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(iv) SYNOPSIS

This research was conducted to find out the perception of
the middle income‘group in Shah Alam towards commercials
break within television programmes, with particular

attention to residents living in Sections 2, 3, 4 ard 6.

It also serves to fullfill the requirement of our final
examination paper for Business Researchi(BUS.364) as
required by our course, Diploma In Business Studies,

Apart fﬁom that, it aims to find new knowledge regarding
advertisements in television. We hope that this research
would be able to proide some guidelines and information.

on advertisements conducted through television.

The major source of our information were. questionaires
received from‘th respondsntslf”Secondary information were™
obtained by our library feééarch; .Samples of our respondents
were randomly seleéte& from the above méntioned 4 sections.
These. sections were selected because.they were representative

_of the other sections in Shah Alam,

Questionaires wére distributed.personally to the selected
respondents._ Theye‘wgre 240”sets of"questionaires_ :
distributed whereby 60 sets were distributed Qutvto each

section.  We managed to get 193 (80.4 %) of the total 249

questionaires distributed to these 4 sections, Of these



193 questionaires received 13 (7.9 %6) were rejected because
they were uncompeted. So the remaining 174 questionaires

were used to gather our information.

From the analysis we found out that different catagories

of respondents have different perceptions toward commercial
breaks on television. They have different preferences

on types of progratmes, length of time allocated for
commercials and type of advertisements screened on

television,

However, it was noted that more than half of the total
respondehts preferred 1 to 2 minutes allocated for _
advertisements and many adveriisements at the break rather

to have many advertisements in several breaks.

Generally, our study have shown that 85% of the respondents
prefer to have 1 to 2 commercial breaks within a programme
with varieties of commercials., The Television Industries

can make use of these information on the allocation of

number of break within a programme,

At present the Television Industries in Malaysia allocate

10 minutes for commercials for every 1 hour of programme.

This 10 minutes is divided into 3 commercial breaks.,

On the other hand, whkere films are being sponsored, the

commercial air time is being reduced to 4% minutes for

every .1 hour programme,

(Please, refer to table 7 & 8)



