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This thesis investigates (1) the relationships between the demographical
characteristics of members of the general public in Bangkok Metropolis and
decisions to purchase information technology (IT) magazines. Additionally
considered are (2) the behaviors exhibited in the course of purchasing IT
magazines of those members of the general public investigated. Moreover,
examined are (3) the relationships between the presentation techniques found
in these magazinres and decisions to purchase them on the part of those under

study. Finally, the researcher takes account of the relationships between the
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contents of these IT magazines and the decisions of those studied to purchase
them.

The sample population consisted of 400 persons domiciled in Bangkok
Metropolis and who were between the ages of twenty and thirty-five. The
instrument of research was a self-administered questionnaire.

The techniques of descriptive statistics used in data analysis were
frequency, percentage, mean and standard deviation. T-test and one-way
analysis of variance (ANOVA) were employed for testing purpbses. The
technique 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:

Of the members of sample population, those whose occupation was
that of owning private businesses more frequently decided to purchase IT
magazines than was the case for students and university students. Those
respondents whose monthly income was between 10,001 and 15,000 baht
decided to purchase IT magazines more frequently than those whose income
was between 15,001 and 20,000 baht. Those who read these I'T magazines for
three to four hours at each sitting decided to purchase them more frequently
than those who read them for less than one hour at a single sitting and those
who read them for Iﬁore than five hours per sitting. Furthermore, those who
read IT magazines for one to two hours per sitting decided to purchase these

magazines more frequently than those who read the magazines for less than
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one hour at a single sitting and those who read them for more than five hours
at a sitting.

In regard to those surveyed, the researcher determined that those who
decided to purchase IT magazines more often purchased them at Prae Pittaya
bookstore than either Nai In bookstore or B2S bookstore. Nonetheless, those
respondents who decided to purchase these magazines more frequently
purchased them at SE-ED bookstore than either Nai In bookstore or B2S
bookstore.

Of the sample population, those who were interested in small and
colorful character types decided to purchase IT magazines more frequently
than those interested in bold and black and white character types and those
interested in other styles such as characters in four colors. Of those sampled,
finally, those who evinced preference for social news content in the IT
magazines they read decided to purchase these magazines more frequently
than those who were more interested in contents pertaining to the launching of

new technology or changes in IT companies.





