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Objectives

- Specifically, to assess the advertising effectiveness of "TOP GUN" billboard in the
following aspects :

- awareness of outdoor advertising (spontaneous and prompted)
- recall of brand advertised (spontaneous and prompted)
-  persuasion and reasons
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O bj eCtiveS (Contd)

e To obtain the demographic profile of billboard viewers in terms of :
- gender
- age
- occupation
-  socio economic status : monthly household and personal income
- education
- mode of transportation
- regular road used
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Methodology

A quantitative study

e In order to be relevant to the previous study conducted by "TOP GUN", a soft quota
control on gender and age is applied.

« An intercept approach at department stores and shopping centers were used.
e A personal face-to-face interviewed using a structured questionnaire.

A total sample size is 200 respondents.
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Methodology (.«

- Sample specification :
- male: female = 50:50
- age distribution

15 — 20 years old = 25%
21 — 30 years old = 25%
31 — 40 years old = 25%
41 — 50 years old = 25%

- Chiangmai residents

- Dates of fieldwork : July 21 — 23, 2007.
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Profile of Respondents




LOP GLM

Profile of Respondents

One-third of respondents claim to work for “freelance” while private company
employee and student are sharing about the same proportion (23% and 29%
respectively). Therefore, “high school” and “bachelor degree” are commonly found as
their highest education levels.

In terms of monthly personal income, it is observed that about one-fourth of
respondents claim to have no personal income and more than half of respondents are
in the lower income group (less than 10,000 Baht) while the middle income
respondents (10,000 — 20,000 Baht) register at 17% and only 8% is in higher income
group (over 20,000 Baht).

The same pattern is revealed for the monthly household income respondent profile.
43% are belonging to the lower income household (lower than 15,000 Baht) while
the rest 57% is fallen into the middle to upper income household.
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Profile of Respondents .«

e« Undoubtedly, a common mode of transportation in Chiangmai is a motorcycle (65%).
Following behind is a personal car (27%) and a public transportation (10%).

« The popular road used in Chiangmai are “sauqtiiav” (56%), “2d1v9tidan” (50%),
“efililas1ati”(48%) and “vinun" (37%).
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Gender
(%)
Male 50
Female 50
(N=200)
Age
(%)

15 - 20 Yrs. old I 25 I
21 - 30 Yrs. old 25 J
31-40 Yrs. old
41 - 50 Yrs. old

(N=200)

Profile of Respondents

(N = 200)

Over 30,000 Baht

25,001 - 30,000

20,001 - 25,000

15,001 - 20,000

10,001 - 15,000

5,000 - 10,000

Lower than 5,000
Baht

No personal
income

| 40
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“+:. . Household income (% _)__,_—x»"'

s
S

Over 30,000 Baht
25,001 - 30,000
20,001 - 25,000
15,001 - 20,000
10,001 - 15,000

5,000 - 10,000

Lower than 5,000
Baht

@



Student
Non-working
housewife
Government /
Enterprise
Officers
Private Company

employees

Business Owner

Freelance

Profile of Respondents .«

(N = 200)

29

23

37
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No Formal
Education

Elementary
School

High School

Diploma

Bachelor Degree

Master Degree

=



Vehicles

(N = 200)

(%)

Personal car : 27
Bus / Mini bus D 9

Tuk Tuk

[y

An Advertising Effectiveness on “Top Gun” Billboard — September 2007 N@""‘ 12



Key Learnings




Top 11 Road Usage

(%)
sauquiav | 56
auudan | 50
aflulasa e’ | 48
1 [18%] |37

viuuay [ 28
ahemau [ 27
aww [T 25
fasnumduns [ 21

Fma [T 21
guuAnan |18

dumaavaailseniu [ 15
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LOP GLM

Awareness of Outdoor Advertising

The awareness of outdoor advertising is extremely high in both spontaneous and
total recall across all subgroups of respondents.

The high recognition is made to the following :

Advertising board at the intersection, in front of building, top of building
Advertising board at super highway

Mini bus

Tuk Tuk

In store advertising at hypermarket

Mupi, Trivision, mobile van and bus back follow quite a far distance.

Interesting to note that the spontaneous rate of “advertising board at the
intersection, in front of building, and top of building” is extremely high comparing to
other medium.
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Awareness of Outdoor Advertising

Advertising board at the
intersection, in front of building,
top of building

Advertising board at super highway

Mini bus side

Tuk Tuk ad

In store advertisingt at Big C, Tesco
Lotus, Makro, Carrefour

Mupi, Trivision

Mobile van

Bus back

Ref : Q2

Total
%

Total Total
Spontaneous Awareness

ﬁ
63 97

l

(200)

Male
%
Total Total
Spontaneous Awareness

U
U

61 96

A

(100)
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Female
%
Total Total
Spontaneous Awareness

65 98

25 82

15 82

83

'
N
-}

61

i

52

'

39

i

(100)
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Awareness of Outdoor Advertising .«

15— 20 Yrs. old 21 — 30 Yrs. old 31 —40 Yrs. old 41 — 50 Yrs. old
% % % %

Total Total Total Total Total Total
Spontaneous  Awareness Spontaneous  Awareness Spontaneous  Awareness

Total Total
Spontaneous Awareness

Advertising board at
intersection, in front of 56 96

building, top of building 23

[}

[-)}
H

(-}

100

Advertising board at 30

superhighway 82

<]
o
N
o

26 82

[+}
®
I
<]
N

Mini bus side 18

In store advertising at
oschellE LR S 2 EI o

i
N
o

I
N
N

Mupi, Trivision

Mobile van

(4]
N

Bus back

(44
-}

Ref: Q2 (50) (50) (50) (50)
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LOP GLM

Radio Listening Habit

About half of all respondents have identified themselves as being “radio listeners”.

Not surprisingly, the radio listeners are more likely to skew towards the teens (15—
20 yrs.) by 62% while the olders (41-50 yrs.) are not the frequent radio listeners.

Among the radio listeners, 89 MHz and 105.75 MHz are the popular radio stations.

Interesting to note that the olders tends to have “"no” regular radio stations when
comparing to the other subgroups.
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Radio Listening Habit

—EZ Age

Ref: Q4,Q5 (200) (100) (100) (50) (50) (50) (50)

1 1
1 1
1 1
1 I
|  15-=20 21 -30 31-40 41 - 50
1 1
Total | Male Female | yrs. yrs. yrs. yrs.
% : % % \ % % % %
1 I
: : 89.0 10%
1 | 105.75 14% | 98.0 10% 87.5 11%
1 |98.0 12% 1 88.5 7% 99.5 6%
89.0 11% : 88.0 6% : 105.75 7% 88.0 13% 96.0 6%
105.75 10% | , | 88.5 6% 89.0 16% | , [89.0 19% | [106.5 7% ||97.5 9% 95.0 6%
98.0 8% | 1 |87.5 6% 97.5 6% | ' |105.75 16% | |107.5 7% || 98.0 9% 94.5 6%
87.5 5% | | |89.0 6% 105.75 6% | | |98.0  10% (N=29) ||105.75 9% 89.25 6%
(N=101) | , (N=51) (N=50) | (N=31) (N=23) 89.0 6%
| | 105.75 6%
1 1 105.0 6%
! ! 104.25 6%
Yes : ! 103.0 6%
1 1 102.75 6%
! ! 100.75 6%
1 1 100 6%
1 1 5181555548 6%
| | AD9 WA, 6%
| I (N=18)
1 1
1 1
1 1
1 1
1 I
1 1
No | :
1 1
1 1
1 I
1 1
1 1
1 1
1 1
1 1
1 I
1 1
1 1
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Tested “"Top Gun” Billboards

e Jotun HP Printer

- M-150 Mobil

Caltex Delo

e Clinic Clear

Ocean Glass

- OMO

e Car4Cash

Conclusion

Back

An Advertising Effectiveness on “Top Gun” Billboard — September 2007 Nﬂ""‘ 20

TOP GUN



An Advertising Effectiveness on “Top Gun” Billboard — September 2007 N@""‘ 21



“Jotun” Billboard
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Performance of “Jotun” Billboard

e Two-thirds of respondents claim to see “Jotun” ad. Higher recall is found among the
older respondents (41-50 yrs.).

e About half of respondents are able to recall “Jotun” ad correctly through the
billboard.

e The awareness of “Jotun” billboard performs quite well (67%) with the average
seeing frequency of 1-2 times a week. Females aged 15-30 yrs. are a bit more
exposed to this billboard.

e Its preference and persuasion are moderately performed at 3.44 and 3.38
respectively.

- Points of appreciation are found regarding “outstanding blue lettering” and “Eiffel
Tower” while the dissatisfaction is mainly cited to “no product details”.
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Awareness of “"Jotun” Ad

| . 15-—20 21 —-30 31—-40 41 -50
Total : Male Female | yrs. yrs. yrs. yrs.
% : % % : % % % %
| | 56
Yes 66 | 63 | 66 66
No | |
Ref : Q60 (200) : (100) (100) : (50) (50) (50) (50)
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Source of Awareness of “Jotun” Ad

“Awareness"”

Correct

Gender

Billboard Magazine
Incorrect (N=63) (N=14)*
77
13 5 4 1
, , | | , — , —_— , ,
Television Newspaper Radio Poster / banner in front In-store advertisement
of the stores at the department

store

Ref : Q60, Q61 (N=101) (N=17)* (N=6)* (N=5)* (N=1)*
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Awareness of “"Jotun” Billboard

“Awareness” . =
wandIUL59 wavaLaa

Mode of Transportation Road Usage
- Motorcycle 61% * sauqLiiav 55%
=) - Personal car 30% 2 g LT )il
. * 2(19LtNAN 48%
% e Bus / Mini bus 9% o Yirum 350,
(N=133) e 219AaU 30%
* unn 29%
° N 25%
o HUMNULKIAUNS 24%
Spontaneous 31 e @18 21%
(N=200) * AuAaavAaailsznu 18%

e guuAnILAN
(Inaauaniaeainvian) 17%

- 2ivsian 16%

* 1A3gYLiiay 12%

Total Awareness 67 - ufitulss 12%
* UUAA 12%

(N=133)

Ref : Q60, Q62, Q63

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007 Nﬂ"“‘ 26 ‘
TOP GLIN



Seeing Frequency of "Jotun” Billboard

Avg. Frequency

11.65 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday eV

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month 16

Less than once a month 4

Ref : Q64 (133)

(69) (64) (33) (38) (28)*
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Preference of “"Jotun” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like

So-so 41

Quite dislike 6
Dislike it at all 2

Mean Score : 3.44 3.39 3.48 3.15 3.42 3.54
Ref : Q65 (133) (69) (64) (33) (38) (28)*
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Reasons for “"Liking / Disliking”

LIKE
%o

I12

Standing man at Eiffel Tower I9

Blue lettering looks
outstanding

Feels long lasting colour by
picture of Eiffel Tower

looks proud and successful

Logo of bird is attractive and

interesting 2

Ref : Q66 (67)

fog H “ 7 H AL 29
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Persuasion of “"Jotun”

15-20 21 -30 31-40 41 - 50
Total Female yrs. yrs. yrs. yrs.
% % % % % %

Very interested

Quite interested

So-so

Quite not interested 10

Not interested at all 4 0
Mean Score : 3.38 3.33 3.42 3.03 3.58 3.32 3.53
Ref : Q67 (133) (69) (64) (33) (38) (28)* (34)
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Reasons for "Interest”/ Not Interest”

Interested
%

Feels long lasting colour by
picture of Eiffel Tower

Nice billboard colour - 45

49

Well known brand name |5
Big and clear brand name |3
Standing presenter looks ‘2
interesting
Ref : Q68 (65)

rc/ ) H ““* 7 H Lol 31
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“M-150" Billboard
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Performance of "M-150" Billboard

e« The advertising awareness of "M-150" is extremely well performed (95%).

e Television plays important role to establish "M-150" advertising awareness, follow by
billboard and radio.

e Six in ten respondents claim to see "M-150" billboard on the average of 3-4 times a
week. It is clearly shown that older males (41-50 yrs.) have been more frequent
seeing this billboard.

e Preference towards this billboard is on the moderate level (3.56). However, it is more
appealing to both males and females in the age range of 21-40 yrs.

e It is admired for the outstanding of "M-150" and “star” logo while minor negative
comments are given to “no product details”, “"no presenter” and “no product
pictures”.
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Performance of "M-150" Billboard ...

e Males in 21-30 yrs. are more persuaded because of the attractive “star” logo and
background color.
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Awareness of "M-150" Ad

—E20

: . 15-20 21 —-30 31-—40 41 - 50
Total | Male Female | yrs. yrs. yrs. yrs.
% : % % : % % % %
Yes 95 i 9:‘ |92| i |94| ‘9“ |92| 4
Ref: Q24 (200) : (100) (100) : (50) (50) (50) (50)
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Source of Awareness of "“M-150" Ad

“Awareness” Correct

Gender

11
Incorrect . . L
Television Billboard Radio
(N=185) (N=69) (N=21)*
19 3 3 3
1 1
I l j T T T T T 1
Newspaper Poster / banner in Bus / mini bus side Magazine Tricycle Delivery truck
front of the stores
i.e. computer store
Ref : Q24, Q25 (N=36) (N=6)* (N=5)* (N=5)* (N=2)* (N=1)*
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Awareness of "M-150" Billboard

“Awareness” . - - ” -
NUNIATUNIAST LHUSALALUAY
asvanunanlseadiasidae il thnnivizhauuirang
Yes
() 959%
Mode of Transportation Road Usage
- Motorcycle 60% » sauALiiav 60%
(N=200) - Personal car 30% * dhuidan 47%
% - Bus / Mini bus 10% * fululadland 4300
° VINUN 41%
(N=108) .

- * WEAY 32%
 7in9@anu 31%
° NN 28%
Spontaneous 25 * a1 25%
(N=200) - fdusNUKAUNT 24%
- AuAaavAaailsznu 21%
* UAUITS 16%

o guUuAWILAN
(Inaauarseadidian) 15%
Total Awareness 55 « dosinel 15%

(N=200)

Ref : Q24, Q26, Q27

Py H ““* 7 H Lol 38
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Seeing Frequency of "M-150" Billboard

Avg. Frequency

—Z  Age |

13.26 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Less than once a month

Ref: Q28 (108) (60) (48)

(36) (21)* (24)*
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Preference of "M-150" Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much 6 F 53 8 7

Quite like

So-so

Quite dislike 6 8
Mean Score : 3.56 3.52 3.60 3.36 3.67 3.71 3.59
Ref : Q29 (108) (60) (48) (36) (21)* (24)* (27)*
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Reasons for “"Liking / Disliking”

LIKE
%

M-150 in red is outstanding 63

Star looks clear and

persuasive 36

Outstanding background

colour 19

Ref : Q30 (59)
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Persuasion of "M-150"

—Z  Age |

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Very interested

Quite interested

So-so

Quite not interested 1

Not interested at all 0
Mean Score : 3.44 3.55 3.29 3.17 3.62 3.58 3.52
Ref: Q31 (108) (60) (48) (36) (21)* (24)* (27)*
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Reasons for “"Interest / Not Interest”

Interested
%
Star looks powerful /
interesting 47
Outstanding background 42
colour / looks powerful
Confidence in brand name I15
Nice fonts / looks clean and 15
interesting
Ref: Q32 (55)

rc/ ) H ““* 7 H Lol 43
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“Clinic Clear” Billboard
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“Clinic Clear” Billboard
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“Clinic Clear” Billboard
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Performance of “Clinic Clear” Billboard

« The advertising awareness of “Clinic Clear” is extremely high (95%).

e Television plays an important role to establish “Clinic Clear” advertising awareness,
followed by magazine, newspaper and billboard.

- Among the 3 billboards, “Clinic Clear” at “Wuanaiiuunuisiuns auuginn lndnaiacu
weuan” (29%) performs somewhat better than those at “sAuimiurwslasa auuzrviiay
aafduauusIaIvd nvldaaiarissa” (21%) and at  “9u . gr55a1 U alaudISe
fdr9idian Yeudusauqiay” (23%).

- In terms of seeing frequency, “Clinic Clear” at “sauisuinsiasa auudrviiaasaduauu
5121396 M1vlinaia1954” is more exposed to respondents on the average of 3-4 times
a week while the other two billboards are seen at 1-2 times a week.

e “Clinic Clear” billboard is highly attracted to younger males.
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Performance of “Clinic Clear” Billboard ...

e The copy of “no dandruff, get closer” sounds more persuasive. Additionally, “clear
fonts / easy to read” is also admired.

- "“Too dark color” is a sole criticism which is made by very few respondents.
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Awareness of “"Clinic Clear” Ad

—E20

1 1
1 1
: :
: . 15-—20
Total | Male Female | yrs.
% : % % : %
1 1
1 1
1 1
1 1
1 1
: :
Yes 95 | 94 95 ! 94
1 1
1 1
: :
No Fs a0 0 e Fso 0 e
1 1
Ref : Q51 (200) : (100) (100) : (50)
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Source of Awareness of “"Clinic Clear” Ad

“Awareness” Incorrect
1 1
Bus / mini bus side Leaflet / brochure
(N=2)* (N=1)*
In-store
advertisement
Poster / banner at the
in front of the department
Television Magazine Newspaper Billboard stores store Radio
~_ (%) (%) (%) (%) (%) (%) (%)
Gender

Correct 97 23 20 10 1 0 0
99 10 7 16 3 3 3

98 26 19 11 0 0 0

98 98 25 13 6 2 2 2

98 9 19 17 4 0 2

98 6 4 17 2 4 2

16 14 13
2 2 2
Television Magazine Newspaper Billboard Poster / banner in In-store Radio

front of the stores advertisement at
the department
store
Ref : Q51, Q52 (N=185) (N=31) (N=26)* (N=24)* (N=4)* (N=3)* (N=3)*
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Awareness of "Clinic Clear” Billboard (Any)

“Awareness”
Yes
() 959%
Mode of Transportation Road Usage
- Motorcycle 64% » sauALiiav 53%
(N=200) « Personal car 27% - 2hoidian 49%
% - Bus / Mini bus 9% * eilulaslaned 42%
(N=88) e VNN 35%
—  7in9@anu 27%
° N 27%
* ean 26%
Spontaneous 18 - fUUGUNT 26%
(N=200) - duaaavralseniu 16%
- qf1viaa 13%
« Frae 11%
» duuAnAn (Tnaausnnae’
aiheidan) 11%
Total Awareness 45 - uinds 10%
(N=200)

Ref : Q51, Q53, Q54

" . u v o w52
@ An Advertising Effectiveness on “Top Gun” Billboard — September 2007 * Small Base N@" ‘



Awareness of “Clinic Clear” Billboard

Awareness Auienunsiasa auuzdrviaadaduauus a6
my'ldaararisss
Yes
() 959%
Mode of Transportation Road Usage
- Motorcycle 58% « afilulas1ae 53%
(N=200) - Personal car 35% * sauqLiav 50%
% - Bus / Mini bus 8% - dhvidian 38%
(N=40) e VNN 35%
X e 219AaU 33%
« Mreunn 15%
° AN 15%
Spontaneous 11 o auuAnLAn

(N=200) (Inaauaraeadvidian) 13%
- 2fesian 13%
e uAIUISS 13%
o TN ULKIEUNS 8%
« Frae 8%
Total Awareness 21 - 1R3ayiiiag 8%

(N=200)
. (N=40)

Ref : Q51, Q53, Q54

.. . “ [ i, 53
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Awareness of “Clinic Clear” Billboard

“Awareness” . ~ -y . e
97U il. mssm usnmaumﬁmjwman
uviintdusauatiiag
Yes
() 959
Mode of Transportation Road Usage
- Motorcycle 57% * sauQLiiav 57%
- 2i1d9ifian 52%
_ P nal %

(N=200) ersonat car 30% - afululasael 46%
% * Bus / Mini bus 14% o e 3204
(N=44) « 7i19@anu 30%
[ | * WA 21%
* a1 18%
- 2f1v9sias 16%
Spontaneous 11 - W 14%
(N=200) o HUNULKIAUNS 14%

o gUuAWILAN
(Inaauaniaeainvian) 14%
* AuAaavaailsznu 7%
* LAUISS 3 7%

Total Awareness 23 « S9&91iAn (Wdauwivnile

(N=200) dona aan'lsi) 7%

Ref : Q51, Q53, Q54

1o/ H “ 7 ; e 5 4
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Awareness of “Clinic Clear” Billboard

“Awareness” 4 - P
NUAAUNHIULUHUND QOUU{INN
Tnanaasiunaau
Yes
(o 959%
Mode of Transportation Road Usage
- Motorcycle 61% * sauALiav 55%
(N=200) - Personal car 30% - 2haidan 45%
% * Bus / Mini bus 9% « efilulasilane’ 45%
(N=56) ° N 38%
[ * lNumaunNg 36%
* Yinuw 32%
Spontaneous 12 * Wanuria 32%
(N=200) * 2A19ARU 27%
» duAaavAalsznIu 21%
* AU 14%
« 2f19siag 9%
» guuAnLAn
Total Awareness 29 (Insaysnstdredan) 7%
(N=200)

Ref : Q51, Q53, Q54

.. . “ [ i, 55
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Seeing Frequency of "“Clinic Clear” Billboard (Any)

Avg. Frequency

—Z

10.16 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday
5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref : Q55 (88)

(45) (43) (19)* (20)* (25)*

* Small Base
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Seeing Frequency of “Clinic Clear” Billboard

AuieuuInsTagn auudvuaudafuauus129d nvldearnr1ssa

Avg. Frequency

8.81 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

5 - 6 times a week

3 - 4 times a week

70

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref : Q55 (40)*

(25)* (15)*

(12)* (7)* (11)* (10)*

An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Seeing Frequency of “Clinic Clear” Billboard

37U 1. 99500 U aauarAtidian YvnintdusauqLiiavg

Avg. Frequency

8.40 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
0

Everyday
5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref : Q55 (44)

(24)* (20)*

(10)* (10)* (15)*

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Seeing Frequency of “Clinic Clear” Billboard

A o = o Qs LA
NUAAUNIIULIRHUNS QOUUINN Tnanaasunaau

Avg. Frequency

6.12 times/person/mth
15-20 21 -30 31-40 41 -50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday 6

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref : Q55 (56)

(25)* (31)* (14)* (12)* (12)*

* Small Base

@ An Advertising Effectiveness on “Top Gun” Billboard — September 2007



Preference of "Clinic Clear” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like
So-so 24
Quite dislike
Dislike it at all n
Mean Score : 3.61 3.72 3.50 3.70 3.60 3.65
Ref : Q56 (90) (46) (44) (20)* (20)* (26)* (24)*
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Reasons for “"Liking / Disliking”

Be confident by word of “"No - 45
dandruff, get closer”

Clear fonts / Easy to read -
Attractive bottle colour . 20

Presenter looks interesting I 7

Have clear details I 7

Ref : Q57 (60)

rc/) H “ 77 H Lo 61
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Persuasion of “Clinic Clear”

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Very interested 8

Quite interested

So0-so
. . 13
Quite not interested
Not interested at all 4
Mean Score : 3.73 3.83 3.64 3.75 3.75 3.81 3.63
Ref : Q58 (90) (46) (44) (20)* (20)* (26)* (24)*
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Reasons for “"Interest / Not Interest”

Interested

%

Persuasive by word of "No
dandruff, get closer" 76
Persuasive by presenter I 17
Have clear details I 11
Persuasive by package I 6
Ref : Q59 (70)

.. . “ [ i, 63
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“Omo” Billboard

0.1 — mvaintuviunsain 0.2 — i dunsan1adruta?
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Note: OMO Ad had been on for 15 days before conducting research.
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Performance of "Omo” Billboard

- "Omo” advertising awareness is well performed (91%). Its recognition is through
television and followed by billboard.

- Between the two billboards, “Omo” at “dunsaniasruunl a.viraun nelu u.
wiavlui” (34%) is much performed than that at “wiv2nluviunsain Kiinsuia1suas
uadv'lng a.vinun” (18%) in terms of total awareness.

- However, “Omo” billboard at “n1vyuinluiuns2in isuIA1sUAS1Ae N a.vun” has
seen more often (3-4 times a week) than that at “1dunsaniasruuns a.irauns nielld
u.1dea9lun” (1-2 times a week).

e It is also well liked and highly attracted by majority of respondents in particular
females because of the wordings “extremely white” together with the persuasive
presenter. Moreover, the whitening measured strip is also admired.
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Awareness of "Omo” Ad

—E20

15— 20
Total Male Female yrs.
% % % %
Yes 91 89 93 88

(50)

(100) (100)

No e

Ref : Q69 (200)

An Advertising Effectiveness on “Top Gun” Billboard — September 2007

21 —30 31-40 41 - 50
yrs. yrs. yrs.
% % %

92

(50) (50) (50)




Source of Awareness of "Omo” Ad

“Awareness” Correct

12
. I 000
Incorrect Television Billboard
(N=181) (N=21)*
19 6 4
1 1 1 1 1 1
r Lj T — — T —_—— T T T T T T 1
Newspaper Magazine Radio Poster / Leaflet / In-store Delivery truck Booth atthe Bus / mini bus
banner in front brochure advertisement sidewalk side
of the stores at the
department
store
Ref : Q69, Q70 (N=35) (N=10)* (N=7)* (N=2)* (N=1)* (N=1)* (N=1)* (N=1)* (N=1)*
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Awareness of "Omo” Billboard (Any)

“Awareness”
Yes
91%
Mode of Transportation Road Usage
(N=200) - Motorcycle 64% - sauAuiag ) 57%
% - Personal car 29% - elulaslan: 47%
- Bus / Mini bus 7% - 2hoidan ‘;;:7
* Yinuw o
- = . W 30%
« reunn 28%
Spontaneous 13 « 2i9@anu 25%
(N=200) o WI3NULIEUNS 22%
« 281 20%
- AuAaavaailsznu 17%
- qf1vsiaa 13%
* 1A5eyLiiay 11%
Total Awareness 38 . uiina 11%
(N=200)

Ref : Q69, Q71, Q72
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Awareness of "Omo” Billboard

“Awareness” o - -
nvi2in'luviunsadn Kiinsua1suAsuae'ing
a.vMuUN
Yes
91%
Mode of Transportation Road Usage

- Motorcycle 69% « ofilulasane’ 53%
(N=200) - Personal car 28% * sauquiiav 44%
% - Bus / Mini bus 3% - L L
(N=36) . 1/|v1u.w 33%
. e 2119ARU 28%
* 1A3gYLiiay 22%
« eunn 17%
Spontaneous 8 * Franu 14%
(N=200) - 2i1vsiaa 14%
* LAUISS 14%
° NN 11%
o HaNUAUNS 11%

o guuAWILAN
Total Awareness 18 (Inaausiaeainvian) 11%
(N=200) . .

Ref : Q69, Q71, Q72
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Awareness of "Omo” Billboard

IFUNSanIndIULAY a.4anA

19l e lni

“Awareness”

Yes

919
(N=200)

%
|
Spontaneous 11
(N=200)
Total Awareness 34

Ref : Q69, Q71, Q72

Mode of Transportation

- Motorcycle 64%
« Personal car 28%
e Bus / Mini bus 8%

(N=67)

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Road Usage

» saUAQLIAY

« ofilulasane’
- 2i9idian

* VINUN

° NN

* Mreunn

o daNUIUNS
« 7i19@anu

* 2814

- AuAaavAailsznu
- 2i1vsiaa

- UNAA

* 1A3gYLiiay

* AU

* Small Base



Seeing Frequency of "Omo” Billboard (Any)

Avg. Frequency

8.48 times/person/mth
15-20 21 —-30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday 5

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref: Q73 (76)

(38) (38) 17)* (19)* (21)*

* Small Base
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Seeing Frequency of "Omo” Billboard

m2in'luviunsain BinsuIAIsuAsuaIng a.Mun

Avg. Frequency

9.86 times/person/mth
15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday

11
5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Ref: Q73 (36)*

(20)* (16)* 3)* (11)* (13)*
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Seeing Frequency of "Omo” Billboard

IFuUnsanIadIURA? a.1aun? 19l waadas i

Avg. Frequency

5.93 times/person/mth
15 - 20 21 - 30 31-40 41 —-50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref: Q73 (67)

(34) (33) (17)* (16)* (18)*
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Preference of "Omo” Billboard

—Z  Age |

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much 12

16

Quite like
So-so
Mean Score : 3.86 3.87 3.84 3.76 3.68 4.00 3.95
Ref: Q74 (76) (38) (38) (17)* (19)* (21)* (19)*
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Reasons for “Liking”

Extremely white conveys
cleanliness

Persuaded by presenter

Like whitening measured strip /
conveys cleanliness

Bright and clear colour
Have product details informed

White clothes on presenter
conveys cleanliness

Ref : Q75

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Persuasion of "Omo”

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Very interested

Quite interested

So-so 15

16

3

Quite not interested 1 0
Mean Score : 3.92 3.89 3.95 3.88 3.84 4.05 3.89
Ref : Q76 (76) (38) (38) 17)* (19)* (21)* (19)*

@ An Advertising Effectiveness on “Top Gun” Billboard — September 2007 * Small Base N@“‘ 7 ‘
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Reasons for “"Interest / Not Interest”

Interested
%

Extremely white conveys

cleanliness 69

Like whitening measured
strip / conveys cleanliness

; I
N

White clothes on presenter
conveys cleanliness

Presenter looks interesting

|- _
(<)}

Bright and clear colour ‘ 2

Ref: Q77 (64)

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007 R Nﬂ"“‘ 78 ‘
TOP GLIN



An Advertising Effectiveness on “Top Gun” Billboard — September 2007 N@""‘ 9



“Car for Cash” Billboard

C.1 - ;-auisuunstasia C.2 — d&zwuuss 3
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Note: Car4Cash at Wattanaporn Ostoch was took ad out
before conducting research.
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Performance of “Car for Cash” Billboard

e The advertising awareness of "“Car for Cash” is registered at 64%. Most of
respondents are able to recall it correctly through the television, followed by
billboard, newspaper and magazine.

- Comparing two billboards of “Car for Cash”, it is found that the billboard at “scwiuu?
49 19l auwasayday ldefuwlashane uandunatune” performed somewhat better
than that of “sAuisuunslasa uuauuza daAuauusI219d Nvleaial1ssa” at
26% and 14% respectively.

 Average seeing frequency of both billboards is found on 1-2 times a week.

-« The overall preference performs moderately at 3.46. Females are more attracted to
this billboard than its counterparts.

« Points of appreciation are cited as following :
-  Clear information / easy to understand
- Big fonts / easy to read
- Have phone number to contact
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Performance of “Car for Cash” Billboard .

e On the other hand, the dissatisfactions are made to “not interesting presenter”,
“white background” and “no product details”.

e Its persuasion (3.58) is somewhat better than that of the preference. “Phone
number” together with “clear information / easy to understand” are highly admired
while “no persuasive points” and “not interesting presenter” are criticized by some
respondents.
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Awareness of “"Car for Cash” Ad

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% %o % % % % %

Yes 64
No
Ref: Q33 (200) (100) (100) (50) (50) (50) (50)
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Source of Awareness of “Car for Cash” Ad

“Awareness” | Correct Bus /
Television Billboard Newspaper | Magazine [ mini bus side
(%) (%) (%) (%) (%)
Gender |
Male 12 20 9 6 2
10 16 17 6 0
Age
15-20 85 18 12 6 3
21-30 91 14 11 3 0
31-40 91 15 18 12 0
41 - 50 84 28 12 4 0
88
18
13 6 1
T | — | T .
Incorrect Television Billboard Newspaper Magazine Bus / mini bus
side
(N=113) (N=23)* (N=17)* (N=8)* (N=1)*
2 2 2 1
In-store advertisement at the Leaflet / brochure Radio Poster / banner in front of the
department store company
Ref: Q33, Q34 (N=3)* (N=2)* (N=2)* (N=1)*
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Awareness of "Car for Cash” Billboard (Any)

“Awareness”

Road Usage
* sauqiav 54%
« afilulas1ae 51%
* vinuw 45%
(N=200) Mode of Transportation « 29idan 40%
% < Motorcycle 62% . YVREILAD 35%
- Personal car 32% * 29aau 28%
B e Bus / Mini bus 6% * AN 28%
(N=65) * a1 20%
o ¥ 0,
Spontaneous 9 wmea 18%
(N=200) o U UUAUNS 17%
o guuAnA (Tnaauanlse’
2heidan) 15%
» Auaaavaalszniu 15%
- 2i9sian 14%
Total Awareness 33 2 (R e
(N=200) > uAUISG 12%

Ref : Q33, Q35, Q36
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Awareness of “Car for Cash” Billboard

“Awareness” . o Y.
sSAauiIUInSsladgn uuauuzviiag
daAunuus1219d nvliearaissa
Road Usage

> sauALiiav 56%
« afilulas1ae 56%
 2i19tian 41%
(N=200) Mode of Transportation - YU 37%
% = Motorcycle 74% o WrEILAN 33%
» Personal car 22% - of19manU 30%
| e Bus / Mini bus 4% * AN 26%
(N=27)* e HUIUTUNS 15%
Spontaneous 3 . G'i;umf:aoﬂ.iaﬂizw\u 15:/0
(N=200) . ’mvos.lag 15%
° HNAUISG 15%
e JiAA 15%
* J3a1d 11%

e guuAnLAn
Total Awareness 14 (Indayansddiadan) 11%
(N=200) * 1R%gYLiiag 11%
l (N=27)*

Ref : Q33, Q35, Q36
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Awareness of “Car for Cash” Billboard

“Awareness” . . -
ALWIUUISF JIKLI auULIZaLiiag

Nlefilulas1ane uanduniune

Road Usage

* sauqiav 54%
« afilulas1ae 48%
e Viruw 46%
(N=200) Mode of Transportation « 29idan 44%
% * Motorcycle 56% - Wau 33%
< Personal car 37% e 2f19AaU 29%
[ | e Bus / Mini bus 8% * AN 25%
(N=52) « a1 25%

o FuuAWLAN

Spontaneous 6

37 2eifafr19Lil (1)
(N=200) (Indauansaanian) 17%

* UUAA 17%
o TN ULKIEUNS 14%
- 2ih93ias 149
* Aumaavaalsznu 12%
Total Awareness 26 * 1a3qyidiav 12%

(N=200) > uAUISG 12%

Ref : Q33, Q35, Q36
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Seeing Frequency of "Car for Cash” Billboard (Any)

Avg. Frequency

8.88 times/person/mth
15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Less than once a month

Ref : Q37 (65)

(33) (32) (17)* (11)* (18)*
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Seeing Frequency of “Car for Cash” Billboard

FAuTeNuUINSsTasdn uuauudviag aaduauus1ee nsldaaiar1ssa

Avg. Frequency

8.43 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month
Less than once a month

Ref : Q37 (27)*

(13)* (14)*

(5)* (6)* (8)* (8)*
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Seeing Frequency of “Car for Cash” Billboard

ALWIUUIAG 191K auuadayuliasldefiias1ane uanduniune

Avg. Frequency

8.60 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday
5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Less than once a month

Ref : Q37 (52)

(29)* (23)* (14)* (8)* (14)*
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Preference of “"Car for Cash” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like
So-so
Quite dislike 5
Mean Score : 3.46 3.30 3.63 3.47 3.45 3.39
Ref : Q38 (65) (33) (32) (17)* (11)* (18)*
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Reasons for “"Liking / Disliking”

LIKE
%
Have clear information /
easy to understand - 39
Big fonts / easy to read - 36
Have phone number / not
complicated to contact . 19

Bright billboard color looks
outstanding I 10

Thinking male presenter
Iooksqmteresting I 10
Have clear car picture I 7
Beautiful presenter I 3
Ref : Q39 (31)

Py H ““* 7 H Lol 92
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Persuasion of “"Car for Cash”

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Quite interested

So-so

Quite not interested

3
Not interested at all
Mean Score : 3.58 3.58 3.59 3.53 3.73 3.39 3.74
Ref : Q40 (65) (33) (32) (17)* (11)* (18)* (19)*
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Reasons for “"Interest / Not Interest”

Interested
%

Have phone number / not
complicated to contact 38
Reliable information . 26

Outstanding brand name/Have clear 24
information /easy to understand

Big fonts / easy to read I 10
Presenter looks interesting ‘ 2
Ref : Q41 (42)

" . u v o w94
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“HP Printer”
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“HP Printer” Billboard
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Performance of “"HP Printer” Billboard

e Nearly 40% of respondents are able to recognize “HP Printer” ad through the
channels of billboard (23%), magazine (23%) and newspaper (16%).

« Males in the age range of 15-20 yrs. and 31-40 yrs. are better recalled of “"HP Printer”
ad than the other subgroups of respondents.

e Considering the “"HP Printer” billboard, its spontaneous awareness captures at 6%
and 23%o for total awareness

e It is clearly shown that this billboard performs well in “seeing frequency”. More
respondents have been exposed to this billboard on the average of 3-4 times a week
particularly among younger females.

e “HP Printer” billboard is somewhat liked (3.64) especially among females (3.73) in
the age range of 15-20 yrs. (3.75) and 41-50 yrs. (3.86).
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Performance of “"HP Printer” Billboard ...

« Points of appreciations are cited to :
- Realistic printed paper (44%)
- Like the slogan (41%)
-  Various models shown (22%)

e Majority of respondents particularly the younger females are persuaded by this
billboard (3.71).

e The persuasion is drawn from “various models shown”, “printer pictures and usage
informed”, “slogan” and “realistic printed paper”.

e Very few criticism is found which is revolving around “no usage detailed” and “too
dark background”.
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Awareness of "HP Printer” Ad

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Yes

No

Ref: Q15 (200)

(100) (100)

(50) (50) (50) (50)
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Source of Awareness of "HP Printer” Ad

“Awareness” Correct

Billboard Magazine Newspaper
(N=18)* (N=18)* (N=12)*
Incorrect
52
18
. * 1 1
I T T ‘ _ T T 1

Television Leaflet / brochure Poster / banner in front Booth at the sidewalk Radio

of the stores i.e.

Ref : Q15, Q16 computer store
(N=40) (N=14)* (N=3)* (N=1)* (N=1)*

o/ H “ 7 H Ll 100
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Awareness of "HP Printer” Billboard

A\Y n
Awareness . - - o v -
AU Insuuadu ustnatausgsLdvLian

auuaian Yuntuan2Iva U

Mode of Transportation Road Usage

(=200) - Motorcycle 67% - sauqLiay 58%
% - Personal car 24% « afililaslane’ 53%
- Bus / Mini bus 9% - 2hoidian 44%
M (N=45) . u:wun"'a 29%
* 2N9ARU 29%
o Vinuw 27%
Spontaneous 6 - W 24%
(N=200) o JuIUUTIUNT 20%

» gUUANILAN
(Inaauaraedidian) 20%
e P 1] 18%
Total Awareness 23 * AuAaavAalsznIu 18%
(N=200) - 133qyuiay 18%

Ref : Q15, Q17, Q18

" . u v o w101
@ An Advertising Effectiveness on “Top Gun” Billboard — September 2007 * Small Base N@" ‘



Seeing Frequency of "HP Printer” Billboard

Avg. Frequency

6.61 times/person/mth
15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday 4 0

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Less than once a month

Ref : Q19 (45)

(23)* (22)* (16)* (7)* (15)* (7)*
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Preference of "HP Printer” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like
So-so
Mean Score : 3.64 3.57 3.73 3.75 3.43 3.53 3.86
Ref : Q20 (45) (23)* (22)* (16)* (7)* (15)* (7)*
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Reasons for “Liking”

The printed out picture looks
realistic

Like the slogan

Have various printers, various
models to choose from

Letterings look clear and are
contrasted to background

|4

Ref: Q21 (27)*
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Persuasion of “"HP Printer”

—Z  Age |

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Very interested

Quite interested

So-so 27 26

27

Quite not interested 2 4 0
Mean Score : 3.71 3.65 3.77 3.81 3.71 3.60 3.71
Ref : Q22 (45) (23)* (22)* (16)* (7)* (15)* (7)*
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Reasons for “"Interest / Not Interest”

Interested
%

Have various printers, various

models to choose from 38
Picture of printers and usage -

informecr 31
Like the slogan . 19
The printed out picture looks 16

realistic

Phone number is inducing to call in |6
Ref: Q23 (32)
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“Mobil” Billboard

milod inodlualio
AolonHoALSSIWE

Note: Mobil Ad had been on for 15 days before conducting research.
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LOP GLM

Performance of “"Mobil” Billboard

Four out of ten respondents are aware of “Mobil” advertising. A better recall is
registered among older males.

26% of respondents are able to recall correctly of "Mobil” ad through billboard.

In terms of awareness of “Mobil” billboard, the spontaneous recall is registered at
10% and to 22% for total awareness.

Seeing frequency of this billboard is found on 3-4 times a week.

High preference (3.83) and persuasion (3.81) are captured due mainly to “pick up
picture”, “big pack shot” and the persuasive copy of "“super turbo speed” and
“extremely performed”
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Awareness of "Mobil” Ad

—E20 3

| . 15-—20 21-30 31-—40 41 -50
Total : Male Female | yrs. yrs. yrs. yrs.
% : % % : % % % %
e o, » 2
Yes | ! 42
No | |
Ref: Q78 (200) : (100) (100) : (50) (50) (50) (50)

9 An Advertising Effectiveness on “Top Gun” Billboard — September 2007 N@“‘ 110 ‘
OF GUN



Source of Awareness of "Mobil” Ad

“Awareness” Correct

Billboard
Incorrect (N=21)*
85
16
6 5 1 1 1
Television Newspaper Magazine Poster / banner in Sticker Advertisement at Radio
front of the stores advertisement at the motorcycle
the pole next to repairing shop
fuel dispenser
Ref : Q78, Q79 (N=69) (N=13)* (N=5)* (N=4)* (N=1)* (N=1)* (N=1)*
E An Advertising Effectiveness on “Top Gun” Billboard — September 2007 * Small Base N@""‘ 111 ‘
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Awareness of "Mobil” Billboard

“Awareness”

AIUIAAATOANIATIULAD NIVLANATUIAASA
IFUNsanIndIULAY a4

(N=200)
%
|
Spontaneous 10
(N=200)
Total Awareness 22

Ref : Q78, Q81, Q82

Mode of Transportation

- Motorcycle 57%

« Personal car 38%

e Bus / Mini bus 5%
(N=42)

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Seeing Frequency of “"Mobil” Billboard

Avg. Frequency

7.55 times/person/mth
15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday 5 4 7

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Ref : Q82 (42) (27)* (15)* (9)* (10)* (9)* (14)*
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Preference of "Mobil” Billboard

—Z

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much 7 13

Quite like
So-so
Mean Score : 3.83 3.74 4.00 3.78 3.50 4.11 3.93
Ref : Q83 42) (27)* (15)* (9)* (10)* (9)* (14)*
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Reasons for “Liking”

LIKE

Picture of pick-up drove through board
conveys good quality engine oil

Big gallon / Easy to see

Mobil is outstanding

Feels fast and durable by "Super turbo
speed, extremely performed"

Ref : Q84 (31)

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007 Nﬂ"“‘ 115 ‘
TOP GLIN



Persuasion of “"Mobil”

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % %

Very interested

Quite interested

So-so 17
13

Quite not interested 2 o 0
Mean Score : 3.81 3.74 3.93 3.78 3.80 3.89 3.79
Ref : Q83 (42) (27)* (15)* (9)* (10)* (9)* (14)*
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Reasons for “"Interest / Not Interest”

Interested
%

Super turbo ﬂ)eed conveys
speed and durability

Extended usage of motor by
word of "Extremely
performed"

Picture of pick-up drove
through board conveys
good quality

Big gallon / Easy to see

E 1
Y
N

Ref : Q86 (34)
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“Caltex Delo”
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“Caltex Delo” Billboard
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Performance of “Caltex Delo” Billboard

e The awareness of “Caltex Delo” ad is at a moderate level (56%). Better recognition
is found among males in 31-40 yrs.

- Billboard is recognized for “Caltex Delo” ad by 12%.

- Its spontaneous awareness of “Caltex Delo” through the billboard captures at 6%
and increases to 21% for the total awareness.

- Even the seeing frequency is found on the average of 1-4 times a week, more
frequent exposure (3-4 times a week) is mentioned by males in 41-50 yrs.

e Preference and persuasion perform about the same (3.69 and 3.71 respectively).
Interesting to note that high preference is seen in males while females are more
persuaded by this billboard. However, it is more appealing among the olders (41-50

yrs.)
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Performance of “"Caltex Delo” Billboard ..o

e Again, the attractions of this billboard are made revolving around :
-  Big pack shot
-  Outstanding slogan
-  Pick up picture conveys strong engine
-  Perceived high product quality

e On the other hand, “unattractive color” and “have no product details” are negative
commented.
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Awareness of “"Caltex Delo” Ad

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% %o % % % % %

Yes

No

Ref : Q42 (200) (100) (100)

(50) (50) (50) (50)
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Source of Awareness of “"Caltex Delo” Ad

“Awareness” Correct

Incorrect . . . -
Television Newspaper Billboard Magazine
(N=99) (N=14)* (N=13)* (N=10)*
4 1 1 1 1 1
Sticker Advertisement in Leaflet / brochure Bus / mini bus side Poster / banner in Radio
advertisement at gas station front of the stores
the pole next to fuel i.e. computer store
dispenser
Ref: Q42, Q43 (N=4)* (N=1)* (N=1)* (N=1)* (N=1)* (N=1)*
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Awareness of “"Caltex Delo” Billboard

“Awareness”

A9 FAZWIUUASHYA 212N tEavne'lad
NnANNI 15

(N=200)

%

Spontaneous 6
(N=200)

Total Awareness 21

Ref : Q42, Q44, Q45

Mode of Transportation

- Motorcycle 52%

« Personal car 36%

* Bus / Mini bus 12%
(N=42)

Road Usage

» 5aUAQLIAY

« ofilulasane’
- 2i19idian

* VINUNW

- 7i19@anu
e

° NN

o HaNURIUNS
- UNAA

- AuAaavAailsznu
- 2i1viaa

* LAUISS
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Seeing Frequency of "Caltex Delo” Billboard

Avg. Frequency

—Z

7.49 times/person/mth
15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %
Everyday

5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month

Once a month

Less than once a month

Ref : Q46 (42)

(26)* (16)*

(8)* (6)* (12)* (16)*
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Preference of “"Caltex Delo” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like

So-so

Quite dislike
Mean Score : 3.69

3.73 3.63

3.63 3.67 3.58 3.81

Ref : Q47 (42) (26)* (16)* (8)* (6)* (12)* (16)*
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Reasons for “"Liking / Disliking”

LIKE
%o

Big pack shot looks attractive - 82
Outstanding slogan - 36

Pick-up picture conveys
strong engine 18

Big fonts / easy to read I 14
Have product details and
information 7
Ref : Q48 (28)*
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Persuasion of “"Caltex Delo”

—Z  Age |

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Very interested

Quite interested

So-so 24

13

Quite not interested 5

0
Mean Score : 3.71 3.58 3.94 3.63 3.50 3.75 3.81
Ref : Q49 (42) (26)* (16)* (8)* (6)* (12)* (16)*
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Reasons for “"Interest / Not Interest”

Interested

Picture projected high
product quality

Outstanding Ipack shot /
induce tria

Pick-up picture conveys
strong engine

Have product details

I

Ref : Q50 (1)*
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“"Ocean Glass”
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“Ocean Glass” Billboard
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Performance of "Ocean Glass” Billboard

The advertising awareness of "Ocean Glass” is quite low (9%).

Among the awarers, the correct recall of source of advertising awareness is found on
billboard (39%) and magazine (28%o).

Regarding the billboard, the spontaneous advertising awareness of “"Ocean Glass” is
somewhat low (1%), however, its total awareness is much improved to 15% with
the average seeing frequency at 1-2 times a week.

Younger males are more frequent exposed to the “"Ocean Glass” billboard than its
counterparts.

The preference on “"Ocean Glass” billboard is registered at the moderate level (3.54).
However, higher preference is found among the older females.
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Performance of "Ocean Glass” Billboard ..o

- Points of satisfaction towards this billboard are cited to “water in glass looks
outstanding” and “nice design glass”.

-« The persuasion established from this billboard is able to capture at 3.43, a moderate
performance. Males and females aged 15-30 yrs. are more persuaded than its
counterparts. Again, the execution of “nice design glass” is successful to attract
respondents’ interest.
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Awareness of "Ocean Glass” Ad

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% %o % % % % %

Yes

No

Ref : Q6 (200)

Q An Advertising Effectiveness on “Top Gun” Billboard — September 2007 N@“‘ 134.

(100) (100) (50) (50) (50) (50)



Source of Awareness of "Ocean Glass” Ad

“Awareness” Correct
39
(Gender INCONN
Male 40 Male 20
38
15 - 20 43 15 - 20 29
21-30 40 21- 30 40
31 - 40 50 31 - 40 0
41 - 50 0 41 - 50 50
T
Billboard Magazine
(N=7)* (N=5)*
Incorrect
33
6 6
Ref : Q6, Q7 Television Leaflet / brochure Newspaper

(N=6)* (N=1)* (N=1)*
E An Advertising Effectiveness on “Top Gun” Billboard — September 2007 * Small Base N@""‘ 135 ‘
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Awareness of "Ocean Glass” Billboard

“Awareness”

(N=200)

Spontaneous
(N=200)

Total Awareness
(N=200)

Ref : Q6, Q8, Q9

%

e ni1zady auiasuasnzen

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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auUs1 2B IIUsU
Mode of Transportation Road Usage
» Motorcycle 57% - sauqtliav 64%
- Personal car 39% « afililaslane’ 64%
- Bus / Mini bus 4% * Vinuw 57%
(N=28)* - 9aiian 54%
» 29nanu 50%
e A 39%
° NN 39%
e HUINUTUNS 25%
« 2f19sian 25%
* 1A5eyLiiay 21%
» gUINANILAN
(Inaauarseadneidian) 18%
* 3731 14%
(N=28)*
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Seeing Frequency of "Ocean Glass” Billboard

Avg. Frequency

—Z

11 times/person/mth

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Everyday
5 - 6 times a week

3 - 4 times a week

1 - 2 times a week

2 - 3 times a month
Once a month
Less than once a month

Ref : Q10 (28)* (17)* (11)*

(10)* (10)* (5)* 3)*

" . u v o w137
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Preference of "Ocean Glass” Billboard

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Like it very much

Quite like

So-so

Mean Score: 3.54

3.41 3.73

3.50 3.50 3.80 3.33

Ref : Q11 (28)* (17)* (11)* (10)* (10)* (5)* 3)*
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Reasons for “Liking”

LIKE
%
Water in glass looks 64
outstanding
Glass has a nice design 36
Billboard background is
outstanding 7
Ref: Q12 (14)*

E An Advertising Effectiveness on “Top Gun” Billboard — September 2007
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Persuasion of “"Ocean Glass”

15-20 21 -30 31-40 41 - 50
Total Male Female yrs. yrs. yrs. yrs.
% % % % % % %

Quite interested

So-so 57

Mean Score : 3.43

3.41 3.45

3.50 3.50 3.20 3.33

Ref : Q13 (28)* (17)* (11)* (10)* (10)* (5)* 3)*
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Reasons for "Buying Interest”

Interested
%

Glass has a nice design 100

Ref: Q14 12)*
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Conclusion & Recommendation
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Conclusion and Recommendation

Total
%
Total Total
Spontaneous Awareness
Advertising board at the o
intersection, in front of building, T
top of building B
Advertising board at super highway E 83
Tuk Tuk ad e 82
In store advertisingt at Big C, Tesco
Lotus, Makro, Carrefour = 75
Mupi, Trivision = 64

Mobile van = 57

Ref: Q2 (200)
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Conclusion & Recommendation (Contd)
Performance Summary of “Top Gun” Billboard

Advertising Awareness Preference Persuasion
Spontaneous (%) . Total Awareness (%) (Mean) (Mean)

Jotun 3.44 3.38

M-150 3.56 3.44
18 45
“ArWudnuumEuns” 12 29

Clinic Clear P 11 s 3.61 3.73
“FAuiainnsiasn” 11 21
13 38
OMO “dunsaniasIuna” 11 34
“luriunsain” 8 18
9 33

Car4Cash “uvazwiuuniy” 6 26 3.46 3.58
“Swiaiunnsiadin” 3 14

HP Printer 6 23 3.64 3.71

Caltex Delo 6 21 3.69 3.71

Ocean Glass 1 15 3.54 3.43

Note: OMO and Mobil had put ads on for 15 days before conducting research.



Conclusion & Recommendation .«

Consumers’ Attractions to Billboard Advertising

e Product information e Product / pack shot

and c_letalls “Copy Impact” “Execution Impact” ° Presentel:
» Concise e Big letterings

» Easy to read / understand

“Tonality”
< Bright color scheme
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Top Gun Review
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Spending Efficiency in “"Top Gun Billboard”

Total Recall Avg. Frequency

(%) (times/person/mth) cPM
Jotun
M 150
Clinic Clear
oMo > 38 8.48 194.91
Car4Cash > 33 8.88 187.54
HP Printer 23 6.61 123.94
Mobil 22 7.55 224.51
Caltex Delo 21 7.49 224.61
Ocean Glass 15 11.00 114.19

Note: OMO and Mobil had put ads on for 15 days before conducting research.
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Spending Efficiency in “"Top Gun Billboard”

Clinic Clear

Total Recall
(%)

Avg. Frequency
(times/person/mth)

CPM

Clinic Clear fiuunuLiduns, 29 6.12 106.16
Clinic Clear i.8725501 23 8.40 71.11
Clinic Clear jeuunnsiasn 21 8.81 74.26
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Spending Efficiency in “"Top Gun Billboard”

Total Recall Avg. Frequency T
(%) (times/person/mth)
OoMO 38 8.48 194.91
OMO nmasunn? 34 5.93 233.63
OMO Night Bazaar 18 9.86 88.47
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Spending Efficiency in “"Top Gun Billboard”

Total Recall Avg. Frequency T
(%) (times/person/mth)
Car4Cash 33 8.88 187.54
Car4Cash azwiuuiss 26 8.60 245.78
Car4cCash Jaunsiasn 14 8.43 0

Note: Car4Cash at Wattanaporn Osotch has no ad on during research period.
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Awareness of Outdoor Advertising

Total
%
Total Total
Spontaneous Awareness
Advertising board at the o
intersection, in front of building, T
top of building B
Advertising board at super highway E 83
Tuk Tuk ad e 82
In store advertisingt at Big C, Tesco
Lotus, Makro, Carrefour = 75
Mupi, Trivision = 64

Mobile van = 57

Ref: Q2 (200)

Back
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