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CHAPTER 1

INTRODUCTION

Background

There are great numbers of entrepreneurs in the world market. All of them
compete with each other for market share. After they create products/services, they must
introctuce them to customers/clients in order to help them know and, eventually, buy their
products/services. In this introduction process, the entrepreneurs can use two types of
channels to communicate with customers/clients. First, personal channels of
communication which are direct interpersonal (face-to-face) contacts with target
individuals or groups. And second, nonpersonal channels of communication which are
generzlly referred to as the mass media {(mass communication), since the message,
regarded as an advertisement, is sent to many individuals at one time. The two major
types of nonpersonal channels of communication are print media (including newspapers,
magazines, direct mail, and billboards), and broadcast media (including radio and
television) (Belch & Belch. 1998: 142).

Customers/clients can see advertisements via various types of media. According
to Hanna & Wozniak (2001: 91), “As much as 80 percent of what we receive from our
environment is gained from vision." Most people think that television is the most powerfui
advertising medium for many reasons. For example, its combination of sight, sound, and

motion can convey quality images instantly. It can activate imagination and interest in



ways no other medium can. Therefore, it is the best medium to use for new product
introductions. In addition, using television as a medium, the entrepreneurs can reach
millions of potential new customers/clients, all at the same time (Keding & Bivins. 1991:
66).

Advertisements on television or radio are known as commercials. TV commercials
are aimed lo attract attention, stimulate desire, create positive image, and guide polentiai
buyers to a purchase intention. Further, advertising is used to create favorable attitudes
toward new products/services or brands, reinforce existing faverable attitudes, and/or
change negative attitudes. Mowen (1990: 269) states that, “In addition to deveioping
attitudes toward an object, such as a brand, researchers have found that consumers form
attitudes toward advertisements as well.”

To gain customers/clients’ attention, various methods and techniques are used,
including the use of "sex appeal” (the use of male and female models as sexual objects to
persuade consumers of the same sex or the opposite sex of the presenter’s}. Sex appeal
is one form of "advertising appeal” (the approach used to attract the attention of viewers
and/or to influence their feelings toward the product, service, or cause {Belch & Belch.
2001: 275).

According to Copr‘mey and Whipple (Chalainancnt. 2001: 3-4), the most popular
method used in advertising to motivate and attract people’ s interest is “sex appeal”. Sex
appeal is involved in 1/3 of psychological media which motivates and persuades people to

pay attention to advertisements. In addition, it can create a particular image of a product.



This notion may be based on Maslow' s hierarchy of needs that postulates five basic levels
of human needs. Sexual need is one of the physiclogical needs, the basic level of primary
needs required to sustain life (Belch & Beich. 2001: 110-111).

Between 1990 and 2000, the number of US teenagers ages 12 to 19 soared to 32
million and increase of nearly 4.5 million (17 percent growth rate). With this large number of
teenagers, who are waiting to learn to be adults or to act like adults, the behaviors and
attitudes they exhibit now are important to marketers. Teenagers are a robust part of the
economy. They have a significant income of their own to spend (MPA. 2004: Online). For
example, the buying power of the teenage Korean market has significantly increased.
According to Park (2002), in 2003, there were approximately 11.3 million (23.9% of total
population) teens in Korea, with an estimated 10 billion dollars in buying power (The Sport
Journal. 2006: Online). In addition, U.S. companies market to adolescents and chitdren
with an annual budget of over $15 billion, or about two and a half times more than was
spentin 1992, They now influence over $600 billion worth of spending (Kersting. 2004:

Online).

Statement of the Problem

According to Thai social norms, sex is a forbidden topic which should not be
explicitly discussed in public. Thus, the presentation of TV commercials involving sex
appeal is often communicated nonverbally {Knithichan, 2000; 1}. According to Burgoon

(1996), “Nonverbal communication can express what verbal communication cannot or



should not. There are many occasions when verbalizing our thoughts and feelings would
be risky, rude, or inappropriate, so we use nonverbal channels instead.” As a result,
multiple forms of nonverbal communication associated with sex appeal are used in TV
commercials; for instance, showing the human body with scanty coverings, showing
particular parts of the body, actions or movements (touching, holding and kissing), and
Sexy eye expressions.

Thai people are gradually accepting. western culture via media, namely, television,
movies, magazines, music videos, and magazine advertisements. The cumulative impact
of the media may make western cuilture one of the most infiuential forces in the adolescent
community. Sex has become a more ‘normal’ topic in Thai culture.

As a result, this research paper focuses on the attitudes of Thai teenagers toward

nonverbal communication.

Objectives of the Study
The objectives of the study are to know the attitudes of Thai teenagers toward
nonverbal communication associated with the use of sex appeal in TV commercials and

how the commercials affect the behaviors of Thai teenagers.

Research Questions
1. What are Thai teenagers' attitudes toward nonverbal communication associated

with sex appeal in TV commerciais?



2. What effects do TV commercials using a sex appeal strategy have on Thai

teenagers?

Significance of the Study

The increased numbers of products cause entrepreneurs to compete with each
other. To introduce their products/services and gain customers/clients’ attention for their
products/services, entrepreneurs use advertising. Television is regarded as the most
powerful medium. There are various techniques and strategies used in advertising to
motivate and persuade people to be interested in and eventually buy products/services,
including the sex appeal strategy.

Audiences may have different attitudes toward TV commercials. Teenagers are
one of the most powerful groups of buyers. Knowing the attitudes of teenagers toward
commercials that use a sex appeal strategy, advertisers can produce/create appropriate
commercials to attract consumer interests, create positive images, and guide purchasing
intentions. Entrepreneurs can also learn that a sex appeal strategy may, or may not, be

the appropriate strategy for their advertisers to use.

Scope of the Study
The study is divided into two parts. The first part is an analysis of the teenagers’

attitudes toward the forms of nonverbal communication used in the five TV commercials,



including their attitudes toward each commercial. The second part is an exploration of the
effect of those commercials on the respondents.

The materials used in this research paper were & TV commercials (BACARD),
CITRA, POND'S, SUNSILK, and VASELINE) that used sex appeal strategies. (See
Appendix A.)

The 5 commercials were collected from channels 3 and 7 aired between 8.20 and
10.15 p.m., which were considered to be the most popular channels and viewing times by
Thai teenagers. The final selection of the TV commerciais was made based on the
observation of forms of nonverbal communication used in each TV commercial: facial
expression, eye communication, body mavement, space communication, touch
communication, physical appearance, and vocalic communication.

The poputlation of this study included 56 Thai teenagers who were aged between

13 and 186.

Definition of Terms
The following definitions are provided for the terms used in this study.
Appeal: a method of motivating the receiver. An appeal leads the
receiver to evaluate a message with a particular mindset

(Blech & Blech. 2001 275).



Advertising appeal:

Sex appeal:

Attitude:

Early teenagers:
Late teenagers:

Nonverbal communication:

the approach used to attract the attention of viewers and/or
to influence their feelings toward the product, service, or

cause.

the quality of being attractive in a sexual way. It is the use of

male and female models as sexual objects to persuade
consumers of the same sex as the presenter's or the
opposite sex to the presenter's.

a person'’s enduring, favorable or unfavorable, cognitive
evaluations, emotional feelings, and active tendencies
toward some cbiect or idea. Generally, five groups of
attitudes can be found in the market: enthusiastic, positive,
indifferent, negative, and hostile (Tantayanubuti'. 1998: 3).
persons 13-15 years old.

persons 16-19 years old.

all parts of communication, except for actual words, which
have a communicative function such as faciat expression,
eye communication, body movement, space
communication, touch cammunication, physical

appearance, and vocalic communication.



CHAPTER 2

LITERATURE REVIEW

This section consists of four major areas involved in the study of Thai teenagers’
attitudes toward nonverbal communication associated with the use of sex appeal
strategies on TV commercials which include (1) attitude, (2} advertising appeals, (3)
hierarchy of needs, and (4) nonverbal communication. These areas are explained

below.

Attitude

According to Assael (1995: 196) the definition of attitudes, formulated by
Gordon Allport, is the learned predisposition to respond to an object or class of objects
in a consistently favorable or unfavorable way.

To develop attitudes toward an object, such as a brand, researchers have found
that consumers form attitudes toward advertisements as well (Mowen. 1990: 269). An
attitude toward an ad is defined as a predisposition to respond in a favorabie or
unfavorable manner to a particular advertising stimutus during a particular advertising
exposure. Attitudes toward advertisements can result from a number of factors,
including the content of an ad, the mood of the consumer, and the consumer's emotions

elicited by the advertisement (Mowen. 1990: 269-270).



The researcher proceeded, as did L. Thurstone & E. Chave, in 1929 (Mankong.
1991: 22) when they stated, "We shall use opinions as the means for measuring
attitudes.”

fn sh'ort, we can define attitude as the opinion of someone towards something

which defines his/her predisposition in a favorable or unfavorable manner.

Advertising Appeals

According to Belch & Belch (2001: 275), “advertising appeal” refers to the
approach used to attract the attention of viewers and/or to influence their feelings toward
a product, service, or cause. It can also be viewed as “something that moves people,
speaks to their wants or needs, and excites their interest.” Advertising appeal is divided

into two categories: informational/rational appeals and emotional appeals.

Informational/rational appeals

Informational/rational appeals tend to be informative, and advertisers using them
generally attempt to convince consumers that their product or service has particular
attributes or provides a specific benefit that satisfies their needs. Many rational motives
can be used as the basi§ for advertising appeals, including comfort, convenience,
economy, health, sensory benefits (touch, taste, and smell), dependability, durability,

efficiency, efficacy, and performance. For exampie, the Quaker Oats company uses a
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rational appeal in noting how fiber from catmeal may help reduce the risk of heart

disease (Beich & Belch. 2001: 275).

Emotional appeals

Emotional appeals relate to the customers' social and/or psychological needs for
purchasing a product or service. Many of the consumers’ motives for their purchase
decisions are emotional, and their feelings about a brand can be more important than
knowledge of its features or attributes. Ads using sex, humor, warmth, nostalgia,
sentiment, and other appeals that are very entertaining, arousing, upbeat, and/or
exciting can affect the emotions of consumers and put them in a favorable frame of mind
(Belch & Belch. 2001: 276-277).

The term “sex appeal” can be defined subjectively which means it depends on
individuals' points of view. Sex appeal can be presented in a multi-level fashion,
ranging from the highly extreme level (nudity, body image) to the lower level like
personality, physical appearance, smiling facial expressions, and messages that allure
the viewers (Chalainanant. 2001: 28; citing Vittayakoonsakulchai. 1998).

According to Vittayakoonsakulchai (Chalainanont. 2001; 28; citing
Vittayakoonsakulchai. 1998), Khun Manit Ruenglek, Creative Director of Chuo Senko
(Thailand) states that as far as the ad focuses on the presenters more than the product

features, that ad is adopting a sex appeal approach. Far example, an ad of “Kool
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cigarettes” uses altractive women dressed in provocative clothing and high heels next
to the headline “Totally Kool."

Sex appeal, which is one kind of advertising appeal, is usually used in
advertising. This approach is expected to attract the attention of viewers and influence

their feelings toward a product.

Hierarchy of needs

According to Belch & Belch (1998: 106), Abraham Maslow, psychologist,
introduced one of the most popular approaches to understanding consumers’
mativations called the “hierarchy of needs”.

His hierarchy of needs theory postuiates five basic levels of human needs,
arranged in a hierarchy based on their importance. First is physiological - the basic
level of primary needs for things required to sustain life, such as food, shelter, clothing,
and sex. Second is safety - the need for security and safety from physical harm. Third,
is soctal/love and belonging - the desire 10 have satisfying relationships with others and
feel a sense of love, affection, belonging, and acceptance. forth is esteem — the need
to feel a sense of accomplishment and gain recognition, status, and respect from others.
The last is self-actualization — the need for self-fulfillment and a desire to realize one's
own potential. When lower level needs are satisfied, people seek the satisfaction of
upper level needs. When lower level needs are not met, the mativation to satisfy the

lower level needs remains.
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Therefore, advertisers who study the hierarchy of needs will know which point
should be used to arouse consumers’ intentions. The arousal can be located in various

levels.

Nonverbal Communication

According to Knapp & Hall (1892: 5), nonverbal communication refers to
communication effected by means other than words (assuming words as the “verbal”
element).

Nonverbal communication (facial expression, eye communication, body
movements, space communication, touch communication, physical appearance, and
vocalic communication) is behavior, other than words, used in a society with a shared
coding system. This behavior is “typically sent with intent, typically interpreted as
intentional, used with regularity among members of a speech community, and have
consensually recognizable interpretations” (Knapp & Miller. 1994: 231).

Nonverbal communication plays an important role in interpersonal interaction.
Therefore, in a great variety of situations, communicators can more easily achieve
communicative purposes by improving the accuracy and efficiency of their nonverbai
communication (Leatherg. 1997: 2). As aresult, this research paper is focused on
analyzing nonverbal communication used in the TV commercials using a sex appeal

strategy.
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The forms of nonverbat communication defined in Knithichan's research (2000:

7} are outlined below.

Facial Expression

According to McCardle (1974:63), the human face can show a high degree of
specialization for expressive behavior; it has been estimated that over 20,000 facial
expressions are somatically possible.

Leathers (1997: 29) states, “The face is a primary source of information in
nterpersonal communication. The impressions a communicator makes are often
strongly affected by the appearance of his/her face that defines a given facial
expression.”

Facial expressions can be divided into five communicative functions (Leathers.
1997: 30). First, the face communicates evaluative judgments through either pleasant or
unpleasant expression functions. Second, the face communicates interest or lack of
interest in other people or in the surrounding environment. Third, the face
communicates the degree of involvement in a situation. Fourth, the face communicates
the amount of control individuals have aver their own expressions. Finally, the face

communicates the degree of understanding or lack thereof.
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Eye Communication

There are saven categories of eye behavior. First, "eye contact” refers to when
two people are looking at each other but do not specify to what part of the body/face the
eye contact is directed. Second, “face-gaze” refers to looking at another person's face.
Third, "eye-gaze” refers to focusing directly upon the other person’s eyes. Fourth, "gaze
avoidance” refers to intentional avoidance of eye contact. Fifth, "gaze omission” refers
to an unintentional failure to make eye contact with another person. Sixth, “gaze
aversion” refers to the movement of the eyes away from the partner’s eyes. Finally, “eye
shift” refers to the movement of eyes from a position of eye contact to non-contact

{Leathers. 1997: 53).

Body Movement

For dealing with movements of the body, or kinesics, Ekman and Frisen
(Knithichan. 2000: 9) assert five categories of body cues.

First, “emblems” are nonverbal behaviors that translate words or phrases rather
directly and are known by most members of a given culture. Emblems are use most
frequently where speech communication is not possible because of noise or distance
barriers. For example, waving to get someone’s attention in a noisy place (Knithichan

2000: 9).
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Second, "illustrators” are used to increase the clarity of verbal expressions. For
example, in saying, “let's go" one may move both one's head and hands in an upward
direction (Knithichan. 2000: 9).

Third, “affect displays” are used with less awareness and intention than either
“emblems” or “illustrators” but convey emotional meanings. For example, one might try
to look pleased when finding out that someone else has gotten a wanted promotion, but
perhaps the face will give away one’s true reaction of disappointment (Knithichan. 2000:
9).

Fourth, “regulators” are nonverbal behaviors that monitor or control the speech
of another individual. They tell speakers what is expected or wanted of them as they are
talking (Knithichan. 2000: 9). For example, when one nods one’s head and makes
paralinguistic sounds (the vocal, but nonverbal, dimension of speech that conveys
information, especially about a speaker's attitude) like “mm-mm” to speakers. Speakers
can interpret that to mean, "Keep going” (Seal. 1997: 142).

Finally, "adaptors” are the nonverbal movements made with the body. They
convey an individual's attitude, anxiety level or self-confidence (Knithichan. 2000: 9).

For example, people may bite their lips when anxious (Seal. 1997: 143).
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Space Communication
Distance and territory, which are the two major elements of space

communicalion, are examined below.

Distance

Edward T. Hall (Seal. 1997: 144; citing Edward. 1980) states that “intimate
distance” ranges from actual tfouching to a distance of 6 to 18 inches (15 - 45 cm), for
example, in lovemaking and wrestling, or whispering. Second, “personal distance”
ranges from 1 to 4 feet (30 —120 cm), which allows people to remain protected and
untouched by others, for example, crowded buses force people to stand at a close
personal distance from total strangers. Third, “social distance” ranges from 4 to 12 feet
(120 - 360 cm) and indicates that the further the distance, the more formal the tone of
communicative interaction, for example, when doing business transactions. Finally,
“public distance” ranges above 12 feet (360 cm), where individuals are able to take
defensive action when threatened. For example, one might keep at least this distance

from a drunkard so that, should anything happen, an easy get away can be made.

Territory

Territorial behavior is defined by attempts to mark the boundaries of territories
that are "owned” by individuals or groups. Through the use of personalized markers,

individuals strive either to regulate social interaction within territories perceived as theirs
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or to prevent unauthorized people from entering or using the territory (Leathers. 1997:
96).

Lyman and Scott (Knithichan. 2000: 11; citing Lyman, 1996) observe that there
are four kinds of territories. First, "public territory” is an area into which individuals may
enter freely such as schools, hospitals and commercial enterprises. Second, “home
territory” features freedom of interaction by individuals who claim such territory as
reserved chairs and personalized drinking mugs. Third, “interactional territory” is the
area where individuals congregate informally like at a party, a local pool hall or in
informal meetings. Finally, “body territory” consists of space that is marked as reserved
for use by individual bodies. For example, the space used for swinging arms when

walking.

Touch Communication

John and Yarbroug (Knithichan. 2000: 11; citing John. 1985) classify four major
types of communicatively significant touches. First, “positive-affect touches” refer to
touches that communicate the meanings of support, appreciation, inclusion, sexual
interest or attraction and affection, for example, the touches between intimates or others
who have a relatively C[O.SG relationship. Second, “playful touches” refer to touches that
communicate the meanings of playful affection and playful aggression, for example, an
older brother pokes a younger sister. Third, “contro! touches” refer to touches that seek

compliance, gain altention or announce a response, for example, when touching
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another persan to communicate, "move over”, “hurry” or “stay here”. Finally, “ritualistic

touches” refer to touches that communicate the meanings associated with greeting and

departure, for example, shacking hands to say “hello” or “goodbye”.

Physical Appearance

Leathers (1997: 130) states that physical appearance strongly affects
personality traits and personal qualities that are attributed to each individual. As a
result, physical appearance is an influential determinant not only of the first impressions
we make on others, but also of the more enduring impressions as well.

“Artifact” is one of the major factors in accordance with physical attractiveness.
Leathers (Knithichan. 2000: 14; citing Leathers. 1997) defines artifacts as "those things
that humans can wear on their body (clothing and jewelry), do to their bodies (cosmetics
and hairstyles), or use as extensions of their bodies for purposes of exercising
conscious control over their personal appearance (cars and furniture)”. Those things
are among the artifactual means that can be used to exercise control over one's
physical appearance. For example, clothing is a major determinant of not only how
competent individuals are judged to be, but also how likable they are in the eyes of
those with whom they int.eract.

Cosmetics including makeup, skin creams, and perfume are kinds of nonverbal

communication. More obviously, smell communication is another important factor in a
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wide variety of situations such as going on a date, cooking, and wearing perfume

{Knithichan. 2000: 14).

Vocalic Communication

Vocal cues (the vocal, but nonverbal, dimension of speech that can convey
information, especially about a speaker’s attitude) are important media for emotional
communication (Seal. 1897: 137).

According to Leathers {1997: 159), a variety of research suggests that the
attributes that give vocal cues their unique characteristics are the following: 1.
“loudness” — the power of the human voice, 2. "pitch” - the highness or lowness of the
voice tone, 3. “rate” - the number of words spoken during a given unit of time, 4.
“duration” - the length of time taken to emit a given sound, 5. “quality” - the vocal
characteristics that allow people to differentiate one person's voice form another, and 6.

“pronunciation” - specific vowel or consonant sounds in a word that are emphasized.

All major areas described above are applied in this research. Sex appeal
can be carried through nonverbal communication in various ways. Therefore, forms of
nonverbal communication were used as the criteria for selecting the TV commercials
associated with sex appéal used in this study. Sex appeal strategies are used in TV
commercials to motivate consumers to purchase goods or services. The approach to

understanding consumer motivations is based on the hierarchy of needs theory. Finally,



teenagers’ attitudes toward nonverbal communication associated with sex appeal
strategies used in TV commercials and the effect of these commercials on them is the
focus of this research. The method for conducting this research is details in the

following chépter.

20



CHAPTER 3

METHODOLOGY

This research paper aims to examine the attitudes of Thai teenagers toward the
forms of nonverbal communication associated with sex appeal strategies used in TV
commercials. BACARDI, CITRA, POND'S, SUNSILK, and VASELINE commercials were
the exampie TV commercials employed in this study. Further, this study aims to explore

the effects of these commercials on Thai teenagers.

Subjects
The target population of this research included 56 Thai teenagers. They were
divided into two groups: 28 early teenagers (13-15 years of age) and 28 late teenagers
(16-19 years of age). The two groups were further divided as follows:
1. 2 subgroups of 7 early male teenagers
2. 2 subgroups of 7 early female teenagers
3. 2subgroups of 7 late male teenagers
4. 2 subgroups of 7 late female teenagers
The participants were chosen from friends, relatives and acquaintances of the
researcher. Not more than 2 persons in each subgroup came from the same school in

order to avoid peer pressure. According to Sittitrai (Mankong. 1991: 43; citing Sittitrai.



1998.), a group that consists of 7-8 persons has the highest level of responding and

arguing.

Materials

Five TV commercials (BACARDI, CITRA, POND'S, SUNSILK, and VASELINE)

22

were selected for use in this study because each employed a clear sex appeal strateqy.

(See Appendix A.) Any product using a sex appeal strategy could have been chosen

for this study. These commercials were coliected from channels 3 and 7 from 8.20 to

10.15 p.m., between the 1* and the 31% of August 2004. As a preliminary step, the

researcher questioned 50 randomly selected Thai teenagers who watched television

regularly at the above stated hours to determine the TV viewing habits of Thai teenagers.

This data collection was conducted at The Mall Bangkapi, Center Point, and Central

Ladprow between the 17 and the 31" of July 2004. The researcher found that 66% of

the Thai teenagers watched channels 3 and 7 rather than other channels during the

evening hours.

Below, Table 1 presents the number of teenagers who indicated which TV

channels they watched between 8.20 and 10.15 p.m.

TABLE 1 THE FREQUENCY OF TEENAGERS WATCHING TV ON EACH CHANNEL

Channel 3

11

imv

Teenager 15

respondents

18
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TV advertising costs are ailso an indicator of audience size: the larger audience,

the higher the advertising costs. Advertising costs for channels 3 and 7 (as of August
2004) were more expensive than other Thai channels, especially during the "soap
opera” peridd {8.20 - 10.15 p.m.). This was the highest advertising cost period because
people watched TV most at this time. As a result, entrepreneurs were willing to spend
more money to advertise their products/services during this period of time, mostly on
channels 3 and 7. (See Appendix B.) The cost for one minute of advertising was
420,000 baht on channel 3, and 450,000 baht on channel 7. Therefore, the time
between 8.20 and 10.15 p.m. was considered the prime period for teenagers to watch
TV. The five TV commercials employed in this study were selected from channels 3 and

7 during this prime time.

Questionnaire

A questionnaire was prepared to collect the opinions, reflecting the attitudes, of
the 56 Thai teenage respondents toward the use of nonverbal communication
associated with a sex appeal strategy in the selected TV commercials. (See Appendix
C.) The questionnaire was divided into 2 parts:

Part |: Attitudes toward the commercials and the nonverbal communication used.

Part |I: Attitudes toward nonverbal communication associated with the sex

appeal strategies used in the commercials.
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Finally, one interview question asked the teenage respondents, "What is the

most important way that commercials with a sex appeal strategy affects you?" This

guestion elicited the answer for research question number 2.

Data Coltection

The process of data collection from each of the 8 subgroups proceeded as
follows. First, the researcher presented a video recording of the BACARDI commercial
to each subgroup. Then, the researcher let each subgroup complete parts 1 and 2 of
the questionnaire an the BACARDI commercial. Next, the CITRA, POND'S, SUNSILK,
and VASELINE commercials were presented respectively and each subgroup was
asked to follow the same procedure as for the BACARDI commercial. Next, the
interview question on the effects of the 5 commercials which used sex appeal strategies,
was asked. The interview question was asked only once for the teenagers’ reactions to
all 5 commercials. The researcher let each subgroup discuss their reactions/feefings
and asked one subgroup member to write a summary of what the subgroup believed
about the 5 commercials. Finally, each subgroup was asked to discuss its summary
and confirm the groups’ consensus about the effects of the commercials with sex
appeal strategies on them. This part of the data collection procedure was conducted in
Thai.

Following this procedure, the researcher collected the 40 sets of questionnaires

(questionnaires on 5 commercials from 8 subgroups) and 8 interview question
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summaries (one summary from each of the 8 subgroups). The researcher summarized
all data from the questionnaires of the 2 subgroups of early male teenagers and
consolidated the data into one base for the group of early male teenagers. The same
was done for early female teenagers, late male teenagers, and tate female teenagers.
The data were thereby complied into 20 sets of questionnaires {on 5 commercials from 4
groups). The 8 interview question summaries remained uncompiled.

Finally, the researcher translated all data from Thai into English. The questions,
interview question, discussion and written summaries were all compieted in Thai to
insure understanding and free/open comments from the respondents.

The data were collected at the Jindabumrung School in September 2004,

Data Analysis

The compiled data were analyzed to compare the frequency of the responses of
the 4 groups of participants in the study: early male teenagers, early female teenagers,
tate male teenagers, and late female teenagers. One table compares the responses of
each group of respondents with regard to each of the questions in parts 1 and 2 of the
guestionnaire. The findings are presented in tables 2 to 21 in Chapter 4. The
summaries of the interview question for each of the 8 subgroups are also presented and

discussed in Chapter 4.



CHAPTER 4

FINDINGS

In this chapter, the data obtained from the questionnaires and the group
interview question summaries of the 56 Thai teenager respondents are presented and
interpreted. The findings are divided into two sections.

In the first section, the findings from the questionnaire are presented. Part 1 of
the questionnaire was composed of 15 questions and part 2 of the questionnaire was
composed of 5 questions for a total of 20 questions. Each respondent in each group
filled in a questionnaire for each of the 5 TV commercials presented (BACARD!, CITRA,
POND'S, SUNSILK, and VASELINE). Consequently, the 2 subgroups of 7 early male
teenagers completed 1 questionnaire each for each of the 5 commercials, so 14 eariy
male teenagers times 5 questionnaires each eguals 70 questionnaires for the group of
early male teenagers. The same was true for the early female teenager, late male
teenager and late female teenager groups. The 4 groups of 70 questionnaires equal a
totai of 280 questionnaires. The findings from the questionnaires are presented in
Tables 2 — 21 and explained below.

In the second section, the group summaries of the interview question are
presented.

Conclusions and discussion of the findings are presented in Chapter 5.



Section 1: Findings from the questionnaire

Part 1 of the questionnaire made 15 statements and asked the respondents if

they greally agreed, agreed, were indifferent, disagreed or greally disagreed. The

findings are presented in tables 2 to 16 and described below.

TABLE 2 USE OF A SEX APPEAL STRATEGY

Thai teenagers' attitudes toward the statement, "I think this commercial uses a

sex appeal strategy.”

Greatly Greatly

No. Sex Agree Agree Indifferent | Disagree Disagree Total

1 )Early male teenagers 16 27 18 9 0 70
23% 39% 26% 13% 0% 100%

2 {Early female teenagers 12 38 8 12 ¢ 70
17% 54% 1% 17% 0% 100%

3 |Late male teenagers 12 28 23 4 3 70
17% 40% 33% 6% 4% 100%

4 |Late female teenagers 21 28 14 5 2 70
0% 40% 20% 7% 3% 100%

Table 2 shows that 43 (62%) of the early male teenager responses greatly

agreed or agreed that the 5 commercials seen used sex appeal strategies, 23% and

39% respectively; 18 (26%) were indifferent. Of the early female teenager group, 50

27

(71%) responses greatly agreed or agreed, 17% and 54% respectively. Forty (67%) of

the late male teenager responses greatly agreed or agreed, 17% and 40% respectively;

but 23 (33%) were indifferent. Forty nine of the late female teenager group responses

greatly agreed or agreed, 21 (30%) and 28 (40%) respectively; and 14 (20%) were

indifferent.
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TABLE 3 APPROPRIATENESS OF A SEX APPEAL STRATEGY
Thai teenagers’ attitudes loward the statement, "l think a sex appeal strategy is

appropriate for this commercial.”

Greatly Grealtly
No. Sex Agree Agree Indifferent | Disagree Disagree Total
1 |Early male teenagers 6 35 10 16 3 70
8% 50% 14% 23% 4% 160%
2 |Early female teenagers 9 29 14 16 2 70
13% 41% 20% 23% 3% 100%
3 |Late male teenagers 9 24 19 15 3 70
13% 4% 27% 21% 4% 100%
4 |Late female teenagers 15 20 22 12 1 70
21% 29% 3% 17% 1% 100%

Table 3 illustrates the responses of participants with regard to the
appropriateness of using sex appeal strategies in the 5 TV commercials. A majority of
the early male teenager responses greatly agreed or agreed to the appropriateness of
the strategy, 6 (9%) and 35 (50%) respectively; but 16 (23%) disagreed. A majority of
the early female teenager responses also greatly agreed or agreed, 9 (13%) and 24
{(41%) respectively; but 14 (26%) were indifferent and 16 (23%) disagreed. A large
minority, 33 (47%) of the late male teenager responses greatly agreed or agreed to the
appropriateness of the strategy; but 19 (27%) were indifferent and 15 (21%) disagreed.
Thirty five (50%) of the late female teenager responses greatly agreed or agreed, 15

(21%) and 20 (29%) respectively, but 22 (31%) were indifferent and 12 (17%) disagreed.



TABLE 4 APPRECIATION OF COMMERCIAL

Thai teenagers’ altitudes toward the statement, "l tike this commercial.”

Groatty Greally

No. Sex Agree Agrae Indifferant | Disagrae Disagree Total

1 |Early male teenagers 10 19 30 9 2 70
14% 27% 43% 13% 3% 100%

2 |Early female teenagers 19 16 K1l 3 1 70
27% 23% 44% 4% 1% 100%

3 |Late male teenagers 11 18 29 10 2 70
16% 26% 41% 14% 3% 100%

4 |lLate female teenagers 7 27 31 5 g 70
10% 39% 44% 7% 0% 100%

greatly agreed or agreed that they liked the 5 TV commercials, 14% and 27%

respectively; 30 (43%) were indifferent. Thirty five (50%) of the early female teenager

Table 4 demonstrates that 29 (41%) of the early male teenager responses

29

responses greatly agreed or agreed, 18 (27%) and 16 (23%) respectively; 31 (44%) feit

indifferent. Of the late male teenager group, 29 (42%) responses greatly agreed or

agreed, 11 (16%) and 18 (26%) respectively; 29 (41%) were indifferent. The responses

of the late female teenagers on this matter were that 34 (49%) greatly agreed or agreed,

7 (10%) and 27 (39%) respectively; 31 (44%) responses were indifferent.
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TABLE 5 APPROPRIATE USE OF FACIAL EXPRESSIONS

Thai teenagers' attitudes toward the statement, "l think the use of facial

expressions in this commerciai is appropriate.”

Greatly Greally
No, Sex Agree Agree indifferant | Disagree Disagrea Total
1 |Early male teenagers 12 32 12 10 4 70
17% 46% 7% 14% 6% 100%
2 [Early female teenagers 26 32 6 6 0] 70
3% 46% 9% 9% 0% 100%
3 |Late male teenagers 14 26 20 8 2 70
20% I7% 29% 11% 3% 100%
4 |Late ferale leenagers 8 39 16 7 0 70
11% 56% 23% 10% 0% 100%

Table 5 presents the responses of participants towards the appropriateness of

using facial expressions in the 5 commercials. Forty four (65%) of the early male

teenager responses greatly agreed or agreed, 12 (17%) and 32 (46%) respectively. A

maijority of the early female teenager group greatly agreed or agreed, 26 (37%) and 32

(46%) respectively. Of the late male teenagers group, 40 (67%) responses greatly

agreed or agreed, 14 (20%) and 26 (37%) respectively; 20 (29%) were indifferent. The

responses of the late female teenagers group were 47 (67%) greatly agreed or agreed,

8 (11%) and 39 {56%) respectively; 16 (23%) felt indifferent.



TABLE 6 APPROPRIATE USE OF EYE COMMUNICATION

Thai teenagers’ attitudes toward the statement, "1 think the use of eye

communication in this commercial is appropriate.”

Greatly Greatly

No. Sex Agree Agree Indifferent § Disagree Disagree Total

1 |Early male teenagers 10 3 18 9 2 70
14% 44% 26% 13% 3% 100%

2 |Early female teenagers 13 45 6 4 2 70
19% 64% 9% 6% 3% 100%

3 |Late mals teenagers 12 28 21 5 4 70
17% 40% 30% % 6% 100%

4 |Late female teenagers 11 28 19 12 0 70

16%

40%

27%

17%

0%

100%

agreed or agreed that the 5 commercials used eye communication appropriately, 10

Table 6 indicates that of the early male teenagers, 41 (58%) responses greatly

31

(14%) and 31 (44%) respectively; 18 (26%) felt indifferent. A majority (83%) of the early

female teenager responses greatly agreed or agreed. Forty (57%) of the late male

teenager responses greatly agreed or agreed, 12 (17%) and 28 (40%) respectively; 21

(30%) responses were indifferent. Of the iate femate teenager group, 30 (56%)

responses greatly agreed or agreed, 11 (16%) and 28 (40%) respectively; 19 (27%)

were indifferent.
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TABLE 7 APPROPRIATE USE OF BODY MOVEMENT
Thai teenagers' attitudes toward the statement, "I think the use of body

movement in this commercial is appropriate.”

Groatly Greatly
No. Sax Agree Agres Inditferent | Disagree Disagree Total
1 |Early male teenagers 15 27 18 7 3 70
21% 39% 26% 10% 4% 100%
2 |Early female teenagers 22 29 13 5 1 70
31% 41% 19% 7% 1% 100%
3 |Late male teenagers 15 KR 13 9 2 70
21% 44% 19% 13% 3% 100%
4 |Late female teenagers 16 33 11 10 0 70
23% 47% 16% 14% 0% 100%

Table 7 demonstrates that 42 {60%)of the early male teenagers responses
greatly agreed or agreed that body movement used in the 5 commercials was
appropriate, 15 (21%) and 27 (39%) respectively; 18 (26%) were indifferent. Fifty one
{72%) of the early female teenager responses greatly agreed or agreed, 22 (31%) and
29 (41%) respectively; and 13 (19%) were indifferent. Of the late male teenager group,
46 (65%) responses greatly agreed or agreed; 15 (21%) and 31 (44%) respectively; 14
(19%) were indifferent. A majority of the late female teenager responses greatly agreed

or agreed, 16 (23%) and 33 (47%) respectively.



TABLE 8 APPROPRIATE USE OF SPACE COMMUNICATION

Thai teenagers' atlitudes toward the statement, "l think the use of space

communication in this commercial is appropriate.”

Greatly Graoatly

No. Sex Agree Agree Indifferent | Disagresa Disagree Total

1 |Early male teenagers 9 2B i6 13 4 70
13% 40% 23% 19% 6% 100%

2 |Early female teenagers 10 41 13 4 2 70
14% 59% 19% 6% 3% 100%

3 |Late male teenagers 9 19 29 8 5 70
13% 27% 41% 1% 7% 100%

4 |Late female teenagers 10 32 17 10 1 70
14% 46% 24% 14% 1% 100%

Table 8 exhibits that 37 (53%) of the early male teenager responses greatly

agreed or agreed to the appropriateness of using space communication in the 5

commercials, 9 (13%) and 28 (40%) respectively; 16 (23%) were indifferent; and 17
(25%) disagreed and greatly disagree, 13 (19%) and 4 (6%) respectively. A majority
(73%) of the early female teenager responses greatly agreed or agreed, 10 (14%) and
41 (59%) respectively; and 13 (19%) were indifferent. Twenty eight {40%) of late male

teenager responses greatly agreed or agreed, 9 (13%) and 19 (27%) respectively; 29

33

(41%) were indifferent; and 13 (18%) disagreed or greatly disagreed. Of the late female

teenager responses, 42 (60%) greatly agreed or agreed, 10 {14%) and 32 {46%)

respectively; and 17 (24%) were indifferent.
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TABLE 9 APPROPRIATE USE OF TOUCH COMMUNICATION

Thai teenagers' attitudes toward the statement, "l think the use of touch

communication in this commercial is appropriate.”

Greatly Greatly
No. Sex Agree Agree Indifferent | Disagree Disagree Total
1 |Early male teenagers 12 19 22 17 0 70
17% 27% 31% 24% 0% 100%
2 |Early female teenagers i1 36 16 6 1 70
16% 51% 23% 9% 1% 100%
3 |Late male teenagers 7 25 27 7 4 70
10% 36% 39% 10% 6% 100%
4 |Late female teenagers 3 29 29 9 0] 70
4% 41% 41% 13% 0% 100%

Table 9 expresses that 31 (44%) of the early male teenager responses greatly
agreed or agreed that the 5 commercials seen used touch communication appropriately,
12 (17%) and 19 (27%) respectively; 22 (31%) were indifferent; and 17 (24%) disagreed.
A majority (67%) of the early female teenager responses greatly agreed or agreed, 11
(16%) and 36 (51%) respectively, 16 (23%) were indifferent. Thirty two (46%) of the late
male teenager responses greatly agreed or agreed, 7 (10%) and 25 (36%) respectively;
27 (39%) were indifferent. Of late female teenager responses, 32 {45%) responses

greatly agreed or agreed, 3 (4%) and 29 (41%) respectively; 29 (41%) were indifferent.
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TABLE 10 APPROPRIATE USE OF PHYSICAL APPEARANCE

Thai teenagers' attitudes toward the statement, "I think the use of physical

appearance in this commercial is appropriate.”

Greatly Greatly
No. Sex Agree Agree Indifferent | Disagree Disagree Total
1 |Early male teenagers 9 25 15 12 9 70
13% 36% 21% 17% 13% 100%
2 |Early female teenagers 17 35 13 4 1 70
24% 50% 19% 6% 1% 100%
3 |Late male taenagers 13 25 23 7 2 70
19% 38% 33% 10% 3% 100%
4 {lLate female teenagers 8 30 22 8 2 70
1% 43% 3N% 11% 3% 100%

Table 10 points out that of the early male teenager responses, 34 (49%) greatly

agreed or agreed with the appropriateness of using physical appearance in the 5

commercials; whereas 21 (30%) disagreed or greatly disagreed; and 15 (21%} were

indifferent. A majority (74%) of the early female teenager responses greatly agreed or

agreed, 17 (24%) and 35 (50%) respectively; 13 (19%) were indifferent. Of the late male

teenagers responses, 38 (55%) greatly agreed or agreed, 13 (19%) and 25 {36%)

respectively; 23 (33%) were indifferent. Thirty eight (54%) of the late female teenager

response greatly agreed or agreed, 8 (11%) and 30 (43%) respectively; 22 (31%) were

indifferent.
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TABLE 11 APPROPRIATE USE OF VOCALIC COMMUNICATION

Thai teenagers' atlitudes toward the statement, "I think the use of vocalic

communication in this commercial is appropriate.”

Greatly Greally
MNo. Sex Agree Agree Indiffarent | Disagree Disagree Total
1 |Early male teenagers 5 18 30 13 3 10
7% 27% 43% 19% 4% 100%
2 |Early female teenagers 1 32 19 8 0 70
16% 46% 27% 1% 0% 100%
3 |Late male teenagers 3 21 3 8 7 70
4% 30% 44% 1% 10% 100%
4 |Late female teenagers 5 18 34 13 o 70
7% 26% 45% 19% 0% 100%

Table 11 demonstrates the responses of the participants with regard to the
appropriateness of the use of vocalic communication in the 5 commercials. Of the early
male teenager group, 24 (34%) responses greatly agreed or agreed; while 16 {(23%)
disagreed or greatly disagreed; and 30 (43%) were indifferent. Forty three (62%) of
early female teenagers responses greatly agreed or agreed, 11 (15%) and 32 (46%)
respectively; and 19 (27%) were indifferent. Of the late male teenager group, 24 (34%})
responses greatly agreed or agreed; 15 (21%) disagreed or greatly disagreed; and a
majority (44%) of them were indifferent. Twenty three (33%) of late female teenager
responses greatly agreed or agreed; 13 (19%) disagree or greatly disagreed; and 34

(49%) were indifferent.
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TABLE 12 INAPPROPRIATE USE OF A SEX APPEAL STRATEGY

Thai teenagers' attitudes toward the statement, "I think this commercial shouid

not use a sex appeatl strategy.”

Greatly Greatly

No. Sex Agree Agrea Indifferent | Disagree Disagrea Total

1 |Early male teenagers 12 24 14 14 6 70
17% 34% 20% 20% 9% 100%

2 |Early female teenagers 12 15 29 12 2 70
17% 21% 41% 17% 3% 100%

3 |Late male teenagers 6 24 23 13 4 70
9% 34% 33% 19% 6% 100%

4 |Late female tesnagers 3 21 33 12 1 70
4% 30% 47% 17% 1% 100%

Table 12 shows that 36 (51%) of the early male teenager responses greatly
agreed or agreed that the 5 commercials should not use a sex appeal strategy, 12 (17%)
and 24 (34%) respectively; 20 (29%) disagree or greatly disagreed, 14 (20%) and 6 (9%)
respectively; and 14 (20%) were indifferent. Of the early female teenager group, 27
(38%) responses greatly agreed or agreed; 14 (20%) disagreed or greatly disagreed;
and 29 (41%) were indifferent. Thirty (43%) of the late male teenagers greatly agreed or
agreed; 17 (25%) disagreed or greatly disagreed,; and 23 (33%) were indifferent. Of the
late female teenager group, 24 (32%) responses greatly agreed or agreed; 33 (47%)

were indifferent and 13 (18%) disagreed or greatly disagreed.
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TABLE 13 SEX APPEAL STRATEGY GENERATES INTEREST

Thai teenagers' attitudes toward the statement, “The use of a sex appeal

strategy makes me interested in this commercial."

Greally Graally

No. Sex Agree Agres Indifferant | Disagree Disagreea Total

1 |Early male teenagers 8 15 24 18 5 70
1% 21% 34% 26% 7% 100%

2 |Early female teenagers 6 21 21 17 5 70
8% 0% 30% 24% % 100%

3 |Late male teenagers 11 17 31 10 1 70
16% 24% 44% 14% 1% 100%

4 |Late female teenagers 6 17 35 12 0 70
9% 24% 50% 17% 0% 100%

Table 13 shows that 23 (32%) of the early male teenager responses greatly
agreed or agreed that the use of a sex appeal strategy makes them interested in the 5
commercials, 11% and 21% respectively; 24 (34%) were indifferent to the statement; 23
(33%) disagreed or greatly disagreed. Of the early female teenager group, 27 (39%)
responses greatly agreed or agreed, 9% and 30% respectively; 21 (30%) were
indifferent; 22 (31%) disagreed or greatly disagreed. Twenty eight (40%) of the late
male teenager responses greatly agreed or agreed, 17% and 40% respectively; but 31
(44%) were indifferent. Twenty three of the late female teenager group responses
greatly agreed or agreed, 6 (9%) and 17 (24%) respectively; and 35 (50%) were

indifferent.



TABLE 14 SEX APPEAL STRATEGY NOT RELATED TO PRODUCT PURCHASE

39

Thai teenagers' attitudes toward the statement, "If this commercial did not use a

sex appeal strategy, | would still buy the product.”

Greatly Graatly
No. Sex Agree Agree Indifferant | Disagree | Disagree Total
1 |Early male teenagers 12 12 N 12 3 70
17% 17% 44% 17% 4% 100%
2 |Early female tesnagers 8 15 23 19 5 70
11% 21% 33% 27% 7% 100%
3 |Late male teenagers 3 10 49 7 1 70
4% 14% 70% 10% 1% 100%
4 |lLate female teanagers 4 7 48 7 4 70
6% 10% 69% 10% 6% 100%

Table 14 presents the responses of participants with regard to the notion that if

the 6 commercials did not use a sex appeal strategy, they would still buy the products.

Of the early male teenager group, 24 (34%) greatly agreed or agreed, 12 (17%) and 12

{17%) respectively; 31 (44%) were indifferent; 15 (21%) disagreed or greatly disagreed.

Twenty three (32%) of the carly female teenager responses greatly agreed or agreed, 8

(11%) and 15 (21%) respectively; but 23 (33%) were indifferent and 24 (34%) disagreed

or greatly disagreed. A large majority, 49 (70%) of the late male teenager responses

were indifferent to the statement; 13 (18%) greatly agreed or agreed. Eleven (16%) of

the late female teenager responses greatly agreed or agreed; but 48 (68%) were

indifferent and 11 (16%) disagreed or greatly disagreed.
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TABLE 15 SEX APPEAL STRATEGY RELATED TO PRODUCT PURCHASE

Thai teenagers' attitudes toward the statement, "If this commercial did not use a

sex appeal strategy, | would not buy the product.”

Greatly Greatly
No. Sex Agree Agres Indifferant | Disagree | Disagree Total
1 |Early male teenagers 4 13 39 9 5 70
6% 19% 56% 13% 7% 100%
2 |Early female teenagers 3 17 22 16 12 70
4% 24% 1% 23% 17% 100%
3 [Late male teenagers 1 10 45 13 1 70
1% 14% 64% 19% 1% 100%
4 |Late female teenagers 3 9 50 8 0 70
4% 13% 71% 11% 0% 100%

Table 15 points out that of the early male teenager responses, 17 (25%) greatly
agreed or agreed with the notion that if the 5 commercials did not use a sex appeal
strategy, they would not buy the products; whereas 14 (20%) disagreed or greatly
disagreed; and 39 (56%) were indifferent. A majority (40%) of the early female teenager
responses disagreed or greatly disagreed, 16 (23%) and 12 (17%) respectively; 22
{31%) were indifferent; and 20 (28%) agreed or greatly agreed. Of the late male
teenager group, 14 (20%) responses disagreed or greatly disagreed, 13 (19%) and 1
{1%) respectively; a majority (64%) were indifferent; and 11 (15%) agreed or greatly
agreed. Twelve (17%) of the late female teenager response greatly agreed or agreed, 3

(17%) and 9 {13%) respectively; 50 (71%) were indifferent.
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TABLE 16 SEX APPEAL STRATEGY & MEMORY ENHANCEMENT

Thai teenagers' attitudes toward the statement, "The use of a sex appeal strategy

helps me remember this commercial well."

Greatly Greatly
Na. Sex Agree Agree indifferent | Disagree Disagree Total
1 |Early male teanagers 6 20 30 10 4 70
9% 29% 43% 14% 6% 100%
2 |Early female leenagers 8 23 22 15 2 70
11% 33% 3% 21% 1% 100%
3  jlLate male tesnagers 8 21 K3 9 1 70
11% 30% 44% 13% 1% 100%
4 |Late female teenagers 7 25 26 12 0 70
10% 36% 7% 17% 0% 100%

Table 16 exhibits that 26 (38%) of the early male teenager responses greatly
agreed or agreed that the use of a sex appeal strategy helped them remember the 5
commercials well, 6 (9%) and 20 (29%) respectively; 30 (43%) were indifferent; and 14
(20%) disagreed or greatly disagree, 10 (14%) and 4 (6%) respectively. Thirty one (44%])
of the early female teenager responses greatly agreed or agreed, 8 (11%) and 23 (33%)
respectively; 17 (24%) disagreed or greatly disagree; and 22 (31%) were indifferent.
Twenty nine (41%) of late male teenager responses greatly agreed or agreed, 8 (11%)
and 21 (30%) respectively; 31 (44%) were indifferent. Of the late female teenager
responses, 32 (46%) greatly agreed or agreed, 7 (10%) and 25 (36%) respectively; 26

(37%) were indifferent; and 12 (17%) disagreed with the statement.
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Part 2 of the questionnaire asked 5 questions about the respondents’ attitudes

toward the use of nonverbal communication associated with sex appeal strategies used

in the 5 TV commercials. The findings are presented in tables 17 to 21 and discussed

below.

TABLE 17 NONVERBAL COMMUNICATION MOST ASSOCIATED WITH SEX

APPEAL STRATEGIES

Thai teenagers’ attitudes toward the question, “Which type of nonverbal

communication is the most associated with the sex appeal strategies in this

commercial?"

Facial Eve Body Space Touch Physical Vocalic Total
No. Sex Expression |Communication] Movement | Communication | Communication] Appearance | Communication
1 {Early male teenagers 1 15 33 0 10 1 0 70
16% 21% 47% 0% 14% 1% 0% 100%
2 |Earty female teenagers 20 18 19 0 g 4 0 70
29% 2% 21% 0% 13% B% 0% 100%
3 |Late male teenagers 12 9 30 1 3 14 1 70
17% 13% 43% 1% 4% 20% 1% 100%
4 |Late female teenagers 15 1" 30 Q 6 8 0 70
21% 16% 43% 0% 9% 11% 0% 100%

Table 17 presents the responses of the participants with regard to the type of

nonverbal communication which was the most associated with the sex appeal strategies

in the 5 commercials. Of the early male teenager group, the responses were body

movement, eye communication, and facial expression; 33 (47%), 15 (21%), and 11(16%)

respectively. The responses of the early female teenager group were facial expression,

body movement, and eye communication; 20 (29%), 19 (27%), and 18 (26%)
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respectively. The late male teenagers responded body movement, physical
appearance, and facial expression; 30 (43%), 14 (20%), and 12 (17%) respectively. The
late female teenagers responded body movement, facial expression, and eye

communication; 30 (43%), 15 (21%), and 11 (16%) respectively.

TABLE 18 NONVERBAL COMMUNICATION MOST ASSOCIATED WITH SEX

APPEAL STRATEGIES
Thai teenagers' attitudes toward the question, "Which type of nonverbal

communication is the least associated commercial?”

Facial Eye Body Space Touch Physical Vocalic Torat
No. Sex Expression | Communicaion} Movermnent | Communication Communication} Appearance {Communication
1 | Early male teenagers 8 9 6 12 9 8 18 70
11% 13% % 17% 13% 11% 6% 100%
2 [Eary female teenagers 3 2 8 9 2 7 19 0
4% IN% 1% 13% 1% 10% 27% 100%
3 | Late male teenagers 10 15 5 16 2 7 15 70
14% 0.21 7% 23% 3% 10% 21% 100%
4 | Late female teenagers 5 10 8 12 7 1" 17 70
1% 14% 11 17% 10% 16% 24% pmed 10055

Table 18 shows the responses of the participants with regard to the type of
nonverbal communication which is the least assaciated with the sex appeal strategies in
the 5 commercials. Of the early male teenager group, vocalic communication, space
communication, and eye and touch communication were the least; 18 (26%), 12 (17%),
and 9 (13%), 9 (13%) reépectively. The early female teenager responses were eye
communication, vocalic communication, and space communication; 22 (31%), 19 {27%),

and 9 (13%) respectively. The late male teenager group chose space communication,



44
vocalic and eye communication, and facial expression; 16 (23%), 15 (21%) and 15
(21%), 10 (14%) respectively. The late female teenagers responded vocalic
communication, space communication, and physical appearance; 17 (24%), 12 (17%),

and 11 (16%) respectively.

TABLE 19 STIMULATING NONVERBAL COMMUNICATION
Thai teenagers' attitudes toward the question, "Which type of nonverbal

communication stimulates you to watch this commercial?"

Facial Eve Body Space Touch Physical Vacalic Total
No. Sex Expression | Communication]  Movement | Communication | Communication] Appearance | Communication
1 |Early mate teenagers 8 17 22 5 g 9 0 70
1% 24% 31% % 13% 13% 0% 100%
2 |Early female teenagers 15 4 28 1 14 8 0 70
21% 6% 40% 1% 20% 1% 0% 100%
3 [Late male teenagers 12 8 a0 1 5 12 2 70
17% 0.11 43% 1% 7% 17% 3% 100%
4 |Late female teenagers 18 13 21 3 7 11 u] 70
21% 19% 0% 4% 108 16% 0% JO0%e,

Table 19 indicates the type of nonverbal communication which stimulates the
participants to watch the 5 commercials. Of the early male teenager group, the
responses were body movement, eye communication, and touch communication and
physical appearance; 22 (31%), 17 (24%), and 9 (13%), 9 {13%) respectively. The early
female teenager responses were body movement, facial expression, and touch
communication; 28(40%), 15 (21%) and 14 (20%) respectively. The group of late male
teenagers responded body movement, facial expression and physical appearance, and

eye communication; 30 (43%), 12 (17%) and 12 {17%), and 8 (11%) respectively. The
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responses of the late female teenagers were body movement, facial expression, and

eye communication; 21 (30%), 15 (21%), and 13 (19%]} respectively.

TABLE 20 MOST INTEREST NONVERBAL COMMUNICATION

Thai teenagers' attitudes toward the question, "Which type of nonverbal

communication is the most interesting {o observe?”

Facial Eve Body Spaca Touch . Physical Vocalic Total
No. Sex Exprossion | Communication]  Movemeant | Communication | Communication) Appearance | Communication

1 | Earty male teenagers 7 11l 29 5 7 1 0 70
10% 16% 41% 7% 10% 168% 0% 100%

2 | Early female teenagers 20 7 2 5 9 7 0 70
29% 10% 1% 7% 13% 10% 0% 100%

3 [Late male teenagers 12 9 27 2 4 15 1 70
17% 0.13 3% 3% 6% 21% 1% 100%

4 ]Late female teenagers 14 12 2 4 7 11 0 70
20% 17% 3% 6% 10% 16% A 100%

Table 20 shows the type of nonverbal communication which the participants

were most interested to observe. The early male teenager responsas were body

movement, eye communication and physical appearance, and facial expression and

touch communication; 29 (41%), 11 (16%) and 11 (16%), and 7 {10%) and 7 {10%)

respectively. The early female teenager group responded body movement, facial

expression, and touch communication; 22 (31%), 20 (28%), and 9 (13%) respectively.

The respanses of the late male teenagers were body movement, physical appearance,

and facial expression; 27 (39%), 15 (21%), and 12 (17%) respectively. Of the late

female teenager group, the responses were body movement, facial expression, and eye

communication; 22 (31%), 14 (20%), and 12 {17%) respectively.
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TABLE 21 LEAST INTERESTING NONVERBAL COMMUNICATION
Thai teenagers’ attitudes toward the question, "Which type of nonverbal

communication is the least interesting to observe?”

Facial Evw Body Space Toxch Physical Vocalic Total
No. Sex Exprossion | Communication Movement Communication | Communication| Appearance | Communicaton
1 |Eary male teenagers 15 5 4 17 20 4 5 1
21% % 8% 24% 20% 6% 7% 100%
2 |Early female teenagers 6 7 8 2 16 9 4 70
% 10% 11% 29% 23% 13% 6% 100%
3 jlLate male teenagers B 12 12 ] 1 6 13 70
9% 017 17% 29% 1% % 15% 100%
4 |Late female teenagers 4 5 12 18 7 B 16 70
8% L 1/% 252 10% 11% % 100%,

Table 21 presents the responses of the participants with regard to the type of
nonverbal communication which were the least interesting to observe. The early male
teenager group responded touch communication, space communication, and facial
expression; 20 (29%), 17 (24%), and 15 (21%) respectively. The responses of the early
female teenagers were space communication, touch communication, and physical
communication; 20 (29%), 16 (23%), and 9 (13%) respectively. The late male teenager
group responded space communication, vocalic communication, and eye
communication and body movement; 20 (29%), 13 (19%), and 12 (17%), 12 (17%)
respectively. The {ate female teenager group responded space communication, vocalic

communication, and body movement; 18 (26%), 16 (23%), and 12 {17%) respectively.

In short, Section 1 indicates that most teenagers have quite similar attitudes

towards the use of nonverbal communication associated with sex appeal in TV
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commercials. Moreover, the use of a sex appeal strategy does not affect most
teenagers’ intention to buy, except the early female teenagers. They disagreed or
greatly disagreed with the statement that if this commercial did not use a sex appeal
strategy, théy would not buy the product. Finally, the use of a sex appeal strategy
helped the female teenagers remember the commercials well, while the male teenagers

were indifferent.

Section 2: Findings from interview question summaries

The interview question asked the respondents for the most important way that
commercials with a sex appeal strategy affected them. Their responses will lead to the
answer to researcher question number 2. The responses of each of the subgroups were

translated from Thai to English and are presented below.

Early male teenagers

Group 1

They feit a few sexual urges because the sexy pictures made them imagine the
next scenes. However, they did not want to have sex. They realized that they were still
young. Moreover, they were afraid of being infected by AIDS. For some commercials,
they wanted to try the products. They thought the products might make them look better

though they were women's products.
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Group 2
They wanted to have girlfriends as beautiful as the presenters. They liked
watching sexy commercials and wanted to try the products. The styles of clothes of the
presenters (both men and women) looked good. When they saw the sexy commercials,

they had some sexual urges.

Early female teenagers

Group 1

Some commercial images with a sex appeal strategy made them have a few
sexual urges. When they saw the female presenters, they thought that they were really
perfect. They wanted to have beautiful and smooth hair; pale and smooth skin, slim
bodies, and nice lips like the presenters and wanted to dress up like them as well. They
thought it looked fashionable, sexy and cute. Sometimes, they wanted to try the

products. They hoped the products could make them look better.

Group 2

After watching the commercials, they wanted to try the products. They wanted
to have beautiful bodies like the presenters. They were very attractive. They also liked
the dress styles of the presenters. However, they did not dare to ware some of the
clothes because they saw lots of news about rapes. They did not have sexual urges

when they saw the sexy commercials.
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Late male teenagers

Group 1

They really loved to see the commerciais that used a sex appeal strategy. They
made them feel “horny”. However, they were just commercials. They thought that
looking at real girls was better. They wanted to touch and test whether the girl's skin
was smooth. Also, they wanted to try BACARDI. It seemed that men who drank
BACARDI were charming and could catch the eyes of women. They wanted girls who
dressed up like in the commercials. The style of clothing was sexy and pretty. They

liked it. Finally, they wanted to have girlfriends as beautiful as the female presenters.

Group 2

They were a little bit *horny”. They thought that sexy commercials attracted their
attention. However, they did not think the products could make them look better.
Therefore, they did not want to try the products. They did not like some commercials for
example, SUNSILK. It was a hair care product but the picture in the commercial
showed the girl's underwear. They did not see any connection between hair and

underwear.,
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Late female teenagers
Group 1

Some commercials caused them to feel slight sexual urges. They wanted to
dress like the presenters. They thought sexy clothes could attract others' attentions,
boys would look at them and giris would think that they were fashionable. However, they
were sometimes scared of crime. They wanted to try the products. They thought the
products might make them iook better. Eventually, they wanted to have a boyfriend as

“cool” as the male presenters.

Group 2

They did not have any sexual urges because of the commercials. They did not
like the SUNSILK commercial. They wondered what the product producer wanted to sell,
shampoo or underwear. 1t was really inappropriate. For other commercials, they were
acceptable. They were interested in buying some products, though they were not sure
that the products would make them look better. They liked the presenters and wanted to
have good figures like them. They were very attractive. However, they did not want to
wear clothes like them. It was too risky. They feared it could cause a crime. They did not

want other girls to wear clothes like them either.
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Section 2 shows thal all teenagers except some female teenagers, both early
and late, felt sexual urges. Except for some of the late male teenagers, most leenagers
wanted to try the products. Early teenagers believed that the products wouid heip them
look better than the late teenagers. Only late male teenagers did not want to dress like
the presenters. Most of the teenagers wanted to have boyfriends/girlfriends as good
looking as the presenters. Early male teenagers were worried about AIDS infection.

Some teenagers were concerned about crime.

A discussion on the findings and conclusions are presented in Chapter 5.



CHAPTER 5

CONCLUSIONS AND DISCUSSION

In this chapter, conclusions and a discussion of the findings are presented.

Finally, recommendations for further study are offered.

Conclusions

Below, conclusions and discussion are focused on each of the two research

questions.

Research Question 1: What are Thai teenagers' attitudes toward nonverbal

communication associated with sex appeal in TV commercials?

The findings of this research show that most of the teenagers included in this

study realized that the TV commercials used a sex appeal strategy. The attitudes of the

early teenagers of both sexes were that using a sex appeal strategy in these

commercials was appropriate, while the late teenagers were indifferent. It appeared

that the female teenagers liked these commercials more than the males. The male

teenagers thought that these commercials should not use a sex appeal strategy.

However, a sex appeal strategy seemed to generate male teenagers' interest, especially

the late male teenagers, more than the late female teenagers.
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The early teenagers, both male and female, thought that facial expression, eye
communication, and space communication in these commercials were used
appropriately. While the late teenagers thought that body movements were appropriate.

It seemed that the use of a sex appeal strateqgy was not related to the intention to
buy a product in the late teenagers’ and early male teenagers. Only early female
teenagers believed that even if the commercials did not use a sex appeal strategy, they
would still buy the products.

It appeared that the sex appeal strategy made the female teenagers remember
the commercials better than the male teenagers. The late teenagers remembered the
commercials better than the early teenagers.

The teenagers, except the early female teenagers, felt that body movement was
cbviously used most in a sex appeal strategy. The early female teenagers thought that
facial expressions were too. Al of the teenagers agreed that a sex appeal strategy used
in these commercials did not focus on vocalic communication. This maybe because the
advertisers avoided using a sexy voice which would be looked at in 2 ways: it could be
seen as either embarrassing or interesting. If the audience believed the sexy voice was
embarréssing. there would be a negative impact on the image of the product.

The teenagers also agreed that body movement stimulated them the most to
watch the commercials. Second in importance were facial expressions and eye
communication. Moreover, there was a consensus that body movement was the most

interesting type of nonverbal communication to observe. The type of nonverbal



communication that was the least interesting for the teenagers to observe was space
communication. Therefore, if the target group of the advertisers was teenagers, they
should focus on using body movement most.

From the interview question, the late teenagers of both sexes seemed to have
negative comments about the hair care product commercials that showed the
presenter's underwear. Advertiser should be aware of using an inappropriate sex

appeal because it may cause a negative attitude toward the product.

Research Question 2: What effects do TV commercials using a sex appeal

strategy have on Thai teenagers?

The interviews showed that the male teenagers were much more influenced by
physical aspects of the sexy commercials than were the females. They had sexual
urges. However, the early male teenagers did not want to have real sex, while the late
teenagers seemed o be more aroused. They wanted to touch and feel the girl's skin,
which is the initial level of sexual feelings. The early male teenagers were more
concerned about health than the late male teenagers. They worried about AIDS
infection.

The presenter was assumed by all teenage groups to be an idol. The male
teenagers wanted their girlfriends to imitate the presenter's styles of dressing and look

as good as them. Though, the female teenagers liked the clothes styles of the

54
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presenters, they did not want to wear the clothes. They were afraid of rape or other
crime because sometimes the clothes were too sexy.

The female teenagers wanted to have figures like the presenters’. This maybe
because théy were convinced that good figures should be like the presenters’. The
pictures of the girls in the commercials were always attractive. Therefore, the body and
appearance of the presenters were automatically seen by the teenagers to be standards
for judging who or what was attracltive.

The early teenagers wanted 1o try the products. They thought the products
might help them look better. The late teenagers did not want to try the products. They

did not betieve everything in the commercials.

In short, with the large number of teenagers on the cusp of becoming young
adults, their beliefs, attitudes, and behaviors will affect the marketplace. In this research,
it was found that using a sex appeal strategy in the commercials aitracted the
teenagers’ attention. The strategy received a positive response from the early teenagers,
especially the early female teenagers. Overall the attitudes of the teenagers toward the
use of a sex appeal strategy in TV commercials was positive, not offended or
embarrassed, the teenagers were aware of the inappropriate use of the strategy as was
the case were underwear was shown in a hair care commercial. Advertisers should be
careful not to over use or misuse a sex appeal strategy. Teenagers are open to the use

of a sex appeal strategy, but advertisers should consider using nonverbal
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communication associated only with an appropriate sex appeal strategy in order to

connect with teenagers effectively.

Recommendations for Further Study
The researcher would iike the recommend further study in the following related
areas:

1. The attitudes of other target consumer groups, for example, working persons or
retired persons, toward TV commercials using a sex appeal strategy as weli as
other kinds of advertising strategies, such as humor, nostalgia, warmth, or
sentimental appeal.

2. The attitudes mentioned in No.1 above, but applied in other media, such as,

radio, magazines, and brochures.

The above recommended studies could help advertisers and product owners
better understand the purchasing attitudes and styles of different groups of consumers
in various ways. These studies would also contribute to the awareness of different target
consumer groups with regard to how they may be manipulated by advertisers using

different strategies.
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APPENDIX A

The 5 TV Commercials Collected from Channels 3 and 7 between 8.20 p.m. and 10.15

p.m. from 1% to 31" August 2004,



BACARDI




CITRA




POND'S




SUNSILK
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APPENDIX B

Advertising Costs on Channeis 3 and 7 in August 2004.
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APPENDIX C

Questionnaire and Interview Question



Appendix C

Questionnaire and Interview Question

Questionnire
Group: Commercial:
Part 1
Greatly Greatly
No. Statements Agree | Agree |Indifferent| Disagree Disagree

[k commercaluses s sex sppeatsaogy. o ,

2 |l ihink a sex appeal sl?tegy is appropnate |'c:f this commercial. N )
_ 3 |ilike !his“comrnercial o B ‘
(1 |[thinkihe use offacial expiession in his commercialis appropriste. B IR N I S L
|5 |liinkine vse of eye commymication i ths commerctal s appropiate. - f ] B I R

6|l ninkthe se of bady movement in this commercia!is appropriate. : ) S

7_flinmiihe use of space communication i this commercial s appropiole. o
_ & ]!thinkihe use oftouch communication in his commercial s appropriate. _ _ S

8 il hink the use of physica?l appearance in this commercial is appropriale.

10 {1 think lh? use of vF)CfaIfc communicalion in this commercial ?s appropiiate. i B

11} think this commercial sho_L‘)chl not use a“sex appeal strateqy.
;2 The use of a sex appfai straleg\{T?E,inﬁg in(e:esled _in lf\is commercial. )

13 Hf this commercial did nof use ars_r_sx appe_-e_ll_ _stralegy, I would still buy the product.

14 tf this commercial did ngl us_e_a_ iex_appﬁalfsim‘te‘gy, Iwoul_d M buy the pmduci .

15 [The use of a sex appeat siralegy helps me remember this commercial well.
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After the respondents in each subgroup finished one questionnaire for each of the 5
commercials, the interview questlion below was asked with regard to all 5 TV commercials

using a sex appeal slrateqy.

Interview Question

- What is the most important way that commercials with a sex appeal strategy affects you?
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Quick.

This study attempits to discover the attitudes of Thai teenagers toward nonverbal
communication associated with the use of sex appeal in TV commercials and how the
commercials affect the behaviors of Thai teenagers.

Five prime time television commercials using a sex appeal strategy were video
taped and shown to 56 Thai teenage respondents between 13 and 19 years of age.
This was then followed by a questionnaire and an interview question.

The results of the study revealed that the teenage respondents had open and
positive attitudes toward the use of a sex appeal strategy, but the use of such an
advertising strategy does not affect the purchasing decisions of most teenagers. The
teenagers felt that the nonverbal communication associated with a sex appeal strategy
used in the sample commercials was appropriate and acceptable. However, they
reacted negatively when they felt a sex appeal strategy was being used inappropriately.
The older male respondents were somewhat aroused by the commercials and all male

respondents wanted their girlfriends to look like the ad presenters. The female



respondents wanted to look like the ad presenters, but were concerned that some of the

clothes were too sexy and wearing them could heightened the risk of rape or other crime.
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