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This thesis delineates (1) the demographical characteristics of selected
Bangkok Metropolis young people who have been exposed to product
advertisements in magazines earmarked for young people. Moreover,
investigated are (2) the levels of exposure to and interest in product
advertisements in these magazines. Finally, considered are (3) the contents,
presentation techniques, and the perceived benefits the subjects receive from
reading the aforesaid magazines.

The sémple population consisted of 400 young people between the ages

of fifteen and twenty-one who read fashion magazines and who were
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domiciled in Bangkok Metropolis. The instrument of research was a self-
administered questionnaii‘e.

The techniques of descriptive statistics used in data analysis were
frequency, percentage, mean and standard deviation. T-test and one-way
analysis of variance (ANOV A) were used for testing purposes. The technique
of least significant difference (LSD) multiple comparison was used in cases in
which differences were found to obtain at a statiétically significant level.

Findings are as follows:

Young people whose monthly incomes ranged between 5,001 and
7,000 baht exhibited exposure behaviors and made use of product
advertisements in such magazines more frequently than did those whose
monthly income ranged from 7,001 to 10,000 baht. Respondents whose
income was greater than 10,000 baht monthly evinced exposure behaviors and
made use of product advertisements in these magazines more frequently than
those whose income was less than 3,000 baht monthly.

Most of the teenagers preferred the products presented in the columns
devoted to clothes more frequently than those concerned with cosmetics. Most
of them were interested in the contents of product advertisements giving
information pertaining to product discounts more than was the case in regard
to answering questions in order to obtain discounts and the sending of product
parts to be used in drawing lots. The reason that the subjects gave for
preferring certain products was that they were very popular among young

people was more frequently given than was the case for the reason that the
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"p}dd'ucts of a given country were popular because fashironable. The belief that
a given country produced. products for sale at a reasonable price resulted in
i;;;siﬁ;ggéhaviors and the use of product advertisements in these magazines
more frequently than was the case with other aspects, including the preference
for products of certain countries stemming from an ancillary preference for
stars or singers from such countries. Most of the young people under
investigation preferred viewing product advertisements in the form of
cosmetic advertisements more frequently than was the case with pictures of
communication equipment. They preferred the pictures of product

advertisements in the clothes domain more frequently than other product

advertisements such as female lingerie, etc.





