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Age
Total Population
(000)
% Rating

12-14 years

15-19 years

t

20-24 years |/

1
25-29 years 1

1
30-34 years*

1
35-39 years*

40-44 years *

45-49 years

50-54 years

55-59 years

60-64 years

65-69 years

Over 70 years

Total

8.838

100%
329
IfcSBJY)
/ 630 °
7.13% |
839
9.49%
1,144
12.94%
1,225
13.86%
1,067
12.07%
894
10.12%
Vo7l
N8.72°/
612
6.92%
441
4.99%
321
3.63%
202
2.29%
363

411% |

Television

8,778

100%
329
3.75%
626
7.13%
1 839
1 9.56%
1 1141
« 13.00%
| 1,208
113.76%
1 1,067
| 12.16%
/890
10.14%
763
8.69%
608
6.93%
441
5.02%
317
3.61%
196
2.23%
353

4.02%

ACNielsen

Radio

5,365

100%
233
4.34%
485
9.04%
590
11.00%
759
14.15%
780
14.54%
599
11.16%
536
9.99%
413
7.70%
342
6.37%
229
4.27%
151
2.81%
106
1.98%
142

2.65%

Cinema

3,542

100%
216
6.10%
479
13.52%
607
17.14%
685
19.34%
501
14.14%
338
9.54%
265
7.48%
191
5.39%
122
3.44%
56
1.58%
36
1.02%
24
0.68%
22

0.62%
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Internet

2,606

100%
193
7.41%
386
14.81%
386
14.81%
437
16.77%
350
13.43%
256
9.82%
226
8.67%
176
6.75%
108
4.14%
61
2.34%
21
0.81%
6
0.23%
0

0.00%

400

Outdoor

8,026

100%
322
4.01%
614
7.65%
810
10.09%
1,107
13.79%
1,156
14.40%
1,010
12.58%
853
10.63%
715
8.91%
530
6.60%
374
4.66%
234
2.92%
131
1.63%
170

2.12%

Newspaper

5,267

100%
157
2.98%
349
6.63%
531
10.08%
725
13.76%
770
14.62%
708
13.44%
562
10.67%
474
9.00%
365
6.93%
235
4.46%
157
2.98%
101
1.92%
133

2.53%

Magazine

3,185

100%
145
4.55%
300
9.42%
380
11.93%
521
16.36%
504
15.82%
427
13.41%
318
9.98%
249
7.82%
149
4.68%
94
2.95%
46
1.44%
28
0.88%
24

0.75%
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(Multi-stage sampling)

50

50

Taro Yamane (1970,

95% 5%

= N

(1+Ne2)

(2,588,633 )

(e = 0.05)

() 400

(Purposive sampling)

10

, 2542)
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(18-45 )

16
2 (Simple random sampling)
8
50%
3 Quota samplin
( pling
400
4 (Convenience sampling)
8 2 400
1
(Variables) 2
1. (Independent variables)
- (Offensive
product)

(Offensive execution)



[ »J
advertising in media)

(Dependent variables)

offensiveness)

(Close-ended questions)

(Demographics)

offensiveness)
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(Offensive

(Degree of

(Advertising avoidance)

(Questionnaire)

(Assaei, 2004)

(Degree of
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Wilson West (1981); Waller (1999); Barnes
Dotson (1990); Shao (1993, as cited in Waller, 1999); Fam Waller (2003); Fam
(2004); Katsanis (1994); Prendergast (2002); Prendergast Hwa
(2003); Rehman Brooks (1987)
28
( 3.2)
3.2
1 2.
3 4
5 6
7 8.
9 10.
11. / 12.
13. 14.
15. 16.
17. 18.
19. 20.
21. 22.
23. 24.
25. 26.
27. 28.
28
3
Fam  Waller

(2003) 4



- | (Gender/Sex related product)

- (Social/Political group)

- (Addictive product)

- (Health and care product)

Likert scale

0

(Mean)

Advertising

Standard Authority (2002); Waller (1999); Waller (2004); Fam Waller (2003);



Prendergast (2002); Prendergast ~ Hwa (2003); (2545);

(2548) 12 ( 3.3)
3.3
1. 2.
3. 4.
5 6.
7. 8.
9 10.
11. 12.
12
3



Advertising standard Authority (2002)

Prendergast (2002)
ACNielsen
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1
2
3
4
5
(Advertising avoidance)
(Statement)
Speck Elliott (1997)
(Broadcast media) (Print media)
3 (lgnoring),
(Flipping past)
(Eliminating)
2
0
1
2
3



(Validity) (Reliability)

1: (Content Validity)

(Content Validity)

(Wording)
2: (Reliability)
1
20
18-45
(Coefficient Alpha) Cronbach ( , 2537)
a k {l-zviy
(k-1) vt
a
k
Vi

Vit

(Pre-test)

67



0.87
0.95
8
.2551
(Coding)
SPSS (Statistical Package for
the Social Sciences) for Windows
1. (Descriptive Statistics)
(Frequency), (Percentage),
(Means) (Standard Deviation)

2. (Inferential Analysis)

Independent t-test One way ANOVA



(Pearson’s product moment correlation coefficient)

69
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