooth interpersonal
relationship orientation at .138.

Hypothesis 5.4
5.4 Ho: There is no relationship between flexibility and adjustment orientation and
sexual appeal.
H 1 : There is a relationship between flexibility and adjustment orientation and
sexual appeal.

Table 5.61 Pearson correlation of flexibility and adjustment orientation and
sexual appeal

MEANSEXU

MEAN FLEX

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
~

MEANSEXU
1.000

277
.070
.242
277

MEAN FLEX
.070
.242
277
1.000

277

The Pearson Correlation Analysis in Table 5.61 indicates that there is no
significant difference in correlation between flexibility and adjustment orientation
and sexual appeal with a two-tailed significance of .242, which is more than .05 (.242

> .05). Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between flexibility and adjustment orientation and sexual appeal at the
.05 level of significance.
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Hypothesis 5.5

5.5 H0

There is no relationship between religio-psychical orientation and sexual

:

appeal.

H1

:

There is a relationship between religio-psychical orientation and sexual

appeal.
Table 5.62 Pearson correlation of religio~psychical orientation and sexual appeal

Correlations

MEANSEXU

MEANSEXU

MEAN RE LI

1.000

.024

Pearson Correlation
Sig. {2-tailed)

.685

N
MEANRELI

Pearson Correlation
Sig. (2-tailed)

'~

N

277
.024

.N

277
1.000

.685
277

277

--~
The Pearson Correlation Analysis in Table 5.62 indicates that there is no
significant difference in correlation between religio-psychical orientation and sexual
appeal with a two-tailed significance of .685, which is more than .05 (.685 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between religio-psychical orientation and sexual appeal at the .05 level of
significance.

~

Hypothesis 5.6

*

*

5.6 H 0 : There is no relationship between education and competence orientation and
sexual appeal.
H 1 : There is a relationship between education and competence orientation and

sexual appeal.
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Table 5.63 Pearson correlation of education and competence orientation and
sexual appeal

Correlations

MEANSEXU

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEAN EDUC

MEANSEXU
1.000

MEAN EDUC
.126*
.037
277
277
.126*
1.000
.037
277
277

*. Correlation is significant at the 0.05 level (2-tailed).

According to the Table 5.63 correlation test shows the significant value of
.037, which is less than .05 (.037<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between education and competence orientation and
sexual appeal at the .05 significant level. Pearson correlation at .126 means that
sexual appeal has a positive relation with education and competence orientation at

-,....

.126.

~

Hypothesis 5. 7
5. 7 H0

There is no relationship between interdependence orientation and sexual

:

appeal.
H1

:

There is a relationship between interdependence orientation and sexual

appeal.
Table 5.64 Pearson correlation of interdependence orientation and sexual appeal

Correlations

MEANSEXU

MEANINTE

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANSEXU
1.000
277
.090
.134
277
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MEANINTE
.090
.134
277
1.000
277

The Pearson Correlation Analysis in Table 5.64 indicates that there is no
significant difference in correlation between interdependence orientation and sexual
appeal with a two-tailed significance of .134, which is more than .05 (.134 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between interdependence orientation and sexual appeal at the .05 level of
significance.

Hypothesis 5.8

5.8 H0 : There is no relationship between fun-pleasure orientation and sexual appeal.
H 1 : There is a relationship between fun-pleasure orientation and sexual appeal.

Table 5.65 Pearson correlation of fun-pleasure orientation and sexual appeal

~
MEANSEXU

MEAN FUN

*.

Correlations

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

MEANSEXU
1.000

MEANFUN
.134*
.026
277
277
.134*
1.000
.026
277
277

Correlation is significant at the 0.05 level (2-tailed).

*
According to the Table 5.65 correlation test shows the significant value of
.026, which is less than .05 (.026<.05), therefore the null hypothesis was rejected. It
means that there is a relationship between fun-pleasure orientation and sexual appeal
at the .05 significant level. Pearson correlation at .134 means that sexual appeal has a
positive relation with fun-pleasure orientation at .134.
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Hypothesis 5.9
5.9 H0

There is no relationship between achievement-task orientation and sexual

:

appeal.
H1

:

There is a relationship between achievement-task orientation and sexual

appeal

Table 5.66 Pearson correlation of achievement-task orientation and sexual
appeal

Correlations

MEANSEXU

MEANACHI

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

.....

MEANSEXU
1.000

'

277
.063
.297
277

MEANACHI
.063
.297
277
1.000
277

The Pearson Correlation Analysis in Table 5.66 indicates that there is no
significant difference in correlation between achievement-task orientation and sexual
appeal with a two-tailed significance of .297, which is more than .05 (.297 > .05).
Accordingly, the null hypothesis is failed to reject or it means that there is no
relationship between achievement-task orientation and sexual appeal at the .05 level
of significance.
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CHAPTER6
Summary, Conclusions, and Recommendations

This chapter presents the conclusion of the study. There are 3 sections in this
chapter. The first section outlines a summary of findings of this research, which
includes the demographic characteristics of the respondents, summary of nine values,
summary of advertising appeals, the summary of hypotheses testing, and conclusion
drawn against the research objectives. The second section is the implications divided
into two parts; the conclusions and recommendation. The last section offers
suggestions for further research.

6.1 Summary of findings

The purpose of this research study was to investigate the relationship between
Thai cultural values and advertising appeals and also to study how Thai students
perceive advertising appeals. This research studied the relationship between 9 cultural
values and 5 different types of advertising appeals.
The nine values included ego orientation, grateful relationship orientation,
smooth interpersonal relationship, flexibility and adjustment orientation, religiopsychical orientation, education and competence orientation, interdependence
orientation, fun-pleasure orientation and achievement orientation. The five different
appeals are emotional - Bangkok bank, Orange, humorous - M 150, Coke, fear Ford Ranger, Ziit, rational - Citra, KA lipstick and sexual appeals - Lux and Nivea.
This study applied a quantitative research design that presents the data analysis in
tabulation by using descriptive analysis to explain its frequency and percentage.
Product moment correlation or Pearson correlation coefficient were used to test the
cotTelation coefficient in the sets of hypotheses.
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Characteristics of the respondents

The study found that the gender of the respondents composed of 130 male
respondents and 147 female respondents or 46.9% and 53.1% respectively. Most of
the respondents were aged between 18-20 years old, which consists of 172 persons, or
62.1 %. The majority of respondents, 162 or 58.5% was in the faculty of Bachelor in
Business Administration and also most respondents 157 or 56. 7% are in their senior
years in Assumption University.
Most respondents 249 or 89.9% believe in Buddhism as their religion.

Summary of values

Most respondents rated grateful relationship orientation as the highest value
possessed having a mean score of 4.1 035 from the fuU score 5. This was followed by
interdependence orientation with a mean of 3.9856. On the other hand, the ranges of
mean scores are 3.9471, 3.8773, 3.8351, 3.7485, 3.4404, 3.3803 for ego orientation,
achievement - task orientation, fun - pleasure orientation, flexibility and adjustment
orientation, religio - psychical orientation, smooth interpersonal orientation, and the
lowest mean score of 3.3634 is for the value of education and competence orientation
respectively.

Summary of Advertising appeals

*

The result from the survey shows that most respondents perceived emotional
ads as the highest with the mean score of 3.5722 followed by sexual 3.5271, humor
3.2762, fear 3.1426 and rational 3.0523.
Under the emotional appeal respondents preferred Orange advertisement to be
better than Bangkok bank with a higher mean score of 3.82 to 3.33.
Respondents also prefe1red coke advertisement rather than M 150 having a
higher mean score of 3.44 to 3.12.
For fear appeal respondents' perception for Ziit ad was higher having a mean
score of 3.27 as compared with Ford Ranger at 3.01.
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Moreover under rational appeal respondents scored Citra ad at 3.24 which is
higher as compared to KA lipstick which has a mean score of only 2.87.
Lastly, majority of respondents rank Lux ad to have a higher mean score of
3.62 as compared with Nivea ad which has a mean score of 3.44 for sexual appeal.

Summary of hypotheses testing

The result of hypotheses testing is shown in Table 6.1. The table confirms all
of hypotheses. This means that there is the statistical relationship between all pairs of
dependent and independent variables.

Table 6.1 Summary of hypotheses testing results
<\~

Hypotheses

'--~

Hypothesis group 1: Cultural
values vs emotional appeal
H 11.1 : There is a relationship
between ego-orientation and
emotional appeal
H 11.2: There is a relationship
between grateful relationship
orientation and emotional appeal
H 11.3: There is a relationship
between smooth interpersonal
relationship orientation and
emotional appeal
H 11.4: There is a relationship
between flexibility and adjustment
orientation and emotional appeal
H 1 1.5: There is a relationship
between religio-psychical
orientation and emotional appeal
H11.6: There is a relationship
between education and competence
orientation and emotional appeal
H 11.7: There is a relationship
between interdependence
orientation and emotional appeal
H 11.8: There is a relationship
between fun-pleasure orientation
and emotional appeal
H11.9: There is a relationship

Statistics
test

Level of
sienificant

Correlation
coefficient

Results

~

;'.)

Fail to
reject Ho

Pearson
0.199
correlation

0.077

Pearson
0.024
correlation

0.136*

Reject Ho

Pearson
0.193
correlation

0.078

Fail to
reject Ho

Pearson
0.414
correlation

0.049

Fail to
reject Ho

Pearson
0.796
correlation

0.016

Fail to
reject Ho

Pearson
0.176
correlation

-0.082

Fail to
reject Ho

Pearson
0.772
correlation

0.017

Fail to
reject Ho

Pearson
0.173
correlation

0.082

Fail to
reject Ho

Pearson

0.139*

Reject Ho

:v-
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0.020

between achievement-task
orientation and emotional appeal
Hypothesis group 2: Cultural
values vs humorous appeal
H12.1: There is a relationship
between ego-orientation and
humorous appeal
H12.2: There is a relationship
between grateful relationship
orientation and humorous appeal
H12.3: There is a relationship
between smooth interpersonal
relationship orientation and
humorous aooeal
H12.4: There is a relationship
between flexibility and adjustment
orientation and humorous appeal
H 12.5: There is a relationship
between religio-psychical
orientation and humorous appeal
H 12.6: There is a relationship
between education and competence
orientation and humorous appeal
H 12.7: There is a relationship
between interdependence
orientation and humorous appeal
H 12.8: There is a relationship
between fun-pleasure orientation
and humorous appeal
H 12.9: There is a relationship
between achievement-task
orientation and humorous appeal
Hypothesis group 3: Cultural
values vs fear appeal
H 13.l: There is a relationship
between ego-orientation and fear
appeal
H 13.2: There is a relationship
between grateful relationship
orientation and fear appeal
H 13.3: There is a relationship
between smooth interpersonal
relationship orientation and fear
appeal
H 13.4: There is a relationship
between flexibility and adjustment
orientation and fear aooeal
H13.5: There is a relationship
between religio-psychical

correlation

Pearson
0.027
correlation

0.133*

Reject Ho

0.668
Pearson
correlation

-0.026

Fail to
reject Ho

Pearson
0.283
correlation

-0.065

Fail to
reject Ho

0.064
Pearson
correlation

0.112

Fail to
reject Ho

Pearson
0.600
correlation

0.032

Fail to
reject Ho

Pearson
0.010
correlation

0.154*

Reject Ho

Pearson
0.379
correlation

0.053

.
~

Fail to
reject Ho

~

Fail to
reject Ho

Pearson
0.877
correlation

0.009

0.162
Pearson
correlation

0.084

Fail to
reject Ho

0.223
Pearson
correlation

0.073

Fail to
reject Ho

Pearson
0.056
correlation

0.115

Fail to
reject Ho

Pearson
0.143
correlation

0.088

Fail to
reject Ho

Pearson
0.026
correlation

0.133*

Reject Ho

0.318
Pearson
correlation

0.060

Fail to
reject Ho

-
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orientation and fear appeal
H13.6: There is a relationship
between education and competence
orientation and fear appeal
H13.7: There is a relationship
between interdependence
orientation and fear appeal
H13.8: There is a relationship
between fun-pleasure orientation
and fear appeal
H13.9: There is a relationship
between achievement-task
orientation and fear appeal
Hypothesis group 4: Cultural
values vs rational appeal
H14. l: There is a relationship
between ego-orientation and
rational appeal
H14.2: There is a relationship \
between grateful relationship
orientation and rational appeal
H 14.3: There is a relationship
between smooth interpersonal
relationship orientation and rational
appeal
H 14.4: There is a relationship
between flexibility and adjustment
orientation and rational appeal
H 14.5: There is a relationship
between religio-psychical
orientation and humorous appeal
H14.6: There is a relationship
between education and competence
orientation and rational appeal
H14.7: There is a relationship
between interdependence
orientation and rational appeal
H14.8: There is a relationship
between fun-pleasure orientation
and rational appeal
H 14.9: There is a relationship
between achievement-task
orientation and rational appeal
Hypothesis group 5: Cultural
values vs sexual anneal
H15.l: There is a relationship
between ego-orientation and sexual
appeal
H 15.2: There is a relationship

Pearson
0.034
correlation

0.127*

Reject Ho

Pearson
0.026
correlation

0.134*

Reject Ho

Pearson
0.644
correlation

-0.028

Fail to
reject Ho

Pearson
0.001
correlation

0.193**

Reject Ho

Pearson
0.007
correlation

0.161*

Reject Ho

Pearson
0.025
correlation

0.135*

Reject Ho

Pearson
0.714
correlation

0.022

Fail to
reject Ho

Pearson
0.398
correlation

0.051

Pearson
0.134
correlation

0.090

Pearson
0.041
correlation

-0.123*

Rej ect Ho

0.154
Pearson
correlation

-0.086

Fail to
reject Ho

Pearson
0.092
correlation

0.101

Fail to
reject Ho

Pearson
0.112
correlation

-0.096

Fail to
reject Ho

Pearson
0.027
correlation

0.133*

Reject Ho

Pearson

0.187**

Reject Ho

~

:::;;

-
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0.002

'C-

Fail to
reject Ho
Fail to
reject Ho

between grateful relationship
orientation and sexual appeal
H15.3: There is a relationship
between smooth interpersonal
relationship orientation and sexual
appeal
H15.4: There is a relationship
between flexibility and adjustment
orientation and sexual appeal
H15.5: There is a relationship
between religio-psychical
orientation and sexual appeal
H15.6: There is a relationship
between education and competence
orientation and sexual appeal
H15. 7: There is a relationship
between interdependence
orientation and sexual appeal
H15.8: There is a relationship
between fun-pleasure orientation
and sexual appeal
H15.9: There is a relationship
between achievement-task
orientation and sexual appeal

correlation
Pearson
0.021
correlation

0.138*

Reject Ho

Pearson
0.242
correlation

0.070

Fail to
reject Ho

0.685
Pearson
correlation

0.024

Fail to
reject Ho

Pearson
0.037
correlation

0.126*

Reject Ho

Pearson
0.134
conelation

0.090

Fail to
reject Ho

0.134*

Reject Ho

0.063

Fail to
reject Ho

Pearson
0.026
correlation
Pearson
0.297
correlation

I

~

-?'

6.2 Conclusions and Recommendations

-

r-

According to the result of hypothesis testing, there are 29 hypothesis that
failed to reject the null hypothesis and 16 hypothesis that rejected the null hypothesis.
Therefore, the results of the analyses can be concluded as follows.

Objective 1: To examine the relationship between Thai student's cultural values
and advertising appeals
The result of the study has shown some values were related to advertising appeals,
as follows:
Group 1:
1. Grateful relationship orientation and emotional appeal (Positive relationship
at0.136),
2. Achievement-task orientation and emotional appeal (Positive relationship at
0.139).
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Group 2:
I. Ego orientation and humorous appeal (Positive relationship at 0.133),

2. Education and competence orientation and humorous appeal (Positive
relationship at 0.154).
Group 3:
1. Flexibility and adjustment orientation and fear appeal (Positive relationship at
0.133),

2. Education and competence orientation and fear appeal (Positive relationship at
0.127),
3. Interdependence orientation and fear appeal (Positive relationship at 0.134),
4. Achievement-task orientation and fear appeal (Positive relationship at 0.193).

Group 4:
1. Ego orientation and rational appeal (Positive relationship at 0.161 ),
2. Grateful relationship orientation and rational appeal (Positive relationship at

0.135),
3. Education and competence orientation and rational appeal (Negative

relationship at -0.123).
Group 5:
1. Ego orientation and sexual appeal (Positive relationship at 0.133),
2. Grateful relationship orientation and sexual appeal (Positive relationship at
0.187),
3. Smooth interpersonal relationship and sexual appeal (Positive relationship at
0.138),

4. Education and competence orientation and sexual appeal (Positive relationship
at 0.126),
5. Fun-pleasure orientation and sexual appeal (Positive relationship at 0.134).

In order to create a commercial, an advertising agency is usually instructed to
create the overall concept in line with the marketing objectives, create a set of
different test commercials and pre-test the commercials for effectiveness. This is a
crucial step for advertising creation, and often takes a relatively long time, in which
the test commercials are tested qualitatively and quantitatively in focus groups,
through questionnaires, in test markets, sample areas and so on. After successful
testing the real commercial is created, and finally airtime for the commercial is
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booked or auctioned (either directly or through a media agency). During and after the
commercial is running, further tests are usually carried out in order to optimize
advertising targets with real out comes, and commercials may be adjusted depending
on the outcome. In order to make the above steps easier advertisers should keep in
mind the characteristics of their target markets, about their needs and wants, lifestyles
or most important their cultural values. According to Markus and Kitayama (1991 ),
people in different cultures have strikingly different definitions of the self, of others,
and of the interdependence. For example, many Asian, African, and Latin American
cultures promote a definition of the self that emphasizes the relatedness of individuals
to each other as well as the need to attend to, to fit in with, and to maintain harmony
with others. These different cultural definitions of the self can have a significant
impact on the experience of cognitive, motivational, and emotional processes (Fiske
et al., 1997; Miller, 1984; Triandis, 1989; Triandis et al., 1984). They can also
influence the manner in which individuals respond to different types of advertising
appeals.
The result of the study reveals that Thai values do relate with advertising. From a
total of nine values, the findings showing how much imp01tance the new generation
of Thai society give to each value. The findings showed that grateful relationship
orientation was most important followed by interdependence orientation, ego
orientation, achievement - task orientation, fun - pleasure orientation, flexibility and
adjustment orientation, religio -

psychical orientation, smooth interpersonal

orientation, and the least important is for the value of education and competence
orientation respectively. In other words, it can be said that the new generation of Thai
society believe in returning favors, what is called Bunkhun in Thai, being grateful to
others or Katanyu and also believing in long-term relationship and politeness with
other members in the society. On the other side of the coin the lowest value that Thai
society today possesses is education and competence orientation which means that
Thai people does not prefer expensive or brand name products as well as not spending
beyond their means.
In relation with advertising appeals the researcher separates each group of
values for better application.
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Values and Emotional appeals

From the total of nine values the study found the relationship of grateful
relationship and achievement-task orientation with emotional appeals. It can also be
said that individuals who are grateful or believe in Bukhun and also possessing an
internal drive towards achievements, may exhibit a characteristic tendency to
experience their emotions with greater magnitudes of intensity. As a consequence,
these individuals' differences in affective reactivity may play an influential role in
determining the persuasive impact of advertising messages. Larsen and Diener
(1987), using the Affect Intensity Measurement (AIM) scale Larsen (1984)
demonstrated that some people, compared with others, consistently experience their
emotions with greater strength when exposed to emotionally provocative stimuli.
Recent advertising models have demonstrated convincingly that advertising appeals
are capable of evoking a wide range of emotional responses from media audiences
(see, e.g., Edell and Bulke, 1987; Holdbrook and Batra, 1987; Moore and Hoenig,
1989). However, respondents who have more of the two values grateful relationship
and achievement-task orientation as compared with others, consistently experience
their emotions with greater strength when exposed to emotionally provocative

-

stimuli.

Values and Humorous appeal

The study showed the relationship of ego orientation and education and
competence orientation with humorous appeal. Peoples who depend on themselves,
have pride and see themselves as modern and sophisticated which in other sense can
be called as a high self-monitoring person tend to prefer humorous ad. High self
monitoring individuals are presumably sensitive to the expressions and selfpresentations of others and use these cues as guidelines for managing their own
behavior. "They strive to be the type of person called for in each situation in which
they find themselves" (DeBono & Harnish, 1988). High self-monitors, who
presumably appreciate good form, may be more sensitive to and appreciative of
humor in advertising. This relative high appreciation of humor may come from
learning that a good sense of humor is usually a positive personal characteristic in
social relations. High self-monitors, being more concerned about positive images in
social situations, may have learned that humor appreciation is adaptive for their
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lifestyle (Lammers, 1990). It is most likely that people who believe in themselves are
easily attractive to humor and have a high sense of humor.

Values and Fear appeal
The findings of the study indicated that flexibility and adjustment orientation,
education and competence orientation, interdependence orientation and, achievementtask orientation has a positive relationship with fear appeal advertising. Respondents
who are flexible in terms of rules/principles, easily adjusting themselves to the
situation, easily changing plans, spending beyond their means, see education as a
means of climbing social ladder, believing in community/collaboration spirit,
belonging to a tightly knit organization and seriously devoted to reach their personal
goals tend to prefer fear type of advertisement. According to Bagozzi and Moore
(1994) fear ads are aimed at individuals in need of help or persons who are vulnerable
to health or other problems; and the other is aimed at getting the public to help others,
typically by donating their time or money to a worthy cause. And it is due to this
reason that there is a possibility of Thai people believing in a community with a
strong spirit of brotherhood will prefer fear ads.

-

~
Values and Rational appeal

The study found a positive relationship between ego orientation and grateful
relationship orientation and rational appeal whereas a negative relationship with
education and competence orientation. It means that people who put high value on
self esteem and believe in speaking the truth prefer ads that talks about the benefit
and usage of the product. The study also indicates that there is a negative relationship
between education and competence orientation and rational appeal which means that
the more the value of education the lower they prefer rational appeals. In other words
people who like owing expensive products and prefer brand name products give less
consideration with the advantage and usage of the product what they tend to see is
whether product make them look more modem or sophisticated or not. According to
Johar and Sirgy, 1991 the two most common approaches used in advertising to
influence consumer behavior are value-expressive (image) or symbolic appeal and
utilitarian (functional) or rational appeal. Image strategy, a value-expressive
advertising appeal, holds a creative objective to create an image of the generalized
user of the advertised product (or brand), these qualities of appeal relates with
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respondents who ranked high in education and competence orientation value because
these respondents buy products or choose to response to advertisements that increase
their self image which is mostly through buying expensive products to make them
look good. On the other hand, utilitarian advertising appeal or rational appeal is
simply a creative strategy that highlights the functional features of the product (or
brand), this type of appeal relates to respondents having high self esteem because
their attitudes toward a product serving the utilitarian function involves positive
expectancies toward the means of reaching a desired goal (Spivey et al., 1983).

Values and Sexual appeal
From the study it reveals that there was a highest relationship of Thai values
with sexual appeal such as ego orientation, grateful relationship orientation, smooth
interpersonal relationship, education and competence orientation, and fun-pleasure
orientation. The result suggest that people who respect dignity in themselves and
others, who are polite, kind to other people, being modem, and preferring an easygoing life without tension tends to prefer ads which has sexual appeal. According
Hofstede (1980) which says Thailand is a feminine country and hence prefer
something that appeal towards beauty, physical attractiveness and sexual information.
Another reason of relationship between values and sexual appeal was the respondents
for this research were students aging between 18 to 23 who are in an environment
where they are sexually attracted to the opposite sex.

Recommendations

*

Based on the findings of this study, several recommendations can be made to
advertising industries especially those people who make advertisements.
Through advertising marketers spread out their messages regarding the
products about the usage, the benefits or the satisfaction which consumers will
receive after using those products. But the most important duty of advertising for the
marketers is to sell the product. To sell the product is to make the customer aware,
know and accept about their products. Advertisement causes a lot of expense for the
marketers. Because advertising is aim to reach mass consumers it is very important to
design the ads which will benefits the consumers and increase purchase of the
products by them. Clearly, in order to be effective, advertising has to appeal to the
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positive values that are held in the target group or taken at large, the target society. If
advertising is "out of touch" with the target group, it may alienate the target group, as
the consumer can no longer identify with the product. It is hence essential for the
advertising to reflect at least a proportion of the values held by the target group, or
society at large. Also in order to convince potential consumers to purchase their
product, ads must comply with the public's own values rather than run against them.
From the research findings it can be seen that only some values are related to
different kind of advertising appeals such as grateful relationship orientation and
achievement-task orientation are related to emotional appeal so it is advisable the
adve1tising companies to design ads that focuses these two values under emotional
appeal. By this research the advertising agencies can link the values to the target
markets as well their products for example if their target group has a behavior of high
self esteem, high pride, believe in grateful relationship then the marketers should use
rational appeal as their advertising campaign.
The research findings shows that the maximum relationship of Thai value is with
sexual appeal hence for target groups aging between 18 to 23 marketers should use
more of sexual appeal to advertise their products, such as beauty enhancing products
such as soaps, shampoo, cosmetics etc.
A very important suggestion to the advertising agencies and marketers is that the
highest mean among the nine values in Thai culture is grateful relationship
orientation; therefore, the marketers could apply this value in designing marketing
strategy and advertising campaign. On the other out of all the relationship religiopsychical orientation has no relationship advertising appeals which is advisable that
marketers should not come up with an advertising campaign that appeals towards
religion or fate.
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6.3 Future research

Research into the cultural values and advertising appeals is still relative
young. As this research focus on the relationship between the nine values of Thai
culture and advertising appeals, there are other factors that that should be investigated
in the future as follows:
1.

As this research concerns only undergraduate students in
Assumption University, further study can extend the study to
other university students or can go on to the graduate school
students as well as people working in the advertising industry.

2.

Further research can also be conduct on mass respondents at all
levels to learn more on values of elderly or older people and
their relationship towards advertising appeals.

3.

This study focuses only on respondents who live in Bangkok or
urban area where as there have been researches showing that
the cultural value differs among those who live in urban and
rural areas, hence further studies should be conducted on people
living in rural areas or other provinces beside Bangkok.

4.

As this research uses a few advertisement to test respondents
hence more advertisement can be use to test the relationship.
This research also uses T.V. as a medium of advertising
research; further study can be conduct on other mediums of
advertising such as print or outdoor advertising.
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Questionnaire-Part A
Section 1: Cultural Values
Instructions: Please respond to the following statements provided below.
Your answers should reflect your attitudes and behaviors as they are now.
Rating scale: (1) Strongly Disagree
(3) Neutral
(4) Agree
(2) Disagree
(5) Strongly Agree
1

.

· ·•·!ii;;~ ;z:···~i!'•i:(,.··:.·~·f~w~;·x· .<fr:'. !.w:::.w:·•:··•. :c·•· ·•:x;>' :;.· ·:'r··;·.·;c:Ji.iz; ;m·..•.\'.Nf:'';n,;.;:.· H.-:··.•·· .· · · -·:·•1 •.··rifY•·•· · t~)i•• (3)·.··• .·.•t4Y•··.·•· ·•··•ts>···.··
1. I depend on myself as much as possible
2. I put high value on self esteem
3. I take pride in myself
4. I respect dignity in myself and others
5. I do not cause embarrassment to myself and others
.·@i'~.t¢fut: tR~lat•9'ii~i!llltP'ii!¢ut~llPn'.if. t~fo·.;~;':{ \ff:':~··· · .)}Ui{ ' '•'.'/~··: .:J. .~'}'.: ,·.
(JWcF1>l'Z)'• \(•J ., . . '\ •.X-4) < \(55•···.
6. I believe in returning favors
7. I am grateful when others help me
8. I believe in talking the truth at all times
9. I enjoy deep and long-term relationship with my friends
I 0. I am polite to all people at all times
·: ' ';

··-'.<··:\

::;:- ; ~ : ;:-,

.: .-.;~.

'- --

' ' _,' ·. ·.

••?·I

11. I believe in a sensitive person
12. I am kind to other people at all time
13. I see myself as responsive to opportunities
14. I am a person who possesses self controlled
15. I rarely loose my temper
.Etexilimw''@Jia.~a:iii'stm~l.lt~ri~ll•·3tmn; .' Y> 1: •>•.:>:• ·. \ _
,•·.·..•... >:> .•·>
16. I am flexible in terms of rules/policies
17. I adjust myself as per situation
18. I change my plans if necessary
.
· "' 1.. l ' v C' v ,,..,, - \\~,,
~
19. I allow others to make decision for me
20. I see principles/laws as serving the situation
••·R.eiigiQ;:~-~~··~·."···.·~.···· . , 'A.~ii.'~ · ·· · ··· . :i:\J:.:::· :R :'.<·•• Y
•l;D· : ::'•:·.·::•.;•; . : ;.... •\;:•· · . .•.·•·•·•>
21. I see myself as a religious person
22. I believe in a spiritual life
23. I believe in fate
24. I believe in life after death
25. I believe in merit making

.

.,...
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1

26. I like to own expensive objects
27. I prefer brand-name products
28. I see myself as modem and sophisticated
29. I often spend beyond my means
30. I see education as a means of climbing social ladder
3 I. I believe in community/collaboration spirit
32. I value a close relationship with others
33. I like belonging to a tightly knit social organization
34. I am willing to help those who need my help
35. I prefer a community with a strong spirit of brotherhood
' ••.v"~'""·:><pl~·~:t:·· · ······
.::):.(: •:...•.:::o::·::
·.: .. :..:::"::\.,·:.:
:•.}'•·.\·/<•.·:·.··:•:·:···:>::.'·>:•.·.:··:•··••<>: :•:··
··~\P.J..l.~
••
:'IJJ;:l..,·••• '·~
•. ::::::.,•.•.·:>/:·:·::·: •.::: ..•.:\>••:•.' :•:•:\ :::\:•:::.•: :.:::•':/.,';
36. I prefer an easy-going life, without tension
37. I view life as something to be enjoyed
38. I have no serious commitments in life/work
39. I see myself as an unaggressive person
40. I do not let troubles touch me easily

17

41. I possess an internal drive towards achievements
42. I work hard on whatever task I undertake
43. I strive to attain professional excellence
44. I am highly ambitious and want the best things in life
45. I am seriously devoted to reaching my goals
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Section 2: Advertising Appeals
Instructions:
Please respond to the following statements provided below after seeing the ads on the
video
Rating scale: (1) Strongly Dislike
(2) Dislike

(3) Neutral
(5) Strongly Like

(4) Like

46. How do you perceive the following emotional ad?
46.l Bangkok Bank ad
46.2 Orange ad

strongly dislike _
strongly dislike _

strongly like
strongly like

47. How do you perceive the following humorous ad?
47.1M150 ad
47.2 Coke ad

strongly like
strongly like

strongly dislike _
strongly dislike _

48. How do you perceive the following fear ad?
48.1 Ford Ranger ad
48.2 Ziiit ad

strongly dislike _
strongly dislike _

r-

49 How do you perceive the following rational ad?
49 .1 Citra ad
49 .2 KA lipstic ad

strongly like
strongly like

~

strongly dislike _
strongly dislike _

strongly like
strongly like

50 How do you perceive the following sexual ad?
50.1 Lux ad
50.2 Nivea ad

strongly dislike _
strongly dislike _
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*

strongly like
strongly like

PartB
Demographic Profile

1.

Gender

o Male
o Female
2.

Age

o Below 18 years
o 18-20 years
o 21-23 years
o More than 24 years
3.

Majors chosen during education

o Communication arts
o Advertising
o Other (specify) ........... .
4.

Year of education

o Freshmen

o Sophomores
o Juniors
o Seniors
5.

Religion

o Buddhist
o Hinduism
o Islam
o

Christianity

o

Others (specify) ............. ..
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Test of Reliability

Thai Cultural Values
1. Ego orientation

****** Method 1 (space saver) will be used for this analysis ******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

N of Items= 5

50.0

.7958

2. Grateful relationship orientation

*

****** Method 1 (space saver) will be used for this analysis ******

R E LI A B I LI T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

50.0

N of Items= 5

.6015
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3. Smooth interpersonal relationship

****** Method 1 (space saver) will be used for this analysis ******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases=
Alpha=

50.0

N of Items= 5

.8025

4. Flexibility and adjustment orientation

Reliability

****** Method 1 (space saver) will be used for this analysis******

*
R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

50.0

N of Items= 5

.7498
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---5. Religio-psychical orientation

Reliability
****** Method 1 (space saver) will be used for this analysis******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

\"ERS-1"y

Reliability Coefficients
N of Cases=
Alpha=

50.0

N of Items= 5

.6367

6. Education and competence orientation

Reliability

o~

~
'J='

r-

l:lt

****** Method 1 (space saver) will be used for this analysis ******

*

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

50.0

N of Items= 5

.7411
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7. Interdependence orientation

Reliability

******Method 1 (space saver) will be used for this analysis******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases=
Alpha=

so.a

N of Items= S

.6S02

8. Fun-pleasure orientation

Reliability

****** Method 1 (space saver) will be used for this analysis ******

vNCE19 ·

R E L I A B I L I T Y A N A L Y S I S - S C A. L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

so.a

N of Items= S

.7647
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9. Achievement-task orientation

Reliability

****** Method 1 (space saver) will be used for this analysis ******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

50.0

N of Items= 5

.7557

Advertising Appeals
1. Emotional appeal

~

Reliability

****** Method 1 (space saver) will be used for this analysis ******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

50.0

N of Items= 2

.8000
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2. Humorous appeal

****** Method 1 (space saver) will be used for this analysis ******

RE LI A BI L I T Y A NA LY SI S -

S C A L E (A L P H A)

Reliability Coefficients

so.a

N of cases =
Alpha =

N of Items= 2

R

.8238

3. Fear appeal

Reliability

****** Method 1 (space saver) will be used for this analysis******

*

~

R E LI A BI LI T Y A NA LY SI S -

S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

50.0

N of Items= 2

.9749
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4. Rational appeal

****** Method 1 (space saver) will be used for this analysis ******

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

so.a

N of Items= 2

R

.8336

5. Sexual appeal

Reliability

****** Method 1 (space saver) will be used for this analysis ******

RE LI A BI LI T Y A N A L Y SI S -

S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

50.0

N of Items= 2

.6034
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APPENDIXC
EXPLAINATION OF ADVERTISEMENTS

.. ~---

.

Explanation of advertisements

1. Emotional appeal

Orange ad:
~

Talks about introducing the brand Or~ge to various provinces.

~

Content of the ad is about the love among family members, friends, and children's
in the countryside region of Thailand.

~

Also tells the message that rest of the world has use Orange and now you too can
. speak Orange.

Bangkok Bank ad:
~

Content of the ad shows the love and relationship between elder age people and a
younger age people specially grandmother with her daughter and granddaughter.

~

Message of the ad were the lifestyle of Thai people is to help and to care for each
other.

2. Humorous appeal

M150 ad:
~

Content of the ad shows relationship amo:o.g friends

(celebrity stars from

Grammy Entertainment company) playing paper football.
~

Message of the ad was life has no limit, life beyond 100%.

Coke ad:
~

Talks about a group of teenagers not allowed to go into the discotheque due to
underage of 20 years, but instead of worried those teenagers organize among
themselves a party opposite of the discotheque by drinking Coke.

3. Fear appeal
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Ford Ranger ad:
~

Shows a family driving a Ford Ranger and suddenly in front of them came a huge
truck. The ad showed a contrast between an accident and not having an accident.

~

Message of the ad was the moment of decision-making is judge through the safety
ness of the vehicle.

Ziit ad:
~

Shows the bad effect of a consumer using the Ziit cream and having pimples, but
the doctor in the ad tells that only 5% of consumers has pimples because from the
ad we can see the dog liking the consumer face.

4. Rational appeal

Citra ad:
~

Ad shows a pair of twins in Nepal and talks about new formula of Citra white
lotion containing vitamin B 3.

KA lipstic ad:
~

Ad uses Jenny Phosuwan as presenter and talks about the new version of color lip
balm, which takes care of the lips, as well as adds color to the consumer lips.

5. Sexual appeal

Lux ad:
~

Ad uses Theya as presenter for lux cream care new double moisturizing formula.

Nivea ad:
~

Ad uses a girl wearing a bikini scrubbing cream on her body. The new formula
was Nivea firming QlO lotion.
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