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In this thesis, delineated are (1) the demographical characteristics of
selected purchasers of products and services advertised on the Internet insofar
as they affect purchasing decisions. Additionally considered are (2) the
designs utilized in Internet advertising media affecting the purchasing
decisions of these purchasers of products and services. Finally, investigated
are (3) the methods of media presentation and the needs for products
advertised on the Internet affecting the purchasing decisions of the subjects
under investigation.

The sample population consisted of 400 employees of private sector

companies, civil officials, and employees of state enterprises in Bangkok
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Metropolis. The members of the sample population were between the ages of
twenty-one and twenty-five. The instrument of research was a questionnaire
whose validity and reliability was at the Cronbach’s Ol (alpha) level of 0.897.
Upon development of the questionnaire, it was administered to the subjects of
investigation for the purpose of collecting relevant data.

Techniques of descriptive statistics used in the analysis of the data
collected were percentage, frequency, mean and standard deviation. T-test,
‘one-way analysis of variance (ANOVA) and Pearson’s product moment
correlation coefficient were also used for purposes of hypothesis testing.

Findings are as follows:

Of the subjects of investigation who were holders of a bachelor’s
degree, it was found that they used the Internet to retrieve information, send
information and for purposes of entertainment. These subjects held that the
designs of Internet advertising were important because designs were what
attracted initial interest in the products or services advertised. The advertising
‘technique that generated the highest degree of interest was the Pop-Up
technique. It was also important for these advertisements to be mobile and be
positioned at the very top of the webpage as viewed on the monitor screen.

Of the subjects of investigation, private and public sector employees
paid greatest heed to the novel technique of product and service advertising on
the Internet. The reasons the subjects were interested in the products
advertised on the Internet were because they were novel and trustworthy.

However, the subjects of investigation were of the opinion that Internet

-advertising should change its presentation in accordance with occasions. The
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.Pop-Up advertising technique most favored was being able to view the
advertising and then closing the Pop-Up in which it was viewed. Disinterest
was evinced for the advertising technique in which a banner at the bottom of
the webpage was used. Finally, it was thought that those controlling the
presentation of Internet advertising techniques should be website designers.
The subjects of investigation held that the advertised products and
services most needed were domestic products. The reason given for buying
products and services advertised on the Internet was the convenience of
‘making Internet purchasés. Additionally, the prices and types of products and
services were other important reasons in making decisions to purchase

products and services advertised on the Internet.





