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Abstract

 The ob ectives of this research are firstly to study the advertising 

perception via TV commercials in terms of Sara  brand and Tylenol

brand, in order to investigate the medicine quality and the purchasing

decision towards consumers  perception, by using focus group. The second 

ob ective is to study the advertising perception towards attitudes and behaviors 

on Paracetamol consumption of consumers in Bangkok, by using the survey 

research with 400 respondents in the Bangkok Metropolis.

 The focus group s result revealed that most of them perceived that 

Tylenol  has more quality and is more potent than Sara  in terms of cold 

relief. However, they perceived that Sara  is suited for a headache and

normal pain. Moreover, they remembered Sara  TV commercial better than

that of Tylenol  in terms of advertising contents: i.e. slogans, packaging

colors and brand ambassadors. The research found that people who the most 

influenced decision making on Paracetamol brands were family and Pharmacist. 

*       
          
 1        1 3   
 -      
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The participants considered buying Paracetamol based on brand awareness, 

brand reputation, and credibility of the product. Most of the samples know Sara 

and Tylenol better than the other brands.

 The research shows that se  is no significantly correlated with

consumer perceptions to Paracetamol consumption behaviors. On the other

hand, education is significantly correlated with consumer perceptions to 

Paracetamol consumption behaviors at the 0.05 level. Advertising Perception 

has low partial correlations with attitudes and behaviors on Paracetamol 

consumption of consumers at the 0.01 level.

Advertising Perception, Attitudes, Behaviors, Buyer s Decision Process 
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