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This thesis delineates (1) the demographical characteristics of selected
magazine readers in Bangkok Metropolis insofar as they affect decisions to
purchase products advertised in the magazines they read. Moreover, investigated
are (2) the behaviors evinced in the course of reading these advertisements,
the contents of the advertisements, and the advertising methods used which
affect decisions of these readers to purchase the products advertised.

The research population consisted of 400 women residing in Bang Kapi
district who are readers of three women’s magazinés. These magazines are
Seventeen, Cleo, and Elle. The instrument of research was a self-administered

questionnaire.
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The techniques of descriptive statistics used in data analysis were
frequency, percentage, meéﬂ and standard deviation. The techniques of ¢ test
and One-way 'Analysis of Variance (ANOVA) were also employed for testing
purposes. The technique of Least Significance Difference (LSD) multiple
comparison was used in cases in which differences were found to obtain at
a statistically significant level.

Findings are as follows:

Magazine readers whose educational level was that of holders of
a vocational certificate or diploma made decisions to purchase products
advertised in the magazines specified above more frequently than did subjects
whose educational level was higher than the bachelor’s degree level or the
high school level. Readers whose educational level was that of a bachelor’s
degree made decisions to purchase products advertised in these magazines
more frequently than did those who were holders of high school certificates.

Magazine readers who conducted private business operations made
decisions to purchase products from these magazines more frequently than
those who were employed as civil officials or in state enterprises, students or
university students, and those who were employed in private companies or
shops. Magazine readers with an income of 25,001 baht and higher made
more decisions to purchase products advertised in these magazines than those
whose income was between 10,001 and 15,000 baht.

Presenters of the advertisements who are well-known performers
affected reader decisions to purchase products advertised in these magazines

more frequently than other people, including friends, inter al.





