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In this thesis, the researcher delineates (1) the demographical
characteristics of selected consumers utilizing on-line advertisements; and (2)
the patterns of on-line advertisements and the exposure behaviors of these
consumers vis-a-vis online advertisements insofar as they affect their product
purchasing behaviors.

Using the proportional sampling method, the researcher selected a-
sample population of 400 Ramkhamhaeng University (RU) undergraduates
enrolled at the main campus of Bangkok Metropolis as first through fourth

year students in the academic year of 2009. The instrument of research was a
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questionnaire constructed by the researcher couched at the reliability level of
0.95.

Techniques of descriptive statistics used in the analysis of the data
collected were percentage, mean and standard deviation. The techniques of
t-test and one-way analysis of variance (ANOVA) were also employed, as
was the method of least significant difference (LSD).

Findings are as follows:

1. In respect to the demographical characteristics of the consumers
under examination, the researcher determined that monthly income affected
the quantity of product purchasing orders. Most of the consumers surveyed
had a monthly income between 5,000 and 10,000 baht. Next, in descending
order, were those whose monthly income was less than 5,000 baht.

2. The exposure behaviors of these consumers in respect to on-line
advertisements indicated that having experienced on-line advertisements for
four years or more was the factor most strongly affecting consumers’ product
purchasing orders. In respect to objectives in using the Internet, the researcher
found that most of these consumers used the Internet for research purposes
and to obtain follow-up information. The frequency of exposure to on-line
advertisements was from one to two advertisements per day. The most
frequent period of exposure to on-line advertisements was from 8.01a.m. to
12.00 p.m. (noon). Most of these consumers read advertisement information
after having received an advertisement message. Advertisement banners were

the type of on-line advertisements most frequently read.
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3. The pattern of on-line advertisements affecting consumers’ product
purchasing orders indicated that the pictures of products in on-line
advertisemcﬂts affected consumers’ product purchasing orders. The size of
advertisements consumers found most interesting was 5 x 7 inches. The colors
of most advertisements were in cool tone colors. Most of the advertisement
illustrations were moving pictures. The size of most illustrations in
advertisements was moderate. The piaccmcnt of elements of the picture was
before the message. The sounds accompanying most advertisements were
both fast and slow music.

4. Overall, consumers placed product purchasing orders at a high level.
It was found that the factor most strongly affecting placing of product orders
was convenience. Next, in descending order, was information clearly giving
distribution locations and telephone numbers. Sending information to

members through e-mail least affected product purchases.





