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In this thesis, the researcher delineates (1) demographical characteristics
of selected Bangkok Metropolis residents and thereupon juxtaposes these
characteristics to Internet advertisement exposure behaviors. Additionally
considered are (2) the commercial uses to which these residents put the Internet.
Furthermore, considered are (3) the interest in Internet advertisements expressed
by the residents under study. Finally, taken into account are (4) the patterns of
Internet advertisements to which these subjects of investigation are exposed.

The sample population consisted of 400 residents of Bangkok Metropolis.

The instrument of research was a self-administered questionnaire.
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Techniques of descriptive statistics used in the analysis of the data
collected were frequency,. percentage, mean and standard deviation. The
techniques of ¢ test and one-way analysis of variance (ANOVA) were
employed for testing purposes. The method of least significant difference
(LSD) multiple comparison was used in cases in which differences were
found at a statistically significant level.

Findings are as follows:

- The researcher found that the reason these residents evinced interest in
Pop-Up product advertisements was because they could instantly click on the
related links. It was accordingly found that these subjects had a higher level of
exposure to Internet advertisements than those who were merely interested in
Internet advertisements for reasons of speed and convenience. Those subjects
who were enamored of Pop-Up advertising evinced higher levels of exposure
to Internet advertisements than those who were interested in Internet
advertisements because they could instantly obtain pertinent information
without undertaking laborious searches.

Those subjects of investigation who evinced preference for the pattern
of Internet product advertisements in the form of square icon banners
correspondingly exhibited levels of exposure to Internet advertisements at
higher levels than those preferring exposure to Internet advertisements in the
form of e-mail. Furthermore, those subjects who displayed preference for

Internet advertisements in the form of square icon banners had a higher level
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of exposure to Internet advertisements than those who preferred the Pop-Up
pattern.

In respect to the content of product advertisements, those subjects who
evinced preference for content detailing humorous stories displayed higher
levels of exposure to Internet advertisements than those who preferred content
stressing product details. Finally, those preferring product advertisement
content using humorous stories exhibited higher levels of exposure to Internet

advertisements than those who opted for contents comparing various products.





