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In this thesis, the researcher investigates the relationships between
the demo-graphical characteristics of selected young people between the
ages of thirteen and twenty-four and the affects of viewing advertisements
on their independent (“indy”’) movie viewing selection behaviors.

The sample population consisted of 400 young persons between the
.ages of thirteen and twenty-four. A questionnaire was used to collect data
from members of the sample population.

Techniques of descriptive statistics used in the analysis of the data
obtained were frequency, percentage, mean and standard deviation. T-test
and one-way analysis of variance (ANOVA) were used for purposes of

hypothesis testing.
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Findings are as follows:

The demographical characteristics of age and income of the young
people under smdy were correlated with differences in movie viewing
selections. It was found that most of the subjects under study were females
between the ages of twenty-two and twenty-four. Most of them were studying
at a bachelor’s degree level. They had a monthly income between 10,001 and
15,000 baht.

In regard to media exposure behaviors, the perception of movie
advertisements, reading movie magazines, and seeing movie advertisements
(moving pictures) differentially affected movie viewing selections. Accordi-
ngly, the perception of advertisements and seeing movie advertisements
(moving pictures) in the movie trailer type shown on video walls in cinemas
affected movie viewing selections at a higher level than was the case with
movie trailers shown on television.

Differences in movie advertisement techniques, the arrangement of
messages in advertisements, and the editing of advertisements additionally
differentially affected movie viewing selections. As such, the arrangement of
the pattern of messages in movie advertisements with letters and sizes favored
.in advertisements affected movie viewing selections more than was the case
with the organizatién of patterns of message in movie advertisements using
rapid aniﬁation techniques to foster understanding at the statistically

significant level of 0.05.





