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In this thesis, the researcher delineates (1) the demographical
characteristics of selected working women in Bangkok Metropolis and thence
compares these characteristics with the decisions these women make to
purchase women magazines. Additionally considered are (2) the behaviors of
the working women under study connected with decisions to purchase
women’s magazines. Finally, investigated are (3) the presentation techniques
found in these women’s magazines insofar as they affect the decisions of the

working women under study to purchase them.
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The sample population consisted of 400 working women in Bangkok
Metropolis twenty-five yéars of age or older who had previously purchased
three semimonthly women’s magazines, viz., Dichan, Praeo, and Ploy Kaem
Pet. The instrument of research was a self-administered questionnaire.

Techniques of descriptive statistics used for purposes of analysis were
frequency, percentage, mean and standard deviation. The techniques of t-test
and one-way analysis of variance (ANOVA) were utilized for testing purposes.
The method of least significant difference (LSD) multiple corﬁparison was
employed in cases in which differences were found at a statistically significant
level.

Findings are as follows:

The working women under study who were between the ages of
twenty-five and thirty-four more frequently made decisions to purchase the
magazines under consideration than those between the ages of forty-five and
fifty-four. Moreover, those subjects who had a monthly income between
10,000 and 20,000 baht evinced a higher frequency in making decisions to
purchase said magazines than those with a monthly income of 40,001 baht or
higher. Furthermore, it was found that working women employed in private
companies exhibited a higher frequency of decisions to purchase these
magazines than those who were civil officials.

The first purchasing choice for those women who were between the
ages of twenty-five and thirty-four was Praeo. Next in order of frequency of

purchase were Dichan and Ploy Kaem Pet, respectively. They purchased one
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women’s magazine every two weeks from general bookstores. The length of
time in which they had been purchasing women’s magazines was from one to
two years.

As for reading behaviors, the majority read these woman magazines
from three to four times weekly. Usually, they spent thirty to thirty-nine
minutes reading each item.

The subjects completely read every column in all issues. As for contents,
they displayed greatest interest in entertainment. They also evinced preference
for pictures of celebrities on the covers of these magazines and were enthralled

by being able to receive gifts upon purchasing these magazines.





