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This study is an experimental research. Its objectives are to compare the effectiveness
of rational appeal and emotional appeal in high involvement product’s TV commercials on the basis of;

(1) recall (2) comprehension (3) attitude toward brand and TVCs, and (4) purchase intent.

One hundred samples, 50 working men and 50 working women aged ranges from
20-60 with monthly income 10,000 baht and above, were voluntarily recruited. All samples were
categorized into 2 groups: two experimental groups viewed either rational commercials or emotional
commercials and being the control group of each other. Each group was divided into 2 sub-groups; 25

male and 25 female respondents with rational ad exposure and emotional ad exposure treatment.

Frequency, percentage, mean scores and t-test were the statistics applied to analyze

the data to SPSS window for testing all hypothesis. Results are as follows:

1. The use of emotional appeal can create greater recall in advertisements than the use

of rational appeals in high involvement product’s TV commercials

2. The use of rational appeals can create greater comprehensive effectiveness in

advertisements than the use of emotional appeals in high involvement product’s TV commercials

3. The use of rational appeals can create greater favorable attitude effectiveness in
advertisements than the use of emotional appeals in high involvement product’s TV commercials,
especially within male groups. Furthermore, the use of emotional appeals can create greater female’s

favorable attitude towards TV commercials than male.

4. There is no significant between the use of rational appeals and the use of emotional

appeals in creating intention to buy in high involvement product’s TV commercials.
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