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Abstract

The objectives of the research on "Pattani Housewives' Perception of Advertising
Language" were twofold : 1) to study the perception of advertising language of the housewives in
Amphur Mueng, Changwat Pattani, and 2) to investigate the relationships between the perception
and age, occupation, education, income, religious denomination, as well as residential area

according to Klapper's selective process.

The subjects selected by a multistage sampling were 393 housewives from Amphur
Mueng, Pattani, who were 20-59 years old in 1998. Among them, 162 were from the .urban area
(in Pattani municipal area) and 231 were from the rural area (out of Pattani muniqipal area). The
data was collected by an interview schedule and then analyzed with SPSS/PC’ statistical package

for frequency distribution, percentage and Chi- Square test. The findings were as the following :

1. The perception of advertising language of Pattani housewives was in line with

Klapper's selective process.

2. The demographic characteristics of Pattani housewives were related to the perception

of advertising language as follows:

2.1 Age was related to their perception of poet headlines at the .05 level of significance.
The young housewives (20-30 years old) perceived highest, followed by the old housewives (46 -59
years old), and the middle-aged (30 -45 years old) perceived the lowest,
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2.2 Their occupation was significantly related © emotion headlines and horn-blowing
headlines at .05. As for the perception of emotion headlines, the housewives who were office
workers perceived most, followed by thosc who were homemakers, teachers, business
women/owners, government officers, agriculturists, and state enterprise employecs, respectively.
As for horn-blowing headlines, the housewives who were state enterprise employees perceived
most of all, followed respectively by teachers, agriculturists, office workers, government officers,
busiqess women/owners, and homemakers,

2.3 Their educational level was significantly rclated at .05 to the perception of slogan
and horn-blowing headlines. The leve! of their perception of both types of headlines was the
same. The housewives whose educational level was high (Associate degree, Bachelor degree or
higher) perceived mdst, followed by those with low educational level (under M.3 or equivalent),
Those with moderate educational attainment (M.3, M.6, Certificate or equivalent) perceived the
least.

2.4 Their income was related to the perception of horn-blowing headlines at ,05. As
for this perception, the housewives who earned a high income (higher than 7,000 baht/month)
perceived most, followed by those with a moderate income (between 3,900 - 7,000 baht/month),
and those with a low income (less than 3,900 baht/month) perceived this advertising language the
least.

2.5 Their religious denomination was related to the perception of emotion headlines,
question headlines, and curiosity headlines at the .05 level, It was found that the Buddhist
housewives perceived these three types of advertising language more than the Muslims,

2.6 The residential arca was related significantly to the perception of curiosity headlines
and gimmick headlines at .05, It was seen that the housewives living in the rural area (out of
Pattani municipal area) perceived both types of advertising language higher than those in the urban

area (in Pattani municipal area).





