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Advertising Perception towards Attitudes and
Behaviors on Paracetamol Consumption of
Consumers in Bangkok Metropolitan

Chuensumon Bunnag*

Abstract

The objectives 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
objective is to study the advertising perception towards attitudes and bebaviors
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 “Sava” TV commercial better than
that of “Iylenol” 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.
\_ J

* Assistant Professor, Mass Communication Technology Department,
Faculty of Business and Administration, Mahanakorn University of Technology
140 Chuemsumphan Road, Kratumrai, Nong Chock, Bangkok, 10530, THAILAND.

E-mail: chuensumonb@gmail.com
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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 sex is no significantly correlated with
consumer perceptions to Paracetamol consumption bebaviors. 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 bebhaviors on Paracetamol

consumption of consumers at the 0.01 level.

Keywords: Advertising Perception, Attitudes, Bebaviors, Buyer’s Decision Process
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NANFIDE1 " . " . n . o . .,
FIN MUY Forineumiele HnAnwUY HnAnwIE9
Usztanaunu
m3sinaulate dlnnjaznaui |dwlunjazneuin [dwlvaineudn  |dwluajnoudn
afipgwmEInNea | Induea Wil [Induea wanzde [lnfusa dauides [lndusa
gvioluu feNUagpgAn1s  |aztanndIniwdng |Aeudnunn
L&y AutipyaznouIn
LI BWTITBIIN
Walvajndn foy
Wnadodonule
waAnysmdonate |adaulnajezmoudn |dmling 2zl [ dawlunjazneud [dwuluajazidon
Anaztodiioin  |avtadviowinid [ineldendviolm [liwdendoneld |mnazenlilé
TunSastollyin 9NN weRe |fidnasRnuanden |B%odn wazer  [1enzavindieluu
Frazuuziinlum mendiethnszd | Snudlndusa | Fvnuudilinne
WNDANIN aniuindnendiie |19 W 91992 |z ubve lvsifiugg
wazaulvajAnd |shilsiffeziendiie|ase wusudss o [ndnhimas Wi
Tawanfdnls  |Bu M Garaenlsi fuanUszsuRau
faaulatowannz |dautdoonoudn | nawnumilE udmulndusa
WUSUARY o ud | 9<lsitdaneniian s eaznunDa-
arnsalivaunu |a3nnagAnsInde auawiiae Talaan
il wsziundala azasuluidimn
el wazAndngve i
MUNAWNUTULE
ANARALTIUAD dnlnpovdn  |dwlneimeudn | dwlnjazneuin |dwlvajnouinld
Tnwangu3n iaulafianly  |a$enisensildd [seundifuees  |ansfinauled
mauazinudasn Ltazﬁﬂﬁﬂuﬁﬁn’j'} ﬁﬂiﬁ@ihlﬁiaﬁa voUFYAFUNY WO
fusrinuw o 8 [sweenandeld [ wszawnusy  |fuvsy Aeaals 9
lanslawan [vilfiausdonsn |Fonuas sou  [Idsousdlusan
Husautingusn |Axndi alawnufidn 3l mwda
19 9 I Yaavia tdonan3n [ e mnvinli
o lallguen Snuansiean
pzlstaguandue giiadu o fAiluslam
YR WAFITNALLE

21S5aSWAJUUSINSANGNS

UR 56 auuf 1/2559



Buaua uuuA

A3 1: HANSEUNUINGH (Focus Group) (6id)

NaNAIDE o . o . Q . . _
AU AL gyivundy | dndnwune Hindnymie
=3
Usziauaunun
ATNARLTAUGD dawlvnjuandy  |dwlungjuani  |[dawluameudnla [daulvg) neud

lawonenndusa  [ediuiossn  |waazdaléiting we [l3TnnSimunes |Winlasontioy us
FdlomldlEias |asduaniuwusud | slauanlfnes | fnand veunsei
u o glillanwiu [WSeyalnelsidn  |vandndlsls
Flfolnduea [Induss w

LTl

#UN 2 Han15IYLBIUTHI
é’nwmzﬁﬂﬂmmé’mvLmuaa‘umu

néjuﬁhash\a 400 auuntiatdunde 267 AU (68.8%) wazang 133 AL (33.3%) ﬂmq
32U 13-70 TJLLazﬁmqmﬁ'ﬂﬁ 21 U dwlnajfinsfnagluszivisen@nunouane
172 Ay (43.0%) dulnajiduiinBewindnu 301 Au (75.3%) wazdwluajiseldsaiou
AN 5,000 N 1991 258 AL (64.5%) waslifonnsuiiensiuau 380 A (95.0%) waziiie
fonsfuthe dulnajazsnnauaslaglilden wu weurndew dauau 216 AW (54.0%)
wazAzUBNEINNFIBSIsATULNFuNIRD MUz Tasld S 150 Au (37.5%) waslusioen
MUz N lasUBNTDN SN 124 AN (31%) waslUwusnndiaain s 123
A (30.8%)

nﬁ%’uﬁtﬁmﬁ"umwﬁ'\ LERNHDA

1 "a’mqﬂizﬁ\aﬁn'ﬁisifm ﬁfaiﬂwqjmandﬁuﬂaxmummmwmmmﬁamimqmmi
Yaafsee 31191 370 (92.5%) 599adHT A UITWNIBNTaAk 31191 298 S (74.5%)
WAZUSIINIBNMITHN §100U 94 AU (23.5%) UnAipes N nesiuau 61 Ay (15.3%)
YaaUszatmoun 56(14.0%)

2) Bnaldfeuazuuinen dulnaineudn JUUTEMUETWITUBANDATIUIUN 2 iR
Tuwsazads S1uau 259 AW (64.8%) way 136 AW (34.0%) Nuswau 1 fasends was
a"auslmg%mmdﬁmi%fuﬂizmuﬂ'wmﬁ’u 4-6 VN. mnﬁqﬂfﬁ"\mu 277 AU (69.3%) way
Wi 6-8 UH. 1 64 AW (16.0%) wazVTUDfDINITT N 19 AY (3.5%) wazmelu
1 Fulimsmugamsanea kv Sfiﬁéifmimgaﬁmu 196 AX (49.0%) LMDV
Tsipsmuin 6 Wiasa e was 311 90 AU (22.5%) MU kHAIIWAY 8 WHaka I
wazsMIUN 71 A (17.8%) meaudn Linsudiasassulssmuifiase T
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AR 500 HafdNSH wazdnuwIu 32 AU (8.0%) MU Huunm 325 Radnsnsawfin wa

upna il ngniagamlnajimm 228 A (57.0%) 9znoUT WNALTINTIRINDA

U 21 AU (5.3%) AU Huwa 1,000 RadnsnsaLin

3) wadhaeslunslden ngniegamlnajduam 168 au (42.0%) nouieaide
YDINIFFUUTZNUITNITNBANDANINIUIUIHRYADU hazd 1w 115 AU (28.8%) Uan

o

FfAALA hazdu 45 AU (11.3%) vanivinldinensrauldsBou

NAUARLAZWHANIINNIZUUIEN UG NITNLAINDA

A3 2: amqﬁﬁ’mﬁﬂasﬁaaﬁmmwmuaa (maulAnInnin 1 4is)

mmmﬁﬁﬂﬁﬂasﬁammmwmuaa Fuu (Wastbiud)
Wuenadlnyyszaiou 229 AU (74.8)
A2AIN %@md’mﬁm’m@gjﬁ"ﬂﬂ 283 AU (70.8%)
dWunsldipussmnannisiaunwuwnmeg 154 AU (38.5%)
BoudawmnsaldlEiunans 4 93 117 @AY (29.3%)
Wnenfiliidusunse 52 Au (13.11%)

A5 90 3: aaunnvinusingsswismnea (nauldninnda 1 dia)

souiiivinusindog s unnea . (Wosidus)
Snnegniily 322 AU (80.5%)
7-11 126 AU (31.5%)
Swnadnly Big C 23 AY (5.8%)
Fine 19 AU (4.8%)
$wngenlu Tesco Lotus 17a% (4.3%)

ATNN 4 ARANLEBNTRIINITIBANDA NFEyYvia (mauldnnndn 1 dia)

mLwﬁgﬁtﬁans‘l&i’aﬂ'}mmwmuaa ﬁ‘ssq‘ﬁ'ﬁa T (Wastius)
weliudlinaifetolivioniFos o 218 A (54.5%)
aniinluasauniali 205 AU (51.3%)
Sungguuziin 100 AL (26.3%)
auweNUas oGl 73 Aw (18.3%)
AN BN 70 AW (17.6%)
Winausuldiudldnanseldnm 25 AU (6.3%)
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A5 5: NAUARNLADNTDYINITILBATNDA

dpAH Winie | Winshe | wWiugae | Lidiu | idiuge |Aneds | wana
pgdu | W |Urunan| #oe 981989 | (Mean)

1. vinusinaztiadoen 86 181 110 16 7 3.8075 | \fiusiag
WIS LaNe AT (21.5%) | (45.3%) | (27.5%) | (4.0%) | (1.8%) HMN
Findluipgnanaane

2. YINUANAETNIUSINIT- 62 164 126 36 12 3.5700 | wiusae
WwaNaa Wetlous | (15.5%) |(41.0%) | (31.5%) | (9.0%) |  (3.0%) HIN
DINVILEND

3. yinsTnaziine - 84 189 108 15 4 3.8350 | Wiusie
LIRINDA Lﬁﬁ)LﬁﬂEﬂﬂ’ﬁ (21%) |(47.3%)| (27.0%) | (3.8%) (1%) NN

4. WINFUUIZNIULN 173 135 77 10 5 41525 | wiuAag
WITWBANNDAKA (43.3%) [ (33.8%) | (19.3%) | (2.5%) | (1.3%) NN
amslanian
vinudulunuunwng

5. viaudnazsuRaINgn 152 146 88 9 5 4.0775 | W29
oA AauynASeion | (38.0%) | (36.5%)| (22.09%) | (2.3%) | (1.3%) NN
Suuszmuen

6. ﬁ/i'mai’m]zs’f'?amwﬁ’]- 102 179 100 16 3 3.9025 | wiusiag
FIRNDARINATMUZYN | (25.5%) | (44.8%) | (25.0%) | (4.0%) |  (8.0%) NN
YDILNFVNT

7. nETnazne I 168 164 59 9 n/a 42275 | W29
waNea esRuLTu | (42.0%) | (41.0%) | (14.8%) | (2.3%) aguda
gnandnyUIzINTu

8. WNANAYIRNAGD 62 128 131 55 24 3.3725 | wiusiay
n’mﬁan%aznéumvi'm (15.5%) [(32.0%) | (32.8%) |(13.8%)| (6.0%) NN

upNaNi nejuﬁ%asim&iwi%wjﬁﬂu%u 347 AU (86.8%) MU tAglfiewisnnea
D130 waTIBYAINIEIMIU 282 AN (70.5%) naudn weldindusa wazdiuau 279 Au (69.8%)
wglfnnswnnea 500 wazdnwau 100 A (25%) naudn reldmisiual wazTgFAI LI
53 AW (13.3%) waeldEanngni
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n’rs%fuifﬂlh'aa'mﬁsnﬁ’ufmmu']snmsﬁ LERNINDA

wudn nawsegsdmlunisiun 254 au (63.5%) maudn LHSuAnEiieatuen
PWITUBAINDAINLNTUNT A=W 213 AU (53.3%) ROV IINRAINYNIDLDNETNNNTUYN
LAY 182 AU (45.5%) MU INLNNE

wanand daulwnjsiuau 371 Au (92.8%) AeUd tAEFUBNINEINETWITINDA
ndalnavicl s9auHNs A 80 AU (20%) ABUFN ANTINga1T 79 AW (19.8%) waduIu
67 AU (16.8%) MU mn?ia"‘mq sﬁﬂnéjﬂﬁaaﬂwmﬂmﬁqmu 124 AY (31.0%) TWULRY
Tsane s ammeali 1 SUaiszanm 34 A% wazunu o ASs (12 ASesedUn) S1uau
108 AW (27.0%) uarwuwiuiaunniu (5-6 ASeradUA) S1uam 90 AU (22.5%)
Tngaaulnaidmau 260 au (65.0%) aevdn dayadldsuanluwangiendsds dodve
WAZIIMIU 238 AU (59.5%) AOUI @TTWAMYY KAZIUIU 191 AU (47.8%) AU Hasaen
@oasiny n9en: waalWsy, WITEsIHeR)
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13NN 6: ﬂ’ﬁﬁ]ﬂé’ﬁﬂﬂiﬂﬂ‘c’l’]ﬂ’]i’] FEAIND A

o & v & v & v - P B v ' =]
14pAN Winiae | Wiuaae | wWiudae | Liviu [liviuse|duede| wana
g8y | HIN  [Uunan| A28 | 981989 |(Mean)

1. ﬂ']‘iI?le’]EJ’]W']‘S']LGUﬁI']NBﬂ 107 204 84 4 1 4.0300 Lﬁuﬁ?ﬂ
fewddylunisand | (26.8%) [ (51.09%) | (21.0%) | (1.0%) | (0.3%) HN
Foeupevinu

2. SpfFeanlawananell | 81 200 106 11 2 3.8675 | iughe
Vinudaniinen (20.3%) | (50.0%) | (26.5%) | (2.8%) | (0.5%) HIN
WIS Nea LTy

3. WINTHYUNTNIT- 54 130 156 4 18 | 3.4000 | fiuge
wpnpanu 14 A (13.5%) | (32.5%) | (39.0%) | (10.5%) | (4.5%) Uunang
vieyanafivoLdos

N NTJunifumesazvinli
andoenliidungnd

4. uazidenitpew- 48 133 131 58 30 3.2775 | winkiag
LINNDAINTDUUTUG (12%) |(33.3%) | (32.8%) | (14.5%) | (7.5%) UuNang
%A wnndn a0y
VDI

5. AfauININYNYN 119 173 84 18 6 3.9525 | Wiusing
ﬁqifﬁqugﬁqﬁumswsmae (29.8%) | (43.3%) | (21.0%) | (4.5%) | (1.5%) HIN
it

6. vimuganwalafiasswamen | 89 184 112 12 3 3.8600 | tinse
ANNlHYN LU (22.3%) | (46.0%) | (28%) | (3.0%) | (0.8%) HIN

“IHiszAeLinanszinng
213" e lvivinuiden
BEMITNIEND A b
$rea

NINATDUANNRF U

D wiAliRand@wusiungAinssnnisudlnagmssmne ansssusioa iy 0.05
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a1l 7: WisuifisuAnedessndienguduunanwaiunginssunisuilaagmissnises

wyRANIIHNSU3LNA WA Audy | A1t | A7 Sig msuama
INIIBAIHNDA (Mean)
1. vinusinasiedvinen 18 (133) | 3.3271 | .314 191 THFAHANNUS
WTwAEeATinEINA
luiogmamLans nely (267) | 3.7978 | 318
2. IUNNIEUITWITBATNDA | 918 (133) | 3.6466 | 1.130 .608 TafANNTNAUS
sailavifuamsians

Py (267) | 3.5318 | 1.126

3. iuRnzding WIS nNea | ¥1e (133) | 3.8120 | -.389 416 THFAHTNNUS
Warinens

wehd (267) | 3.8464 | -.378

4. WINSUUFTENUEINTILRNDS | 118 (133) | 4.1579 | .084 970 THFAHTNNUS
udenslaigian inudaly
WULNNE WDy (267) | 4.1498 | .084

5. YinuinazsURaINgINED 41e (133) | 4.0602 | -.274 053 | A wdnius
ﬁﬂLﬁaunnﬂ%aﬁau%Uﬂizwqu
8N nePy (267) | 4.0861 | -.258

6. innaztiogmsmNea | 19 (133) | 3.9248 | .370 269 THFAHTNNUS

ATHANLLZHNUDILNTUNT

wehy (267) | 3.8914 | .361

7. duinasiioo T nNea | 119 (133) | 4.2180 | -.171 223 THFAHTNNUS
el duenansiny
Uazantinu weldy (267) | 4.2322 | -.175

8. Mg Rasensd@onte | e (133) | 3.2105 | -2.112 295 THFAMHNTNANUS

YIUDIVINY

vty (267) | 3.4532 | -2.049

2) sedunsinunfiuandsinadenginssnuilnagnsnsaneafiuanadeiui
vdfiszutod A 0.05 W ﬁnazs’ﬁaﬁ'ﬁammmwmuaaﬁﬁé’nﬁiuﬁammm Ay
SnazmueIIaINeaLRDpY AN maamuﬁn%dm@mnmm’%aﬁﬁLﬁaunnﬂ%’\aﬁau
Suusznue
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A19197 8: AANNUUTUTIMIEHINgNmAuue 2 nantuluduunanssiunsAnsiungins

ﬂ’]‘iU%Iﬂﬂfﬂ‘N’l’i’l LIATHD A

nRAN3INNISUSLNA LA Sum of | AW Mean | A1 F | A1 | mMandawna
YINITNBATNDA M3ANEY | Squares | WU3U3IM | Square Sig
(df)
1. viusinaztiadiviosn FEWINNGN | 12.276 5 3.069 | 4.097] .003* fina
WITLENaTINY maiunaju 295.902 395 749
Findludiosnann M 308178 | 399
LEND
2. INUANATNIUYN FLWINNGN | 28.509 4 7.127 | 8.341 | .000* fua
WITWANDA LD melungn | 337.531 395 855
YouNupINITLaND N 366.040 399
3. viusinazaioen FYWIeNEN | 3.078 4 770 | 1.109 | 352 | lafwa
WITABANNDA melungn | 274.032 395 694
diaiinons 3 277.110 399
4. NSUUIENUYY | SEWINgN | 2.429 4 607 | 742 | 564 | lafima
winnwmseawds | melungs | 323.268 395 818
anslaigian T 325.698 399
virudulunuunmg
5. vinuinazeuaaIn | sewdengs | 10.064 5 2.165 | 3221 |.013* Hua
gisaAiown | neolundw | 308553 | 394 781
ASoneusUUsTNM I 318.598 399
¢
6. vimsinaziinen FUWINNEN | 3.690 4 922 1276 | 279 | lifua
NWITWTBATNDA ﬂ’]iﬂuﬂﬁj}l 285.508 395 723
ANNALUZUNUDY I 289.197 399
WFIN3
7. vinuginazfaen FEWINNGN | 2.303 4 576 | 948 | 436 | laifina
WITIBAHDA LD malungn | 239.994 395 .608
Ul uenansioy TN 242.298 399
Uazanu
8. vaneHKasD | szuinengn | 4.272 4 1.068 | 903 | 462 | Tlifiua
nsLdentnenueg melungn | 467.226 395 1.183
Yinu N 471.498 399
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N Wenadauldusgduuy LSD wimud fsziunsdnwedetios 2 6 A
AN 1 szsunsnmnddisenanguazszaudinnnng wazan 2 As Ainidsendaiguas

1 o

aundSaed fnasfisdfesmsnineaiinaniiinfluissnannians dauszs

1 Ao

nsdnudY o wud Bifansuansieiv wazwudn fszfunsnusentios 2 ¢ fifnay
MMUgTITANDa teilauiuensiane e @;1'7; 1 fisenUanguazoUiawise Uad.
LLaxgjﬁ 2 Ap slsenUanguarUBunnd dasziumsiinundu o nud Tafiannsuanseiv
wanantl dowudn fiszdunsdnmunadneties 2 giifinazsnueainewiadiiiounnadorau
SuUszmien Ao gl 1 Ao snddisenUatonazUsyaNe’ wazail 2 Ae mniisendany
wazgunIUTya e

3. nafuideluwmmelnaimifanudnwusuvdmluseiusfoviauaiivas

]
o o

woinssnnsUalnmg IR NeatseAuisd A 0.01

<

A3 9: AMnuSsEniensSuifelasaniuiiAuaiiuasngiinssansuilnag s iwninea

nssuidelusannalnsiad NAUARLATHEANTIHN AMNANWUS | Sig 2 | wiawa
M3SUSLNAYINITILBAINDA (R) tail
1. N3IHBANIWIIANDE | 1.1 vinusinaztiadviaen 220 000 | fimN
fidwmdAylunsandiioen WA HNDATNYINUSAING sl
YDIYINY TuipgnamLans LAV
2. pdvipaninuanaieliving | 1.2 vinusinaziinen 151% 003 | Tsifimn
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