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The purpose of this study was to compare consumer personality in
terms of perceiving information style, classified by Myers-Briggs Type Indicator(MBTI),
on liking of printed advertisement. Sixty-four students from Chulalongkorn University,
32 sensing consumers and 32 intuitive consumers (between-subject variable), were
asked individually to view each of 8 advertisements with different sensing / intuitive
copy and picture (within-subject variable) on 2 products and then answered
advertisement preference scale for each advertisement.

The results are as follow:

1. Sensing persons prefer advertisements containing intuitive copy and
intuitive picture (NN) than advertisements that contain sensing copy and sensing
picture (SS).

2. Intuitive persons significantly prefer advertisements containing intuitive
copy and intuitive picture (NN) than advertisements that contain sensing copy and
sensing picture (SS) (p< .05 for theater product, p< .001 for orange juice product).

3. Sensing persons do not prefer advertisements that contain sensing
copy and intuitive picture (SN) differently from advertisements containing intuitive
copy and sensing picture (NS).

4. Intuitive persons do not prefer advertisements that contain sensing
copy and intuitive picture (SN) differently from advertisements containing intuitive

copy and sensing picture (NS).
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