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THE COMPARATIVE STUDY OF CONSUMER RESPONSES TO
TELEVISION ADVERTISING AND LEAFLET ADVERTISING IN
FAST FOOD BUSINESS, BANGKOK METROPOLITAN AREA
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Abstract - The objectives of this study were to (1) to explore
the response from television’s advertisement (2) to explore
the response from leaflet advertisement (3) to compare the
response between television’s advertisement and leaflet
advertisement.

The research sample consisted of the customers living in
Bangkok and saw the fast food’s advertisement from
television and leaflet. The research instrument was
questionnaire which was checked the content validity and
reliability from 400 customers. Pair t-test, Independent t-
test, and ANOVA were used to analyze the quantitative
data.

The research findings were as follows: In the television’s
advertisement, customers got the highest response rate to
the attracting attention. In the hand bill’s advertisement,
customers got the highest response rate to the interested in

content. The personal factors responding to both media
types, male with 13-35 years got better response rate in
every section than other group.

Keywords - Factors responding.
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