
The Consumer Responses toward the Offensive Product Advertising
Authors : Chin Tangtarntana
Abstract : The main purpose of this study was to investigate the effects of animation in offensive product advertising.
Experiment was conducted to collect consumer responses toward animated and static ads of offensive and non-offensive
products. The study was conducted by distributing questionnaires to the target respondents. According to statistics from
Innovative Internet Research Center, Thailand, majority of internet users are 18 &ndash; 44 years old. The results revealed an
interaction between ad design and offensive product. Specifically, when used in offensive product advertisements, animated
ads were not effective for consumer attention, but yielded positive response in terms of attitude toward product. The findings
support that information processing model is accurate in predicting consumer cognitive response toward cartoon ads, whereas
U&amp;G, arousal, and distinctive theory is more accurate in predicting consumer affective response. In practical, these
findings can also be used to guide ad designers and marketers that are suitable for offensive products.
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